1 I
ferc \ BILINGUAL ! ' !
.( 375] PUBLISHING CO. O :

April = 2020 i
Volume 2 Issue 2 :

Journal of

Psychological R

Volume 2 Issue 2 - April 2020 - ISSN 2630-5143

GQ.(,)gle MH Science Work 9 77253[] 51'-IZ[]




BILINGUAL
PUBLISHING CO.

=

Editor-in-Chief

Dr. Inna Reddy Edara

Fu Jen Catholic University, Taiwan

Editorial Board Members

Jerwen Jou, United States

Raul Valverde, Canada

Yan Liu, United States

Leyla Akoury Dirani, Lebanon
Rosa Hendijani, Iran

Maritza Caicedo, Mexico

Hafizi Muhamad Ali, Saudi Arabia

Alla Vladimirovna Toropova, Russian Federation

Warhel Asim Mohammed, Iraq
Dindar Shamsadin Bari, Iraq
Mehmet Cetin, Turkey

Suriyadeo Tripathi, Thailand
Mohammed Talib Alkiyumi, Oman
Prathyusha Sanagavarapu, Australia
Prisca Obierefu, United Kingdom
Kanimozhi Selvi C.S., India

Liang Yu, China

Ramazan Biger, Turkey

Vasfiye Geckin, Turkey

KyuJin Shim, Australia

Ai Ni Teoh, Singapore

Xiaoyan Xu, China

Bing-Bing Cao, China

Bing Jiang, United States

Michael Canute Lambert, United States
Catarina Iria, Portugal

Amira Dahmani, Tunisia

Ciara Toireasa Staunton, Ireland
Mar Duran, Spain

Manuel Ojea Rua, Spain

Mark Pettigrew, United Kingdom
Anastasia Aldelina Lijadi, Austria

Luigi De Gennaro, Italy

Te Ma, China

Richard E. Vatz, United States

Elzbieta Szymanska, Poland

Laura Alho, Portugal

Eduard Balashov, Ukraine

Veronika Viktorovna Katermina, Russian Federation
Jing Lu, China

Marco De Risi, Italy

Hung-Ming Lin, China

JaeHwan Kwon, United States

Sylvie Studente, United Kingdom

Yong Tang, China

Pavel Aleksandrovich Kislyakov, Russian Federation
Kirk Chang, United Kingdom

Bilal Afsar, Pakistan

Cindy Anne Branch-Smith, Australia
Soohyun Yi, United States

Jo-Anne Botha, South Africa

Lars de Vroege, Netherlands

Zeshui Xu, China

Bo Liu, China

Jing Han, United States

Solana Magali Salessi, Argentina
Kudakwashe Christopher Muchena, Zimbabwe
Casandra Isabel Montoro Aguilar, Spain
Utku Beyazit, Turkey

Amaryllis Chryssi Malegiannaki, Greece
Hassan Banaruee, Iran

Jamie Lee Jensen, United States
Francisco Javier Zarza-Alzugaray, Spain

Eghosa Noel Ekhaese, Nigeria



Volume 2 Issue 2 - April 2020 - ISSN 2630-5143

Journal of
Psychological Research

Editor-in-Chief
Dr. Inna Reddy Edara

{ BILINGUAL
‘TW PUBLISHING CO.



{ BILINGUAL
=) PUBLISHING CO.
Volume 2 | Issue2 | April2020 | Page1-38
Journal of Psychological Research
Contents
ARTICLE
1 The “Psychology” of Polygraph’: Engendering Differential Salience -Concerns and Caveats

Friedo J.W. Herbig

11 Antecedents of Microblogging Users’ Purchase Intention Toward Celebrities’ Merchandise: Perspectives

of Virtual Community and Fan Economy

Aoyi Yang KyulJin Shim

27 Bilingualism and Culture: Psycholinguistic Aspect
Veronika Viktorovna Katermina  Olga Logutenkova
33 The Relationship between Flow Experience in Leisure and Life Satisfaction in Undergraduates
Yongmei Hou  Yuan Jiang
Copyright

Journal of Psychological Research is licensed under a Creative Commons-Non-Commercial 4.0 International Copy-

right (CC BY- NC4.0). Readers shall have the right to copy and distribute articles in this journal in any form in any

medium, and may also modify, convert or create on the basis of articles. In sharing and using articles in this journal,
the user must indicate the author and source, and mark the changes made in articles. Copyright © BILINGUAL PUB-

LISHING CO. All Rights Reserved.



Journal of Psychological Research | Volume 02 | Issue 02 | April 2020

BILINGUAL
PUBLISHING CO.

([

ARTICLE

Journal of Psychological Research

https://o0js.bilpublishing.com/index.php/jpr

The “Psychology” of Polygraph’: Engendering Differential Salience -

Concerns and Caveats

Friedo J.W. Herbig"

Department of Criminology & Security Science, College of Law, University of South Africa (Unisa), Pretoria, RSA

ARTICLE INFO

ABSTRACT

Article history

Received: 27 November 2019
Accepted: 18 December 2019
Published Online: 30 April 2020

Keywords:

Polygraph

Psychological set

Emotional salience
Behaviour modification
Veracity

Arousal

Fear of detection of deception

1. Introduction

orldwide, criminality, including dishonesty,

has become pervasive and non-pathological to

the virtual point of universality ). For many

people, the boundaries between right and wrong, and what

is appropriate and inappropriate behaviour, have become

vaporous. It is not surprising, therefore, that in such a

mercurial environment human honesty and industrious-

ness are highly prized virtues 7. Veracity determination

has subsequently become seminal in almost all spheres of
human endeavour.

To this end polygraph examinations are frequently

*Corresponding Author:
Friedo J.W. Herbig,

The “success” of a polygraph examination is predicated on the estab-
lishment of differential or emotional salience (a “psychological set”)
with an examinee. This, according to polygraph proponents, guarantees
that an examinee will respond appropriately during the administration of
the in-test (questioning) phase of the polygraph examination. However,
polygraph procedure, as prescribed by its governing body, the American
Polygraph Association (APA), is a static clinical Westernised process that
does not make any provision for human multiplicity (culture/ethnicity,
idiosyncrasies, level of education, language proficiency, ideologies, and
so forth). Identical (one size fits all) test procedures are applied across the
board — a highly controversial methodology. This article, instead of rigid-
ly focusing on validity and reliability issues per se, explores the degree to
which certain intentional and unintentional human behaviour modification
strategies have the potential to counterbalance claimed polygraph recti-
tude from a metaphysical and discursive standpoint. The article exposes
concerns (potential flaws) relating to polygraph theory in the context of
the “psychological set” and is intended to serve as a caveat regarding the
unmitigated use thereof.

employed to manage human integrity, virtuousness and
fidelity in an increasingly thoroughgoing way as a miracle
cure for this syndrome. Establishing emotional salience
with an examinee, irrespective of the type or purpose
of the polygraph examination, is a fundamental precept
upon which the execution of an apposite examination by
a qualified and competent examiner is based. However,
the establishment of this salience is no mean feat and
presents certain existential challenges that are not readily
taken into account by polygraph theory or its general con-
ventions. In relation to polygraph application, people are
treated, and their behaviour evaluated, in accordance with
a set of rigid rules, independent of their unique persona.
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) Given the diversity of the human psyche, receptiveness
to the establishment of emotional salience can, for various
reasons, be expected to fluctuate considerably.

This article examines certain human behaviour modifi-
cation techniques, which could potentially negate the es-
tablishment of a psychological atmosphere during the pre-
test phase of the polygraph examination and render the
results of such examination inaccurate and/or beget a false
negative or false positive outcome. It does not purport to
provide an encyclopedic exposition of human behaviour
modification strategies or a utopian solution to the quan-
dary, but strives to provide food-for-thought and stimulate
further discussion and research.

2. Polygraph Operation and Premises

In order to place in context the pre-test phase of a poly-
graph examination, during which emotional salience
should be established, the following succinct exposition
of the polygraph curation process is provided as an aide
memoire . All polygraph examinations involve a pre-test
phase (interview and stimulation test), an in-test phase
(during which several questions requiring “yes” or “no”
answers are asked) and a post-test phase (debriefing).
The examiner typically begins with a pre-test interview
to gain some preliminary information from the examinee,
which is used to develop diagnostic questions that are
reviewed with the examinee. The examiner also explains
the purpose of the various pieces of apparatus that will
be attached non-intrusively to the examinee’s body and
how the polygraph is supposed to work, emphasising its
efficiency and that it is important to answer truthfully and
only with “yes” or “no” answers. The examinee’s medical
history is briefly examined and he/she is also told that
the test is voluntary and that he/she can terminate it at
any time. Then a stimulation test (stim test), essentially a
truncated mock polygraph test, is conducted during which
the examinee is instructed to deliberately lie. The tester
subsequently reports that he/she was able to detect the lie
“proving” that the polygraph works. The tester then pro-
ceeds to the in-test phase of the polygraph examination.
During this phase the previously revised questions are put
to the examinee during 3 chart sessions. Some questions
asked are irrelevant, others are diagnostic and the remain-
der are relevant questions that the tester is really interest-
ed in. The different questions alternate. The test is passed
if the responses to the diagnostic (control) questions are
larger than those to the relevant questions.

The final phase of the polygraph examination is the
post-test phase (essentially a debriefing) during which
the examiner confronts the examinee with the results
and records any admissions/confessions. Integral to this

2 Distributed under creative commons license 4.0

paper is the pre-test phase of the polygraph examination.
It is during this phase that the polygraph examiner is re-
quired to establish emotional salience with the examinee
ensuring that the examinee (at least in terms of polygraph
theory) will respond appropriately to the questions posed
during the in-test phase of the examination. Appropriate
responses (physiological arousal) are considered those that
are more pronounced in relation to either relevant or con-
trol questions based on the fear of detection of deception.
More pronounced responses to relevant questions (arousal
relating to involvement in the issue/incident being inves-
tigated) indicate deception; while more pronounced re-
sponses to the control questions (arousal relating to a per-
son’s background that they want to keep secret) indicate
no deception. The reasoning here is that a person’s body
will autonomously offer a greater response to the issue/s
that hold more detrimental gravitas to the examinee.

In layman’s terms, therefore, polygraph application the-
ory holds that examinees respond physiologically to test
questions to which they are untruthful out of apprehension
that their pretext will be exposed and penalties will fol-
low. All things considered, the greater the fear, the greater
the response. It is argued that honesty and integrity are not
likely to illicit a greater physiological response than de-
ception on the same test. Clearly, this stereotype invokes
a universal, but not necessarily accurate, norm that one
should be honest, and if one is not, that measurable “feel-
ings of shame” are to be felt. It is important to remember,
however, that polygraph examinations are designed to
measure arousal caused by fear of detection of deception,
which can be affected by, amongst others, anxiety, anxiety
disorders, such as PTSD, nervousness, fear, confusion,
hypoglycemia psychosis, depression, substance induced
states (nicotine, stimulants), substance withdrawal state
(alcohol withdrawal) or other emotions. Polygraphs can-
not differentiate anxiety caused by dishonesty and anxiety
caused by something else ¥/

Consonant herewith Grubin states that the polygraph
instrument does not recognise lies and that a specific psy-
chological lie response has never been demonstrated and
is unlikely to exist. Instead the polygraph instrument re-
cords physiological activity associated with arousal in the
autonomic nervous system . The responses it measures
are not unique to deception, nor are they always engen-
dered by it ®'. Whether this arousal is caused by a fear of
being caught out in a lie, a conditioned response to the act
of lying, orientation to a matter of emotional salience, the
increased cognitive processing required for deception, or
some other mechanism remains unclear. The assumption
underlying lie detection technologies is that individuals
feel about their spuriousness as an outside party would.
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Not only is it a flawed position given the multiple causes
of autonomic arousal, but even if it was possible to distin-
guish between types of arousal, it would be unreasonable
given the manifold possibilities. Simply stated, the poly-
graph paradigm fails to control for alternative explana-
tions for arousal ‘7.

3. Engendering the “Psychological Set”

Prior to the actual polygraph examination (in-test phase),
it is, importantly, the aim of the polygraph examiner,
during the insipient stage of the polygraph examination,
to establish a state of emotional salience (a psychological
set) with the examinee that is believed to elevate the like-
lihood of arousal to stimuli (test questions). The polygraph
examiner attempts to, during this phase, instill a fear of
detection of deception in the examinee. Polygraph theory
dictates that examinees will, after being subjected to the
“psychological set” procedure be sufficiently psychologi-
cally primed so that the likelihood of any observed arous-
al to specific questions due to deceptive responses will be
increased . Regrettably, the establishment of this state
is treated as an unambiguous, one-dimensional construct
instead of complex and multidimensional. Polygraphy,
therefore, assumes that everyone is equally susceptible
to the establishment of emotional salience and does not
make provision for human equanimity or variance.
Marginalisation of this pre-test phase procedure is also
prone to occur amongst examiners where economic or
other pressures are brought to bear and many tests must
be performed within a specific time period (especially in
a competitive labour market). This disturbing occurrence
further serves to place in context the increasingly opaque
silhouette of the interface between emotional salience es-
tablishment on the one hand, and the potential of human
behaviour modification to frustrate this process, on the
other. Notwithstanding, the establishment of emotional
salience is attempted, even though there is no definitive
indication of its establishment during the pre-test phase.
Despite an examiner’s best attempts, whether emotional
salience has been established or not, will never be known.
Although quite conceivable that those invested in the
procedure, and susceptible to it, will be primed to answer
questions in the appropriate way, i.e., more pronounced
responses to either relative or control questions based on
the fear of detection of deception, it is equally feasible,
however, that due to behaviour modification techniques an
individual will be able to circumvent these “appropriate
responses”. Just because larger responses are recorded
for relevant questions or for control questions does not
necessarily mean that one person is guilty and another is
innocent. Human behaviour transmutation as well as other

Distributed under creative commons license 4.0

forms of arousal that have no bearing on guilt or inno-
cence per se can play a role in examination results as well.
The one-on-one interview between the examiner and the
examinee and the stim test are, in practice, merged with
one another, and together constitute the pre-test phase of
the polygraph examination.

3.1 The Pre-test Interview

The pre-test interview is primarily designed to convince
the examinee that the polygraph instrument can accurate-
ly measure deception and is done by means of examiner
narrative whilst engaged in an “interview” with the exam-
inee. It is during the interview that precedes the test that
the examiner instills a belief that the test is efficacious.
There is, however, a perplexing ambiguity in the pre-
test interview for this ostensibly “objective” means of
assessing a subject’s veracity. The examiner must accept
the examinee’s word that that he/she understands/accepts
the polygrapher’s view of the test. Equally important, is
the fact that the examiner designs questions that that he/
she expects the guiltless subject to be highly concerned
about. Again, such a supposition is ironic. The polygraph
examiner has no independent means to assess whether any
obvious concern is embedded in legitimate fear of reveal-
ing damaging/embarrassing information or whether the
subject’s concern is “normal” . Notwithstanding, rapport
is supposedly built, the examiner embellishes his/her de-
tection successes and competence, apparatus to be used
is placed in context, and various permissions are sought
from the examinee. The individual’s medical history is
also superficially discussed to determine appropriateness
(psychological and physical) for undergoing the exam.
The interview with the examinee culminates in the appli-
cation of the stimulation test.

3.2 The Stimulation Test

Stimulation tests are designed to, in tandem with the one-
on-one interview, enhance examinee responsiveness by
demonstrating the “power” of a polygraph test — essen-
tially to reinforce the verbal instruction of the examiner
during the pre-test interview (the polygrapher’s injunction
about the infallibility of the test). According to Memon,
Vrij, and Bull, the main goal of the stim test is to convince
the examinee that the polygraph is accurate and can detect
every lie *. For example, the person is asked to pick a
card from a pack of playing-cards. An increased physio-
logical reaction is expected when the examiner, using a
gambit, identifies the card the examinee has chosen. In
fact, polygraph theory dictates that the success of a poly-
graph examination is dependent on the examiner creating
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the proper psychological situation (emotional salience).
The examiner attempts to induce in the subject the belief
that the test works and instills a fear of detection of decep-
tion. It is purportedly this fear of a lie (or lies) being ex-
posed that produces pronounced arousal to either control

or relevant questions .

4. Dynamics of lying

People have fluctuating opinions vis-a-vis lying. On the
one hand, honesty, truth and ethical conduct are valued;
conversely, people think that although lying is condem-
nable, it is quite inevitable ”. Moreover, the skill of
cheating may be a benefit in social interactions and serve
to protect oneself or a group one belongs to. The ensuing
exposition endeavours to provide some context relating
to the inherent challenges associated with polygraph ap-
plication. By examining the motivation/s behind lying
and by juxtaposing the reasoning with the pragmatisms
associated with such practice, an existential mosaic is
created facilitating evaluation and deduction. According
to Tooker, self-oriented lies are those lies told to make the
teller appear better or to gain some personal advantage .
Such lies account for half of all the lies told, in order to,
amongst others, make a positive impression, protect one-
self from embarrassment/disapproval, obtain an advantage
in a situation and/or avoid punishment/chastisement/a
negative consequence '”. By way of example, in relation
to a job seeker, this could entail lies perceived as justifi-
able in order to obtain an advantage in a scarce or com-
petitive market — and viewed by such person as a strategy
rather than a veracity/moral issue.

Fabricating the truth under such circumstances might
not necessarily be seen as a violation of one’s personal
integrity as an individual can become tolerant of his/her
deception in certain circumstances. In essence an individ-
ual reverse engineers integrity from ubiquity and ceases
to believe that something so justifiable can be wrong —
deviance/duplicity, therefore, even though it appears kaf-
kaesque, becomes entwined with the concept of veracity,
so to speak, and the person believes what he/she is saying
is plausible (confabulation) """ The individual essentially
sees the polygraph test as a challenge more than a threat
or truthfulness test per se and they will, according to
Gozna, Vrij and Bull, be difficult to detect when they lie
in high stake settings as they will exhibit an apparently
honest demeanour while being void of experiencing emo-
tion or cognitive effort "', The negative consequence in
the example mentioned above would amount to not being
considered for, or not obtaining, the employment sought
should deception be detected during a credibility assess-
ment.

4 Distributed under creative commons license 4.0

During such “applicant fraud” (in which the person
realises, and subsequently believes, that it will be bene-
ficial to craft a more favourable image of him/herself), a
calculated effort is made to present a perceived (fictional)
image based on the desire to “believe oneself”, which
will, for all intents and purposes, be a stronger desire than
that of the fear of being “caught out” (by a polygraph
examination). Their perceptions will relate to success in
lying, and of feeling comfortable during the lie (as well
as before and after), and would perceive the situation
better dealt with by a lie than the truth "%, People, it is
submitted, have the inherent and covert capacity to pres-
ent an “illusory self” in certain, specifically occupational,
situations for their own benefit. When this motivation to
conceal/deceive is stronger than the threat of having some
deception exposed, polygraph results will be questionable.
Recent studies in England and Wales have shown that
almost two-thirds of adults interviewed (from all classes)
admitted to committing minor fraud, but rarely think that
their behaviour is criminal.

Sykes and Matza’s (1957) concept of neutralisation
is useful to identify the techniques that many shoplifters
use to deny or deflect blame for wrongdoing away from
the perpetrator. For example, shoplifters may claim that
shoplifting does not really hurt the store very much (denial
of injury caused) or that a particular store deserves to be
ripped-off because they manipulate customers (denial of
the victim). Such neutralisations allow individuals to re-
define shoplifting as a more acceptable form of behaviour.
Theft by employees is also extremely prevalent. The
workplace has always been a key site of property crime.
Indeed Gerald Mars wrote about the “normal crimes of
normal people in the normal circumstances of their work”
(%1 Mars contends that such “fiddles” are part of the sup-
pleness of some occupations which emphasise individual
entrepreneurship, flair adaptability, and professional au-
tonomy, and in which group control of the workforce is
low (academics, lawyers, journalists, sales representatives,
etc.).

The conditions of work may unlock a criminogenic
environment that opens opportunities and rationalisations
for rule-bending and even rule-breaking "*. It is expected
that such people will report little guilt or effort during
deceit and will control their behaviour to create an honest
demeanour. By suppressing a memory or thought of previ-
ous infidelity or disconnecting themselves from a former
deception and diverting their attention to another matter
(e.g. the necessity of obtaining a job) when presented with
a polygraph test stimulus question an examinee could re-
direct their salience and be adjudged truthful while the op-
posite is in fact the case. Handler, Shaw and Gougler sum-
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marise the foregoing by stating that polygraph subjects
appraise or evaluate polygraph test questions against some
type of goal that is at stake, and that these assessments
perform an arbitrational function for valence and salience
of emotional and physiological response "*. Similarly,
Raskin, Honts and Kircher aver that, in general, people
formulate goals, and use planning and self-regulatory
strategies to in order to reach such goals "®. Moreover,
while some self-regulatory strategies occurs automatically
and without conscious awareness or thought, other situa-
tions activate conscious, deliberate control of behaviour.

5. Behaviour Transmutation

Recall that polygraph theory dictates that examinees
will experience physiological arousal to questions posed
during the polygraph test based on the fear of detection
of deception. Arousal to the most aversive stimuli, there-
fore, is, to the polygraph examiner at least, an indication
of deception to either the control or relevant issue as the
case may be. Herein lies polygraph’s fundamental flaw.
Polygraph theory does not take into account the fact that
arousal to questions (control or relevant) can be caused
by a multitude of different reasons. Even “innocent” re-
sponses such as stress and fear to endure a polygraph test,
as well as anger, shame, colds, headaches, phlegmatism,
and neurological muscle problems could also cause arous-
al during the polygraph procedure."’
point out that individuals with a lack of conscience (e.g.
antisocial personality disorder) will in all probability not
be affected emotionally by polygraph questions and will,
therefore, not show unique physiological responses. Con-
sonant herewith some human attitudinal machinations and
rationalisations used to camouflage bodily signals that can
contaminate polygraph results are presented below as fur-
ther evidence of polygraph’s fear of detection of deception
arousal contention imprudence.

! These authors also

5.1 Self-regulation

Self regulation theory is a social cognitive framework
for understanding how people control their behaviour to
steer away from undesired outcomes and towards desired
goals. The desired goal for both liars and truth-tellers is
to convince an interviewer that their statement is true. In
general, people formulate goals, and use planning and
self-regulatory strategies in order to reach desired goals .

While some self-regulatory activity occurs automati-
cally and without conscious awareness or thought other
situations activate conscious, deliberate control of be-
haviour. Psychological research shows that self-regulatory
strategies are evoked by threatening situations, especially
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ones in which one lacks knowledge about a forthcoming
aversive event. In line with self-regulation theory, it is
reasonable to assume that liars and truth-tellers will view
an upcoming polygraph examination as a potential threat
- the threatening element being the possibility that one
might not be believed by the examiner. Importantly, not
knowing how much or what the interviewer knows may
add to this threat.

A person attempting to avoid a threat and reach a
particular goal will, under normal circumstances, have a
number of self-regulatory strategies to choose from. The
common objective of these strategies is to attempt to re-
store and maintain control in order to steer oneself toward
the desired outcome "°.

5.2 Self-enhancement and Self-esteem

Self-enhancement is a very important topic in different
fields of psychology, including (but not limited to) social
psychology and personality psychology. It can be seen as
a universal human characteristic, which nonetheless shows
interesting cross-cultural differences. Self-enhancement
can be seen as an “umbrella” term, related, among others,
to such phenomena as self-esteem, narcissism, self-serv-
ing attribution bias, entitlement and so on./”’ Self-esteem
refers to the positive (high self-esteem) or negative (low
self-esteem) feelings that we have about ourselves. We
experience the positive feelings of high self-esteem when
we believe that we are good and worthy and that others
view us positively. We experience the negative feelings of
low self-esteem when we believe that we are inadequate
and less worthy than others. Our self-esteem is deter-
mined by many factors, including how well we view our
own performance and appearance, and how satisfied we
are with our relationships with other people """, Self-es-
teem is in some measure a trait that is stable over time,
with some people having relatively high self-esteem and
others having lower self-esteem. But, self-esteem is also a
state that varies day-to-day and even hour-to-hour. When
we have succeeded at an important task, when we have
done something that we think is useful or important, or
when we feel that we are accepted and valued by others,
our self-concept will contain many positive thoughts and
we will, therefore, have high self-esteem. When we have
failed, done something harmful, or feel that we have been
ignored or criticized, the negative aspects of the self-con-
cept are more accessible and we experience low self-es-
teem.

5.3 Maintaining and Enhancing Self-esteem

Although people can be quite good at creating positive
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self-esteem by doing positive things, it turns out that we
often do not stop there. The desire to see ourselves posi-
tively is sometimes strong enough that it leads us to seek
out, process, and remember information in a way that
allows us to see ourselves even more positively. Research
has confirmed this general principle - people often attempt
to create positive self-esteem whenever possible, even it
if involves distorting reality. We tend to take credit for our
successes, and to blame our failures on others. We remem-
ber more of our positive experiences and fewer of our
negative ones. We emphasize our positive characteristics,
and we may even in some cases distort information - all to
help us maintain positive self-esteem.

5.4 Positive Response Distortion

It is reasonable to presume that when faced with the pros-
pect of undergoing a polygraph examination, applicants
will frequently be motivated to create a good impression,
i.e., one they believe to be more favourable and appropri-
ate in order to “pass” the examination "'’ Some individu-
als are likely to select and rehearse responses that reflect
highly positive attributes, rather than providing factually
accurate responses. This, according to Tooker, is known
as positive response distortion . Others could quite fea-
sibly believe, at least temporarily, their own exaggerations
resulting in the deception aspect thereof featuring less
prominently in the persons psyche. It is then seen as a nec-
essary lie, and does not invoke the same amount of fear
of detection of deception during credibility assessment. It
is submitted that this drive/competitiveness dulls the fear
and perception of deception and the person becomes more
positively engaged/driven by, for example, the anticipa-
tion of securing a position/job, than negatively charged by
the lie/s that need to be told. The polygraph examination
is likely to be laced with positivism not apprehension
per se as the person’s psychological set/atmosphere is
entirely different to a situation where, for example, and
by way of contrast, a criminal activity or serious breach
of workplace fidelity is being investigated. The necessity
of obtaining a job will override the fear that being caught
out lying will hold for the individual, or at least this is
the central thrust of this paper. Someone preparing for a
job application polygraph will, in all probability, have a
different mind-set/motivation to the one that is being sub-
jected to a specific issue examination involving serious
theft, or dismissible workplace impropriety. For example,
a person who bolsters/exaggerates the truth is portraying
his/her version of his/her competence and does not nec-
essarily perceive this as lying, due to it being interpreted
as the truth, although it could be exaggerated and tainted
so to speak. They are accordingly, in their own minds, at
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least, not lying per se. Quintessentially, the examinee is
concluding that telling the complete truth about what they
have done may be incompatible with the hiring preferenc-
es of the particular agency/company/institution to which
he/she has applied. Positive response distortion thus arises
when a person wants to present him/herself in a more
favourable light — more favourable than what is true or ac-
tual. This would include “over-reporting basic virtues and
underreporting faults”.""” Consonant with the foregoing,
it is important to note that this form of response distortion
is regarded as not always being conscious or a form of
self-deceptive enhancement. It is in fact more recently,
according to Pauhus and John viewed as form of bias,
egoistic versus moralistic — in other words the person is
intrinsically biased towards the positive aspects of him/
herself and believes them to be accurate, making it very
difficult to detect deception should such a person be sub-
jected to a polygraph examination "', Egoistic bias relates
to a person exaggerating social and/or intellectual status,
while moralistic bias speaks to social harmony and claims
of “saint-like” attributes and “exaggerated agreeableness
and dependability” that are applied to present a more so-
cially agreeable image of complying with perceived exter-
nal social perceptions "”. Any one or combination of these
employed by an examinee could lead to a false positive
or false negative finding in a credibility assessment test.
According to Tooker, response distortion has been ob-
served in job applications, completion of personal history
statements, and during the pre-test interview of polygraph
examinations, which are not unlike a job interview . This
means that an honest or dishonest person that exaggerates
the truth would either get away with the deception or be
labelled deceptive as a false negative/positive, either way
the results will be flawed and a measure of victimisation
will be present.

5.5 Self-preservation

Much like response distortion self-preservation is relat-
ed to the notion of social desirability whereby a person
presents him/herself in a manner he/she believes is most
attractive to society at large. Both are related in their goal
to present an image that is perceived desirable for the situ-
ation ). Self-preservation in the context of a person being
subjected to a polygraph examination (who is inherently
humble and timid) might want to present him/herself as
respectful, yet bold and highly self-confident, i.e., more
in line with the perceived attributes expected of them. In
other words, self-preservation is the intentional capacity
one has to convey those items in an image of him/herself,
which he/she perceives meets the expectations or desires

of the audience to whom the image is being presented ***".
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This appears to be a perfectly acceptable mechanism to
apply during a polygraph examination in order to “pass”.
The upshot hereof in the context of this paper is that a
person feigning reality could fail or pass a polygraph er-
roneously due to the misaligned image they have of them-
selves generating a skewed polygraph result. In essence
this form of behaviour adaptation involves the “overex-
tension of factual information about oneself that may be
false in order to protect the desired self-image”, priming
the applicant for exaggerated self-presentation during a

polygraph examination "’

5.6 Impression Management

When a heightened concern is placed on self-presentation,
it subtly begins to bleed into the concept of impression
management. Impression management is the (cognitive)
process through which one manages information about
his/herself so that he/she may be viewed in the way he/
she would like to be viewed and can include elements of
ingratiation **. Exaggerated self-preservation involves
image projection that is not real, and in which incongruent
(dissimilar/contrasting) beliefs are adopted . It appears
to not involve the extended adoption of incongruent be-
liefs, but only those with a transitory purpose, i.e., howev-
er long it takes to get through the polygraph examination
- fleeting or situational appearance. Research by Carlson,
Carlson and Ferguson (2011) found that impression man-
agement, as part of organisational behaviour, which in-
cludes job-seeking, likely embraces deceptive acts. These
authors in fact postulate that motivation to enhance im-
pression management with deception is strongly related to
situations in which successful impression management is
likely to result in substantial yield to the individual. By
way of example, the stakes for desired jobs (as perceived
by an individual) can be high and the motivation to exer-
cise every possible advantage arise, to some extent from
the limited availability and competitiveness for jobs, even
in propitious economic times, crafting an enormously
competitive market. The use of deception in impression
management realises two specific possibilities, i.e., the ap-
plicant is a liar by nature or the applicant is only lying to
get the job. Quite understandably there is deceptive prac-
tice, which is not desirable in a position of publicly and
assumed integrity. However, as most things are propor-
tional and can be viewed circumstantially, it beggars the
question whether there is perhaps a degree to which lying
is acceptable? It is quite possible, therefore, that even
those individuals who are normally of a high integrity and
honesty may engage in deception alongside those who do
not adhere to these traits/ideals quite so much. In the case
of the latter the lie is an instrument, not a character trait
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to gain something intensely desired. This manifestation
of self-salience is, however, to be expected — the individ-
ual may perceive deception (temporarily) necessary to
achieve his/her goal - a noble goal perhaps held by a noble
person.

5.7 Narcissism

Although not intentional transmutation behaviour per se,
narcissism is a personality trait characterised by overly
high self-esteem, self-admiration, and self-centeredness.
Narcissists tend to believe that they are more likable
and attractive, have better relationships, and make better
impressions on others than people with low self-esteem.
But objective measures show that these beliefs are often
distortions rather than facts. The self the narcissist imparts
to the world is curated and edited, presenting their meant-
for-the-public selves by only highlighting relevant parts,
illuminating why the narcissist is blissfully unconcerned
with being found out **.

The current theory is that all of the narcissist’s behav-
iors are unconsciously motivated and driven by a wound
that fills her with shame and that she hides from the
world; hiding that damaged part of herself leads her to
self-aggrandize and exaggerate her talents, prowess, and
almost everything else. Seen in that way, lies - or hiding
the truth - are central to the narcissist’s identity. Of course,
she doesn’t see it that way because all of her experiences
are filtered through the hidden image; instead, she will see
it as her truth. Someone who has Narcissistic Personality
Disorder doesn’t have the same kind of decency or basic
morals when it comes to telling the truth. Narcissism is
one of the personality disorders categorized as Cluster B
- according to the DSM-IV and DSM-5) " Tt is a mental
condition in which people have inflated senses of their
own importance, a deep need for attention and admiration,
troubled relationships, and a complete lack of empathy for
others. The narcissist is stripped of empathy, remorse and
guilt. There is literally nothing to stop them from forming
lies in their heads or actually saying them out loud. They
lack the moral compass to guide them toward good and
decent behaviour ** *!. It would, therefore, be naive to
expect the narcissist to experience arousal based on poly-
graph’s fear of detection of deception doctrine.

Nothing is off-limits, especially when lying can serve
their interests and if they think they can profit from
omitting or altering the truth. In addition, the narcissist
is thriving on drama, rejoicing when there is emotional
chaos, and risking being caught is giving her even more
motivation to craft a better, more artistically fabricated
lie. They need to control what happens around them, who
does what, who reacts how to their presence or absence.
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Lies are ensuring them to stay in control, by making them
seen better than they are, by altering the power dynamics
and ensuring always the upper hand.” Also, lies allow
escaping responsibility - which would cause any other de-
cent human being to refrain from positioning themselves
falsely. The narcissist knows that there are consequences
to her actions, but she chooses not to be bothered about
them in general. They refuse culpability by telling lies -
small ones and big ones. The positive outcome from lying
is so significant compared to any negative consequence,
that they are compelled to lie frequently, so it becomes a
habit *¥. They get so used to lying that telling the truth
becomes the uncomfortable rare event making the estab-
lishment of emotional salience in preparation for a poly-
graph examination an almost impossible task.

Lying comes easily and they become so good at it, that
it takes a very seasoned, unbiased and suspecting indi-
vidual to spot it once it’s told with utmost conviction. If
the truth is not meeting the needs of the narcissistic, then
there is nothing else to do but to modify it. The truth is a
lot less important than their entitlement, their need for be-
ing loved, admired, and validated. At a certain point, they
fail to see the world as it is, they only see it through their
distorted perceptions - either letting go of reality com-
pletely or by choosing to see it in its fabrication . Under
such conditions it is highly unlikely that a psychological
set will be established appropriately by a polygraph exam-
iner (irrespective of his/her competence) and even more
unlikely that polygraph results will be of any value.

6. Examiner Aptitude

When dealing with the establishment of emotional
salience and the potential for human behaviour trans-
mutation, the inclusion of examiner competence (read
incompetence) further muddies the waters. The appoint-
ment of a polygraph examiner is usually based on service
providers’ marketing claims and pricing. The frequently
polygraph illiterate consumer has little or no way of scru-
tinising the polygraph service provider’s credentials and
an appointment is usually based on “face value” or refer-
rals. Polygraph examiners, on the whole, do not disclose
their polygraph test charts to clients, and even if they did,
the consumer would not know how to interpret them.
There is thus, after the fact, no way of telling how good or
not the tests were as the report and/or charts do not in any
way reflect competence (to the untrained eye).

Consonant herewith, Raskin states that one of the ma-
jor deficiencies with polygraph examinations is the lack of
adequate training in physiology, psychology, and scientific
methodology **'. As a result many examiners are unaware
of the basic principles of interviewing techniques with
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regard to establishing the ideal psychological atmosphere
for each subject, the sophistications and subtleties of
question formulation, and their introduction to the subject
and administration of the test. These problems indicate an
oversimplified inattentiveness to the role of personality
factors and effusive processes. According to Amsel, poly-
graph examiners must have the technical propensity plus
a sense of pliancy in order to adjust and react to the con-
tinuously changing conditions of polygraph tests *”. An
examiner should have the same productive and successful
interpersonal communication with a teenager as they do
with an elder adult. They should be as sentient with an
uneducated examinee as they are with a university profes-
sor or a CEO. Effective examiners must be able to adapt
to a variety of topics and many different types of cases.
Regrettably these are usually inherent traits which might
not present in many examiners and is really something,
besides not being taught, that cannot be taught. Anecdotal
evidence suggests many polygraph examiners are merely
“polygraph technicians” who rigorously follow protocol
and operate a machine with a predetermined sequence —
they display little discretion or flexibility as an essential
commodity — realising application difficulties when deal-
ing with unique individuals in situ and not merely “text
book” actors *7.

These “technicians” follow a set of predefined, step-by-
step rules and procedures dutifully despite the uniqueness
of the situation or actual examinee. Even more distressing
states Amsel, is the frequent lack of adequate training in
the basic psychophysiology of the response measures and
the interpretation of polygraph charts “”. The failure to
stay abreast of and use the best available techniques and
the lack of familiarity or willingness to acknowledge (en-
gage with) the scientific literature vis-a-vis accuracy rates
and risks of errors has resulted in rash statements and fla-
grant mistakes. This can do great harm in both the crim-
inal justice and public arena. Human beings are prone
to making errors, however much we loathe doing so, and
when we make them we feel bad about ourselves, and we
look less than capable to the rest of the world. When poly-
graph examiners make mistakes, the results can some-
times be quite somber, even deleterious, for examinees.

7. Discussion

This article was designed to draw the reader’s attention
to the necessity of considering the context of human be-
havioural adaptation strategies in evaluating polygraph’s
claims that the establishment of emotional salience (with
an examinee) will result in psychophysiological arousal
when faced with aversive stimuli. The simple premise of
a polygraph test is that when an examinee attempts decep-
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tion, their state of physiological arousal will be altered.
This argument is based on the successful establishment of
emotional salience with the examinee and that he/she will
be primed to psychophysiological arousal due to “fear of
detection of deception”. As shown above, this is a highly
contentious assumption and one that can be regarded as
truly fallacious.

There is no certainty about whether the emotional
salience, required by the polygraph test, has in fact trans-
pired as expected. Behavior adaptation, intentional or
unintentional, plays a pivotal role in producing certain
arousal, which in many cases will have nothing to do with
whether emotional salience has been establishment or not.
Nobody can claim, and there is certainly no evidence, that
prevarication produces a unique physiological reaction.
Autonomic activity is multi-determined, and the poly-
graph paradigm fails to control for alternative explana-
tions for arousal as outlined in this article.

8. Conclusion

The foregoing exposition serves to disambiguate poly-
graph’s contention that physiological arousal during a
polygraph examination occurs solely due to fear of de-
tection of deception embedded during the pre-test phase
of the polygraph procedure. Polygraph examinations
often foist people into situations that facilitate the invo-
cation of necessity driven Machiavellian traits allowing
them to, often effortlessly, skirt uncomfortable or poten-
tially disadvantageous issues. Criminal justice agencies,
industry and civil society alike, need to, henceforth,
endorse a flexible process during diagnostic integrity en-
deavors, and not rely solely on vacuous polygraph results
to make veracity decisions. It is crucial to realise that
the human psyche is diverse and that people can execute
adaptive strategies in the face of perceived challenges to
goals, including responses in preparation for potentially
harmful events. This review should be judged, not only
on how it offers some food-for-thought, but more impor-
tantly by the questions that it generates paving the way,
together with other literature on the matter, for future
studies on polygraph theory and advanced scholarship in
this contested space.
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1. Introduction

n recent years, fandom and participatory culture in
China have evolved and well-operated successfully.
It started with the phenomenon of online reality TV
shows and the user growth of virtual fan communities’
supports on social media. With Idol Producer, Produce
101, and other survival reality talent TV shows rapidly
entered audience perceptions and grew in popularity,
these new genres of shows take on different narratives

*Corresponding Author:
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Over the last few decades, cross-fertilization between marketing and fan-
dom studies in a mediated world has been rare, hindering the knowledge
development for marketing practitioners in the Chinese fan economy
context. The purpose of this study is to find and establish a conceptual
framework that includes Online Interaction (OI), Parasocial Relationships
(PSR) and virtual fan communities on Weibo, and how these contributory
factors embedded in the interplay process of digital fandom practices in
terms of enhancing fans’ Purchase Intention (PI) and media consumption
behaviours toward the celebrities” merchandise. Using an online survey
instrument, this research collected 294 completed responses from fans
who had online interactions with celebrities and engagement of virtual
fan communities on Weibo. Key results and findings provided a clear
framework of four antecedents based on the conceptual model and indi-
cated that the high intensity of OI led to higher levels of the perception
of PSR and the Sense of Virtual Community (SOVC). Increased PSR and
the SOVC can be seen as significant positive predictors of the PI (a part
of consumer identity construction as a fan) also. This study revealed the
underlying mechanism of an emerging marketing genre, also provide use-
ful implications of audiences’ digital marketing practices for marketers,
celebrities and policymakers.

while providing viewers with an “unmediated, voyeuris-
tic, and ‘entertaining real’” '"*, media figures of reality
shows and fans communities gradually have created
more intimate and two-way connections and have con-
tinued to evolve via audiences’ active participation in
online social media interactions ™.

Specifically, fans created a relationship similar to
interpersonal, face-to-face “friendships” with contes-
tants from reality TV shows, driven by direct address,
personal and private conversational style of the media
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character’s “authentic” personalities and problems on so-
cial media "*”". By such powerful interpersonal intima-
cy, media viewers even could feel celebrities as if they
would be their real friends """, This kind of relationship
between an audience and a media figure in terms of the
developmental process can be defined as a parasocial re-
lationship ™.

Social networking sites (SNSs) have narrowed the dis-
tance between the audience and media figures furtherly,
have enabled celebrities to be influential endorsers of
products, and have been shown to be a source of advice
of their followers through these highly intimate, interac-
tive and collaborative communications ™. For example,
Produce 101 had drawn 90 million mentions and heated
discussions on virtual fandom communities in the mi-
croblogging platform: Weibo, one of China’s most prom-
inent integrated SNSs ", And more than 40 well-known
brands became involved in naming-rights sponsorships
of this program or provided the endorsement marketing
for the winning contestants *.In short, fans’ consump-
tion behaviours have caused a significant rise in celebrity
marketing volume, and “reality TV shows will continue
to be a gateway for brands to reach consumers” .

These fandom practices also have made clear the
links between Parasocial Relationships (hereafter, PSR)
and its economic implications, and this phenomenon
is described as fan economy """ In general, the fan
economy refers to an revenue generating behaviour
supported by the emotional and intimate relationship be-
tween celebrities and their followers. Kington explicated
fan economy is a collective subculture that consists of
viewers on the same media platform whose shared same
interests serve as the basis of their communal identity,
and this participatory culture prevails in wide commerce
space "', Ford also explained that the fan engagement
in the digital sphere could be incorporated in corporate
logics and fit into models for monetization and measure-
ment-in economic terms, stimulating wide-ranging emo-
tional investment based on interpersonal relationships "'\

Previous fandom studies and relevant researches have
explored fan economy in relation to audience commit-
ment to the community. However, most published stud-
ies """} mainly examined media consumption from
the perspective of an individual fan thus it is needed to
explore consumer desires from a group or communi-
ty-based perspective in accordance to the new marketing
environment "’ Previously, main area of fan economy
studies focused on the affective meaning of co-viewing
and collective purchasing decisions that occur in fandom
communities "">'?. In short, it positioned fans as active
consumers of cultural products influenced by online
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community-based media consumption and practices in
unpredictable ways” '"*l.

In today’s two-way community environment, fans
are deemed consumers tightly bonded to celebrities and
having an interactive and stable connection via PSR over
long periods ">'*'”. The role of a fan of PSR can be that
of an aficionado or supporter via consumption practices,
like buying the products endorsed by her/his admired ce-
lebrities '*'7. PSR is therefore suggested as an effective
theoretical framework to specify the link with reality TV
celebrities and the fan economy ',

The fan economy in China can be further defined
as the evolution of local cultural narrative of fandom.
Specifically, in the digital environment, this term can
be defined as fans’ systematic practices of material con-
sumption such as idols’ products, and utilising emotional
relationships with celebrity and social identification
with fandom as the core marketing tools for e-commerce
merchandising "*'**". Also aiming at the online fan com-
munity as the target segmentation to increase the corre-
sponding purchasing intention and buying behaviours
of the related products or brands of the celebrity "
The growing popularity of digital media propels to gain
“emotional capitalism”"**
tion of conventional business models into a “business
or marketing operation aimed at active fan communities
that can offer lucrative business opportunities . As
such, emotional economy reflects enormous economic
potential as a compilation and commercialization of true
feelings, memories, and consumers’ (fans’) identities
1221 n brief, the fan economy is social network market-
ing based on affective economies in the virtual commu-

nity around a particular brand or product of the celebrity
[10,12,18,19]

! that means the transforma-

Today, researches of fandom in a mediated world in-
creasingly proliferate in the pages of academic journals
and anthologies globally, but in an age of intensifying
digitally-driven lives, when the popularity of celebrity
endorsement hailing around the world, Chinese fandom
practices commingle in widely accessible media, en-
tertainment industries and marketing psychology, bring
with them their own celebrity endorsement characteris-
tics!"*'"*"”_ Driven by social shopping trends and ca-
pabilities from Asia, the first main difference is that the
Chinese celebrity endorsement driven by digital fandom,
in general, has always been an organic and bottom-up
social experience '*'**"*! It connects with fans’ person-
al social networks and interacts with the fan community
more “"**). And in second, increasingly Chinese com-
panies and brands are seeking to go beyond “becoming
friends” with their endorsers’ fans groups for the sole
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purpose of convincing them to willingly participate in
brand activities and generate purchasing behaviours,
which some western scholars describe as the morally
reprehensible exploitation of fan labour !'*'*!%212293.94]
And Instead, Chinese companies and marketers are
increasingly embracing the creative powers of their en-
dorsers’ fan groups and are seeking interactive ways to
nurture and maintain their fan community towards pur-
chase intention and value co-creation ""**"***! If com-
panies can match up with celebrities’ needs, like provide
some supports and endorsements opportunities during
the reality TV shows, in a collective way through exten-
sive interaction among community members fans will
most likely be motivated by the parasocial relationships
with the celebrity and to support and act on behalf of the
company ['*'®'%242291 Thirdly, Chinese social network
Weibo employs its three notable features have acceler-
ated celebrity endorsement social shopping in China,
allowing users to buy from both brands and individuals,
with other fans and microblog users providing opinions
on potential purchases !'"'®'**"*%%,

Although parasocial relationship, purchase intention,
and social media’s celebrity endorsement (Facebook,
Twitter, etc.) were often discussed in the previous stud-
ies, most studies related to these celebrity marketing
tend to ignore how interactive participation of fans via
parasocial relationship, and virtual communities affect
the endorsement marketing. Also, they have not been
incorporated in the context of fan economy which com-
bined with the non-scripted, interactive and organic par-
ticipatory setting of reality TV Shows !"*. Therefore, it
is plausible to assume that the driving force, processes,
and outcomes of an effective celebrity endorsement in
reality TV and fan economy settings may be qualitative-
ly different from the previous studies in other different
cultural narratives. In this regards, we note the virtual
“like-mindedness tribalism” on social media more com-
prehensively in relation to antecedents and the process
that produce and influence the fan community; and how
the Chinese digital fandom based on the virtual commu-
nity facilitates two-way interaction with celebrities; also,
how it promotes purchase intention of fans (identity as
consumers). As of June 2019, there were 854 million In-
ternet users in China, nearly threefold the population of
the United State, thus, studies of planning for and imple-
menting a business strategy for digital fandom embedded
in celebrity endorsement on social media are crucial for
capitalizing on the fan economy of brands.

Specifically, this study will explore and specify the re-
lationships between celebrity marketing and the evolved
fan economy, to fill the gap in previous studies on Chi-
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nese digital fandom where parasocial relationship leads
to emotional cultivation of community members. The
purposes of this study include to 1) find and develop a
conceptual framework includes underlying mechanism
and driving factors behind online interaction with fan
communities and celebrities on microblogging, what and
how these related factors exert the process of fostering
the unique fan economy-driven marketing in China. And
2) to understand the relationships among these driving
forces; as well as how different factors were amplified
by Weibo to influence fans’ consumption activities to-
ward the merchandise of a celebrity.

We believe this study can contribute to the Chinese
entertainment industry and marketing practitioners with
theoretical insight into fan communities, providing an
additional framework to the existing literature that focus
on the Chinese celebrity-following activities of endorse-
ment effectiveness on microblogging platforms, as well
as provide an effective endorsement or marketing com-
munications through integrative emotional relationships
analysis for marketing practitioners in other countries
with different cultural narratives.

2. Literature Review and Hypotheses

2.1 Online Interaction (OI) and the Intensity of
OI on Weibo

Social media has become ubiquitous in China and over
90 percent of Internet users in China have more than one
social media account **'. Online Interaction (hereafter,
OI) can be built diverse kinds of internet-focused chan-
nels, like SNSs and mobile apps. This study focuses on
Ol as the intensity of following and interactive commu-
nication with celebrities, and frequency and the quality
of involvement with digital fandom community not only
accumulated time spent online on a specific social media
platform **.

Weibo (referred to as “Chinese Twitter”) has reached
a total of 486 million monthly active users by the end
of June 2019 and gradually transformed from a simple
microblogging platform to the biggest integrated SNS
in China . And notable features of Weibo, include 1)
supporting interactive two-way communication with
celebrities; 2) diverse and customized celebrities market-
ing strategies; 3) “Super Topics” (the specific function of
Weibo that demonstrates equally shared hot debated sub-
ject online that help users to have real-time immersive
communication with other like-minded members "
and thriving virtual communities .

Users’ OI includes remarking of celebrity microb-
logger’s posts; forwarding posts of celebrities to user’s
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page, sending private messages directly to a celebrity;
instantly following or unfollowing a celebrity at any
time *”>*". Particularly, the quality and frequency of
commenting and continuing interaction with a celebrity
can be indicators of celebrities’ marketing power. If fans
are interested in or attracted by the marketing messages
on a celebrity’s social media feed, they are likely to for-
ward the post, which could snowball in user’s communi-
ty network, and subsequently boost the viral power and
marketing impact of a celebrity **.

Also, we note active engagement on virtual fan com-
munity as another vital indicator of the intensity of OI.
Enthusiastic engagement with the fan community is pro-
moted by diverse and convenient interface and features
Weibo uniquely provides. To illustrate, “Super Topic”
function helps people to gather and share all celebri-
ty-related information in a collective and timely man-
ner. A fan community grows into an integrated fandom
camp developing group norms of agreed and obligated
behaviours as users engage in online communities in-
tensively and frequently to support their favourite media
figures. And thus, the collective behaviours and norms
aiming at supporting the same media celebrity eventual-
ly lead to sense of belongings and mutual trust based on

community membership ***".

2.2 Parasocial Relationships (PSR)

The concept of Parasocial Relationship (hereafter, PSR)
was first introduced as Parasocial Interaction (PSI) by
Horton and Wohl ™. PSI refers to an audience’s emotion-
al attachment to and feeling of intimacy with a media
figure on the screen. In general, the terms PSI and PSR
can be used interchangeably to characterize an emotion-
al connection between media figures and audiences "',
Cole and Leets distinguished PSI as a momentary be-
haviour from PSR that emphasizes continuum of an au-
dience’s social encounters with celebrity on screen . In
this sense, this study employed the term PSR, focusing
on the sustained interaction and deep emotional engage-
ment between users and the celebrity rather than instant
attempts '*. The previous study found that repeated
viewing and accumulated knowledge about the celebrity
will increase PSR, in this context, audiences will rely on
one’s own subjective interpretation in order to achieve
a full understanding of celebrities’ behaviours and to
identify the relationship with celebrity and thereby they
pursue pleasant feeling from the PSR "***. Hence, such
influential and emotional bonds will even lead the audi-
ence to seek essential and useful information from celeb-
rity or media characters ™', Ballantine and Martin also
argue that a robust PSR can have a significant impact on
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followers’ cognition, attitudes, and behaviours towards
the celebrity or idol. "%

Past scholarship has examined how intensity of OI
influence the forming and maintaining PSR, which were
substantially supported by communication and media
scholarship "\, To illustrate, Labreque found that online
interactivity is an antecedent of forming PSR " Further,
Chung and Cho proved that SNS use had a positive ef-
fect on the perception of PSRs’ subordinate factors "';
Yuksel and Labreque also argued that the perceived PSR
also could be enhanced by frequency and quality of in-
teraction with celebrity via social media °”. The above
view also gained much support in the context of Chinese
contemporary media landscape. Gong and Li’s research
on online activities about celebrities on Weibo indicates
that the intensity of OI could facilitate the perception
of PSR ¥, Ding and Qiu also stated that the strength
of interactive online activities with virtual community
members on the Weibo have positive impact on per-
ception of PSR *¥. In summary, the previous literature
demonstrated that in the most circumstances, the more
frequently people have interaction with celebrities, the
more it forms and increases the perceived PSR. Thus, the
following hypothesis is predicted:

H]I: Intensity of Online Interaction (OI) has a posi-
tive association with the perception of Parasocial Rela-
tionships (PSR).

2.3 The Sense of Virtual Community (SOVC)

A virtual community refers to an online social network
which provides the access for users to have an interac-
tive connection via digitally mediated communication
beyond the limitations of corporeal presences in a shared
physical space and the dimension of time **'*

The SOVC can be defined as members’ emotional
connection with others in terms of membership, identi-
fication, belonging, obligation, agreement and exchange
of support through OI *. The features of SOVC contain
three “basic disciplines” of community dynamics: antic-
ipated reciprocal membership; mutual influence (includ-
ing expression norms and practices norms); intimacy
and trust “?. Hence, SOVC can be seen as a fundamental
bond and norm enforcement metric of a virtual commu-
nity [40,41,43].

Furthermore, some participatory culture studies no-
ticed that for many virtual fan communities, SOVC
will enhance emotional investment in a collective way
through extensive interaction among community mem-
bers ). Booth also focused on individual fan’s emotion-
al contribution as well as collective contribution to the
community as a critical aspect in the formulation of the
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active SOVC "7, For example, members are prone to
build emotional attachments with idols and celebrities
they are following on Weibo via participating in votes to
increase celebrity’s popularity rankings on various social
charts P Specifically, members take several steps as a
daily routine to raise social rankings of their star such
as online votes for a celebrity or idol on various social
charts, or checking-in on the fan page of Weibo "'

Since virtual fan groups are extremely close-knit
communities where members have direct and intensive
real-time communication with each other “"*, members
can settle in virtual territory, subsequently thus SOVC
endures. ). As such, intensity and frequency of social
media use have been found to increase SOVC in previ-
ous studies as well “**”. Thus, we formulate the follow-
ing hypothesis:

H?2: Intensity of Online Interaction (OI) has a positive
association with Sense of Virtual Community (SOVC).
SOVC and PSR

It also should be noted that perception of a higher
SOVC is presumed to facilitate community attachment
and indirectly affect the perceived mutual relationships
among followers and celebrities on social media because
virtual community enables an alternative access to a
media figure ***”. Ballantine and Martin also emphasize
the correlation between perception of PSR in the digital
environment and perceptions of the SOVC in the context
of fannish culture P, With continually participating in
online community a fan’s desires to have a personal and
emotional relationship with their idol will be amplified
(304931 "“Fan culture” tends to solidify into affective
bonds with unmet celebrity based on PSR and emphasize
“obliged” practices through the SOVC P******!I The fol-
lowing hypothesis is, thus, put forward:

H3: The strength of Sense of Virtual Community
(SOVC) will positively affect the perception of Paraso-
cial Relationships (PSR).

2.4 Purchasing Intention (PI): Consumer Identi-
ty Construction as a Fan

Purchase Intention (hereafter, PI) refers to a part of con-
sumer identity construction as a fan considering celebri-
ty marketing targeted at followers who wish to support
their favourite celebrity or purchase the same product
with celebrities or idols. PI can be defined as a measure
of the strength that consumer tends to buy a certain
product or service in certain condition “***. Some fac-
tors such as a choice of channel preference, information
collection, previous experience and expected benefit or
costs from the external environment will have a signif-
icant impact on the complex information filtering and
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decision-making process of a consumer °"******* And
PI can be a crucial measure to foresee actual buying be-
haviours ">***¥_ It also can be seen as a parameter which
can be used to reveal characteristics potential consumers
beyond active consumers as measuring intention does
not have to involve the actual consumption practices .
Previous literature also revealed some significant factors
behind purchasing intention by examining how consum-

er identity is constructed via seller-buyer interaction
[55,57.60,63,]

2.4.1 The PSR and PI

Numerous empirical researches have attested that the
perception of PSR with celebrity will have the tangible
effect on PI because PSR will result in attitude change
of the consumer toward the specific endorsed product or
brand . For example, Yuksel and Labreque found that
PSR could influence the consumers cognitively and af-
fectively ! Also, the relationship between PSR and in-
creased PI is found to be mediated by other factors such
as social media interaction; to be specific, Chung and
Cho suggested that PSR between SNS users and media
figures could increase the effectiveness of a celebrity as
a brand ambassador and thus help consumers to purchase
the brand .

In the same vein, some researches in the context of
Chinese virtual community argue that PSR can promote
follower’s endorsing a brand that corresponds to celeb-
rity marketing ****** Therefore, it is evident that the
high-level of follower—celebrity PSR would result in the
high possibility of acceptance of a celebrity’s social me-
dia marketing from a follower which in turn, increases
purchase intention ** >,

Taking that perspective, the study will test the follow-
ing hypothesis:

H4: The perception of Parasocial Relationships (PSR)
has a positive impact on Purchase Intention (PI).

2.4.2 The SOVC and PI

The SOVC enables each member to establish trustwor-
thiness, group norms and social identification **’. And
group norms and social identity are the two significant
factors in consistent virtual community participation and
practices 7

Chung stated that online communities often require
and promote self-identification process through represen-
tative digital symbol such as an avatar. Visually pleasing
images or graphic symbols are often useful to stimulate
the consumption intention and buying behaviours .
When online users’ information can be collected easily
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by group norms, community messages, and through trace
of behaviours, a virtual community can be solidified by
royal and regular fans and users. *"?*"***. Moreover,
users are inclined to buy or have recommendations of
products mainly to share the same fannish identity “***%".
The communities with highly shared social identity and
group norms are more likely to be influenced by celeb-
rity ***"). If a celebrity-endorsed product meets the need
of fan community that shares the same value and norms,
community members whose identities are developed as
both a fan and consumer may hold unique psychological
social identity associated with the product, which poten-
tially raises PI *"7%%,

The SOVC in a Chinese fan community narrative
can be seen in the affectional bonds that carry on mem-
ber-generated content that involves themes of higher
trustworthiness, relatedness, and communication inter-
activity %%
to regulate fan practices were established by virtual fan
communities on Weibo, which sometimes imposes and
dictates specific forms and meanings of fan participation.
More importantly, SOVC can obligate repetitive buying
behaviours by way of excuse to support idols’ career or
to boost celebrity image "**Y. And sometimes, interac-
tive discussions happening within virtual communities
can even persuade fans to become the “excessive con-
sumers” !5,

Thus, this study suggests the following hypothesis:

H5: The strength of Sense of Virtual Community
(SOVC) has a positive impact on Purchase Intention (PI).

!, More and more internal rules and customs

3. Methodology
3.1 Procedure

For analysing the interrelationships between microblog
users’ intensity of OI, their perceptions of PSR with the
celebrity, and the SOVC of fans and their purchase in-
tention, this paper designed and conducted an online sur-
vey embracing scales to measure these four constructs
and some other simple demographic variables. This sur-
vey research was hosted on WJX (https://www.wjx.cn),
one of the biggest and leading research and experience
website in China, currently, WJX has finished 27,003
online human-intelligence survey projects ). We chose
this platform to collect data through random sampling
that has representative power of the total population of
fans on the virtual fan community of Weibo. An invita-
tion message with a link to the online questionnaire was
posted in affiliated discussion forums of WJX.com, the
Facebook/Twitter/WeChat groups of Chinese Students
and Scholars Association (CSSA) of The University of
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Melbourne, and the top 100 “Super topics” of celebrities
on Weibo for two weeks, since we also consider its pro-
fessionality they provide that ensure the reliability and
validity in determining the quality of survey informa-
tion, more so than a homogenous sample of university
students . Participants were informed that the data
captured in the survey was going to be used for academ-
ic purposes. Screening questions are used to ensure that
all the respondents are active users of the “Super topics”
function on Weibo. For example, we set up the question
like “Who is your favourite celebrity that you followed
and joined his/her Super topic on Weibo”? We deleted
the respondent if their answer is none “Y'*”. To qualify,
the respondents had to be adult fans (at least 18 years
age or older) and identify and participate in a virtual
community of his or her favourite celebrity of Weibo (on
the “Super Topics” top 100 list) **. Moreover, to ensure
that the respondents are experienced virtual community
users, and to avoid uncontrollable variables of the “new
user” bias, only those who had engaged in and have been
the active member of virtual celebrity communities for at
least six months on Weibo were recruited (we also have
examined their interactive activities with other users of
virtual fandom communities through checking their IDs
on Weibo) **. The survey instrument took about 10-15
minutes for participants to complete. And after finished
this online survey, respondents were to be paid 5 yuan as
a token of gratitude.

3.2 Participants & Sample

A total of 340 respondents received the invitation to the
survey over the two weeks. At the end of data collection,
it turns out 297 out of 340 completed the survey, result-
ing in a completion rate of 86.5%. The gender of re-
spondents consists of 171 male (58.2%) and 123 female
respondents (41.8%).

And according to the social media users’ profile in
China | respondents were asked to indicate their ages
within one of six categories. The age of the sample
somewhat with the trend of lower-aged, most of the
participants are Centennials (birth year from the mid-
1990s to mid-2000s) and Millennials (the early 1980s as
starting birth years to mid-1990s). Population with 140
respondents (47.6%) in the 18 to 25 years old range; 82
of them (27.9%) between 26 to 30; 68 of them (23.1%)
between 31 to 50; and 23 are belonged to (1.4%) 50 and
over. And over half of them had at least the high school
degree or went to college. Ninety-eight of them are less
than bachelor’s degree 33.4 %, and even 37 of them
(12.6%) had advanced graduate or Ph. D. degree. The
two main income categories are $400-$800 (33%) and
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$800-$1200 (31%), following by less than $400 (22.8%).
The disposable income they also get not vary a lot from
a different category, and overall are higher than the aver-
age monthly wage in China.

In terms of the average Weibo usage frequency and
time, 48.8 percent of them stated they would have mul-
tiple OI within a day (above five times); and 36.7% of
them chose to have Weibo usage activities only twice or
three times every week. For the use time, almost 80 per-
cent of respondents had averaged at least 30 minutes and
maximum to 3 hours usage time on Weibo every day.

3.3 Measurements

In this study, the self-report instrument included four
main category scales with 27 questions to measure the
critical interval variables. Some items of the survey
were adapted from pre-validated studies to improve the
construct validity of the research. Responses to this in-
strument were all recorded on five-point Likert scales
(1 = “strongly disagree”; 5= “strongly agree”) "’ Those
scales include:

The intensity of online interaction scale was adopted
from the scale of Facebook uses intensity developed by
Ellison et al. * with some items created by the author
based on the description of the OI on fan communities of
Weibo, with a total four items "'

The parasocial relationships scale was adopted from
the previous research of local television news viewing
that developed by Rubin and Perse ', and Rubin and
Perse’s shortened version ten items about audiences’
involvement activities with media persona . Besides,
some items were adjusted and modified based on the de-
scription of the usage of celebrity-following activities on
Weibo as well *. A total of eight items were conducted
to assess the different sub-constructs of the PSR, such
as friendship (e.g., “My favourite celebrity’s microblogs
make me feel comfortable, as if I am with a friend” ),
identification (e.g., “If I saw a story about my favourite
celebrity in different media channels/platforms, I would
watch it”) etc. '+,

The scale of the sense of virtual community consisted
of a total 11 items that adopted from previous study by
Blanchard and Burnett, G., Buerkle. *"*?; and scales of
a comparative study of the virtual community " Also,
Koh, Kim, & Kim’s three valid dimensions such as
membership (e.g., “Members of this community can be
counted on to help and support each other”), influence
(e.g., “I would like to follow and support the decisions
and behaviours that most members agreed in the commu-
nity”), and immersion were adopted. (e.g., “I contribute
a lot of time and effort to this fan community”)""".
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The purchase intention scale includes four items that
were adopted and adjusted from Koo and Ju’s emotions
and online purchase intention scales 7.

AAdditional questions were asked about participants'
basic demographics and average time spent on Weibo
and frequency of usage. All the details of measurement
items are listed in Appendix A.

Given the fact that the four constructs were measured
at the single same time and reported by the same respon-
dent an additional threat to our study could have been a
common method variance (CMV) """ To prevent and
minimise CMV, in the questionnaire we placed the de-
pendent variables after the independent ones . And the
study also relied on the following statistical procedures:
(1) to analyse the correlation matrix between the dif-
ferent constructs, and the results show that none of the
values of the correlations between constructs surpasses
the suggested threshold (i.e., r=.90)"*?. (2) To evaluate
if CMV influences results, this study adopted Harman’s
single factor as post approach to evaluate CMV in which
all the 27 items from four constructs were entered into
the Exploratory Factor Analysis (EFA). A problem of
common method bias can be identified if either a single
factor emerges from the EFA or general factor accounts
for the majority of the covariance among the 27 items
1921 Thus, EFA was performed, four factors accounting
for 66.95 per cent of the variance, and the first factor
accounted for 21.34 per cent of the variance. The results
indicated that the model passed the Harman One Factor
Test as there is no single factor occupied the majority of
that variance ”"*”. In summary, all the different applied
procedures to test for CMV suggested that is not a threat
to the result of the study.

3.4 Results

This study examined the measurement model, the struc-
ture of the conceptual model, and each hypothesized
path using structural equation modeling (SEM), since
SEM allows to examine and confirm the relationships
between observed and latent (unobserved) variables 7.
In so doing, this research used AMOS 24, which per-
forms a path-analytic modeling with latent (unobserved)
variables™. Figure 1 shows the whole conceptual model
and the results of SEM analysis process.

The suggested conceptual model has four latent vari-
ables: OI, SOVC, PSR and PI. And understanding the re-
lationship and role between these various latent variables
is the key to the initial model and is also a crucial step in
finalizing the structural model "*. The AMOS 24.0 was
used to perform the following initial SEM model to lay
the groundwork for further empirical verification. We
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also established and examined a measurement model to
examine the relationship between each latent variable
and its observed variable (items in the survey instru-
ment) """, And we combined the conceptual model with
several research hypotheses and related precautions in
the initial model construction.

Parasocial
g Relationships
)
5
Intensity of Omline 3_ Parchase
Interaction Scen
" ) ._Y,r‘?' | \D.r:
p<0.05 ¥y Sense of Viral | B
= pen0l Community |

e p<0.000

Figure 1. The Results of SEM Analysis

First, the convergent validity was tested by Confirma-
tory Factor Analysis (CFA). The results are presented in
Table 1. It can be seen that Cronbach’s alphas were all
greater than 0.7, indicating that each variable has good
(> 0.79) or excellent (>0.89) convergent validity """,
Besides, the value of AVE was greater than 0.5, and the
AVE square root number of each factor was larger than
the normalized correlation coefficient outside the diago-
nal line, revealed all variables have a good discriminant

validity as well ™),

Table 1. Evaluation of the Measurement Model

Cronbach’s Alpha | AVE VAVE [0) PSR | SOVC | P1I
o1 0.912 0.719| 0.848 1
PSR 0.922 0.59 | 0.768 | .560** 1
sovc 0.934 0.61 | 0.781 |.496%* | .449%* 1
PI 0.829 0.551| 0.742 | .414%** | 453%* | 407** | 1

Note: ** P <0.01

Second, we tested the approximate goodness-fit-in-
dices of this model, the Chi-square statistics for the
conceptual model (¥’ (665) =901.562, p < .001; df =488;
CMIN/DF (y°/ df) =1.847, the ratio of minimum dis-
crepancy divided by its degrees of freedom closes to 1
and not exceed 3 *'; But according to Bollen and Long,
since the chi-square statistic (y’) is sensitive to sample
size it is necessary to look at other model fit indices that
also support goodness of fit (e.g., CFL, TLI, RMSEA) ™.
All alternative indices were in line with the acceptable
research standard as well: TLI, IFI, and CFI were all
above 0.9; AGFI =0.842, GFI =0.819, all greater than 0.8;
and RMR =.061, less than 0.08; The RMSEA = .054,
less than .08.7%""%% Thus, these indices revealed an
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acceptable fit for the research model.

The final step was to examine each hypothesized
path’s significance "”. As Table 2 and Figure 1 showed,
all the paths in the research model were significant at
either. 001 or .05 level. Specifically, the intensity of OI
had a significant positive effect on the perception of
PSR (B=0.523, p <0.05), thus, the H1 was supported; the
intensity of OI had a positive association with the per-
ception of SOVC (B=0.542, p <0.05), hence, the H2 was
supported; the perception of SOVC had a positive im-
pact on the perceived PSR (f=0.149, p <0.05), thus, the
data supported H3; the perception of PSR has a positive
impact on PI (B=0.291, p <0.05), thus, the H4 was sup-
ported; Finally the perception of SOVC has a positive
association with PI ($=0.192, p <0.05), hence, the results
support HS.

Table 2. Path Coefficient and Results of Hypothesis

Standard-| Unstan-
ized dardized
Path SE. | CR. | p | Result
estimates | estimates
PSR |<---| OI 0.523 0.426 [0.054|7.836| *** Sup-
ported
Sup-
SOVC | <---| OI 0.542 0.49 [0.059|8.328| ***
ported
PSR | <-—|SOVC| 0.149 | 0.135 |0.056| 239 |0.017| SU-
ported
P |<—| PSR | 0291 | 026 |0.061| 429 | #+x | SuP-
ported
Sup-
PI | <--|SOVC| 0.192 0.155 10.057|2.723]0.006
ported

Note: *** p <0.001

To conclude, the collected data support the conceptual
model the study suggested, which indicates that higher
intensity of OI has a positive effect on the perception
of PSR and OVC. Therefore, PSR and SOVC are found
to be two significant predictive factors of PI. It also re-
vealed that PSR and SOVC may have contributed to the
increase of PI. Discussion and implications of the results
are presented below.

4. Discussion

Over the last few decades, cross-fertilization between
marketing and fandom studies in a mediated world has
been rare and hindering the understanding of practi-
tioners on the entertainment industry and marketing area.
In the past, purchasing a product influenced by celebri-
ty’s endorsement toward a brand was considered a cogni-
tive process based on the strength of the perceived cred-
ibility of celebrity ****). Or it could be perceived as the
conception of celebrities’ self-disclosure ™*”**. However,
this research shows the relational social networks of
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group’s participatory engagement could possibly induce
positive marketing effects by two-way communication
online beyond top-down celebrity-dominant marketing
mechanism.

Specifically, another value of this study to the market-
ing practitioners lies in extending the knowledge about
the fan economy and building related academic frame-
work including: (1) explores what impacts the newly
arising fan economy has, particularly on celebrity effect
on followers’ purchase intentions and specify the links
between an emerging celebrity marketing genre based
on evolved Chinese fannish behaviours driven by the OI
and PSR; and (2) allows industry practitioners and celeb-
rities to connect with fans and virtual fan communities
and to analyse integrative emotional relationships in dig-
ital era; thus (3) build a theoretical framework through
which fans, practitioners, other researchers, even policy-
makers can reflexively examine particular marketing and
consumption practices.

Overall, the key results in this study provided a clear
framework of four antecedents of Chinese fans’ pur-
chasing intentions toward the merchandise of a celeb-
rity. Firstly, the high-level intensity of OI led to fans’
increased perception of PSR and SOVC, it illustrated the
increasingly important role of social media, more specif-
ically, the Weibo can be seen as a significantly integrated
vehicle of Chinese digital fandom in the context of the
fan economy.

Secondly, the strengthening of SOVC has a positive
association with the perceived PSR of fans, it revealed
that the engagement of virtual community helped to
break the wall between the fans and celebrities, and re-
sulted in motivating fans to have OI with their favourite
celebrity in a more emotional, understandable, interac-
tive and identifiable way.

It is also demonstrated that the emerging pattern of
media experience such as interactive communication
with the celebrity and members of virtual community
on Weibo, has a substantial economic impact to increase
purchasing intention toward the celebrity-related prod-
ucts or endorsements. Most importantly, fan economy
in China pursues deeper emotional PSR with celebrities
and likemindedness among members of virtual commu-
nity to lead to consumption behaviours, which is also
encouraged by the interactive digital fandom practices.

Besides, this study indicated that virtual of fans com-
munities on Weibo can enhance the perception of PSR,
which extends the knowledge about the digital media
users’ psychological bonding process. Notably, this re-
search found the synergy effect of PSR and the SOVC
in increasing the marketing power of celebrity to fans as
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consumers who tend to take solid emotional bond with
celebrity into consideration when purchasing an item.

In addition, the mechanism and conceptual frame-
work enriched our understanding of how celebrity mar-
keting works especially in China-net context. To note,
community members will observe and repeat communal
practices attached to one’s alter ego or online self which
is isolated from real-life identity. Also, they have a de-
sire to develop the group norms and stimulate mutual
commitment (such as collective purchasing the products
related to the celebrity).

By confirming silent economic effect of virtual fan
communities related to the celebrity marketing power,
this study can encourage future research opportunities
across various disciplines. Future research can delve
into community-centered relationships that enhanced
previous findings from fandom studies. Also theoretical
framework might have to explore the link between emo-
tional identification with group membership and fans’
media consumption, which akin to, Kyu and Oh’s on on-
line congruence seeking behaviour via online platforms
[85]

On a practical and managerial level, this article has
significant implications not only for the marketing prac-
titioners but also for celebrities themselves. First, the use
of the celebrity endorsers on SNSs will be employed by
marketing practitioners as an emerging marketing genre
and transitional business model using social media in
China. Also, sheer number of virtual fan groups and their
media consumption behaviours critically increase mar-
keting value of community, as members carry massive
purchasing power in response to marketing campaigns
and promotions. Thus, the marketing professionals and
celebrities need to foresee the superior viral marketing
power through emotional connections with fans. To note,
practitioners should keep in mind that fan economy is
forcing an urgent rethink of marketing strategy as tra-
ditional and typical marketing communications tend to
play a subtle role in this process. If marketing intention
is too explicit as to overshadow fans’ genuine and au-
thentic engagement with the campaign message, promo-
tion might backfire as fans might be discouraged or feel
being mobilized. Therefore, practitioners are suggested
to infuse authenticity into interactive marketing commu-
nications thereby draw attention through gaining organic
traffics to community sites.

Meanwhile, this study can enlighten industry poli-
cymakers as to apply regulate various type of viral or
celebrity marketing practices. Related industry poli-
cy-makers should take note of ethical issues that might
arise from celebrity-influence on marketing as the nature
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of fan economy often incites blind and indiscreet follow-
ing and impulse buying. Therefore, practitioners should
well understand the tenets of virtual community and its
possible repercussions to protect consumers from mis-
leading and “over-exploitation” by marketers"™.

Last but not least, appropriate media education should
be offered to protect the adolescents or younger gener-
ation who are still developing their skills for informed
decision making.

5. Limitations and Future Research

Several certain limitations of this research are worth
noting. Firstly, the survey instrument adopted voluntary
response samples of Weibo users who identified them-
selves as fans of particular celebrities and participated
in relevant virtual fan communities. Additionally, the
intervention of voluntary responses tends to oversample
online users who have extreme opinions and specific
attitudes toward this topic, and thus may not be the best
representative group of the research population.

In terms of the research methodology, this study took
quantitative approach therefore, future research can
complement this study’s key argument with qualitative
research methods, such as focus groups and in-depth in-
terviews that can provide a more thorough understanding
and different angle about fan economy. Hence, future
studies can benefit from a longitudinal approach which
could determine and track these variables and assess if
they are formed a consistent and stable status of potential

purchase pattern toward the merchandise of a celebrity
[89]

Additional studies could also consider investigating
different social media platforms concerning this study.
While this study mainly looks at Weibo as a social me-
dia platform for fan community future studies might be
able to examine other SNSs as a powerhouse of virtual
communities. Also, it would be valuable to explore the
dynamic interplay between online and offline in the
context of fan economy. While fan studies tend to focus
on digital platforms and emerging media channels, off-
line areas are still integral to fan studies. Future studies
can uncover how members react and defy the norms and
duties subtly and conventionally imposed within fandom
21 while exploring diverse perspectives towards fandom
culture across disciplines and media types "'\

6. Conclusion

Ceaselessly changing digital landscape extended the
areas of interactive marketing. Fan economy has gained
prominence over the past decade, mainly owing to grow-

20 Distributed under creative commons license 4.0

ing virtual fan community in social media and extensive
fandom culture. Two-way communication and interactiv-
ity online massively increase the power of fan economy
using celebrity marketing, yet it poses potential risk of
viral marketing as well. Therefore, both practitioners
and researchers should pay more attention to track the
progress, success, and engagement of fans with virtual
community on social media.

Supplementary Data/ Information
Appendix A: Online Survey Instrument

(1) The real online survey will contain the plain lan-
guage statement, consent form and the statement of pro-
tecting their privacy and confidentiality. Also, the details
of security and storage of the data collection.

(2) All materials will be translated Chinese for the
convenience of the most participants. And respondents
also can choose the language option (English or Chinese)
of above information by themselves.

If you are interested in the outcomes of this study,
you can leave your e-mail address, the student researcher
will send the invitation e-mail link of key findings of this
project. Or any participant who would like to learn of the
results of the study can contact aoyiy@student.unimelb.
edu.au & kyujin.shim@unimelb.edu.au for copies of any
reports.

Thank you for agreeing to participate in this survey.
For planning purposes, participation should take approx-
imately 10 to 15 minutes of your time. By continuing,
you are indicating that you are over the age of 18, and
have more than three months experiences of online inter-
action (OI) with the celebrity as well as the engagement
of at least one virtual community related to your favou-
rite celebrity on “Super Topics” list on Weibo, also, you
wish to participate in this study.

PART A 1. Background Information/Demo-
graphics

1.1 Who is your favourite celebrity that you followed
and joined his/her Super topic on Weibo? (Please list at
least one celebrity )

1.2 What is your gender?

o Female

o Male

o Other (specify )

1.3 Which category below includes your age?

o 18-20

o21-25

0 26-30

o 31-40
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o41-50

o 50 or older

1.4 What is the highest level of school you have com-
pleted or the highest degree you have received?

o Less than high school degree

o High school degree or equivalent (e.g., GED)

o Some college but no degree

O Associate degree

0 Bachelor’s degree

0 Master’s degree

o Advanced Graduate work; Ph.D. or Others ()

1.5 What is your current disposable income or status?
(Australian Dollar)

o Less than $400

o $400-$800

o $800-$1200

o $1200-$1600

o More than $1600

PART B. Measurement Items of the Study

1. The Purchase Intention (PI)

Directions: Below are several descriptions of how you
may feel of your Weibo usage activities and online social
interaction. Please use the scale below to rate the degree
to which each statement applies to you by marking “\”
in the space of right of each item based on the following
Likert 5-point scale:

Strongly Disagree Disagree Neutral Agree Strongly
Agree

1 2 3 4 5

Dimesons Measurement Items Degree

It is likely that the artwork of my favou-
rite celebrities and the products they
endorsed would be my first purchase

choice without hesitation.

_
)
w
~
w

I would like to purchase the products
of celebrities that recommended by the
online fan community.

._.
S}
w
~
9

Purchase
Intention "

I will recommend others to purchase the
artworks of my favourite celebrities or
the brand he/she endorsed.

._.
(S}
w
~
W

If someone let me recommend some-
thing, I would like to introduce the
products related to the celebrity I like.

,_
)
w
~
w
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2. The intensity of Online Interaction (OI),
the perception of Parasocial Relationship
(PSR) and the strength of Sense of Virtual
Community (SOVC)

Directions: Below are several descriptions of how you
may feel of your Weibo usage activities and online social
interaction in the virtual fan communities (“Chaohua”).
Please use the scale below to rate the degree to which
each statement applies to you by marking “V” in the
space of right of each item based on the following Likert
S-point scale:

Strongly Disagree Disagree Neutral Agree Strongly
Agree

1 2 3 4 5
Dimesons Measurement Items Degree
I often to share my views and opinions in
o 11213415
the fan communities.
I always participate actively in the
discussion of topics related to adored ce- 11213145

lebrities and response to other members’

Online .
posts of the fan community.

Interaction
18,91

I often have interactive communications
with other members in the fan communi-| 1 |2 |3 |4 |5

ty.

1 often review, forward and remark the
microblogs of my favourite celebrities | 1 |2 |3 (4|5
on Weibo.

I see my favourite celebrity as a natural,
down-to-earth person.

If I saw a story about my favourite
celebrity in different media channels/ | 1 |2 |34 |5
platforms, I would watch it.

I would like to meet my favourite celeb-
rities in person.

I feel sorry for my favourite celebrities
when they post some “inappropriate” | 1|2 |3 |4 |5
Parasocial microblogs.
Relation-

ships

I miss seeing my favourite celebrity
when they do not post new microblogs |1 |2 |3 |4 |5
on Weibo.

I will worry about my favourite celebri-
ties when he or she is ill.

My favourite celebrity’s microblogs
make me feel comfortable, asiflam |12 |3 |45
with a friend.

I find my favourite celebrities to be very
attractive
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I feel proud of as a member of this virtu-

al fan community L12]3)4]5
I contribute a lot of time and effort to
. . 112|345
this fan community
It is very important to me to fit in and 11213145
truly become a part of this community.
I care about what other community 1121345

members think of my actions.

I feel obligated to observe the values,
norms and commitments of this commu-| 1 |2 |3 |4 |5

nity.
S\ff‘ie Olf I would like to follow and support the
C A | decisions and behaviours that mostmem-| 1 |2 | 3|4 | 5
ommunity . .
41 bers agreed in the community.

I have positive influence over the discus-

sion of my favourite celebrities. L12]3)4]3

I think my efforts can enhance the devel-
. 11213145

opment of the community.
The mformatl.on in community will have 11213145
impact on me.
Members of this community can be
counted on to help and support each 112|345
other.

I am full of hope for the future develop- 11213045

ment of the community.

PART A 2. Background Information/Demo-
graphics

1.6 How often, on average, do you spend on Weibo
to have OI (includes check his/her websites; retweet or
comment of their posts) with your favourite celebrities
each day?

0 Multiple times a day

o Twice or three times every week

o Three or five times every month

o Other (specify )

1.7 How often, on average, do you spend on the virtu-
al fan communities of Weibo to have OI with other mem-
bers each day?

0 30 minutes-1 hour

o 1-3 hours

0 3-4 hours

0 4-6 hours

0 More than 6 hours

Appendix B: Consent Form
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1. Introduction

he early practice of the simultaneous use of several

languages in communication has a significant im-

pact on the formation of the brain. The brain of an
early bilingual grows and develops under the influence of
the need to distinguish between speech signals of differ-
ent languages, organize speech material, switch from one
code to another one !,

Early mastery of languages starts the formation of
neural ensembles necessary for the quick solution of the
problem of choosing an option directly in the process of
implementing a program of activities, both verbal and
non-verbal *. A monolingual brain cannot activate a sim-
ilar neural ensemble in solving such problems. In general,
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linked with the formation of an individual folklore-linguistic picture of
the world. In this regard, proverbs, sayings, riddles and folk phraseology
as universal phenomena of folklore of the Russian and Greek languages,
which have important linguistic and cultural potential, are of particular
interest from the point of view of their presence in the bilingual speech
and thought activity. The quantitative and qualitative characteristics of
the functioning of paremiological and phraseological units in a bilingual
speech determine the content of folklore language worldview and directly
depend on the type of formation of the child’s early bilingualism. Phra-
seological and paremiological composition of the folklore picture of the
world of natural Russian-Greek bilinguals is asymmetric and directly
depends on the type of early bilingualism — in bilinguals who learn two
languages on the principle of “one-person-one-language”, asymmetry
prevails in favor of the Greek language, children from Russian-speaking
families whose bilingualism develops according to the principle “family
language is the language of society ” exhibit better knowledge of Russian
folklore elements compared to Greek.

compared with the brain of a monolingual, the bilingual
brain is more plastic and dynamic, it is able to instantly
switch from one type of activity to another, work in a
multifunctional mode ',

The relevance of the topic is due to the growing impor-
tance of bilingual communication in conditions of close
linguistic contact between ethnic groups in the modern
world, as well as the wide and active nature of Rus-
sian-Greek bilingualism, caused by the growth dynamics
of Russian-speaking immigration in Cyprus, which deter-
mines its mass character. At the same time, along with the
processes associated with the globalization of society, the
tendency to preserve the cultural, and, first of all, linguis-
tic roots of modern communities living in bilingualism
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becomes apparent, which causes interest in the problems
of the functioning of the elements of the folklore space
within the worldview of the Russian-Greek bilinguals.
In this regard, problems of an ethnocultural nature are of
increasing interest to researchers and the study of the folk-
lore-linguistic picture of the world is of particular impor-
tance, since it is in this fragment of the linguistic picture
of the world of any people that its culture and history are
concentrated, and, therefore, folklore units carry a special
pragmatic-culturalological load .

2. Methodology

The quantitative and qualitative characteristics of the
functioning of paremiological and phraseological units
in a bilingual speech determine the content of folklore
language worldview and directly depend on the type of
formation of the child’s early bilingualism, developing de-
pending on the strategy of cultural and linguistic behavior
chosen by the parents (“one-person-one-language” or “the
language of the family is the language of society” mo-
dels), which is the leading factor determining the structure
of folklore language worldview of bilinguals. Associated
factors include the dominant language of society, the ge-
neral cognitive abilities of the individual, his psychologi-
cal characteristics, etc ™.

The psycholinguistic experiment was carried out in
several stages at each stage of the study and included the
method of directed associative experiment, the method of
completion without a given set of reactions, and the meth-
od of subjective definition. At the stage of analyzing the
experimental data, we simultaneously used a post-experi-
mental conversation with informants .

The algorithm includes a series of steps: processing the
questionnaires, quantifying the answers received depend-
ing on the type of bilingualism and the study language,
bringing the data into uniformity, assigning an adequacy
score for the interpretation of the parameters, drawing
up summary tables and diagrams of the received data. a
series of psycholinguistic experiments, including several
stages, which were carried out on the basis of the Russian
school of Paphos with the participation of Russian-Greek
bilinguals from 2015 to 2018. In total, 4 experiments
were carried out, each of which was aimed, respectively,
at revealing the peculiarities of the proverbs and sayings,
folk signs, folklore riddles, and folk idioms in the folklore
worldview of bilinguals.

3. Results

Paremias and phraseological units possess the highest
communicative value, the structural-semantic equivalence

28 Distributed under creative commons license 4.0

of which does not coincide in the languages being com-
pared — these are language units containing toponymic
components, names of saints and other proper names, as
well as paremias and phraseological units that reflect his-
torical events, customs. It is precisely such paremiological
and phraseological units that were of the greatest interest
for our experimental study, since, being distinguished by
significant national and cultural features, they play a spe-
cial role in the formation of folklore worldview of bilin-
guals.

Experiment No. 1 devoted to identifying the features of
the proverbial fragment of the folklore worldview of bi-
linguals included three stages. At the first stage, the infor-
mants were asked to write down any proverbs and sayings
of the thematic groups “Time” and “Money” in Russian
and Greek.

The second stage of the experiment included question-
ing with the omission of lexical units; in the third stage,
we used the subjective definition technique, which is
widely used in psycholinguistic studies of recent years.
The bilinguals were offered Russian and then Greek
paremias of the thematic groups “Money” and “Time”
(15 units of each group in each language), who needed to
give a brief descriptive explanation in an abstract (abstract
from the literal meaning) form. The results of a quantita-
tive and qualitative analysis of respondents’ answers at all
three stages of experiment No. 1 allowed us to come to
the following conclusions:

(1) The composition and structure of the proverbial
fragment of the folklore picture of the world, presented by
the thematic groups “Time” and “Money”, varies depend-
ing on the type of early bilingualism. Bilinguals 1 demon-
strate a higher level of proficiency in Greek phraseologi-
cal units with a significantly lower level of proficiency in
Russian phraseological units compared to bilinguals 2.

(2) Most of the reactions of the second stage of the
experiment were speech variants that were as close as
possible to the linguistic form of phraseological units, for
example: Each vegetable (variation — fruit) has its own
time, You cannot buy the mind for money (variations — you
will not receive, you will not get, you will not change).
Nevertheless, reactions that went beyond the limits of
normative variation were recorded in 12%, deforming not
only the form of phraseological units, but also their se-
mantic content, for example, The spoon for lunch and red
egg for dinner are precious; Chickens with hens count, If
you miss a minute, everything will be lost.

(3) The answers of the third task of the experiment,
assuming a free interpretation of paremias, are more var-
ied among representatives of the 1st type of bilingualism
which may indicate both a more developed creative think-
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ing of the bilinguals of this group and the lack of fear of
error, which is inherent in mono-ethnic bilinguals regard-
ing the Greek language.

(4) The recorded cases of code switching within the
same sentence are more characteristic of bilinguals 1
(85%) and, in our opinion, are a sign of balanced bilin-
gualism. For example: Who wants money, he does not
sleep day and night. — He has a psychology (this is in
Greek). The mark in brackets is made by the student, the
specified Greek word indicates the presence of psycholog-
ical problems. 7o the late guest — bones. — You will be late
— you will remain vhotixog (hungry). The translation strat-
egy, which is mainly used by bilinguals from mono-ethnic
families when defining the Greek language phraseological
units, indicates the interfering and stimulating role of
the Russian language in the speech activity of bilinguals
2. For example: 7o anuepo. eivar vapig, t'adpio apyd Oa
eivai. — Today is early, tomorrow will be late; O koipog
etvar yropog (Time is a doctor), etc.

(5) The level of paremiological competence of bilin-
guals depends not only on the amount of language materi-
al (input) received in educational and everyday discourse,
but also on the general level of the child’s cognitive and
speech development, its ability to correlate the general
and particular, the external image and the internal content
of proverbs and sayings.

In experiment No. 2, aimed at identifying the features
of the fragment of the folklore language picture of the
world, represented by folk signs, informants were asked
to continue the started signs (a total of 264 units) con-
taining the observation, the forecast they predicted. The
experiment was carried out in several stages. At the first
stage, bilinguals worked only with signs of the Russian
language, at the second stage — in 6 weeks — with signs of
the Greek language. In both cases, the task was accompa-
nied by a request to answer the following question: do the
bilinguals and their families adhere to the beliefs indicated
by putting the corresponding signs “+” (yes) and “-” (no).

Quantitative and qualitative processing of the experi-
mental results allowed us to draw the following conclu-
sions:

(1) Greek folk signs, observed by bilinguals in life,
accounted for a larger percentage compared to Russians,
which is explained by the respondents’ better knowledge
of the signs characteristic of the Greek-speaking society
as a whole. As the analysis showed, the most relevant
are signs about money, among which the most popular in
the analyzed case are the following: If you throw out the
trash after six in the evening, there will be no money; If
you count the money after sunset, you will be left without
money; Av oe tpwet 1o 0eéi aov yépt Oo. dawoeis ypruota (If
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the right palm itches, you will give money),; Av o€ tpwer t0
apiatepo oov yépt Ba mapeis ypnuaza (If you scratch your
left palm, you will get money), etc. In the second place
in both languages are signs indicating the unfavorable
nature of the forecast, which is formulated in an extreme-
ly abstract way: bad, unfortunately, to failure. The most
popular sign was a black cat. The results of the experi-
ment showed a higher percentage of knowledge of Greek
everyday and natural folk signs, due primarily to the fact
that Greek is dominant in the language environment of
the bilinguals participating in the experiment. Moreover,
in general, students showed a low level of knowledge of
signs in both languages, and household signs in both cases
were better known to them than natural ones.

(2) Among the signs of the Russian language that were
unmistakably continued by bilinguals, 70% belong to the
signs that we selected as a group of absolute equivalents
(AE) for Russian and Greek, while absolute equivalents
of the Greek language were continued correctly in 45%.
The greatest difficulty in completing the task was caused
by weather and calendar signs, for example: If it’s sunny
in winter, winter will be late. / Av tn¢ Yramovtig éxet fiio,
akxolovlet yeiuwvag oyipog, If the month is in a dull haze,
there will be bad weather. / Otov 1o peyyapt oxemalera
amo ouiyln, Ba Eyovue koxoxaipia, If the sun is in a dim
white haze, it will rain. / Otav o 17410¢ €ival aompog Kkai
Ooumog, o épBet Ppoyn; If the stars flicker strongly, there
will be inclement weather. / Aua. wailovv t’aotpa, Ga
&yovue koxoxoipio. At the same time, weather and house-
hold signs related to certain animal behavior were quite
well known to bilinguals: Kalog oiwvig Gswpeitar ko ot
Bo. rovue evtvyio av dovue to ovpavio toco. / If you see a
rainbow in the sky — you will find joy; Orav mwetodv younia
0. yeAoovia, tote Oa Ppeler. / If the swallows fly low, it
will rain; Av vifietor n yazo. cov Qo cov épbovv Eévor. / If
the cat is washing, there will be guests, etc. Despite the
fact that these signs were continued correctly, as the sur-
vey showed, they are not relevant in the life of bilinguals,
unlike household ones, which, according to the answers,
are kept by members of the informant family (for exam-
ple, Otav uraiver kdamwoiog yio. TpdTH POPa. 6TO OTITL GOV,
va. umel pe o 0eéi, yio vo. oov wave ola koia! / When you
enter the house for the first time, you need to do it with
your right leg, then everything will be OK).

(3) Signs representing semantic equivalents accounted
for 22% of the total number of correct answers in Russian
and 30% of the total number of correct answers in Greek,
with the vast majority of correct predictions being given
in cases of household signs. The second part of many
natural signs was repeated for the most varied cases of ob-
servation, proving our assumption that, without sufficient
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ethnocultural knowledge in the field of folk natural-cal-
endar signs, bilinguals will substitute any propositions
known to them: it will rain, it will be hot, it will be cold,
Oo. Eyer kaldo kaipo (the weather will be fine), Oo. Ppééer (it
will rain).

(4) Partial equivalent signs accounted for 9% of all cor-
rectly continued paremiological units given to bilinguals
in Russian, and 15% in Greek. For example, a Russian
sign If the right eyelid is twitching, you will receive good
news, many continued incorrectly, suggesting the Greek
version of the sign: Av élletar 1o deéi oov pari Qo deig
ayornuévo mpoowro (If the right eyelid is twitching, you
will meet your love). Another sign: If you put a thing in-
side out — you will be beaten (or you will experience other
troubles) in 50 cases was continued like “no one will give
you an evil eye” that is the way Greeks and Cypriots say
— Av popéoovue to. podya Hog oo THY AVATOON TAEVPA.
ONUOIVEL OTL OEV TPOKELTAL VO. UAS TLA.TOVY KOTGPEG.

(5) Among the signs that have no equivalents in the
languages under consideration there were only 10 correct
answers in Russian and 18 answers in Greek. The larg-
est number of correct answers (89%) in this group was
received by the first part of the signs 7o ydoiuo tov kopé
Oewpeitor kalog orwvog (Spilling your coffee is good
luck).

Experiment 3 was aimed at determining the degree of
understanding by children aged 11-12 of the metaphorical
traditional and modern riddles of the Russian and Greek
languages with different principles of metaphorization
and conceptualization. The following phenomena and ob-
jects of the natural world acted as enigmatists: rain, snow,
wind, thunder, sun, month, stars, day and night, cloud,
sea, stream. The choice of such topics for the experiment
is not accidental — reflecting the universal human realities
of the world around us, each of the hidden phenomena re-
veals in the enigmatic texts of different peoples ethnospe-
cific features of the worldview, different ways of dividing
the world.

Since each riddle is based on a metaphor an analysis
of bilingual guesses allows us to draw certain conclusions
about the relationship between the images of Russian and
Greek language pictures in the linguistic consciousness
of bilinguals. Considering the reactions of bilinguals as a
reflection of the degree of systematic images of the world
that actually exist in their minds, we can conclude that
the folklore picture of the bilingual world 1 combines
more traditional images of two cultures, while bilinguals
2 demonstrate signs of the dominance of Russian culture.
So, among the frequent responses of bilinguals of the last
group to the riddle about the sun A golden cheesecake
rolls, no one will get it — neither the king, nor the queen,
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nor the red girl we meet such as a magic ball, a barrel with
his mother and son from the fairy tale by A.S. Pushkin.
Also, among few answers to the Greek riddle about the
month Exdvw and onitt pog yoli otpwuevo ue kopooio. ko
oty péon o kovmo. uéll (There is a carpet covered with
nuts, and in the middle there is a cup with honey) a piece
of wood in the middle of our culture) were such cases
which have a direct reference to the images of Russian
traditional culture: an island in the sea, a tablecloth with
refreshments, a carpet-plane. Despite the fact that the
percentage of correctly guessed traditional Russian riddles
turned out to be very low, the ability of schoolchildren
to independently create metaphorical images, somehow
prompted by the text of this genre, deserves special at-
tention. The most illustrative example of the figurative
thinking of the children participating in the experiment is,
in our opinion, the poetic image of human souls, recorded
in 4 answers, which was caused by the riddle about the
stars: Peas are scattered along 70 roads. Nobody collects:
neither the king nor the queen, only God alone (about the
stars).

The number of correct answers to traditional Greek
riddles averaged 65%, which significantly exceeds the
percentage of correctly guessed Russian folk riddles.
This fact can be explained by the fact that Greek folk
riddles did not undergo such noticeable transformations
as the corresponding Russian texts, and are used in pre-
school and school education in their original unchanged
form, which predetermined the knowledge of answers by
schoolchildren to many riddles included in the experi-
ment. So, actualized in Greek riddles about rain, stream,
cloud, etc. traditional metaphors are firmly entrenched
in the linguistic consciousness of bilingualism, since the
language for the most part lacks equivalents that could be
generated by modern images.

Experiment No. 4, the purpose of which was to identify
the peculiarities of the phraseological fragment of folklore
language picture of the world of bilinguals, was carried
out on the basis of folk phraseology using subjective defi-
nition methodology out of context (stage 1) and in context
(stage 2) and classification of the considered phraseolog-
ical units according to their level of representations in the
passive language dictionary of bilinguals. In accordance
with the instructions at the first stage of the experiment,
the informants were required to give their own expla-
nation of the proposed phraseological units (totaling 80
units) and choose one of the following options: 1) this
phraseological unit was encountered by you for the first
time; 2) you heard it, but do not know its meaning; 3) this
phraseological unit is familiar to you.

A quantitative analysis of the results showed that the
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sum of the points measuring the degree of students’ ac-
quaintance with the phraseological units of the Greek
language significantly exceeds the number of points in re-
lation to Russian phraseological units, while the opposite
situation is observed in the group of mono-ethnic bilin-
guals. At the second stage of experiment No. 4, bilinguals
were offered to explain the meaning of 40 phraseological
units of the Russian and Greek languages in the context ro.

In the course of a qualitative analysis of the obtained
experimental material, we established a number of seman-
tic and structural features of the presented subjective defi-
nitions depending on the type of early bilingualism, which
can be summarized as follows:

(1) Features of the semantic content of phraseologi-
cal units reflected in the linguistic representation of the
definitions of the subjects indicate different levels of
understanding of these linguistic units by mono-ethnic
and bi-ethnic bilinguals: the meaning of Russian phra-
seological units was explained in most cases correctly by
bilinguals 2, and the meaning of Greek by bilinguals 1,
regardless of the context

(2) For bilinguals 2, phraseology definitions are more
characteristic (defining one phraseologism by means of
another, synonymous with the first) when explaining the
phraseological units of the Russian language, the reason
for which we see in a higher level of proficiency in units
of the Russian phraseological fund with mono-ethnic bi-
linguals: to brew porridge — to break wood; to fool around
— to beat the buck, etc.

(3) Bilinguals 2 actively use slang which is explained
by a higher level of communication skills of bilinguals of
this type in Russian language and the presence of appro-
priate speech experience

(4) Bilinguals of both groups often resort to a transla-
tion strategy when defining phraseological units, which,
obviously, is aimed at saving speech efforts and language
means

(5) The reactions of bilinguals 1 are distinguished by
more detailed definitions, numerous refinements, and per-
sonal examples.

(6) Representatives of bio-ethnic and mono-ethnic bi-
lingualism demonstrate a different level of proficiency in
phraseological and paremiological units of the Greek and
Russian languages, therefore the content and means of
explication of the folklore language picture of the world
of the bi-ethnic and mono-ethnic bilingual possess unique
characteristics along with the general ones. The main dif-
ference is the asymmetry of the verbalized cultural-nation-
al images and stereotypes of Russian and Greek linguistic
cultures represented in the linguistic consciousness of bi-
linguals. Thus, bilinguals, whose bilingualism was formed
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according to the “one parent — one language” model, are
more influenced by Greek and Cypriot cultures in com-
parison with bilinguals who receive language experience
in the family exclusively in Russian (non-dominant),
which facilitates the formation of the paremiological and
phraseological competence of representatives of the first
group in Greek and determines the stimulating and inter-
fering role of Greek linguistic culture in the structure of
folklore language picture of the world. Representatives of
bilingualism, formed according to the model “family lan-
guage — the language of society”, are characterized by the
opposite situation with the dominance of characteristics of
Russian linguistic culture in the folklore language picture
of the world

4. Conclusion

Knowledge of two languages does not always mean the
same knowledge of the cultural and, in particular, folklore
code of these languages. So, in our case, natural Rus-
sian-Greek bilinguals born in interethnic families found a
significantly lower percentage of knowledge of Russian
folklore concepts compared to Greek ones, i.e. the “one
parent — one language” tactics chosen by the family is not
necessarily a guarantee of a symmetrically formed folk-
lore picture of the world, in which the functional balance
of the folklore language units of both bilingual languages
would be respected. The limited speech experience of a
bilingual child in a language that is not dominant in a par-
ticular language group deprives him of the ability to fully
absorb the linguistic material necessary for active speech
generation in all its diversity. At the same time, empirical
material showed that in the folklore picture of the world of
children from monolingual Russian-speaking families, ste-
reotypical images typical of the Russian language picture
predominate, which again indicates an imbalance in the
components of the bilingual folklore picture of the world.
This conclusion indicates that the basis of the folklore lan-
guage picture of the bilingual world, which presupposes
the knowledge of two languages and necessarily contains
ethnospecific components of both linguistic cultures, is
formed primarily in the family as a result of the strategy
of cultural and linguistic behaviour chosen by the parents.
Parental linguistic input in each of the acquired bilingual
languages determines the appropriate level of proficiency
in this language by the child, forming the language picture
of the world; the involvement of culturally-specific com-
ponents of each of the linguistic cultures to a relatively
equal extent, among which the decisive role belongs to
the folklore genres, contributes to the establishment of a
balanced folklore language picture of the world, which is
further influenced by additional factors.
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1. Introduction

here is no unified definition of leisure. Broadly
speaking, “leisure” refers to activities, behaviors
and mental states during “leisure”. The narrow

sense of leisure refers to activities or behaviors performed

*Corresponding Author:
Yongmei Hou,

experience in leisure and life satisfaction, and to explore the relationship
between the two. Methods: A stratified random sampling method was
used to select 781 undergraduates (377 males and 410 females) from 7
colleges and universities in Guangdong Province. They were investi-
gated using the Flow Experience in Leisure Questionnaire (FELQ) and
the Youth Life Satisfaction Scale (YLSS). Results: The total scores of
FELQ and YLSS of the students in this group are (161.73 + 19.81) and
(174.45 + 26.50). FELQ’s unity of knowledge and action, challenge and
skill balance, concentration, grade ranking, family economic status are
positively related to YLSS’ life satisfaction (f = .227, .115, .098, .158,
.082, P <.05); “Like to sleep during leisure” is negatively correlated with
life satisfaction of YLSS (f =-. 097, P <.05); FELQ’s unity of knowledge
and action, concentration, grade ranking and family economic status are
positively related to YLSS’s self-satisfaction (f = .286, .126, .194, .096, P
<.01); “Like to sleep during leisure” is negatively correlated with YLSS’s
self-satisfaction (f =-. 091, P <.01); FELQ’s unity of knowledge and ac-
tion, challenge and skill balance, father’s occupation, “like self-study in
leisure” are positively related to YLSS’ environmental satisfaction (f =
198, .131, .075, .073, P <.05); “Like to sleep during leisure”, gender and
YLSS environment satisfaction negatively correlated (f =-. 094, -.091, P
<.01). Conclusion: Flow experience in leisure, types of leisure activities,
gender, grade ranking and family factors (family economic status and fa-
ther’s occupation) may be related factors for the development of college
students’ life satisfaction.

by people with a positive mindset during “leisure” in the
short-term in order to restore and develop physical or
mental strength, and long-term in order to improve phys-
ical and mental health and personal quality, and these ac-
tivities or behaviors can allow individuals to obtain a free

and comfortable psychological experience .
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Reasonable leisure helps people meet the psycholog-
ical needs of recreation, relaxation, self-improvement,
self-confidence enhancement, etc., improve physical and
mental health, and improve life satisfaction *. Further
research found that different types of leisure produce dif-
ferent levels of satisfaction . People will get more satis-
faction and happiness when doing serious, organized and
constructive leisure activities; on the contrary, non-serious
leisure, such as watching TV, will produce less satisfac-
tion [,

The type of leisure activity is an external factor that
affects life satisfaction, and the inner experience of leisure
is an internal factor that affects life satisfaction.

The flow experience was first proposed by Csiksz-
entmihalyi in the 1960s !, which is also known as the
optimal experience of an individual engaged in activities.
It is a special experience that people experience when
they are fully engaged in activities, which appears to be
completely attracted by the activity itself, consciousness
is concentrated in a very narrow range, consciousness and
ideas unrelated to the activity are filtered out, and lose
self-consciousness and enter the realm of ecstasy. At this
time, the subject only responds to specific and clear feed-
back, obtains a sense of pleasure throughout the body, and
generates a sense of control through the manipulation of
the environment. There is very little difference between
stimulus and self-response, self and environment, past,
present and future ',

It can be imagined that smooth experience is the direct
reason for leisure activities to improve life satisfaction.
However, there are not many empirical studies on the
relationship between flow experience in leisure and life
satisfaction, and most of them are adults . This study
intends to use a large sample questionnaire to quantify the
relationship between college students’ flow experience in
leisure and life satisfaction, with a view to providing data
support for clarifying the relationship between the two and
providing a reference for the guidance of college students’
leisure activities.

2. Objects and Methods

2.1 Objects

The stratified random sampling method was used to select
831 students from 7 undergraduate colleges and universi-
ties (undergraduate first and second batch, Category A) in
Guangdong Province. Firstly, the undergraduate colleges
and universities (undergraduate first and second batch,
Category A) in Guangdong Province are divided into 7
categories including science and engineering, liberal arts,
agronomy, medicine, sports, arts and comprehensive cat-

34 Distributed under creative commons license 4.0

egories according to the professional category, and 1 ran-
domly selected from the 7 categories of colleges and uni-
versities, which are respectively South China University
of Technology, Guangdong Universities of Foreign Stud-
ies, Zhongkai University of Agriculture and Engineering,
Guangdong Medical University, Guangzhou Sport Univer-
sity, Xinghai Conservatory of Music, Shenzhen Universi-
ty. Then determine the sample size to be drawn according
to the proportion of enrollment, which are 150, 147, 62,
123, 118, 50 and 181 respectively. A total of 831 question-
naires were distributed and 787 valid questionnaires were
recovered, with an effective rate of 94.7%. There are 377
males and 410 females; 155 in science and engineering,
132 in liberal arts, 62 in agriculture, 114 in medicine, 93
in sports, 50 in art and 181 in management.

2.2 Tools

2.2.1 Flow Experience in Leisure Questionnaire
(FELQ) "

Complied by Zhaoyuan Guo (2003). A total of 45 items
are divided into 9 dimensions: balance of challenge and
skill, unity of knowledge and action, clear goals, clear
feedback, concentration, sense of control, loss of self-con-
sciousness, loss of time, and self-contained goals. A rat-
ing of 5 levels from 1 (strongly disagree) to 5 (strongly
agree) was used. The higher the score, the stronger the
sense of fluency in leisure. A total score of 180 or more is
a flow experience in leisure. In this study, the Cronbach
o coefficient of the total table is 0.901, and the Cronbach
o coefficients of the nine dimensions are 0.814 to 0.866,
respectively.

2.2.2 Youth Life Satisfaction Scale (YLSS) "

Complied by Xinggui Zhang et al. (2004). A total of 36
items are divided into two dimensions of self-satisfaction
and environmental satisfaction. Self-satisfaction includes
4 sub-dimensions: friendship satisfaction, family satis-
faction, academic satisfaction and freedom satisfaction;
environmental satisfaction includes two sub-dimensions:
school satisfaction and environmental satisfaction. A scale
of 7 is used from 1 (completely non-compliant) to 7 (fully
compatible). The higher the score, the higher the life sat-
isfaction. In this study, the Cronbach a coefficient of the
total table is 0.873, and the Cronbach a coefficients of the
two dimensions are 0.833 and 0.851, respectively.

2.2.3 Self-Made General Personal Information
Questionnaire

The questionnaire contains 32 items, such as: gender,

DOI: https://doi.org/10.30564/jpr.v2i2.1901
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grade, school type, professional category, grade ranking,
source of birth, whether there is only one child, major
leisure activities, family economic status, father’s occupa-
tion, mother’s occupation, father’s education level, moth-
er’s education level, value of leisure activities, leisure
time per day on working days, leisure time per day on
weekends, etc.

2.3 Statistical Methods

Use SPSS 20.0 to count the data. Use descriptive statistics
to calculate the average score and standard deviation of
each scale, and use Pearson correlation to analyze the flow
experience in leisure questionnaire (FELQ) and youth life
satisfaction scale (YLSS) scores, and multiple linear re-
gression was used to analyze the related factors of YLSS
total score and two-dimensional score.

3. Results

3.1 The Current Status of Undergraduate FELQ
and YLSS

As can be seen from Table 1, the total score of YLSS is
174.45 £26.50 (the average score of each question is 4.85
+ 0.74); the total score of FELQ is 161.73 = 19.81 (each
question is divided into 3.59 £ 0.44), all undergraduates
participate in leisure activities, and the total score of
FELQ is 180 or more, 124 people, accounting for 15.88%
(124/781) of the sample size. In other words, 84.12% of
undergraduates lack flow experience in leisure, and life
satisfaction is slightly satisfactory.

Table 1. Descriptive statistics of FELQ and YLSS scores

Dimension Mean :!:.stf.mdard Maximum Minimum
deviation
Challenge-skill balance 18.83+2.97 25 7
Unity of knqwledge and 18,8442 99 25 9
action
Clear objectives 17.86+2.47 25 7
Clear feedback 17.81+£2.43 25 9
Concentrate 17.57+2.57 25 8
Sense of control 17.044+2.73 25 7
Loss of self-consciousness| 15.884+3.06 25 8
Lost time 18.374+3.20 25 9
Self-targeting 19.56+3.07 25 8
flow experience in leisure | 161.73£19.81 225 91
Friendship satisfaction 35.64+6.02 49 9
Family satisfaction 35.90+8.05 49 9
Academic satisfaction 25.25+6.45 42 6
Freedom satisfaction 24.85+4.64 35 8
School satisfaction 28.76+5.88 42 6
Environmental satisfaction| 24.05+4.28 35 5
Self-satisfaction 121.64+20.05 218 41
Environmental satisfaction| 52.82+9.33 77 11
Life satisfaction 174.454£26.50 280 52

3.2 Correlation Analysis of Undergraduate FELQ
and YLSS

It can be seen from Table 2 that the total score of FELQ,
the score of each dimension and the total score of YLSS,
two dimensions and the scores of 6 sub-dimensions are
significantly positively correlated (r =.085 ~ .412, P <.05)

Table 2. Correlation analysis of FELQ and YLSS scores

Friendship | Family School | Environment | Freedom | Academic |Self-satisfaction Elsl:g:f:::ie:l:al Life satisfaction
1. Challenge-Skill Balance 387%* 202%* 280%* 242%* 317%* 344%x 382%* 288%* 391%*
2. Unity oitgg:ledge and A406%* | 254%% | 255%k 281 344 308 409%* 290 412w
3. Clear targets 318%* 189%* 200%* .166** 304%* 288 335 202%%* 325
4. Clear feedback .302%* 194%% | 2] 3%* 2] 5% 265%* 311 330%* 233 333%*
5. Attention 327 214%% | 209%* 187 282% 330%* 3567 217%* 348%*
6. A sense of control 239%* 104%* .184%* 126%* 230%* 321 270%* 175%% 266%*
7. Loss of self-consciousness 156%* .090* .090* .085%* 197* 315%* 230%* .096* 208%*
8. Lose time 220%* A53%% ) 145%* 193 215%* 187 237 A8 243%%
9. Self-targeting 305%* 186%* 238%* 219%* 272%%* 201 204 251%* 312%*
10. FELQ total score 381%* 227%* 259%* 248%* 346%* 372%% 406%* 278%* 406%*

Notes: * P<0.05, ** P<0.01
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3.3 Regression Analysis
3.3.1 Variable Assignment

Assign possible conditions (alternative answers) to vari-
ables (demographic variables and psychosocial factors)
that may affect the YLSS score, and the results are shown
in Table 3.

3.3.2 Multiple Linear Regression Analysis of Fac-
tors Related to Undergraduate Life Satisfaction

Multivariate linear regression was performed using the
YLSS total score and self-satisfaction and environmental
satisfaction factors as dependent variables, and the 32 de-
mographic factors, psychosocial factors and 9 FELQ factors
in Table 3 as independent variables, the results show (Table
4) that FELQ’s unity of knowledge and action, challenge

and skill balance, concentration, grade ranking, family eco-
nomic status are positively correlated with the total score
of YLSS (f = 227, .115, .098, .158, .082, both P < .05);
“Like to sleep during leisure” is negatively correlated with
the total score of YLSS (f =-. 097, P <.05); FELQ’s unity
of knowledge and behavior, concentration, grade ranking
and family economic status are positively correlated with
YLSS’s self-satisfaction (f = .286, .126,, 194, .096, P <.01);
“Like to sleep during leisure” is negatively correlated with
YLSS’s self-satisfaction (5 =-. 091, P <.01); FELQ’s uni-
ty of knowledge and action, challenge and skill balance,
father’s occupation, “leisure likes self-study” is positively
correlated with YLSS’s environmental satisfaction (f =
198, .131, .075, .073, P <.05) “Like sleep laziness during
leisure time”, gender and YLSS’s environmental satisfac-
tion are negatively correlated (8 =-. 094, -.091, P <.01).

Table 3. Variable Assignment

Items Options and assignments

1. Gender 0 =Male, 1 = Female

2. Grade 0 = freshman, 1 = freshman, 2 = freshman, 3 = freshman

3. Ranking of grades of grades after 0=70%, 1 =51~70%,2=31~50%,3=11~30%,4=top 10%

4. School category 0 = Science and Technology, 1 = Liberal Arts, 2 = Agronomy, 3 = Medicine,

(%

O 00 3 O

10

11.

12.

13.

14.

15.

16.
17.

18

19.
20.

21

22.
23.
24.
25.
26.

27

28.
29.
30.
31.
32.

. Professional category

. Whether the only child is
. Family economic status

. Birthplace

. Father’s education level

. Mother’s education level

Father’s occupation

Mother’s Occupation

The meaning of leisure
Leisure time per day on working days
Weekend leisure time per day

Do you like reading during leisure?

Do you like to go online during leisure?

. Do you like to listen to the radio during leisure?

Do you like to hang out at leisure?

Do you like self-study at leisure?

. Do you like chatting with friends in your leisure time?
Do you like to watch movies at leisure?

Do you like to listen to music at leisure?

Do you like computer games at leisure?

Do you like sports in your leisure time?

Do you like playing chess and cards in your leisure time?
. Do you like to work part-time during leisure?

Do you like traveling during leisure?

Do you like club activities during leisure?

Do you like talent activities during leisure?

Do you like to sleep lazy during leisure?

Do you like other leisure activities?

4 = Sports, 5 = Art, 6 = General

0 = Science, 1 = Engineering, 2 = Liberal Arts, 3 = Agronomy, 4 = Medicine,
5 = Sports, 6 = Art, 7= Management

0=yes, | =no

0 = poverty, 1 = struggle, 2 = normal, 3 = well-off, 4 =rich

0 = city, 1 =town, 2 = rural

0 = primary school or below, 1 = junior high school, 2 = high school,

3 = university or above

0 = primary school or below, 1 = junior high school, 2 = high school,

3 = university or above

0 =1IT and communication, 1 = finance, securities and insurance,

2 = commerce and trade, 3 = energy, 4 = journalism, 5 = real estate, 6 = tourism,
7 = manufacturing, 8 = Education, 9 = Other

0 =1T and Communication, 1 = Finance, Securities and Insurance,

2 = Commerce, 3 = Energy, 4 = Journalism, 5 = Real Estate, 6 = Tourism,
7 = Manufacturing, 8 = Education, 9 = Other

0 = very important, | = more important, 2 = normal, 3 = less important,
4 = not important

0 =less than 2h, 1 = 2~4h (including 2h), 2 = 4~6h (including 4h),

3 = 6~8h (including 6h), 4 = above 8h (including 8h)

0 =less than 2h, 1 = 2~4h (including 2h), 2 = 4~6h (including 4h),

3 = 6~8h (including 6h), 4 = more than 8h (including 8h)

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like

0 = dislike, 1 = like
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4. Discussion

This study found that life satisfaction of undergraduates is
at a slight satisfaction level; all undergraduates participate
in leisure activities, and 84.12% of undergraduates have
never experienced flow experience in leisure, which is
consistent with previous research results """ It indicates
that the quality of undergraduate leisure activities is not
high, and life satisfaction needs to be improved.

Multiple linear regression analysis shows that FELQ’s
unity of knowledge and action, challenge and skill bal-
ance, and concentration are positively related to YLSS’s
life satisfaction, and leisurely sleeping is negatively
related to YLSS’s life satisfaction, consistent with the
results of previous studies """\, It is suggested that mul-
tiple elements of flow experience in leisure are positive
correlation factors of life satisfaction. Specifically, when
an individual has mastered certain knowledge and skills,
and combined the two organically, they are used in leisure
activities, especially devoted to leisure activities, and
when they are fully absorbed, they will find that they can
overcome certain (or even Growing difficulty), thereby
increasing self-confidence, triggering positive emotions
and cognition, experiencing the beauty of life, and thus
improving life satisfaction. It can be seen that leisure is
not just killing time, it is not a waste of time, but is of
psychological construction ™.

Grade rankings, family economic status and YLSS life
satisfaction are positively correlated, consistent with pre-
vious research results ', Grade ranking is an important

indicator reflecting undergraduates’ learning ability and
academic achievements. The more the ranking depends
on the former, the higher their learning ability, the greater
their academic achievements, and the parties therefore
experience stronger self-confidence and self-esteem "',
Produce positive awareness, improve self-satisfaction and
overall life satisfaction. The economic status of the family
is the material condition for family members to live. On
the one hand, good family economic conditions help to
create a better living environment and improve individual
environmental satisfaction, on the other hand, good fami-
ly economic conditions help individuals’ self-esteem and
self-confidence "), thereby improving overall Life satis-
faction.

Like to sleep during leisure will reduce life satisfac-
tion, consistent with Xiong Ying’s research results "'\, Tt is
suggested that excessive negative rest is not leisure, and
it cannot bring individuals an experience of relaxation,
pleasure and happiness. Because sleepers waste more time,
they tend to produce a sense of inability to do nothing and
do nothing, and therefore generate more negative emotions
and negative cognition, reduce self-evaluation and environ-
mental assessment, and reduce life satisfaction overall.

This study found that sleep-likeness was negatively
correlated with the total score of YLSS and the scores of
the two factors, self-study during leisure was positively
correlated with environmental satisfaction, and other lei-
sure activities (including watching TV) were not signifi-
cantly associated with YLSS score , which is inconsistent

Table 4. Multiple linear regression analysis of influencing factors of FELQ scores

. Independent vari- |Regression Coeffi-
Dependent variable i Standardized regression > )
able cients Coefficient (5) t-value P-value R R,
B SE
Life satisfaction | UMty of knowledge 1, o4, 481 227 4.144 <001 436 430
and action
Grade ranking 3.586 731 158 4.903 <.001
Sleep at leisure -5.483 1.793 -.097 -3.058 .002
Family’s financial situation 2.940 1.151 .082 2.555 011
Challenge-skill balance 1.021 446 15 2.288 .022
Concentrate 1.006 446 .098 2.257 .024
Life satisfaction Unity of knowledge and |1.911 284 286 6.724 <.001 461 467
action 3.354 .549 .194 6.106 <.001
Grade ranking 2.600 .868 .096 2.994 .003
Family’s financial situation 983 332 126 2.958 .003
Concentrate -3.869 1.342 -.091 -2.884 .004
Like to sleep at leisure 613 165 198 3.718 <.001 383 .386
Environment satisfaction Unity of knowl- |-1.855 .681 .094 -2.724 383
edge and action -1.693 .629 -.091 -2.692 .007
Like to sleep at leisure .007
Gender
Challenge-skill balance 409 .166 131 2.466 014
Father’s occupation 247 112 .075 2.197 .028
like to study at leisure 1.366 .640 .073 2.132 .033
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with Zhaoyuan Guo’s research results . It may be that
for undergraduates, sleeping is a passive leisure activity,
self-study is a positive and constructive leisure activity,
and the other 15 leisure activities are neutral.
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