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ABSTRACT 
With the increasing penetration of the internet and modern entrainment-related use a certain media. In this 
regard, the study used the parasocial relationship and technologies, there is a shift in behaviors regarding 
the use of media. Considering the importance of the issue the present study attempted to examine the 
predictors of why audiences repeatedly emotional engagement as a mediator and moderator accordingly. 
The study is cross-sectional and descriptive. A total of 400 questionnaires were distributed by using 
convenience sampling among students and 325 questionnaires were used for data analysis. PLS-SEM 
approach was used for data analysis. Both the measurement model and structural model were assessed. 
The results of the study revealed that TV channel addiction among the respondents tends to result in 
parasocial relationships. Later on, their parasocial relationships with the TV channels tend to result in their 
repeating behavior to watch these channels and it can be termed as brand loyalty. On the contrary, the 
study results did not reveal a significant relationship between YouTube channel addiction and parasocial 
relationships. Additionally, the study also did not support the mediation of the parasocial relationship 
between YouTube channel addiction and repeating viewing among students. On the other hand, the 
presence of emotional engagement in the TV channel content tends to result in better parasocial 
relationships due to TV channel addiction as compared to YouTube. Whereas the study results also did not 
support the moderation of emotional engagement between the relationship of YouTube channel addiction 
and parasocial relationship. Detailed results are presented in the corresponding section and future 
directions are also provided.  
Keywords: YouTube, Television Channels, PLS-SEM, Parasocial Relationships, Emotional Engagement 
 

Introduction 
Television (TV) and YouTube are among the two largest and widely sources to watch 
videos, listen to the news, brand advertisement and information, etc. These are found 
within every house and the internet has made it easier as well. Accordingly, Duffett 
(2020)stated that Generation Z has uninterrupted access to the entertainment, news, and 
videos of their own choice due to online digital channels aided by information and 
communication technologies. It has replaced the traditional television due to which more 
and more users are shifting to watch YouTube as compared to TV. Because of the 
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continuous access to the media its usage has also changed over the years. Particularly, 
the usage of YouTube as a source of videos and information has increased since its 
launch in 2005. However, TV still dominates YouTube, and Weibel et al. (2019)report that 
according to the European Trade Association for Marketers of Advertising TV viewership 
currently leading YouTube although YouTube is remotely accessible and has several 
benefits as well. The debate of the benefits of TV and YouTube is not the concern of the 
present study rather it focuses on the impact they do have on the viewers. Notably, both 
the TV and YouTube are watched simultaneously by the users. So they do carry different 
psychological impacts for the viewers. 
Before the advent of the internet, TV was a highly watched medium to access information, 
news, and videos for entertainment. TV as a medium of entertainment exerts a strong 
influence on individuals. They get influenced by it and their behaviors also change. 
Innovations in media have resulted in various changes in behaviors of the individuals. For 
instance, the advent of social media channels like YouTube influenced the viewership of 
TV. Now, some of the TV viewers have become passive. Over the past decade, the TV 
has also gained much more active viewership by providing continuous access the various 
information live. However, the advent of the recording devices such as YouTube has 
greatly influenced TV. But still, TV is playing a great role in spreading information along 
with YouTube and both of them have certain psychological outcomes (Weibel et al., 
2019). Accordingly, the present study's purpose is to examine the relationship between 
different channel addiction and repeating viewing behaviors. In other words, the study 
addresses that why audience watch YouTube and TV channels again and again. In this 
regard, the study has considered parasocial relationships as a mediator. It is worthy to 
note that the PSR of individuals tends to get influenced by social interactions and results 
in behaviors related to viewing TV. A study revealed that PSR is one of the significant 
factors that can predict that a viewer is willing to watch a stream to financially support its 
channel. In other words, it is the reason due to which individual gains to watch a certain 
media to watch videos(Lim, Choe, Zhang, & Noh, 2020; Reinikainen, Munnukka, Maity, 
& Luoma-aho, 2020). From a consumer behavior perspective, a study reported that 
parasocial relationships are important to drive the behaviors of the viewers. When a 
follower of a particular celebrity channel is exposed with repeated exposure to social 
media posting then he/she may tend to rely on the information provided from such sources 
ultimately resulting in the repeated behavior to purchase a particular product or service. 
The greater parasocial relationships with the influencers will result in repeated behaviors 
among the consumers (Burnasheva & Suh, 2020; Hwang & Zhang, 2018; Wen, 2017). 
Parasocial relationships that foster friendly relationships or interactions tend to result in 
affect the psychological decision-making of the consumers. Based on these results it is 
stated that the parasocial relationships created through YouTube channels tend to results 
in repeating viewing among the viewers. Similarly, the parasocial relationships created by 
the TV channels result in repeating viewing. Accordingly, the present study includes PSR 
as a mediator that explains the relationship between electronic media channels and 
repeated viewing behaviors. 
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The study is significant as it explains the moderating role of emotional engagement. It 
helps to explain under what circumstances the influence of YouTube and TV channel 
addiction influences the parasocial relationship and when the aforementioned relationship 
tends to increase or decrease. Additionally, the study used the also significant from the 
aspect that it examines whether the mediation of the parasocial relationship is dependent 
on the third variable. In other words, it explains whether mediation may remain constant 
or not. The study is a significant contribution to literature as it explains how the different 
mediums of viewership can result in repeated behavior to use the particular electronic 
media. The rest of the paper is organized as follows; Literature review, methods, results, 
findings, and future directions. 
 
Literature Review 
Channel Addiction and Parasocial Relationship 
Internet is increasingly becoming popular among the general public and is being widely 
used for different purposes. It is changing the habits of the public rapidly. YouTube is one 
of the applications among the social media being used by the general public to access 
the content they desire. It is used to watch a range of content online in form of videos as 
it offers the general public quality and interesting content easily and consistently. They 
can retrieve their favorite movies and videos from YouTube(Chen & Dermawan, 2020). 
Besides YouTube, users also watch TV in the current era. TV serves as a source of 
viewing news for the audience. Notably, more than half of the TV channels consist of the 
harsh and terrifying events covered in form of news. So they exert some sort of negative 
influence on the audience. It is to be noted that videos always carry their psychological 
influence on the individuals and they can positively and negatively influence the audience 
(Volodymyr, Yurii, Sergii, Maksym, & Anatolii, 2018). However, the present study focuses 
on the positive outcomes in form of parasocial relationships. The study focuses on how 
using YouTube and TV channels may result in generating the parasocial relationship 
among the audience and media. 
Parasocial relationships denote the single-sided and long-run intimate relationship 
perceived by the audience regarding a specific media personality or celebrity. It is based 
on their consistently happening interactions with the performer by using any 
media(Dibble, Hartmann, & Rosaen, 2016).Several pieces of research have attempted to 
explain the relationship between audience and attributes of the media or characters they 
are seeing(Lee, Simkins, Luster, & Chowdhury, 2018; Rubin & McHugh, 1987; Sokolova 
& Perez, 2021). There are different media types and accordingly, the audience also does 
have a different parasocial relationship. For instance, the functional aspect of the media 
may also influence parasocial relations. YouTube allows the users to access their desired 
content at ease whereas TV also allows them to see their content differently. So they both 
result in parasocial relations to varying degrees (Chen & Dermawan, 2020). It is worthy 
to note that the PSR can be reinforced by increasing awareness among the audience. 
The users may be passive or active regarding the YouTube and TV channels. Whereas 
some of them are addicted to any of the media to watch content which is the concern for 
the present study. It is to be noted that when the users watch the streaming they tend to 



Xi'an ShiyouDaxueXuebao (ZiranKexue Ban)/ 
Journal of Xi'an Shiyou University, Natural Sciences Edition 

ISSN:1673-064X 
E-Publication:Online Open Access 

Vol: 65 Issue 02 | 2022 
DOI 10.17605/OSF.IO/BFKWH 

 

Feb 2022 | 4  
 

have increased awareness and interest. It is expected that the new media channels like 
YouTube tend to have better parasocial relations within the audience as compared to the 
traditional media like TV since the people delivering content through YouTube have more 
power(Hou, 2019). Ultimately, better interaction is formed with the user in form of the 
parasocial relations. Previously studies have examined the parasocial relations with 
YouTube (Wohn, Freeman, & McLaughlin, 2018) or YouTubers (Tolbert & Drogos, 
2019).YouTube is a social media channel used for video sharing. Users of this media 
tend to watch videos according to their interests. It is the platform that can develop the 
optimal parasocial relationship between media and users(de Bérail, Guillon, & Bungener, 
2019). Therefore, it can be stated that the users excessively using youtube will tend to 
develop parasocial relationships. Based on the above literature it is expected that the 
YouTube and TV channel addiction among the audience will result in their parasocial 
relationships with that particular media. Hence, it is hypothesized that; 
H1: There is a significant positive association between TV channel addiction and 
parasocial relationships. 
H2: There is a significant positive association between YouTube channel addiction 
and parasocial relationships. 
 
Parasocial Relationship and Repeated Viewing 
Generally, any media is said to be successful if it is viewed repeatedly by its viewers. So 
having a good viewership is necessary for the success of any media. Notably, the media 
product's success is primarily dependent on the viewers, how they involve and react to it. 
Their positive response is determinant of the success of any media product. All of this 
happens due to the parasocial relationships they build with the media products. These 
relationships are symbolic and usually have a one-way direction that moves from viewer 
to the media product. It carries the energies, time, and interests in the media products(Kim 
& Sintas, 2021). The nature of parasocial relationships is symbolic because the 
interaction in such relationships does happen in person. But the viewers are influenced 
by these media products. When a viewer sees more episodes on any media product then 
they are supposed to have a parasocial relationship with that media product (Liebers & 
Schramm, 2019). It revealed that parasocial relationship is not a one-time transaction 
from viewer to the media, rather, it is a continuous interactional phase after which 
parasocial relationships get developed with media products. 
Parasocial relationships developed by the audience regarding any media may result in 
positive and negative outcomes. These relationships can significantly improve the well-
being of the individuals who develop such relationships or may result in loneliness among 
the audience as well (Jarzyna, 2020). However, the study focuses only on the positive 
outcomes in form of repeated viewing of the particular media as compared to studying 
the loneliness resulting due to these relationships. The previously available research on 
parasocial relations suggests that it results in brand loyalty (Labrecque, 2014). It can also 
induce the repeated behavior to watch TV for different purposes such as listen to the 
news, watch cartoons, and entertainment, etc.(Lim et al., 2020). A previous study by 
Labrecque (2014) reported that when social media users develop parasocial relationships 
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they tend to have greater brand loyalty such that they tend to repeat the viewing behavior. 
It is well-established that parasocial relationships lead towards behavioral loyalty in form 
of repeated viewing among the audience. Cohen and Holbert (2018) also reported that 
parasocial relationships are a significant driver of loyalty in terms of repeated viewing. 
Moreover, Pressrove and Pardun (2016) provided empirical evidence that parasocial 
relationships in the context of NGOs are related to the increased readership of its social 
media instead. It also increased offline engagement as well. For instance, in the case of 
games that are played live, the users will be more willing to play them repeatedly when 
they develop positive parasocial relationships. Different terms have been used to examine 
loyalty, for instance, persistent watch intentions (Hu, Zhang, & Wang, 2017), loyalty of a 
gamer (Teng, 2018), intentions to use the live-stream (Chen & Dermawan, 2020) etc. 
Recently a study presented empirical evidence that the parasocial relationships result in 
behavior to use any certain media by developing the social relationships. Additionally, the 
parasocial relationships developed by the consumers regarding the TV are unilateral as 
they are not aware of who is watching them. Whereas, in the case of YouTube, the 
parasocial relationships seem to exert greater influence on behavioral intention to use the 
media since the interaction between characters of media and audience is possible 
(Tsiotsou, 2015). The audience in YouTube media may develop friendships and groups 
for discussion with the character of the media resulting in the greater repeated behavior 
to watch it again. The present study focuses on the parasocial relationships and the brand 
loyalty they result in. For instance, the greater the parasocial relations the greater will be 
the brand loyalty such that the audience will engage in repeated behavior to watch any 
certain media. Hence, it is hypothesized that; 
 
H3: There is a significant relationship between parasocial relationships and 
repeated viewing. 
H4: Parasocial relationship is a significant mediator between the relationship of 
YouTube channel addiction and repeated viewing. 
H5: Parasocial relationship is a significant mediator between the relationship of TV 
channel addiction and repeated viewing. 
 
Emotional Engagement as a Moderator 
Generally, emotional engagement with any media or life event tends to result in positive 
outcomes. For instance, when content is emotionally engaging then the viewer will tend 
to watch it repeatedly. It is also supported by the social cognitive theory which holds that 
certain media can be influenced by emotional engagement. It means that the content 
should be emotionally engaging to retain the viewership. Furthermore, the social cognitive 
theory also holds that the emotional engagement of an individual is necessary to generate 
a positive recurring behavior towards anything. Media-related engagement can be of 
different types namely; functional, communal, and emotional. However, the present study 
focuses on emotional engagement only. It denotes the viewer’s perception and feelings 
about a particular program being played on TV and social media or any other electronic 
media platform. When the viewers get emotionally attached to a channel they tend to get 
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inspired by it, watch it, and frequently speak about it with others on different channels. 
They do express their feelings with others (Odunaiya, Agoyi, & Osemeahon, 2020; Yang, 
Chen, Wang, & Zhu, 2017). The emotional engagement of the individuals is the result of 
their engagement with the content being displayed. It can be regarded as the tool that 
can decide about the repeatedly watching behavior of a particular media product such as 
TV and YouTube channels. The study is also built on a similar premise and holds that the 
relationship between YouTube and TV channel and parasocial relationships will be 
stronger in presence of the emotional engagement. It is assumed that the greater 
emotional content provided by the channels will result in greater parasocial relationships 
that will translate into better viewer retention on a certain media. A previous study 
contended that when an individual as an audience develops an emotional bond with a 
certain media than his/her engagement will tend to increase and he/she will be more loyal 
to that certain media (Hilvert-Bruce, Neill, Sjöblom, & Hamari, 2018). It is stated that 
viewers are influenced when they observe any emotionally engaging content or aspect 
being displayed. The emotional component of the content being played results in greater 
influence on the viewer’s mind. It is expected that the emotional engagement offered by 
the content displayed on the TV or YouTube channel will ultimately result in stronger 
parasocial relationships. Hence, it is hypothesized that; 
H6: Emotional engagement is a significant moderator between the relationship of 
YouTube channel addiction and parasocial relationship. 
H7: Emotional engagement is a significant moderator between the relationship of 
YouTube channel addiction and parasocial relationship. 

Figure 1 
Research Framework 

 
Methods 
The purpose of the study is to examine the predictors of the repeated viewing of an 
audience of different channels. The study has considered the YouTube and TV channels 
along with the mediating role of parasocial relationships. Additionally, the study has also 
considered the moderating role of emotional engagement between the relationship of 
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independent variables (YouTube and TV channels) and dependent variables. 
Furthermore, the study is cross-sectional as it allowed to collect data at one point in time, 
covers a large range of respondents. Whereas longitudinal study is carried out to check 
the difference or change in the variables at provided two points of times. 
Sample and sampling are one of the important aspects of any research study. In the 
context of the present study, the sample size was drawn by using the thumb rule. As per 
the rule, the total number of the items is multiplied by 10, and the sample size is obtained. 
The total items of the study are 18. So minimum sample size for the study is 180 (10*18). 
Convenience sampling was used for the survey. All of the variables in the study were 
measured by using the 5-point Likert scale. All the questionnaires were adapted such that 
they may fit with the context of the present study. Parasocial relationship measured by 
using the four items scale and the response was ranged from 1= strongly disagree to 5= 
strongly Agree(Rubin & McHugh, 1987). The emotional engagement was measured by 
using the four items scale(Lim, Hwang, Kim, & Biocca, 2015). Channel addition for both 
YouTube and TV was measured by five items each (Li, 2016). Repeated viewing was 
measured by using the behavioral loyalty scale which denotes the repeatedly viewing 
favorite channel either it is YouTube or TV (Heere & Dickson, 2008). 
Data were collected by using convenience sampling from the undergraduate students 
studying in an Indonesian university. First of all, data collection permission was obtained 
from the university, and questionnaires were distributed among the students. The 
minimum sample size was 180 so bearing in mind the non-responses from the 
respondents the sample size was inflated and a total of 400 questionnaires were 
distributed. 350 questionnaires were returned and 325 questionnaires were used for data 
analysis. Data analysis was performed by using the PLS-SEM. It is the latest technique 
of data analysis that does not necessarily require data normality, can deal with the 
reflective and formative constructs. Additionally, it can deal with complex models and a 
small number of respondents. Recent studies have used the PLS-SEM (Ali, Hussain, 
Konar, & Jeon, 2017; Nisar, Haider, Ali, Naz, & Ryu, 2021) 
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Results 
Confirmatory Factor Analysis 

Table 1 

Constructs Items Factor Loadings Alpha CR AVE 

Emotional Engagement EE1 0.882 0.89 0.924 0.753 

 EE2 0.805    

 EE3 0.902    

 EE4 0.88    

Parasocial Relationship PSR1 0.911 0.913 0.939 0.793 

 PSR2 0.853    

 PSR3 0.891    

 PSR4 0.908    

Repeated Viewing RV1 0.792 0.776 0.822 0.528 

 RV2 0.832    

 RV3 0.839    

 RV4 0.827    

TV Channel Addiction TVCA1 0.742 0.841 0.894 0.679 

 TVCA2 0.828    

 TVCA3 0.843    

 TVCA4 0.877    

YouTube Channel Addiction YTCA1 0.804 0.861 0.9 0.644 

 YTCA2 0.868    

 YTCA3 0.753    

 YTCA4 0.735    

 YTCA5 0.843    

Table 1 shows the values of confirmatory factor analysis. It is performed to assess the 
measurement model of the present study. Factors loadings of the items should be greater 
than 0.5. As per the study findings, the factor loadings are greater than 0.5. It indicates 
that there is no problem with the factor loadings. Additionally, Table 1 also shows the CR 
and AVE of the variables. As per the parameter, the CR should be greater than 0.8. 
According to the findings, all of the CR values for the variables are greater than 0.8(Hair, 
Sarstedt, Hopkins, & Kuppelwieser, 2014). CR values for the variables namely; emotional 
engagement, parasocial relationship, repeated viewing, tv channel addiction and youtube 
channel addiction are 0.924, 0.939, 0.822, 0.894, and 0.90 respectively. AVE values for 
the variables namely; emotional engagement, parasocial relationship, repeated viewing, 
tv channel addiction and youtube channel addiction are 0.753, 0.793, 0.528, 0.679 and 
0.644 respectively. Additionally, all the values of the AVE are greater than 0.5(Hair et al., 
2014) which indicates that it meets the parameter. All of the values of the CFA are reliable. 
Alpha values for the variables namely; emotional engagement, parasocial relationship, 
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repeated viewing, tv channel addiction and youtube channel addiction are 0.89, 0.913, 
0.776, 0.841, and 0.861 respectively. All the values of the alpha are greater than 0.7 
which means that all the measures are internally consistent and have higher reliability. 
Since all the parameters are met by the results of the study. Hence, the convergent 
validity is established and measurement model fit allows to proceed for the further tests 
to be performed. 
 
Discriminant Validity 
Fornell & Larckers Criterion 

Table 2 

 EE PSR RV TVCA YTCA 

EE 0.868     

PSR 0.285 0.891    

RV 0.716 0.361 0.727   

TVCA 0.478 0.3 0.527 0.824  

YTCA 0.558 0.181 0.544 0.435 0.802 

Table 2 is showing the values for the Fornell & Lockers Criterion for discriminant validity. 
As per the criterion, the correlation of the variable with itself must be greater than the 
correlation with other variables in the same column. The findings reported in table 2 are 
fulfilling the criterion. 
 
 
Heterotrait-Monotrait Correlation Ratio 

Table 3 

 EE PSR RV TVCA YTCA 

EE      

PSR 0.314     

RV 0.857 0.401    

TVCA 0.548 0.341 0.652   

YTCA 0.63 0.2 0.615 0.505  

HTMT is also used in the present study to assess the discriminant validity. It is used due 
to the fact that the Fornell and Larcker criterion does not reveal the absence of 
discriminant validity. Therefore, the use of HTMT in the present study strengthens the 
results of the study. Table 3 values for the HTMT ratio. It is the latest technique to 
establish the discriminant validity of the variables. As per the parameters, the values of 
HTMT should be less than 0.85. Table 3 shows that all of the values of the HTMT are less 
than 0.85 (Henseler, Ringle, & Sarstedt, 2015). Hence, discriminant validity was 
established. Figure 2 is showing the outcome of the confirmatory factor analysis: 
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Figure 2 

Measurement Model Assessment 

 
Structural Equation Modeling 
Direct Effects 

Table 4 

Relationships Beta SD T value P Values Decision 

PSR -> RV 0.331 0.037 8.975 0 Supported 

TVCA -> PSR 0.207 0.039 5.243 0 Supported 

YTCA -> PSR -0.015 0.04 0.378 0.353 Unsupported 

Table 4 shows the direct effects between the variables. As per the findings reported in 
table 4 relationship between PSR and RV is valued at 0.331. The relationship is significant 
and supported the hypothesis. It means that a 1% change in PSR will result in an 
equivalent change in RV as well. The greater parasocial relations the greater will be the 
behavioral intent to watch certain media. Findings also show that TVCA and PSR are 
significantly and positively associated. TVCA will result in a 20% change in parasocial 
relationships. Whereas the relationship of YTCA did not found any statistical support. 
Hence, a hypothesis is not supported. 
 
Specific Indirect Effects 

Table 5 

Relationships Beta SD T value P Values Decision 
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TVCA -> PSR -> RV 0.068 0.016 4.209 0 Supported 

TVCA*PSR -> PSR -> RV -0.011 0.015 0.738 0.23 Unsupported 

YTCA -> PSR -> RV -0.005 0.013 0.378 0.353 Unsupported 

YTCA*PSR -> PSR -> RV 0.029 0.013 2.161 0.016 Supported 

Table 5 shows the findings of the mediating and moderating results. As per the findings, 
parasocial relationships were found to be associated with the repeating viewing of TV.  
 
Figure 3 
Structural Equation Modeling 

 
Whereas the mediation of parasocial relationship did not found any support between the 
relationship of YTCA and PSR. Moreover, the only moderating role of EE between the 
relationship of TVCA and PSR found statistical support. Figure 3 shows the SEM results. 
 
Discussion 
The purpose of the study is to examine the predictors of the repeated viewing of 
audiences of different channels. The study has considered the YouTube and TV channels 
along with the mediating role of parasocial relationships. Additionally, the study has also 
considered the moderating role of emotional engagement between the relationship of 
independent variables (YouTube and TV channels) and dependent variables. 
The results of the study revealed that users who watch the TV channels tend to develop 
parasocial relationships with the media they are using. It means that long-run exposure 
to the TV will generate a positive attitude of the users towards it and they will likely to 
watch it for the long run as compared to other media. When a user develops a certain 
relationship with a certain media them it will result in the repeatedly watching behavior 
among that individual. On the other hand, the study did not support such a direct and 
indirect relationship for YouTube, it can be asserted that possibly the users mostly get 
attracted by the TV as compared to YouTube. 
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Besides the direct relationship between the independent and dependent variables the 
study also examined the mediating relationship as well. They considered the parasocial 
relationships as a mediator. The mediation test revealed that the users’ behavior proclivity 
towards reusing the TV and YouTube channel is mediated by the parasocial relationships 
such that the parasocial relationship helps to explain why the channel addiction results in 
the repeated behavior to watch the channel. Notably, the results revealed that parasocial 
relationships do not mediate the relationship between the TV channel addiction and 
repeating view. It means that the users of the TV are more likely to again watch the TV 
channels as they have better parasocial relationships. Whereas it is not true for the 
YouTube channels as the results revealed that the relationship between the Youtube 
channel and the repeating view is not mediated by the parasocial relationships. It may be 
due to the fact that the majority of the respondents were reported to watch TV as 
compared to YouTube. These findings of the study are consistent with the previous 
studies. For instance, viewers while watching YouTube or TV channels they tend to 
identify themselves with it. With the increased identification the users tend to develop 
more closed interaction with the content being displayed and resultantly watch it again 
(Wahab & Tao, 2019). When the viewers or users of the TV channels see the content 
they tend to develop feelings about it and their emotions tend to be influenced by it. The 
greater engagement of emotions with the content being displayed leads the viewers to 
stay connected with it. Considering this fact the study considered the moderating role of 
emotional engagement between independent and dependent variables relationship. The 
results also revealed that emotional engagement is not a significant moderator between 
the relationship of YouTube addiction and parasocial relationship. The reason may be the 
fact that YouTube may not be emotionally engaging the viewers as compared to the TV. 
However, the results supported the moderation of the emotional engagement between 
the TV addiction and parasocial relationships. It means that the greater emotionally 
engaging content the greater will be the parasocial relationships. 
 
Conclusion 
Based on the findings of the study it is concluded that users who watch the TV tend to 
have better parasocial relationships which later on translates into their repeatedly 
watching behavior. Whereas it did not hold for the YouTube channels. Although the 
current era is dominated by the modern and latest technologies. People find it beneficial 
to obtain information through the internet. Anyhow, the study results revealed that the TV 
channels are more influential as compared to the YouTube channels. Additionally, the 
study has provided empirical evidence regarding brand loyalty means the repeating 
viewership of both YouTube and TV channels. Based on the findings of the study it is 
concluded that the parasocial relationships with the media serve as a key factor that can 
drive the repeated viewership among the viewers, regardless of the media they are using. 
Further, the parasocial relationships also serve as a process explainer regarding how do 
the different media platforms result in repeating behaviors among the viewers. 
 
Future Directions 
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The study has accomplished its objectives. Anyhow, it carries some limitations that can 
serve as a future direction. First of all, the study is cross-sectional and data were collected 
by using the questionnaire. While considering the limitation of the cross sectional nature 
of the study, PLS-SEM was used for data analysis. SEM can be used to test and drive 
the causal relationships between the variables. Although the PLS-SEM produced 
significant results. Anyhow, it is recommended that future studies may use longitudinal 
research design to establish the causal relationship between the variables. So the future 
longitudinal studies are recommended. Secondly, the study did not support all of its 
hypotheses so future studies should be conducted to validate the research findings and 
increase the generalizability of the study findings. Additionally, future studies are 
recommended to use the personality attributes of the viewers in order to capture more 
detailed outcomes of the channel addiction and parasocial relationships on repeating 
viewing. Future studies are recommended to use more detailed and comprehensive 
research methodological choices to establish more generic and validated results.  
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