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ABSTRACT

The phenomenon of social cohesion has gained much traction in the extant literature. However,
research that assesses how celebrity self-disclosure can be leveraged to engender social cohesion
remains very scanty in the existing literature. The current study aims at empirically testing the effect
of celebrity self-disclosure on social cohesion while accounting for the roles of fans’ behavior, social
presence and attachment to celebrities. To realize this aim, data is collected from 306 Instagram
users who follow at least one celebrity. The hypothesis intended to realize these aims are tested by
adopting structural equation modeling technique. The results show that celebrities’ descriptive self-
disclosure (but not emotional self-disclosure) influences fans’ archiving and commenting behavior.
Additionally, celebrities’ emotional self-disclosure (but not descriptive self-disclosure) as well as
fans’ commenting, and archiving behaviors are instrumental in predicting fans’ social presence. The
study further finds that fans’ social presence is essential in predicting their attachment to
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social presence and attachment to celebrities.

celebrities, while their (fans’) attachment to celebrities and social presence are significant
antecedents of social cohesion. Furthermore, attachment to celebrities is found to significantly
mediate the relationship between social presence and social cohesion. The study provides practical
and theoretical insights into understanding social cohesion, celebrity self-disclosure, fans’ behavior,

Keywords: Social cohesion; celebrity self-disclosure; social presence; attachment to celebrities;
attachment theory and social capital theory.

1. INTRODUCTION

The increasing role of social media and
celebrities in shaping lifestyles has gained much
interest in the current literature [1,2,3,4,5,6,7,8].
Evidence suggests that celebrity self-disclosure
and lifestyles have major influences on the
audiences (fans) who emulate them [9]. Social
media has gradually become a sine qua non to
political socialization-shaping the beliefs, actions,
and values of citizens in any society. However,
despite the growing state of social media
research, little attention has been dedicated to
assessing how  celebrity  self-disclosure
engenders social cohesion among citizens.

In an era where social media has gained so
much pervasiveness to the extent of becoming a
status symbol, most Ghanaians are virtually
hooked up to social media platforms like
Instagram any day, anytime and anywhere.
Accordingly, most celebrites have used
Instagram as a platform for connecting with their
fans and for purposes of self-disclosure. As a
consequence, some fans, especially young
adults, have recently become addicted to and
influenced by celebrities, based on their self-
disclosure, as well as other new social media
trends. Through these social media activities,
people have unconsciously been united and
there appears to be a form of attitudinal and
behavioral convergence due to the almost similar

approach and nature of behavior on social media.

These forms and nature of behavior mostly
appear to have been emulated from celebrities
and social media trends. Social media has made
it possible that irrespective of physical location,
people portray a unique form of social cohesion
underpinned by influences from celebrity self-
disclosure.

Drawing on the evidence of celebrity self-
disclosure on social media platforms such as
Instagram, we set out to empirically investigate
the role of celebrity self-disclosure in
engendering social cohesion among young
adults in Ghana while accounting for the roles of
social presence and celebrity attachment.

Specifically, we argue that because young adults
imitate and emulate celebrities through their self-
disclosures, there seems to be an apparent
similarity in their social media lifestyles and
online activities, a phenomenon that builds social
cohesion. We contribute from an emerging
economy context to the ongoing debate on social
media, social presence, celebrity influence, and
social cohesion. Though some research has
been conducted on social media and celebrities,
they have mostly centered on either the content
of the celebrities’ social media [7,10,11] or on the
reasons and motivation of fans to follow
celebrities [12,13] as well as the celebrity’s
parasocial relationships [4]. However, research
that assesses how celebrity self-disclosure,
social presence, and celebrity attachment
influence social cohesion is novel. Specifically,
the current study assesses how celebrities’ self-
disclosure, particularly on Instagram influences
fans’ attachment to the celebrity and how that
leads to enhancing social cohesion. Also, given
that one of the major features of Instagram is the
function of commenting and archiving, we further
explore how fans’ act of commenting and
archiving creates a consciousness of social
cohesion, both with the celebrity and among
themselves. Last but not least, a considerable
amount of research highlight the fact that social
presence is a key underlying condition that
facilitates people’s experiences in a
technologically mediated-communication
environment [14,15,4,16]. Consequently, we
examine how social presence plays the role of
linking celebrities’ self-disclosure and followers’
act of commenting and archiving with social
cohesion.

2. THEORETICAL BACKGROUND

We adopt the social capital and attachment
theories as the theoretical lenses for this
research.

2.1 Social Capital Theory

Social capital has been conceptualized in the
literature as a term referring to social
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connections [17,18,19,20]. A major early theorist
(Bourdieu, 1985) focused his analysis on the
network structure that enables connections.
Arguably, the most influential analysis of
connections within a network is that of Putnam
[21] who proposed the ideas of bonding (family
and friends) and bridging (acquaintances) social
capital. Extant research on social capital reveals
the benefits people obtain through their social
networks; strong ties give them emotional
support, and weak ties provide them with non-
redundant information and different perspectives
[22,21]. The OECD operationalizes social capital
as “networks together with shared norms, values,
and understandings that facilitate co-operation
within or among groups” [23]. Many perspectives
have evolved from this theory, but most of them
have social relations as a core aspect of the
theory [24,25,26]. Social capital theory [27]
emanates from classical capital theory (Lin,
1999), in which theory, capital is seen as the
investment of resources into the marketplace
with expected returns. The theory avers that the
social structure generates value through access
to resources such as knowledge and authority
that are embedded within the web of social ties
[28]. These resources can be diffused to a
person, who can consequently apply the
resources to a complex problem [29]. According
to Hughes, Le Bon, and Rapp [30], the structure
of the network predicts the opportunities and
restrictions in accessing embedded knowledge.
Additionally, Lin surmises that these
opportunities and constraints drive individual
action in any social setting (of which social media
is part). This theory provides categories for
analysis in this study and is duly adopted.

2.2 Attachment Theory

The joint work of Ainsworth and Bowlby [31]
produced the attachment theory, which they
operationalized as a psychological
connectedness which occurs between humans
and lingers for a long period. Symbolizing it
through a mother and child scenario, scholars
have suggested that early in life, strong
attachment exists between a mother and child,
given that a child’s need could only be satisfied
by the mother. Later in the lifespan, attachment
occurs between adults and can gravitate towards
some other targets. Previous research has
sought to throw more light on the foregoing. For
instance, evidence from Raikes and Thompson
[32] sheds more illumination on why consumers
form strong attachments towards human brands.
Drawing on [33], celebrities are considered as

human brands because they represent a subject
of marketing efforts. Human brands thrive on
brand image which needs to be congruent with
customers’ actual and desired self-image and
which are consistent with their self-concept. This
enhances its influence power and the idea that
personality is at the center of human brands
becomes relevant as it facilitates consumers’
ability to identify, differentiate and develop
confidence in the brand. Moreover, human
brands require some form of visual and
psychological identification to give credence to
and reinforce successful brand communication
[34]. In the spirit of the attachment theory, it can
be argued that when human brands enhance
people’s feelings of relatedness and autonomy
and do not subdue their feelings of competence,
they are predisposed towards becoming more
loyal and strongly attached to such a brand. To
this end, Escalas and Bettman [35] underscore
that consumers having a high need of belonging
are more predisposed towards looking to
celebrities for cues about which brands may
assist consumers’ attempts to meet their needs
of affiliation. Besides, Vaiciukynaite et al. [36]
posit that within the context of social media posts
by brands, hedonic content (entertainment &
social types) enhances consumers’ sociability
behaviors concerning liking, while utilitarian
content (informational and promotional) triggers
consumers’ commenting and liking behavior.

Fans’ attachment towards celebrities takes
several degrees and levels of intensity. For
instance, [37] in a recent study revealed that
people who worship celebrities (celebrity worship)
for intense-personal reasons are inclined to
being unaware that in any given context, there
are available options and alternatives; are
unwilling to be flexible; demonstrate low self-
efficacy in being flexible and have low cognitive
flexibility. Based on the preceding discussions, it
can be argued that attachment theory is very
relevant as far as the relationship and interaction
between celebrities and fans on social media is
concerned. Consequently, we adopt the
attachment theory as the second theoretical field.

2.3 Theoretical Framework
2.3.1 Social cohesion

Scholarly evidence suggests that social cohesion
is a complex construct to measure and define.
This may be premised on its social and
perception-based nature, generally emanating
from norms and values. Further, social cohesion
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can be described in terms of social bonds that
keep society in unison. Recently, social cohesion
has been receiving some attention across a
myriad of research and theoretical disciplines
due to its welfare-content and context. Even
though there seem to be varying positions on an
accepted definition of social cohesion, numerous
approaches have been used in explaining the
same. For instance, social cohesion has been
conceptualized as a characteristic of society,
concerning the social connections and relations
between individuals or groups (McCracken,
1998). Similarly, Durkheim [38] operationalizes
social cohesion as the interdependence between
individuals of society with collective loyalty and
integration. Besides, social cohesion can be
viewed as the tendency of individuals to work
together at all the levels of society to realize the
common goals of well-being and welfare
(Jeannote, 2003). Consequently, social cohesion
is deemed to be more related to a sense of
common identity and belongingness. Social
cohesion again brings to the fore, elements that
bind and hold people together in society and
seeks to reduce any form of disunity.

From a social media perspective, the social
enhancement literature holds that people behave
online in consistently similar ways compared to
how they behave offline (face-to-face) [39].
Hence, people with strong and sociable
connections offline are predisposed to leverage
on this sociability to keep highly social online
pages characterized by networks, connections
and mostly, self-disclosure. Thus, empirically
exploring how celebrity self-disclosure enhances
social presence and social cohesion is profound
and opportune. The concept of social cohesion
has been of critical interest to the social
enhancement paradigm and discussing it within
the context of self-disclosure accentuates its
relevance. Yamamoto [40] reckons that social
cohesion is the degree of connection a person
feels towards a larger group, with social bonds
as the undercurrents. Accordingly, a central
characteristic of members of any socially
cohesive group is the feeling of a sense of
engagement through these groups (Hollenbaugh
& Ferris, 2013).

2.3.2 Celebrities’ social media use

Evidence from Sanderson (2011) suggests that
social media was inherently designed to catalyze
human connection. Due to the fact that linking
and communicating with fans on social media
does not necessarily require any form of

permission to access, social media have
increasingly become a preferred option for
celebrities who wish to directly communicate with
their fans [7,8,4]. Hitherto, celebrities delivered
messages to their fans through conventional
media (i.e. television, newspapers, etc.), and
indirectly through reporters who might end up
filtering the original messages. Nonetheless,
social media platforms, as opposed to the
traditional means, provide an unfiltered and
personalized means of  communication.
Accordingly, these platforms have succeeded in
significantly influencing communication patterns
between fans and their celebrities. In effect, most
celebrities have ended up creating their own
blogs and news channels through their individual
social media such as Instagram (Brau, 2013).
Most of these celebrities adopt such social media
platforms to express dissent or for self-
presentation [41,42]. A social media platform like
Instagram has been adopted by celebrities to
communicate with their fans. To this end,
Frederick et al. [10] emphasize that this grants
celebrites and fans the opportunity to
communicate  more interpersonally.  This
assertion is consistent with [11] who hold a
similar position. Following from the foregoing, it
can be argued that social media (Instagram in
this case) provides celebrities and fans with an
opportunity to share comments and opinions
about their lives and daily events, and to provoke
interactive communication with their fans.

2.3.3 Celebrities’ self-disclosure

The social penetration theory (SPT) argues that
human relationships develop through an exposé
of the self (a process which occurs through self-
disclosure). In the spirits of Altman and Taylor
[43] as well as [4], self-disclosure is
operationalized as the voluntary sharing of
personally expedient information such as
thoughts, values, feelings, and beliefs with a
significant other. The theory holds that a self
consists of different layers; from peripheral layers
(i.e. basic demographic information) to central
layers (personal values, self-concept). Therefore,
revealing each layer of the self to others (self-
disclosure) is a sine qua non to developing a
relationship [4,43]. Some attention has been
given in the extant literature towards self-
disclosure due to its complex and
multidimensional nature-underpinned by a variety
of characteristics and features of individuals.
Scholars (see for instance [44,45,46,4,43] have
highlighted two main dimensions of self-
disclosure: breadth and depth. Breadth has been
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conceptualized as referring to the variety of
topics of self-disclosure, implying that a wide or
narrow range of topics may be disclosed. For
instance, topics bordering on work or profession
may be seen as professional self-disclosure,
while those that border on family, friends or
personal beliefs may be regarded as personal

self-disclosure. Similarly, depth implies the
degree to which disclosure in a specific
individual’'s life is made. This implies that

depending on how deep someone discloses
certain topics about him/herself, the depth of the
self-disclosure may vary from a superficial level
to an intimate one [44,43 4].

According to Marshall [47] as well as Kim and
Song [4], many contemporary celebrities share
stories about their lives with fans and the
subjects of these stories may appear in different
forms. Some celebrities are inclined towards
disclosing more of their professional life than
other aspects of their life, especially in a situation
where their motive is to promote say, a new
movie or song. Stever and Lawson [7] suggest
that celebrities like Katy Perry, an American
singer and songwriter mostly focuses on sharing
her work-related information on social media.
Consistently, Hambrick et al. [48] disclose that
one major theme found in sports celebrities’ self-
disclosure is related to their work (i.e. providing
information and insights about their game or
team). Yet, others may be more inclined towards
revealing personal life stories on social media
(see 47, 7, 8,48]. For instance, Kristen
Chenoweth (an American singer and actress) is
found to disclose more significant aspects of her
personal life on social media. Some politicians
and sport celebrities have also been seen to
disclose life stories that are not related to politics
or sports (like favorite restaurants, favorite hotels,
dinner menu as well as movies they want to
watch) [49,50,48] Small, 2010 [4]. In Ghana,
celebrities like Jackie Appiah, John Dumelo,
Nana Aba Anamoah, Asamoah Gyan, Sam
Okudjeto Ablakwa, Salma Mumin, Yvonne
Nelson, Michael Essien, Andre Dede Ayew,
Moesha Budoung, Okyeame Kwame, just to
mention a few, fall within the types described in
the preceding discussion.

2.3.4 Social presence

One major benefit of social media is the provision
of a feel of togetherness and connectedness with
celebrities [7]. The implication is that through this
mediated form of communication, fans/followers
can meet celebrities, monitor and learn about
their routine life through either a one-way or two-

way communication. This kind of interaction
creates a form of virtual reality where the fans
practically have a perception or feeling as if the
celebrities are physically and socially present in
their lives [4]. Short, Wiliams and Christie [51]
operationalize social presence as a state of
being aware of the other person in an online
environment. Accordingly, social presence is
regarded as one of the most important concepts
of understanding mediated communication
experiences [51,52] Consequently, social
presence has been operationalized by many
scholars as a perceptual experience of
psychological involvement in an interaction with
another individual within a mediated environment
[53, 54,55,56,57].

3. HYPOTHESIS DEVELOPMENT

3.1 Celebrity Self-Disclosure and Fans’
Behavior

The social penetration theory describes the
bonding process that elevates a relationship from
a superficial state to a more intimate one [43].
The extant literature suggests that social
penetration is achieved through self-disclosure- a
purposeful and voluntary process of revealing
information about oneself [44]. This includes, but
not limited to, thoughts, values, feelings, and
beliefs [43]. It has been argued that self-
disclosure enhances intimacy to a certain degree,
in any form of relationship. Social penetration
can occur in various settings, including, but not
limited to, romantic relationships, social groups,
friendships, work relationship, as well as
computer-mediated environments. In keeping
with the foregoing, Carpenter and Greene [58]
utilized the “Onion model” to operationalize how
the social penetration theory operates. The
model states that one needs to peel others’ lays
of personal information through interpersonal
interaction to reach the core-the intimate details
of a person, a process which requires time and
commitment. The outer layer represents the
public image of the person which can be seen by
others, while the private self is the innermost
layers that can only be revealed to selected
individuals through disclosure.

Most celebrities leverage on social media to
express themselves and share information with
their fans on numerous topics. For example, a
celebrity like Britney Spears has created a
YouTube channel on which they present
themselves as a subscriber-structured identity
[47]. While some celebrities are predisposed to
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disclosing personal information, others are
inclined towards disclosing information regarding
their work [59,47]. For instance, Taylor Swift and
Selena Gomez’s posts on Instagram were mainly
focused on their career; in the form of promoting
their new album, and then followed by personal
posts that include travel, fun interaction, or
hanging out with friends. On the other hand,
Ariana Grande’s posts are primarily based on her
personal life, and then later followed by posts
about her career [59]. This accentuates the fact
that different individuals and celebrities vary in
their motives and approaches of self-disclosure.
Prior research suggests that Gomez, Swift, and
Grande’s posts on Instagram about their
personal lives garnered more number of likes as
opposed to posts about their professional lives
[59]. This does not, however, discount the fact
that both celebrities’ personal and professional
self-disclosures engender feelings of social
presence and commenting behaviors among
their fans [4].

Personal and professional self-disclosure
notwithstanding, scholars have also
distinguished between factual (descriptive) and
emotional (evaluative) self-disclosure when
evaluating the effect of disclosing the self on
intimate relationships [60,61]. Descriptive self-
disclosures refers to those that reveal personal
facts and information (e.g. he broke up with me);
while emotional self-disclosures take the nature
of revealing personal feelings and emotions (e.g.
my last breakup hurts me so much). Though both
types of disclosures reveal information about
one’s personal and private life, Reis and Patrick
[62] intimate that disclosures involving emotions
and feelings lay at the core of one’s self-
definition. In recent times, people find it easy
sharing their emotions on different social
networks sites with a wide audience [63]. Extant
research reveals that emotional disclosure can
engineer interpersonal connectedness. Hence,
individuals are motivated to express their
emotions to maintain their relatedness to others
[64]. The theory of social sharing of emotions
suggests that emotional disclosure can stimulate
social interaction and improve interpersonal
connection [65].

Some types of self-disclosure, particularly those
that reveal the core self are more closely linked
to the experience of intimacy than others [62,61].
To this end, Laurenceau, Pietromonaco & Barret
[65] find support for Reis and Shaver’s (1998)
model of intimacy by positing that self-disclosure
is associated with a feeling of intimacy,

specifically, that, emotional disclosures are more
predictive of intimacy than factual self-
disclosures. Additionally, followers have the
option of commenting under posts, (such as
writing their opinions, complementing, criticizing,
etc.) or archiving (such as saving a certain post
by only tapping an “archive” option).
Subsequently, these archived posts can be
accessed; saving the time that would have been
spent on searching through an entire newsfeed
for a specific post. Also, while some fans follow
their favorite celebrities on Instagram by only
viewing their photos and reading their posts,
others go a step further to engage in interacting
with these celebrities through commenting.
Nonetheless, other segments prefer to archive
some of the favorite photos or posts made by
favorite celebrities. The more devoted fans may
combine both commenting and archiving. We
argue based on the foregoing that the self-
disclosure of celebrities (emotional or descriptive)
engenders fans’ commenting and archiving
behavior. Consequently, we proffer the following
hypotheses:

H1a. Celebrities’ emotional self-disclosure has a
positive and significant effect on fans’
commenting behavior.

H1b. Celebrities descriptive self-disclosure has
a positive and significant effect on fans’
commenting behavior.

H2a. Celebrities’ emotional self-disclosure has a
positive and significant effect on fans’
archiving behavior.

H2b. Celebrities’ descriptive self-disclosure has

a positive and significant effect on fans’
archiving behavior.

3.2 Celebrity Self-Disclosure and Social
Presence

From the perspective of Short, William, and
Christie [51], social presence is operationalized
as a state of being aware of other people in an
online environment. The concept of social
presence has drawn some issue in the extant
literature. For instance, Rourke et al. [66] have
identified perceived self-disclosure as an
important social factor that induces a strong
social presence in an online learning
environment. Using Cristiano Ronaldo, Selena
Gomez and Ariana Grande’s posts on Instagram
as cases in point, we can argue based on facts,
that Selena Gomez writes long captions under
her photos and mentions her feelings and
emotions, whiles sometimes addressing her fans
as “fam” and sending love to them, or sharing
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happy moments of her life by noting that her life
is not always that filtered and that she is not a
perfect being. It is evident that in all cases, fans
engage actively in interacting with celebrities
through commenting or archiving, a situation
which makes them feel socially present. In
Ronaldo and Grande’'s case, there are fewer
comments, while Gomez’s results in thousands
of more comments. This is somewhat interesting
given the fact that all these celebrities have
similar numbers of followers. Based on the
foregoing discussions, it can be argued that
celebrities’ self-disclosure (either emotional or
descriptive) engenders feelings of social
presence among their teaming fans. Hence we
set the following hypothesis:

H3a: Celebrities’ emotional self-disclosure on
Instagram has a positive and significant
effect on fans’ feeling of social presence.
Celebrities’ descriptive self-disclosure on
Instagram has a positive and significant
effect on fans’ feeling of social presence.

3.3 Fans’ Behavior on
Social Presence

H3b:

Instagram and

Ward [59] describes Instagram as an image-
driven platform with the capacity to provide a
visually-oriented storytelling opportunity. We
maintain that if Twitter thrives on status updates,
then Instagram’s scope is even more diverse, as
it allows users to share photos and memories as
well as add captions to them. Additionally,
followers have the option of commenting under
posts, (such as writing their opinions,
complementing, criticizing, etc.) or archiving
(such as saving a certain post by only tapping a
“save” option). Subsequently, these archived
posts can be accessed; saving the time that
would have been spent on searching through an
entire newsfeed for a specific post. More so,
while some fans follow their favorite celebrities
on Instagram by only viewing their photos and
reading their posts, others go further beyond this
by actually engaging and interacting with these
celebrities through commenting. Nonetheless,
other segments prefer to archive some of the
favorite photos or posts made by favorite
celebrities. The fans who are more devoted may
combine both commenting and archiving. The
commenting behavior of fans demonstrates their
emotional involvement and commitment to the
celebrities’ Instagram content. The act of
engaging and commenting on celebrities’ posts
increases fans emotional and psychological
feeling of social presence [4]. Accordingly, users

tend to experience a strong social presence
when they are deeply involved in the activities on
Instagram. Based on the foregoing discussions,
the following set of hypotheses is proffered;

H4a: The act of commenting on celebrities’
posts on Instagram has a positive and
significant effect on fans’ feeling of social
presence.

H4b: The act of archiving celebrities’ posts on
Instagram has a positive and significant
effect on fans’ feeling of social presence.

3.4 Social Presence and Social Cohesion

It has been observed in the extant literature that
individuals with stronger real-life ties use social
media (especially, Instagram) to solidify these
ties [67]. Some social media users use it for
several social capital reasons, including, but not
limited to, companionship, social interaction,
sharing expressive information, relaxation and
entertainment as well as for professional
advancement. Similarly, those who are socially
active in real life are more predisposed to
leveraging on Instagram to connect with and
learn from others [68,67]. In tandem with the
foregoing, Hampton et al. [69] note that social
media users (on both Instagram and Facebook)
have a lot more friends and close ties compared
to offline network; a phenomenon that supports
the social enhancement perspective. Based on
these, we argue that the nature of Instagram
makes it easy for users (especially celebrities) to
self-disclose. These celebrities have fans and
followers who see, watch and engage them
based on specific disclosures (these vary from
emotional to descriptive self-disclosures). As
they keep engaging them (through commenting
and archiving), they achieve their social
presence motives and consequently, build social
cohesion. The theoretical relevance of this
assertion is premised on the fact that there
seems to be a convergence of behavior (i.e.
liking, commenting, sharing, archiving) about the
same or similar things disclosed. This gets to the
extent that the fans begin to copy and behave
similarly as the celebrities and this commonness
and similarity of action is what we argue, creates
social cohesion. This is consistent with [40] and
Rosell et al. (1995) who surmise that social
cohesion is the feeling one feels to a larger group,
based on social bonds, behavior and a sense of
engagement. Consequently, we argue that the
social presence of fans or followers of celebrities
can have a significant impact on social cohesion.
Hence the following hypothesis is theorized:
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H5: There is a positive and significant effect of
social presence on social cohesion.

3.58ocial Presence and Celebrity
Attachment
The Social Presence Theory was originally

propounded by Short, Williams, and Christie [51]
of the interpersonal relationships. Gunawardena
[70] offers a more modern definition by
describing it as the degree to which people are
perceived as real people in mediated
communication. Within this mediated
environment, fans meet their celebrities and
learn about their daily lives through a one-way or
two-way interaction. This interaction grants fans
the opportunity to feel as if those celebrities are
socially present in their lives [4]. Equally, Stever
and Hughes [71] note that fans feel a greater
sense of intimacy from having the opportunity to
speak and hear the voice of the celebrity on a
routine basis. The feeling of social presence
enhances fans’ parasocial interaction and
experiences with celebrities [4]. Social presence
fosters a feeling of imagined intimacy, which is
also part of parasocial interaction experience
(Rubin et al., 1985). In the past celebrities could
only interact with their fans through traditional
media outlets like TV, radio, newspaper, among
a few others. However today, the same
interaction can be fostered on different social
network sites anytime, and anywhere possible.
Given the pervasive and limitless capabilities of
the internet, exposure to celebrities is constant,
and fans can monitor and observe the lives of
their favorite idols. To this end, the literature
underscores that during life’'s hardships,
celebrities can assuage any form of sadness
through their disclosure and interaction, creating
solid emotional bonds and attachment towards
the celebrity [72].

Thanks to technology, these feelings of an
attachment may grow even stronger due to the
numerous options available on Instagram; one of
which is “going” or “recording live”. Some
celebrities may go “live” to connect with fans,
communicate with fans, show what they are up to
at the moment, where they are traveling to, or
basically sharing plans for the day. In such
instances, fans can personally see and observe
all the activities that their favorite celebrity is
engaging in simultaneously, with the ability to
comment and ask them any questions and
receive responses. These forms of interaction
and experiences instill and create in fans a
feeling of being socially present with the celebrity;
a phenomenon that arouses and sustains their

attachment towards celebrities. Based on the
foregoing discussions, we suggest that:

H6a: Feeling of social presence enhances fans’
attachment to the celebrity.

H6b: Fans’ attachment to the celebrity mediates
the relationship between social presence
and social cohesion.

3.6 Celebrity Attachment and Social

Cohesion

Evidence within the attachment theory highlights
the fact that fans get attached to celebrities to the
extent that they imitate their actions and behavior
online (through some forms of disclosure,
commenting, etc.). To this end, Stever (2013)
acknowledges that people get attached to people
with different statuses for various reasons. This
attachment generates into common actions and
behavior, typical of the celebrities they follow and
generates a form of convergence and cohesion
among these followers. Additionally, Escalas and
Bettman [35] opine that fans having a high need
of belonging are more inclined to look up to
celebrities for cues about which brands may
assist their attempts to meet their needs of
affiliation. Therefore, their attachment to
celebrities breed actions that satiate those needs
of affiliation and provides social gratifications as
they relate to, and behave similarly on Instagram,
leading to more social cohesion [36]. Based on
the above, we propose that:

H7: There is a positive and significant effect of
celebrity attachment on social cohesion.

4. EMPIRICAL RESULTS

4.1 Measurement of Variables

To test the hypothesis developed in this study a
quantitative survey approach adopting structured
questionnaires was deployed on the empirical
data to allow actual measures to be calculated
for the responses obtained from the respondents.
Variables in the questionnaire encompassed
measures on celebrity’s emotional self-disclosure,
descriptive self-disclosure, fans’ commenting
behavior, fans’ archiving behavior, celebrity
attachment, social presence, and social cohesion
as well as demographic backgrounds of the
respondents. Except for the demographic
information, all other constructs were assessed
via five-pint Likert-type scales anchored by
“1=strongly disagree” to “5=strongly agree” with
“3=neutral”. All directional constructs (dependent



Basilisco et al.; CJAST, 38(5): 1-19, 2019; Article no.CJAST.52614

Celebrity Self-
Disclosure

Emotional SD

HI (a.b).H2 (a, b)

Fan’s Behavior

==
Archiving (IG)

Celebrity
Attachment

Social Presence

Social Cohesion

Fig. 1. Conceptual Framework

Table 1. Profile of respondents

Classification Frequency Percentage Classification Frequency Percentage
Age 18-25 88 28.8 Number  1-3 10 3.3
years of years  years
26-35 171 55.9 on 3-5 133 43.5
years Instagram years
36-45 36 11.8 5-7 105 345
years years
Above 45 11 3.6 8-9 58 19.0
years years
Gender Male 175 57.2 Following a 306 100
Female 131 42.8 celebrity
Education High 41 13.4
School
Bachelors 149 48.7
Masters 105 34.3
Doctorate 11 3.6

and independent variables) were conceptualized
with  reflective measures. Concerning the
operationalization of the independent variables,
we depended on the study of Han, William, & Lin
(2014) for the measures of emotional self-
disclosure and descriptive self-disclosure.
Measures of fans’ commenting behavior and fans’
archiving behavior were derived from previous
research [4]. Relative to social presence, we
adapted the measures from prior research [73].
ltems for attachment to celebrities were adapted
from Thomson (2006) while items for social
cohesion were adapted from [74]. The second
ambit of the questionnaire focused on the
demographic data of the respondents (gender,
age, education, number of years on Instagram,
whether following a celebrity or not). The
measurement items were all refined through the

adoption of scale generation and purification
techniques and procedures recommended by
scholars  [75,76], predominantly  through
confirmatory factor analysis. To evaluate the
various hypotheses proposed in the current study,
we employed the structural equation modeling
technique. This technique, according to Bagozzi
and Yi [77] is a preferred approach since it
affords researchers the latitude to control for
measurement error, provides information on the
degree of fit of the tested model, as well as the
ability to test multiple relationships [78].

4.2 Samples and Data Collection

We accessed data from Instagram users (who
followed at least one celebrity) in Ghana. The
respondents were purposively selected after they
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indicated agreements to partake in the study. A
total of three hundred and 350 Instagram users
were sampled for the current research. Before
the questionnaire administration, we carried out
an adequate assessment of the psychometric
properties of the measurement items via testing
for face and content validity using academic
faculty and social media consultants [79]. Out of
the 350 questionnaires administered, 311 were
returned, from which five had anomalies and had
to be discarded. In effect, we made use of 306
valid questionnaires that were fully filled and
showed enough adequacies for the anticipated
analysis. Consequently, the final usable data
represented an 87.4% response rate.

4.3 Profile of Respondents

The outcomes of the distribution of the
demographic characteristics of the respondents
reveal that the sample had representative
adequacy. From the operational data, as shown
in Table 1, a profiling of the respondents reveals
the majority (57.2%) are males while 42.8% are
females. The data also reveals that majority of
the respondents (55.9%) are between 26-35
years, 28.8% are between 18- 25 years, 11.8%
are between 36-45 years, while 3.6% are at least
45 years old. Furthermore, the data shows that
48.7% of the respondents have a bachelors’
degree as their highest level of education, 34.3%
had masters’ degree, 13.4% had a high school
certificate, while 3.6% indicated they have
doctorate degrees as their highest level of
education. In effect, the data shows that each of
the respondents has at least a senior high
education (a basic form of education). Relative to
the number of years they have been using
Instagram, a majority (43.5%) indicated they
have been on Instagram for a period between 3-
5 years, 34.5% indicated 5-7 years, 19.0%

indicated 8-9 years, while 3.3 indicated 1-3 years.

This implies that each respondent has been on
Instagram for at least one year, which qualifies
them to partake in this research. Finally, the data
shows that all the respondents sampled follow at
least one celebrity on Instagram, a condition that
further accentuates their qualification to take part
in the current study.

4.4 Reliability and Validity Analysis of
Variables

Since the measurement items were adapted from
prior research, we adopted a confirmatory factor
analysis (CFA) in validating them. With respect to
internal consistency, the Cronbach’s alpha
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values for the seven constructs ranged from
0.720 to 0.908. The factor loadings also ranged
between 0.500 and 0.973, which satisfy the
threshold level requirements. This indicated that
the theoretical constructs exhibited acceptable
psychometric reliability in the current research
(Nunnally et al., 1967). We assessed model
fitness through the use of the normed chi-square
index (x*/df), goodness of fit index (GFl) and the
comparative fit index (CFl). This was
subsequently, followed by the Tucker-Lewis
index (TLI), root mean squared residual (RMR),
and the root mean square error of approximation
index (RMSEA) as underscored by Anderson
and Gerbing [80]. Via the adoption of these fit
indices, the CFA occasioned the following fit
indices: x?/df=2.083, RMR=.065, GFI=.909,
NFI=.893, [IFI=.941, TLI=.920, CFI=.940,
RMSEA=.060. These results emphasize the
unidimensionality of each of the constructs
adopted in the current research. Table 2
presents the results of the CFA.

In addition to the foregoing, we established
discriminant validity by comparing the shared
AVE values between pairs of variables with their
squared phi correlations. In all instances, the
values of the AVE were greater than the shared
squared phi correlations connected with each
pair of variables, signifying discriminant validity of
the constructs [81]. The correlation coefficients
ranged from 0.063 to 0.581 with AVE’s also
ranging from 0.710 to 0.912. Table 3 presents
the results of the discriminant validity (indicating
that the constructs are distinct from one another)
as it displays the descriptive statistics and inter-
construct correlations with the share average
variance extracted.

4.5 Model Fit and Hypothesis Test

As Table 4 depicts, the parameter estimates
represent the final results which effectually
explains the findings of the study in tandem with
the hypotheses proffered early on. The model fit
indices for the structural model adduces proof of
a good model fit (RMSEA=.098, GFI=.976,
NFI=.965, CFI=.973, IFlI= .073, TLI=.919,
RMR=.031, x*/df= 3.916). The first hypothesis
states that celebrities’ emotional self-disclosure
has a positive and significant effect on fans’
commenting behavior. The SEM results
highlights that there was a negative but
significant relationship between emotional self-
disclosure and fans’ commenting behavior (f= -
.263, t= -4.482, p < 0.05). The second hypothesis
states that celebrities’ descriptive self-disclosure
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has a positive and significant effect on fans’
commenting behavior. Concerning this, the SEM
results indicated a positive and significant
relationship between celebrities’ descriptive self-
disclosure and fans ‘commenting behavior
(B= .307, t= 5.224, p < 0.05). The third
hypothesis (celebrities’ emotional self-disclosure
has a positive and significant effect on fans’
archiving behavior) was not supported by the
SEM results (B=-.086, t= -1.698, p > 0.05).

The fourth hypothesis (celebrities’ descriptive
self-disclosure has a positive and significant
effect on fans’ archiving behavior) was supported
by the SEM results (B= .602, t= 11.860, p < 0.05).
The fifth hypothesis (celebrities’ emotional self-
disclosure on Instagram has a positive and

significant effect on fans’ feeling of social
presence) was supported (= .137, t= 3.458, p <
0.05). Hypothesis six (celebrities’ descriptive self-
disclosure on Instagram has a positive and
significant effect on fans’ feeling of social
presence) was not supported (B=-.094, t= -2.048,
p < 0.05). The seventh hypothesis (the act of
commenting on celebrities’ posts on Instagram
have a positive and significant effect on fans’
feeling of social presence) was supported
(B= .374, t= 9.153, p < 0.05). Hypothesis eight
(the act of archiving celebrities’ posts on
Instagram has a positive and significant effect on
fans’ feeling of social presence) was also
supported (B= .463, t= 9.699, p < 0.05). The
ninth hypothesis (there is a positive and
significant effect of social presence on social

Table 2. Reliability and validity analysis of variables

Item Construct B Estimate Std.Err. t- (CR) P Cronbach’s
value Alpha

SP2 Social Presence .813 0.800 0.805

SP3 .783 .083 12.106 o

SP4 .651 .083 11.089 e

SP1 .643 .081 10.152 i

FCB1 Fans’ Commenting .914 0.799 0.803

FCB2 Behavior .735 .061 14.047 o

FCB3 .639 .061 11.209 o

FCB5 .500 .060 8.414 e

FAB1 Fans’ Archiving .728 0.804 0.799

FAB2 Behavior .862 .092 13.382 o

FAB3 .703 .079 11.778 i

DS3 Descriptive Self- .902 0.908 0.908

DS2 Disclosure .922 .061 16.581 i

SC6 Social Cohesion .756 0.867 0.816

SC7 .856 .101 10.903 o

SC5 .865 .095 11.195 e

AC6 Attachment To .709 0.722 0.720

AC7 Celebrity .754 .100 9.776 o

AC1 .500 103 7.354 e

ES2 Emotional Self- .590 0.805 0.729

ES3 Disclosure 973 717 3.615 e

Table 3. Descriptive statistics and inter-construct correlation
Mean  St.d. SOPR FCBR FABH DSD SOCOo ATC EMSD

SOPR 3.5181 .71512 0.710

FCBR 3.2925 1.00845 0.412*** 0.714

FABH 29306 .68712 0.433*** 0.266** 0.762

DSD 2.8663 .99174 0.180**  0.198**  0.517*** 0.912

SOCO 3.2641 .76401  0.395*** 0.269*** 0.490*** 0.320*** 0.828

ATC 3.2761 .60358  0.373*** 0.292*** 0.449*** 0.295*** 0.581*** 0.752

EMSD 1.9430 .60542 0.064 -0.1191 0.094 0.312**  0.112¢t 0.063 0.842

Note: FCBR=Fans’ Commenting Behavior, EMSD= Emotional Self-Disclosure, FABH= Fans’ Archiving Behavior,
DSD= Descriptive Self-Disclosure, SOPR= Social Presence, ATC= Attachment to Celebrities, SOCO= Social
Cohesion
Significance of Correlations: 1 p <0.100, * p <0.050, ** p <0.010, *** p < 0.001
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cohesion) received empirical support (B=.112, t=
2.506, p < 0.05). Hypothesis ten (feeling of social
presence enhances fans’ attachment to the
celebrity) was supported (B= .910, t= 10.318, p <
0.05). Hypothesis eleven, (attachment to
celebrities mediates the relationship between
social presence and social cohesion received
empirical support (as is evidenced by Table 5)

(Estimate = .816, Lower = .616, Higher =1.083,
P-value =.001). Finally, the twelfth
hypothesis (there is a positive and significant
effect of celebrity attachment on social cohesion
received empirical support (8= .663, t= 14.860, p
< 0.05). In effect, all the hypotheses developed
for the current research (except for H1, H3, and
H6) were supported statistically.

Table 4. Structural model assessment results

Structural relationships B Estimate Std.Err. t-value P Decision
FCBR €<EMSD -.263 .098 -4.482 b Not Supported
FABH< EMSD -.086 .058 -1.698 .090 Not supported
FABH< DSD .602 .035 11.860 b Supported
FCBR<DSD .307 .060 5.224 il Supported
SOPR<DSD -.094 .033 -2.040 .041 Not supported
SOPR<FABH 463 .050 9.699 el Supported
SOPR<FCBR 374 .029 9.153 el Supported
SOPR<EMSD 137 .047 3.458 ol Supported
ATC<SOPR 910 .074 10.318 el Supported
SOCO<ATC .663 .056 14.860 b Supported
SOCO<SOPR 112 .048 2.506 .012 Supported

Note: FCBR=Fans’ Commenting Behavior, EMSD= Emotional Self-Disclosure, FABH= Fans’ Archiving Behavior,
DSD= Descriptive Self-Disclosure, SOPR= Social Presence, ATC= Attachment to Celebrities, SOCO= Social

Cohesion
Significance of Correlations: 1 p <0.100, * p <0.050, ** p <0.010, *** p < 0.001

Table 5. Mediation analysis

Parameter

Estimate

Lower

Upper P

SOPR x ATC->

SOCO

.816

616

1.083

.001

Note: SOPR= Social Presence, ATC= Attachment to Celebrities, SOCO= Social Cohesion

Celebrity Self-
Disclosure

Emotional SD

Social Presence

R?2=.21

Celebrity
Attachment

R?=.66

Social Cohesion

Fig. 2. Structural model
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5. GENERAL DISCUSSIONS

5.1 Summary of Findings and General
Discussions

The current study commenced with the principal
goal of comprehending social cohesion from a
celebrity self-disclosure perspective. The study
examined these relationships grounded on the
social capital and attachment theories. Generally,
the study found that celebrities’ descriptive self-
disclosure has a positive and significant effect on
both fans’ archiving and commenting behaviors.
These results are consistent with previous
research [65] Laurenceau et al., 2009 which
found that celebrities’ descriptive self-disclosure
engineers interpersonal connectedness with their
fans who have the option of commenting (such
as writing their opinions, complementing,
criticizing, etc.) and archiving (such as saving a
post by just tapping and archive/save option).
These results also lend support to Reis and
Shaver (1998) who reckon that descriptive self-
disclosure is associated with fans’ commenting
(actually engaging in interacting with these
celebrities through commenting) and archiving
behavior (these archived posts are then
accessed later saving the time that would have
been expended in gleaning through the entire
newsfeed for a definite post). Thus in
consonance with previous research, the current
study reinforces the position that celebrities’
descriptive  self-disclosure engenders fans’
behavior of commenting and archiving.

The results additionally adduced statistical
backing for a positive and significant effect of
both fans’ commenting and archiving behavior on
social presence. These outcomes resonate with
[4] who aver that the commenting and archiving
behavior of fans demonstrates their emotional
involvement and commitment to the celebrities’
Instagram content and consequently, the act of
engaging, commenting on and archiving
celebrities’ posts increases fans emotional and
psychological feeling of social presence.
Accordingly, in tandem with prior research, this
study validates the notion that fans’ commenting,
and archiving behaviors are germane to their
feelings of social presence. Furthermore, the
results found support for a positive and
significant relationship between emotional self-
disclosure and social presence. This outcome
lends credence to Rourke et al. [66] who reckon
that self-disclosure is a crucial social factor that

induces social presence in an online environment.

This is premised on the fact that fans engage
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celebrities when they engage in self-disclosure
thereby engendering feelings of social presence
among the fans.

Additionally, the hypothesis that social presence
is positively and significantly related to fans’
attachment to celebrities received statistical
support in the current study. This outcome
corroborates the position of Hughes [30] who
notes that fans feel a greater sense of intimacy
from having the opportunity to speak and hear
the voice of the celebrity on routine basis (social
presence) which fosters a feeling of imagined
intimacy, which is also part of parasocial
interaction experience (Rubin et al.,, 1985)
leading to the creation of solid emotional bonds
and attachment towards the celebrity [72]. The
current study, in line with prior research, thus
solidifies the notion that fans’ social presence is
a critical antecedent to their attachment towards
celebrities. The results further found support for a
positive and significant effect of attachment to
celebrities and social cohesion. This outcome
authenticates the position held by Stever (2013)
that people get attached to celebrities and in so
doing copy their behavior leading into a certain
convergence of behavior. The outcome also
resonates with Escalas and Bettman [35] as well
as [36] who surmise fans’ attachment to
celebrities provides social gratification as they
relate and behave by the same token (mostly on
Instagram), leading to more social cohesion.
Accordingly, the current research in consonance
with prior research reinforces the position that
fans’ attachment to celebrities is a sine qua non
to social cohesion.

More so, the results found support for a positive
and significant relationship between social
presence and social cohesion. This outcome
lends credence to Yamamoto [40] and Rosell et
al. (1995) who contend that fans’ feeling of social
presence (which is manifested in their
engagement and interactions with celebrities and
among other fans) is an antecedent of social
cohesion which is the feeling one feels to a larger
group, based on social bonds, behavior and a
sense of engagement which are engineered by
the fans’ social presence. In effect, this study in
line with extant research emphasizes the
argument that fans’ social presence is germane
to social cohesion. One profound outcome of this
research as the results demonstrate is the
mediating role played by attachment to
celebrities in mediating the relationship between
social presence and social cohesion. In effect,
the current study contributes to extant knowledge
in that it has uncovered that the nexus between
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social presence and social cohesion is largely
due to fans’ attachment to celebrities. Specifically,
it is crucial to note that attachment to celebrities
is found to be a partial mediator since in the
presence of the mediator the pathway connecting
social presence and social cohesion still remains
significant. This outcome underscores the
essential role of attachment to celebrities in how
fans’ feeling of social presence affects social
cohesion. It also highlights the fact that when
celebrities’ self-disclosure successfully enhances
fans’ attachment to celebrities through feelings of
being socially present, it can be instrumental in
enhancing social cohesion.

However, the results could not find support for a
positive and significant relationship between
emotional self-disclosure and fans’ commenting
behavior, a positive and significant relationship
between emotional self-disclosure and fans’
archiving behavior, as well as a positive and
significant effect of descriptive self-disclosure on
social presence. These outcomes are
unexpected; however, our research has opened
another debate on these respective relationships.
For now, the current research has found
insignificant relationships and only further
empirical inquiries can validate or deny the same.

Overall, this research progresses knowledge and
provides empirical and practical illuminations into
the question that has remained essentially
unaddressed in the current social media and
social cohesion literature; what is the role of
celebrity self-disclosure in engendering social
cohesion? The current study reveals that
celebrities’ descriptive self-disclosure (but not
emotional  self-disclosure) influences fans’
archiving and commenting behavior. The study
similarly reveals that celebrities’ emotional self-
disclosure (but not descriptive self-disclosure), as
well as fans’ commenting and archiving
behaviors, are instrumental in predicting fans’
social presence. Further, the study results reveal
that fans’ social presence is essential in
predicting their attachment to celebrities, while
their (fans) attachment to celebrities and social
presence are significant antecedents of social
cohesion.

5.2 Theoretical Implications

The current study progresses theory by
extending the social capital and attachment
theories on two flourishing and conceptually
relevant phenomena-celebrity self-disclosure and
social cohesion. Evidence from prior research on
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celebrity self-disclosure and social cohesion
shows a paucity of research grounded on social
capital and attachment theories. Accordingly, this
research contributes modestly to that effect, by
providing empirical support from a celebrity self-
disclosure and social cohesion perspectives for
these to essentially acknowledged theories
(Bourdieu, 1985; [22,21,17,18,27,31] with a
conceptual framework that exhibits good
explanatory power and robustness. Secondly,
the literature on celebrity self-disclosure reveals
less empirical studies that integrate and
examines the relationships among the constructs
adopted in this study, particularly, on the types of
self-disclosures, fans’ commenting and archiving

behavior, social presence, attachment to
celebrities and social cohesion. Previous
research either studied the interconnections
among these constructs in isolation or in

conjunction with different variables [71,10,11]
engendering the need for further and more
empirical assessment, validation and theory
building. Moreover, this study contributes to the
literature by presenting outcomes that examines
multiple nexuses among the constructs used, as
well as utilizing data from Instagram users.

5.3 Managerial Implications

Having diverse insights into how celebrity self-
disclosure can be leveraged to enhance social
cohesion offers fresh guidelines in dealing with
issues such as social cohesion. Empirically
significant findings in the current research could
be gleaned from eleven main points of view: that
celebrities’ descriptive self-disclosure (but not
emotional  self-disclosure) influences fans’
archiving and commenting behavior; that
celebrities’ emotional self-disclosure (but not
descriptive self-disclosure) as well as fans’
commenting and archiving behaviors are
instrumental in predicting fans’ social presence;
that fans’ social presence is essential in
predicting their attachment to celebrities, while
their (fans) attachment to celebrities and social
presence are significant antecedents of social
cohesion.

Consequently, to enhance social cohesion in
Ghana, social media can be leveraged and
targeted strategically. As evidenced in this study,
Ghanaian celebrities can be used since their self-
disclosures influence fans’ (citizens’) behavior
which affects their perceptions of social presence
and consequent attachments to these celebrities.
The fans’ (citizens’) perceived social presence
and attachment to celebrities as this research
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reveals affect social cohesion. Accordingly, the
government of Ghana can enter into agreements
and partnerships with well-known celebrities to
make a concerted effort in tailoring their activities,
behaviors, and self-disclosures in ways that can
inure towards and engender unity and social
cohesion among the citizens, as their followers
end up copying their behavior. This could be
achieved through appointing these celebrities as
peace ambassadors, involving them in
governmental programs that can project them
more to the citizens. Celebrities in the frontline
media space should be sensitized to promote
actions and commentary that enhances unity and
portrays oneness. Celebrities in the movie and
entertainment industry should also be advised to
churn our movies and songs which promote
peace, unity and social cohesion.

5.4 Limitations and Recommendations

Akin to any empirical research, the current
research brings in its trail, some limitations,
providing fresh avenues for further research.
First, the current study is limited to Instagram
users only. Therefore, the findings are only within
this ambit, meaning that scholars and
practitioners should be cautious in trying to
universally generalize it with other contexts.
Additionally, the various hypotheses spawned in
the current research were tested using Instagram
users in a single country, is cross-sectional and
accordingly, may not signal static effects in other
contexts. More so, due to context disparities,
further research is needed to substantiate and
validate the construct relationships and results
from the current study. Future research can also
increase the sample size to see how that can
influence the results. Also, the effects tested are
relationships and not causalities. Further, the
concepts empirically scrutinized in this research
are relevant across different economic contexts.
Therefore, these results open up fresh debates
on the concept under study, principally, the
incongruities that may exist between celebrities’
emotional self-disclosure and fans’ behavior as
well as the mediating role played by attachment
to celebrities. Further research that adopts
different antecedents of social cohesion is highly
welcome.

6. CONCLUSION

This study set out to empirically test the effect of
celebrity self-disclosure on social cohesion while
accounting for the roles of fans’ behavior, social
presence and attachment to celebrities. The
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results show that celebrities’ descriptive self-
disclosure (but not emotional self-disclosure)
influences fans’ archiving and commenting
behavior. Additionally, celebrities’ emotional self-
disclosure (but not descriptive self-disclosure) as
well as fans’ commenting, and archiving
behaviors are instrumental in predicting fans’
social presence. The study further finds that fans’
social presence is essential in predicting their
attachment to celebrities, while their (fans’)
attachment to celebrities and social presence are
significant antecedents of social cohesion.
Furthermore, attachment to celebrities is found to
significantly mediate the relationship between
social presence and social cohesion.

COMPETING INTERESTS

Authors have declared that

interests exist.

no competing

REFERENCES

1. Shareef MA, Mukerji B, Dwivedi YK, Rana

NP, Islam R. Social media marketing:
Comparative effect of advertisement
sources. Journal of Retailing and

Consumer Services. 2019;46:58-69.

Dahl S. Social media marketing: Theories
and applications. Sage; 2018.

Kowalczyk CM, Pounders KR.
Transforming celebrities through social
media: The role of authenticity and
emotional attachment. Journal of Product
& Brand Management. 2016;25(4):345-356.
Kim J, Song H. Celebrity's self-disclosure
on Twitter and parasocial relationships: A
mediating role of social presence.
Computers in Human Behavior. 2016;62:
570-577.

Bennett S. How often should you post to
Pinterest, Twitter, Google+ and Facebook?
Social Times; 2015.
Available://www.adweek.com/socialtimes/s
ocial-media-post-frequency/615992
Redmond S. The passion plays of celebrity
culture. European Journal of Cultural
Studies. 2016;19(3):234-249.

Stever GS, Lawson K. Twitter as a way for
celebrities to communicate with fans:
Implications for the study of parasocial
interaction. North American Journal of
Psychology. 2013;15(2).

Click MA, Lee H, Holladay HW. Making
monsters: Lady Gaga, fan identification,
and social media. Popular Music and
Society. 2013;36(3):360-379.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Basilisco et al.; CJAST, 38(5): 1-19, 2019; Article no.CJAST.52614

Abidin C. Internet celebrity: Understanding
fame online. Emerald Publishing Limited;
2018.

Frederick EL, Lim CH, Clavio G, Walsh P.
Why we follow: An examination of
parasocial interaction and fan motivations
for following athlete archetypes on Twitter.
International Journal of Sport
Communication. 2012;5(4):481-502.
Kassing JW, Sanderson J. Fan-athlete
interaction and Twitter tweeting through
the Giro: A case study. International
Journal of  Sport Communication.
2010;3(1): 113-128.

Sanderson J. It's a whole new ballgame:
How social media is changing sports. New
York: Hampton Press; 2011.

Hargittai E, Litt E. The tweet smell of
celebrity success: Explaining variation in
Twitter adoption among a diverse group of
young adults. New Media & Society. 2011;
13(5):824-842.

Song H, Omori K, Kim J, Tenzek KE,
Hawkins JM, Lin WY, Jung JY. Trusting
social media as a source of health
information: Online surveys comparing the
United States, Korea, and Hong Kong.
Journal of Medical Internet Research.
2016; 18(3):e25.

Jin SV. Celebrity 2.0 and beyond!” Effects
of Facebook profile sources on social
networking advertising. Computers in
Human Behavior. 2018;79:154-168.

Jin SAA, Park N. Parasocial interaction
with my avatar: Effects of interdependent
self-construal and the mediating role of
self-presence in an avatar-based console
game, Wii. Cyber Psychology & Behavior.
2009;12(6):723-727.

Arregle JL, Hitt MA, Sirmon DG, Very P.
(The development of organization also
cialcapital: Attributes of Family Firms.
Journal of Management Studies. 2007;
44(1):73-95.

Krishna A. Active Social Capital: Tracing

the Roots of Development and Democracy.

New York: Columbia University Press;
2012.

Adler PS, Kwon SW. Social -capital:
Prospects for a new concept. Academy of
Management Review. 2002;27(1):17-40.
Tamaschke L. The role of social capital in
regional technological innovation: Seeing
both the wood and the ftrees. In
Communities and Technologies. 2003;
241-264). Springer, Dordrecht.

16

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

Putnam R. Social capital: Measurement
and consequences. Canadian Journal of
Policy Research. 2001;2(1):41-51.
Granovetter MS. The strength of weak ties:
A network theory revisited. In P. V.
Marsden & N. Lin (Eds.), Social structure
and network analysis: Beverly Hills, CA:
Sage. 1982;105-130.

OECD. Culture and local development.
Paris: OECD; 2005.

Bourdieur P. The forms of capital. In
Handbook of theory and research for the
sociology of education, edited by John GT.
Richardson. Westport, CT,: Greenwood
Press; 1986.

Tsai W, Ghoshal S. Social capital and
value creation: The role of intrafirm
networks. Academy of Management
Journal. 1998;41(4):464-476.

Coleman JS. Social capital in the creation
of human capital. American Journal of
Sociology. 1988;94:595-S120.

Lin N. Conceptualizing social support. In
Social support, life events, and depression.
Academic Press. 1986;17-30.

Bolander W, Satornino CB, Hughes DE,
Ferris GR. Social networks within sales
organizations: Their development and
importance for salesperson performance.
Journal of Marketing. 2015;79(6):1-16.

Burt RS. The contingent value of social
capital. Administrative Science Quarterly.
1997;339-365.

Hughes DE, Le Bon J, Rapp A. Gaining
and leveraging customer-based
competitive intelligence: The pivotal role of
social capital and salesperson adaptive
selling skills. Journal of the Academy of
Marketing Science. 2013;41(1):91-110.
Ainsworth MS, Bowlby J. An ethological
approach to personality development.
American Psychologist. 1991;46(4):333.
Raikes HA, Thompson RA. Family
emotional climate, attachment security and
young children's emotion knowledge in a

high risk sample. British Journal of
Developmental Psychology. 2006;24(1):
89-104.

Rindova VP, Pollock TG, Hayward ML.
Celebrity firms: The social construction of
market popularity. Academy of
Management Review. 2006;31(1):50-71.
Aaker DA. Building strong brands. Simon &
Schuster UK Ltd; 2010.

Escalas JE, Bettman JR. Connecting with
celebrities: How consumers appropriate



36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

Basilisco et al.; CJAST, 38(5): 1-19, 2019; Article no.CJAST.52614

celebrity meanings for a sense of
belonging. Journal of Advertising. 2017;
46(2):297-308.

Vaiciukynaite E, Zailskaite-Jakste L,
Damasevi¢ius R, Gatautis R. Does
Hedonic Content of Brand Posts Affect
Consumer  Sociability Behaviour on
Facebook?. In ECSM 5th European
Conference on Social Media Academic
Conferences and Publishing Limited. 2018;
325.

Maltby J, Day L. Regulatory motivations in
celebrity interest: Self-suppression and
self-expansion. Psychology of Popular
Media Culture. 2017;6(2):103.

Durkheim E. The Division of Labor in
Society, trans. G. Simpson. NewYork: Free
Press. (Orig. pub); 1893.

Valkenburg PM, Schouten AP, Peter J.
Adolescent’s identity experiments on the
Internet. New Media & Society. 2005;7(3):
383-402.

Yamamoto M. Community newspaper use
promotes social cohesion. Newspaper
Research Journal. 2011;32(1):19-33.
Sanderson J. You are the type of person
that children should look up to as a hero™
Parasocial interaction on 38pitches. com.
International Journal of Sport
Communication. 2008;1(3):337-360.
Sanderson J. You Are All Loved so Much
Exploring Relational Maintenance Within
the Context of Parasocial Relationships.
Journal of Media Psychology. 2009;21(4):
171-182.

Altman |, Taylor DA. Social penetration:
The  development of interpersonal
relationships. New York, NY: Holt, Rinehart
& Winston; 1973.

Derlega VJ, Metts S, Petronio S, Margulis
ST. Self-disclosure. Newbury Park, CA:
Sage; 1993.

Lee KM, Nass C. Social-psychological
origins of feelings of presence: Creating
social presence with machine- generated

voices. Media Psychology.2005;7(1):31-45.

DOI:10.1207/S1532785XMEP0701_2

Lee KM. Presence, explicated.
Communication Theory. 2004;14(1):27-50.
DOI:10.1111/comt.2004.14 .issue-1
Marshall PD. The promotion and
presentation of the self: celebrity as marker
of presentational media. Celebrity Studies.
2010;1(1):5e48.
Available:http://dx.doi.org/10.1080/193923
90903519057.

17

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

Hambrick ME, Simmons JM, Greenhalgh
GP, Greenwell TC. Understanding
professional athletes’ use of Twitter: A
content analysis of athlete tweets.
International Journal of Sport
Communication. 2010;3: 454-471.
Jackson N, Lilleker D. ‘Microblogging,
constituency service and impression
management: UK MPs and the use of
Twitter’, The Journal of Legislative Studies.
2011;17: 86-105.

Park SH. Twitter as personal political
communities and networked public sphere.
Korean Political Communication Research.
2010;18:81e-115.
Available:http://www.riss.kr/link ?id¥4A8240
3373

Short J,Williams E, Christie B (The Social
Psychology Of Tele communications.
Hoboken, NJ: John Wiley & Sons, Ltd;
1976.

Biocca F, Harms C, Burgoon JK. Toward a
more robust theory and measure of social
presence: Review and suggested criteria.
Presence: Teleoperators &  Virtual
Environments. 2003;12(5): 456-480.

Lee EJ. Effectiveness of politicians' soft
campaign on Twitter versus TV: cognitive
and experiential routes. Journal of
Communication. 2013;63(5):53e974.
Available:http://dx.doi.org/10.1111/jcom.12
049

Edwards C, Edwards A, Spence PR,
Shelton AK. Is that a bot running the social
media feed? Testing the differences in
perceptions of communication quality for a
human agent and a bot agent on Twitter.
Computers in Human Behavior. 2014;33:
372-376.

Edwards C, Edwards A, Spence PR,

Westerman D. Initial interaction
expectations with robots: testing the
human-to-human interaction script.

Communication Studies. 2015;1e12.
Available:http://dx.doi.org/10.1080/105109
74.2015.1121899.

Durlach N, Slater M. Presence in shared
virtual environments and virtual
togetherness. Presence: Teleoperators &
Virtual Environments. 2000;9(2):214-217.
Schroeder R. Being there together and the
future of connected presence. Presence:
Teleoperators and Virtual Environments,
2006;15(4):438-454.

Carpenter A, Greene K. Social penetration
theory. In Berger CR, Roloff ME, Wilson



59.

60.

61.

62.

63.

64.

65.

66.

67.

Basilisco et al.; CJAST, 38(5): 1-19, 2019; Article no.CJAST.52614

SR, Dillard JP, Caughlin J, Solomon D.
(Eds.). The international encyclopedia of
interpersonal communication. Hoboken,
NJ: Wiley. 2016;1-3.
Available:https://wp.comminfo.rutgers.edu/
kgreene/wp-
content/uploads/sites/51/2018/02/ACGree
ne-SPT.pd

Ward J. Swiping, matching, chatting: Self-
presentation and self-disclosure on mobile
dating apps. Human IT: Journal for
Information Technology Studies as a
Human Science. 2016;13(2):81-95.

Reis HT, Shaver P. Intimacy as an
interpersonal  process. Handbook of
Personal Relationships; 1988.

Morton XL. Intimacy and reciprocity of
exchange: A comparison of spouses and
strangers. Journal of Personality and
Social Psychology. 1978;36:72-81.

Reis HX, Patrick BC. Attachment and
intimacy:  Component processes. In
Higgins ET, Kruglanski AW (Eds.), Social
psychology: Handbook of basic principles.
New York: Guilford Press. 1996;523-563.
Boyd DM, Ellison NB. Social network sites:
Definition, history, and scholarship. Journal
of Computer-Mediated Communication.
2007;13(1):210-230.

Sheldon KM, Abad N, Hinsch C. A two-
process view of Facebook use and
relatedness need- satisfaction:
Disconnection drives use, and connection
rewards it. Psychology of Popular Media
Culture. 2011;1:2-15.
Available:http://dx.doi.org/10.1037/2160-
4134.1.8.2

Laurenceau J, Pietromonaco PR, Barret
LF. ‘Intimacy as an Interpersonal Process:
The Importance of Self-Disclosure, Partner
Disclosure, and Perceived Partner
Responsiveness in Interpersonal
Exchanges’. Journal of Personality and
Social Psychology. 1998;74(5):1238-1251.
Rourke L, Anderson T, Garrison R, Archer,

W. Assessing social presence in
synchronous text-based computer
conferencing.  Journal of Distance

Education. 2001;14(3):51-71.

Papacharissi Z, Mendelson A. Toward a
new(er) sociability: Uses, gratifications and
social capital on Facebook. In S.
Papathanassopoulos (Ed.), Media
perspectives for the 21st century. New
York: Routledge. 2011;212-230.

18

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

Hollenbaugh EE, Ferris AL. Facebook self-
disclosure: Examining the role of ftraits,
social cohesion, and motives.
Computers in Human Behavior. 2014;30:
50-58.

Hampton KN, Goulet LS, Rainie L, Purcell
K. Social networking sites and our
lives: How people’'s trust, personal
relationships, and civic and political
involvement are connected to their use of
social networking sites and other
technologies. Pew Internet & American Life;
2011.

Gunawardena CN. Social presence theory
and implications for interaction and
collaborative  learning in  computer
conferences. International Journal of
Educational Telecommunications. 1995;
1(2/3):147-166.

Stever GS, Hughes E. What Role Twitter?
Celebrity Conversations with Fans. Social
Media: The Fourth Annual Transforming
Audiences conference, University of
Westminster; 2013.

Norman A. Behind faves: Why we grow
emotionally attached to celebrities; 2015.
[Retrieved May 14, 2018]
Available:https://www.themarysue.com/sci
ence-behind-celebrities

Kreijns K, Kirschner PA, Jochems W, Van
Buuren H. Measuring perceived social
presence in distributed learning groups.
Education and Information Technologies.
2011;16(4):365-381.

Van Dijk HM, Cramm JM, Nieboer AP.
Social cohesion as perceived by
community-dwelling older people: the role
of individual and neighborhood
characteristics. International Journal of
Ageing and Later Life. 2013;8(2):9-31.

King RA, Racherla P, Bush VD. What we
know and don't know about online word-of-
mouth: A review and synthesis of the
literature. Journal of Interactive Marketing.
2014;28(3):167-183.

DeVellis Robert F. Scale development:
Theory and Applications; 2003.

Bagozzi RP, Yi Y. Specification, evaluation,
and interpretation of structural equation
models. Journal of the Academy of
Marketing Science. 2012;40(1):8-34.

Byrne BM. Structural equation modeling
with LISREL, PRELIS, and SIMPLIS: Basic
concepts, applications, and programming.
Psychology Press; 2013.



Basilisco et al.; CJAST, 38(5): 1-19, 2019; Article no.CJAST.52614

79. Bagozzi RP, Yi Y. On the evaluation of and recommended two-step approach.
structural equation models. Journal of the Psychological Bulletin. 1988;103(3):411.
Academy of Marketing Science. 1988; 81. Fornell C, Larcker DF. Structural equation
16(1):74-94. models with unobservable variables and

80. Anderson JC, Gerbing DW. Structural measurement error: Algebra and statistics;
equation modeling in practice: A review 1981.

© 2019 Basilisco et al.; This is an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original work is properly cited.

Peer-review history:
The peer review history for this paper can be accessed here:
http://www. sdiarticle4.com/review-history/52614

19



