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Ⅰ. Introduction

A remarkable increase in the growth of the 

older population has become one of the major 

market trends in the US. Women aged 55 and 

over are considered a market having much po-

tential due to their buying power (Schein and 

Haruvi 2014). For middle-aging and older shop-

pers, television shopping is an attractive shop-

ping venue with several unique benefits such as 

ease in finding diverse clothing sizes and con-

venience to shop at home. InfoScout (2016) re-

ported that nearly 48% of the television shop-
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pers were over the age of 55. Body shape changes 

(e.g., thickened waist, enlarged hips, protruding 

abdomen, and drooping bustline) make them 

feel difficult to find apparel that fits well in 

traditional retail stores, which focus on younger 

consumers (Kaiser and Chandler 1984). Physical 

and psychological factors such as body shape 

changes, limited mobility, and loneliness also 

motivate older shoppers to watch television shop-

ping programs (Lim and Kim 2011). Driving or 

walking discourages older consumers to shop at 

traditional malls or retail stores. 

In television shopping programs in the US, 

the host typically leads an one-hour program 

and presents the product in detail. The host 

makes the viewers feel as if he/she is talking 

directly to them. The host often communicates 

some common life issues of the viewers, such 

as their families, interests, and personal feelings 

about themselves (Skumanich and Kintsfather 

1998). During television shopping shows, view-

ers feel a close relationship with the host. Older 

women who have limited opportunities for so-

cialization are likely to turn to television shop-

ping programs to fulfill social needs and, hence, 

are likely to para-socially interact with the hosts 

(Rubin, Perse, and Powell 1985). Similarly, 

middle-aging and older shoppers place greater 

importance on interactions and relationships 

with the salespeople when purchasing a prod-

uct in the traditional retail store (Johnson-Hillery 

and Kang 1997). They tend to perceive friend-

ships with the television shopping show host as 

an alternative form of social interaction. A per-

ceived relationship with hosts from television 

shopping programs can minimize loneliness, 

evoke positive moods, and ultimately influence 

customers’ purchase tendency (Johnson-Hillery 

and Kang 1997; Kim, Kang, and Kim 2005). 

Persuasive mentions of the host such as recip-

rocation, consistency, social proof, liking, au-

thority, and scarcity motivate viewers to make 

a purchase and often result in impulse purchase 

(Fritchie and Johnson 2003).

Despite widespread awareness of the im-

portance of a middle-aging and older consumer 

market, it is surprising that very little research 

has been conducted on their in-home shopping 

behavior. Therefore, this study focused on middle- 

aging and older female television shoppers and 

examined the effects of persuasive mentions of 

the show host and parasocial interaction in the 

television shopping environment. Causal rela-

tionships among parasocial interactions, social 

involvement, perceived loneliness, positive mood, 

perceived risk and unplanned buying were 

examined. 

Ⅱ. Theoretical Background

2.1 Parasocial Interaction

In television shopping programs, the host 

tends to use various communication approaches 
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to evoke viewers’ purchase intention. The in-

formal and friendly verbal style of the tele-

vision shopping show host can create the illu-

sion of an inter-personal relationship with the 

host for viewers, which is defined as parasocial 

interaction (Grant et al. 1991; Papa et al. 2000). 

Parasocial interaction is often developed with 

media personalities such as actors, newscasters, 

and show hosts. Media personae share their 

opinions with the viewers and sometimes com-

municate directly over the phone (e.g., Auter 

and Moore 1993; Fritchie and Johnson 2003; 

Papa et al. 2000; Skumanich and Kintsfather 

1998; Stephens et al. 1996). Parasocial inter-

action is an important motivation for watching 

home shopping programs (Auter and Moore 

1993) and may induce viewers to watch more 

television shows (Conway and Rubin 1991). 

The stronger the parasocial interaction, the more 

television news the viewers watch (Levy 1979; 

Rubin et al. 1985). 

Television shopping show hosts tend to use 

persuasive mentions to develop parasocial inter-

actions with their customers as well as to mo-

tivate a purchase. The hosts often mention re-

ciprocation (e.g., the host provides free mer-

chandise or gift), consistency (e.g., the host 

explains how a product matches what consum-

ers want), social proof (e.g., the product is the 

best seller), liking (e.g., the host is not only a 

likeable person, but also can be seen as a friend), 

authority (e.g., the host leads a program with 

an expert co-host, such as a designer or celeb-

rity), and scarcity (e.g., the host urges the 

limited number of the products or the limited 

time to purchase) in the television shopping 

programs. Social proof and scarcity mentions 

were the most commonly used by the hosts 

(Fritchie and Johnson 2003). Persuasive men-

tions are executed through informal and friendly 

conversations of the host. Viewers may feel 

the hosts are friends (Cialdini and Goldstein 

2002) and tend to interact with the program 

hosts. Several researchers (e.g., Auter and 

Moore 1993) argued that television shopping 

show hosts encourage parasocial interaction, using 

a friendly verbal style. Through parasocial in-

teraction, customers may seek guidance for 

purchasing products and see media personalities 

as friends (Rubin et al. 1985). Therefore, it is 

expected that persuasive mentions of the host 

lead to parasocial interactions of the older 

consumers. The following hypothesis is developed.

Hypothesis1: Persuasive mentions of the host 

have a positive effect on parasocial interaction.

2.2 Effect of Parasocial Interaction on 

Social Involvement, Positive Mood, 

and Loneliness 

Older people tend to have fewer opportunities 

of social activities and experience fewer social 

interactions, due to limited mobility and health 

(Rahtz, Sirgy, and Meadow 1989). As they 

age, they are less likely to engage in interactions 
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with their families (Smith and Moschis 1985). 

Older consumers with less social interactions 

are more willing to listen to what a telemarketer 

says over the phone (Lee and Geistfeld 1999) 

and tend to have parasocial relationships with 

media personae as an alternative form of social 

involvement (Levy 1979). Television shopping 

helps older consumers feel more socially involved. 

It simulates the perceived interpersonal rela-

tionship between hosts and viewers (Fritchie 

and Johnson 2003). During television shopping, 

parasocial interactions between viewers and the 

hosts may lead the viewers to feel that the 

hosts are friends. 

Some researchers emphasized the effect of 

parasocial interaction on viewers’ social activities. 

Papa et al. (2000) found that parasocial inter-

action can facilitate behavioral changes among 

media viewers. People with greater parasocial 

interactions were more likely to have a con-

versation with other community members about 

the content of media programs they watched 

than those who interacted less (Papa et al. 

2000). People with less social interactions may 

develop parasocial relationships with media 

personae as an alternative form of social 

involvement. Levy (1979) studied the para-

social interaction between audience and tele-

vision newscasters, and found that the more 

social interaction opportunities an individual has, 

the less likely a person will engage in para-

social interactions with newscasters. Thus, tele-

vision-shopping activities can enhance older 

consumers’ perceived social involvement (Cialdini 

and Goldstein 2002). Therefore, the following 

hypothesis is developed.  

Hypothesis2: Parasocial interactions have a 

positive effect on perceived social involvement. 

Mood affects product evaluations and judg-

ments of how much they like the product. A 

negative mood state can lead to a less favor-

able evaluation of the situation (e.g., decreased 

buying intention); whereas, a positive mood 

state can result in a more favorable evaluation 

of the situation (e.g., increased buying intention) 

(e.g., Gorn, Goldberg, and Basu 1993). Andrade 

(2005) found that people were more likely to 

try a new product when they were in a pos-

itive mood state than in a negative mood state. 

Shoppers’ mood is often influenced by their 

relationships with the salespeople in the store. 

A positive mood is enhanced when consumers 

experience good service from salespeople (Diener 

2000; Johnson-Hillery and Kang 1997). Older 

people are even more sensitive to salespeople’s 

treatment than younger consumers (Braus 1990). 

They tend to shop more in stores where sales-

people know them. When older people have 

dynamic interactions with salespeople, they are 

likely to feel better and be in a positive mood 

(Johnson-Hillery and Kang 1997). In television 

shopping, because older people who have lim-

ited opportunities for social interaction (Rubin 

et al. 1985) and less social involvement (Gibson 
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2000) tend to interact with the hosts, they are 

more likely to develop a close relationship with 

the host, feel a sense of social involvement that 

fulfill their social needs, and, in turn, feel pleasure. 

Therefore, it is expected that parasocial inter-

actions with the hosts in the television shop-

ping environment may lead to a positive mood 

state for older consumers. The following hy-

pothesis is developed:

Hypothesis3: Parasocial interaction has a pos-

itive effect on positive mood.

Loneliness often caused by less social inter-

actions and limited leisure activities increased 

with age (Nordlund 1978). Life events, such as 

retirement and death of a spouse and/or friends, 

contribute to loneliness (Manthorpe 2005). Women 

more than men were likely to report to be 

lonely. Older people may experience different 

forms of loneliness, due to the ‘biogenic’ and 

‘sociogenic’ problems of aging as compared to 

younger people (Gibson 2000). A biogenic problem 

is caused by the natural physical deterioration 

during the aging process, such as decline in 

physical robustness, less efficient sight and 

hearing, weakened muscles and joints, and dys-

functional internal organs (Gibson 2000). Even 

though older people want to continue their ac-

tive lifestyle, these biogenic problems may make 

them practically housebound. A sociogenic prob-

lem causing loneliness in later life is related to 

social relationships of older people (Gibson 2000). 

Because of the longer life expectancy of women 

compared to men, there may be more and 

more widows in later life. Absence of a hus-

band, as well as few chances of finding a male 

companion, may cause loneliness for older women. 

Retirement also can cause loneliness due to the 

decline of social relationships with others who 

shared interests and gossip (Gibson 2000). 

Older women with fewer social interactions 

and spending more time alone tend to do tele-

vision home shopping to alleviate loneliness (Park 

and Lennon 2004). They enjoy recreational ex-

periences from television shopping through in-

direct conversation and a perceived close rela-

tionship with the affable and accessible pro-

gram hosts. Television shoppers feel a type of 

friendship with the host (McDonald 1995). For 

those who live alone, interacting with the hosts 

can be an alternative form of social activity 

(Kang and Ridgway 1996). Even in the tradi-

tional retail stores, elderly consumers, who tend 

to be socially-isolated, are more likely to interact 

with salespeople than younger consumers (Levy 

1979). Therefore, as older consumers para- 

socially interact with the host, they are likely to 

feel less lonely. Following hypothesis is developed. 

Hypothesis4: Parasocial interaction has a 

negative effect on perceived loneliness 

People may feel lonely when they perceive a 

lack of social participation (Rubin et al. 1985). 

Older consumers, who had less social involve-
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ment, were likely to feel lonelier than those who 

had greater social involvement (Kim et al. 2005). 

Previous literature showed a strong inverse re-

lationship between social involvement and 

loneliness among older people. Increasing and 

maintaining levels of social involvement may 

alleviate loneliness among older people (Cattan, 

White, Bond, and Learmouth 2005). Based on 

the literature, it is expected that perceived so-

cial involvement of older consumers will be in-

versely related to perceived loneliness. The fol-

lowing hypothesis is developed. 

Hypothesis5: Perceived social involvement has 

a negative effect on perceived loneliness.

Social involvement can influence mood (e.g., 

Gore, Aseltine, and Colten 1993; Klumb 2004; 

Lu 1999). People included in a social context, 

such as a company, are more likely to have a 

positive mood than those who are alone (Klumb 

2004). For older people, social support enhances 

happiness and positive mood (Lu 1999). Therefore, 

it is expected that a positive relationship be-

tween perceived social involvement and pos-

itive mood of older consumers. The following 

hypothesis is developed.

Hypothesis6: Perceived social involvement has 

a positive effect on positive mood.

Loneliness may be a painful and stressful ex-

perience (Rokach 2004) often influenced by 

the death of close friends or family members, 

fewer neighbor visitors, and less participation in 

social activities for older people (Adams, Sanders, 

and Auth 2004). These causes of loneliness 

contribute to negative experiences in later life. 

Several researchers (Holmen, Ericsson, and Winblad 

1999; Groothof 2004) found a negative rela-

tionship between perceived loneliness and a pos-

itive mood state. In particular, loneliness had a 

negative effect on the mood state of older people 

(Holmen et al. 1999). Those who were lonely 

were likely to experience a negative mood state 

(Groothof 2004; Holmen et al. 1999). Based on 

the literature, it is expected that as older con-

sumers feel less lonely in shopping via television, 

their mood is likely to be positive. Therefore, 

the following hypothesis is generated. 

Hypothesis7: Perceived loneliness has a neg-

ative effect on positive mood. 

2.3 Effect of Positive Mood on Perceived 

Risk and Unplanned Buying

Despite the significant growth of television 

home shopping, some obstacles for selling prod-

ucts still exist. When consumers make a pur-

chase decision about a product on a television 

shopping programs, they may experience un-

certainty in their decision due to a lack of phys-

ical product contact. Several studies (e.g., Kim 

and Lennon 2000; McCorkle 1990) reported that 

the main concern of television home shopping 
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is the inability to examine and evaluate mer-

chandise before making a purchase. Uncertainty 

may be strongly related to the inability to in-

spect products and service quality (McCorkle 

1990). In fact, the merchandise return rate of 

20 to 40% in television home shopping in the 

US may result from the inability to inspect 

apparel physically (Jasper and Ouellette 1994; 

Kim and Lennon 2000; Solomon 1994). Kim 

and Lennon (2000) found the main reason for 

returning products was the product received 

did not meet expectations. Physical experience 

with the product prior to purchase, especially 

for apparel products, is required (Kwon, Paek, 

and Arzeni 1991), but is not available in tele-

vision home shopping. Thus, the absence of 

physical experience with the product strongly 

influences television shoppers’ perceived risk 

and, in turn, purchase intention (Kim and Lennon 

2000). The relationship between perceived risk 

and purchase intention has been a focus of 

in-home shopping studies, including telephone 

shopping (Cox and Rich 1964), catalog pur-

chases (Gaal and Burns 2005; Jasper and 

Ouellette 1994), television shopping (Kim and 

Lennon 2000; Stanforth, Lennon, and Moore 

2000), and Internet apparel shopping (Park et 

al. 2005). 

A consumer’s positive mood state may lead to 

a positive evaluation of a product by reducing 

perceived risk. A positive mood was negatively 

related to perceived risk (Arjun 1997). Park, 

Lennon, and Stoel (2005) found that consum-

ers in positive moods perceived less risk than 

those in negative moods in an on-line apparel 

shopping environment (Park et al. 2005). 

Consumers in positive moods may evaluate risk 

situations more optimistically. Moreover, individuals 

with negative moods were less willing to take 

risk (Williams et al. 2003). Based on the liter-

ature, it is reasonable to expect that a positive 

mood state may reduce the level of perceived 

risk in purchasing products from television shopping 

program. Therefore, the following hypothesis is 

proposed: 

Hypothesis8: Positive mood negatively affects 

perceived risk of purchasing a product via tele-

vision shopping program. 

Consumers perceive television home shopping 

as a high-risk shopping environment. Due to 

the nature of the television shopping environ-

ment (e.g., products are presented for only 30 

minutes, specific products are not announced in 

the program guide), consumers are not able to 

plan to purchase before they watch television 

shopping programs (Lennon and Sanik 2003). 

Purchase from television shopping programs is 

unplanned. 

Unplanned buying is strongly affected by mood 

(Weinberg and Gottwald 1982). Several re-

searchers examined the effect of customers’ mood 

state on their purchase behavior (Gardner 1985; 

Park et al. 2005) and unplanned buying (Rook 

and Gardner 1993). Customers in a positive mood 
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are more willing to try on clothing than those 

who are in a negative mood (Gardner 1985). 

Park et al. (2005) also found those who are in 

a positive mood are more willing to purchase. 

A pleasurable mood state also is a stronger an-

tecedent to unplanned buying than carefree, 

exciting, and powerful mood states (Rook and 

Gardner 1993). Therefore, there may be a pos-

itive relationship between customers’ mood and 

unplanned buying behavior in the television 

home shopping environment. The following hy-

pothesis is developed:

Hypothesis9: Positive mood has a positive 

effect on unplanned buying. 

In television home shopping, a decrease in risk 

perceived may lead to more purchases (Burgess 

2003). Kim and Lennon (2000) found that pur-

chase intention increases when perceived risk 

decreases during television home shopping. The 

greater the level of perceived risk, the less the 

customer is willing to pay for the product (Tsiros 

and Heilman 2005). When television shoppers 

feel less risk associated with purchasing appa-

rel, impulse purchases increase (Park and Lennon 

2004). Older people who perceive less risk may 

be more willing to try a new product (Schiffman 

1972). Based on the literature, it is expected 

that perceived risk can negatively influence un-

planned buying via television shopping program. 

Therefore, the following hypothesis is developed.

Hypothesis10: Perceived risk of purchasing 

a product via television shopping program 

negatively affects unplanned buying.

Based on the literature review, a proposed 

model is presented in Figure 1.

<Figure 1> The proposed model
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Ⅲ. Method

3.1 Sampling Procedure

Two different sampling methods were used 

in this study because of a low response rate in 

the initial method. Elderly women (55 and older) 

who had experience with television home shop-

ping programs were recruited through a variety 

of churches, senior centers, or senior agencies 

in central and eastern Iowa in the initial sample. 

To increase the number of respondents, a mail 

survey was sent to 200 women (55 to 80) 

drawn from a list of college alumni of a major 

Midwestern university. If these elderly women 

had never watched a television home shopping 

program, they were asked to watch any tele-

vision home shopping program at least once 

and then complete the survey.

For the first stage of sampling, we approached 

10 administrators from churches, senior centers, 

and senior agencies via mail, and then visited 

the administrators at their central Iowa loca-

tions to personally request permission to obtain 

the data from their members/clients. Once ap-

proval was acquired, we provided invitation letters 

/announcements to be shared with members/ 

clients. After obtaining permission to visit the 

agencies, a date with the administrators to vis-

it each church, senior center, and senior agency 

was set up. Administrators assisted in identify-

ing women who were television home shoppers 

and helped recruit participants prior to the re-

searchers’ visit. 

On the scheduled dates, we visited the agen-

cies and collected the data from those who 

were television home shopping shoppers, be-

tween the ages of 55 to 80, and who agreed to 

participate. Human Subjects information was 

provided along with a description of the pur-

pose of the study. Individuals who agreed to 

participate completed the questionnaire and then 

left their signed consent form and contact in-

formation with the completed questionnaire. 

The instruments did not contain the names of 

participants. Rather, identification numbers 

were assigned to questionnaires completed by 

participants. In this sampling 117 surveys were 

distributed and 59 responses were collected.

For the second stage of the sampling, the 

survey used in the first stage of sampling was 

mailed to two hundred randomly selected fe-

male members of a college alumni list, who 

were aged 55 to 80. An invitation flyer, a copy 

of the questionnaire, and a postage-paid self- 

addressed return envelope were mailed to the 

200 Alumni members. Due to limitations in re-

search funds, a reminder letter and another 

questionnaire were not distributed. After a month, 

75 questionnaires had been received. Fifty usa-

ble questionnaires were retained, after incomplete 

questionnaires were removed. Compensation was 

not offered to either sample. 
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3.2 Instrument

The present study focuses on the four more 

frequently used persuasive mentions of the host: 

Social proof, liking, authority, and scarcity. A 

fourteen-item scale of four persuasive strat-

egies proposed by Cialdini (1993) was used. To 

measure perceived parasocial interactions be-

tween hosts and viewers, seven items originally 

developed by Levy (1979) and modified by 

Park and Lennon (2004) were used. Eight items 

selected from the Social Provisions Scale was 

used to assess social involvement (Cutrona and 

Russell 1987). To assess the perceived lone-

liness, ten items of the UCLA Loneliness Scale 

(Version 3) was used (Russell 1996). Izard’s 

(1972) three-item scale measured positive mood 

state. To measure unplanned buying, a ten- 

item scale (Weun, Jones, and Beatty 1997) 

was used. Social involvement and perceived 

loneliness were measured on a 4-point Likert- 

type scale from 1 (Strongly disagree; Lonely; 

Never) to 4 (Strongly agree; Non-lonely; Always). 

An even-numbered scale eliminating the mid- 

point (neutral, neither, nor, uncertain, etc.) was 

used, in order to avoid social desirability bias 

(Garland 1991). Respondents were forced to 

reveal their true psychological state of social 

involvement and loneliness. Other items were 

measured using a 5-point Likert-type response 

scale ranging from 1 (Strongly disagree; Not 

at all) to 5 (Strongly agree; Very strongly). 

All items were revised to reflect the television 

shopping context. The consent form and ques-

tionnaire were pre-tested using ten faculty and 

staff members (55 and older) to identify any 

wording, procedural, or format problems (e.g., 

font size) and to confirm the length of time 

needed to complete the questionnaire prior to 

collecting data for this study. Demographic in-

formation, health status, and television shop-

ping experience were also collected.

Ⅳ. Results

4.1 Respondent Profile

A total of 109 usable responses from female 

television shoppers aged 55 to 80 were retained 

for data analyses. The largest percentage of 

participants was aged 55 to 64 (57.8 %), fol-

lowed by those aged 75 and over (22.9 %) and 

those aged 65 to 74 (19.3 %). The majority of 

the respondents were White or European (92.5 

%), followed by Native American (3.7 %), Asian 

American (1.9 %), Black or African American 

(0.9 %), and two or more races (0.9 %). Over 

60% of the participants were married, about 

18% were widowed, 14% were divorced, and 

3% were never married. About 50% of the re-

spondents were retired and 50% were working 

full/part time. About 40% of the participants 

reported less than $50,000 annual income, while 

the remaining 60% reported over $50,000 an-
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nual income. The majority watched television 

shopping programs less than once a month 

(67.3%), followed by 1 to 2 times a month 

(15.0%), once a week (7.5%), everyday (5.6%), 

and 2 to 3 times a week (4.7%). About 51.9% 

of participants never purchased from television 

shopping programs. Whereas, 18.5 % of re-

spondents bought products from television home 

shopping programs 1 to 2 times a year, fol-

lowed by less than once a year (15.7 %), 3 to 

4 times a year (5.6 %), more than once a month 

(4.6 %), and 5 to 6 times a year (3.7 %). 

Most of the respondents watched QVC (66.1 

%), followed by HSN (47.7 %), JTV (3.7 %), 

and ShopNBC (2.8%). About 53% of the par-

ticipants had never bought a product from tel-

evision shopping channels; 19.5% of the re-

spondents bought apparel from television shop-

ping channels, followed by jewelry (17.4%), 

decorative items (16.5%), kitchen appliances 

(16.5%), others (14.7%), bedding (12.8%), cos-

metics (11.9%), electronics (10.1%), home im-

provement (8.3%), shoes (7.3%), and food (5.5). 

4.2 Preliminary Analyses

Exploratory factor analysis using a principal 

axis factoring method with varimax rotation 

was conducted to determine the multi-item 

structure of the variables. Items with stand-

ardized loading estimates, which are above .55 

(Nunnally 1967) and not higher than .30 on 

other factors (Kline 1998), were considered as 

evidence of the construct validity. Items that 

did not satisfy the standard were excluded for 

further analyses (see Table 1). Cronbach alpha 

coefficients above .70 were used as a measure 

of internal consistency of the multi-item varia-

bles (Nunnally 1978). The means of the sum-

mated multiple items in each variable were used 

to create all research variables for hypothesis 

testing. 

4.3 Path Model Testing

A proposed path model was tested using a 

maximum-likelihood estimation procedure using 

AMOS 21.0. To assess the overall fit of the 

hypothesized model to the data, a Chi-square 

statistic, goodness-of-fit index (GFI ≥ .90), 

adjusted goodness of fit index (AGFI ≥ .90), 

comparative fit index (CFI ≥ .90), and root 

mean square error of approximation (RMSEA 

≤ .05) were used. A Chi-square statistic was 

used as a function of the maximum likelihood 

estimator for the parameters and a value close 

to zero indicates a good fit of the model (Browne 

and Cudeck 1993; Schumacker and Lomax 

1996). 

Three models were tested―the proposed 

model, the fully recursive model, and the em-

pirical model. The fully recursive model was 

run after the proposed model resulted in mar-

ginal fit. The fully recursive model identified 

the statistically significant paths. The results of 

both the proposed model and the fully recursive 
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Variables Loadings

Persuasive mentions (Cialdini 1993)
The hosts inform the viewer that the product they are selling is one of the best sellers.
The hosts explain the level of popularity of the product.
The hosts inform me that an item that was popular in a past show is now available for purchase.
The hosts mention that there are a limited number of the products lefts.
The hosts tell me that the product is almost sold out.
The hosts mention that this is last chance for me to purchase a product.
       Eigenvalue = 3.84; % of variance = 38.43

Parasocial interaction (Levy 1979; Park and Lennon 2004)
The hosts are almost like friends I see everyday.
I like hearing the voices of the hosts in my home.
When the hosts show how they feel about the product, it helps me make up my mind about the products.
I like to compare my feelings for the product with what the hosts say about it.
When the hosts joke around with each other, it makes the program even more enjoyable.
The hosts show me what people in the media are really like.
I feel sorry for the hosts when they make mistakes.
       Eigenvalue = 3.94;  % of variance = 56.27

Social involvement (Cutrona and Russell 1987)
When watching television shopping programs,
I believe there are people who depend on me for help.
I feel part of the group of people who share my attitudes and beliefs.
I believe I have close relationships that provide me with a sense of emotional security and well-being.
I feel a strong emotional bond with at least one other person.
Eigenvalue = 3.04; % of variance = 38.04

Perceived loneliness (Russell 1996)
When watching television shopping programs,
I feel I have a lot in common with other people.
I feel close to people.
I feel there are people who really understand me.
I feel there are people I can talk to.
I feel there are people I can turn to.
Eigenvalue = 3.43; % of variance = 38.05

Mood (Izard 1972)
Happy
Delighted
Joyful
Eigenvalue = 2.69; % of variance = 44.85

Perceived risk (Kwon et al. 1991)
Products purchased from TV home shopping programs will not be the same as shown on TV.
Products purchased from TV home shopping programs will not be in fashion.
Products purchased from TV home shopping programs will not fit.
Products purchased from TV home shopping programs will not fit into my existing wardrobe.
Eigenvalue = 2.68; % of variance = 33.54

Unplanned buying (Weun, Jones, and Beatty 1997)
If a TV shopping show introduces something new that really interests me, 
I buy it right away just to see what it is like.
I buy it without considering the consequences.
I may buy things from a TV shopping show without hesitation if I like them when I first see them.
If a TV shopping show introduces something new and I really want, I purchase it immediately, even if I 
had not planned to buy it.
I can make unplanned purchases from a TV shopping show.
Eigenvalue = 3.40; % of variance = 42.45

.69

.68

.61

.90

.91

.86

.81

.85

.84

.71

.78

.59

.64

.75

.85

.96

.90

.68

.63

.89

.92

.93

.94

.92

.94

.80

.83

.83

.73

.86

.68

.88

.84

.72

<Table 1> Exploratory factor analysis for construct validity (n=109)
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model are presented in Table 2. The empirical 

model, which included the two additional stat-

istically significant paths identified in the fully 

recursive model, was used for hypothesis testing. 

4.3.1 The proposed model and the fully 

recursive model

The proposed model was first tested and the 

results indicated that overall fit indices were 

marginal. The results revealed a  of 35.82 

with 11 degrees-of-freedom (p < .01). The GFI 

was .92; AGFI was .80; CFI was .89; and 

RMSEA was .15. These results indicated that 

the proposed model did not fully explain the 

data. Therefore, the fully recursive model was 

examined and revealed a  of 0.00 with 0 de-

grees-of-freedom. The GFI was 1.00, CFI was 

1.00. 

Standardized path estimates, critical values, 

and square multiple correlations for both the 

proposed model and the fully recursive model 

are shown in Table 2. The proposed model and 

the fully recursive model resulted in two sig-

nificant differences. First, mood had significant 

effects on perceived risk and unplanned buying 

in the proposed model (ß = -.22, C.R. = 

-2.29, p < .05; ß = .22, C.R. = 2.52, p < .05, 

respectively) whereas mood had no significant 

effects on perceived risk and unplanned buying 

in the fully recursive model (ß = -.03, C.R. = 

-.28; ß = .05, C.R. = .46, respectively). From 

the fully recursive model two statistically sig-

nificant paths, not included in the proposed 

Predictor 
variables

Parasocial 
interaction

Social 
involvement

Loneliness Mood Perceived risk 
Unplanned 
buying

M1 & M2 M1 M2 M1 M2 M1 M2 M1 M2 M1 M2

Persuasive 
mentions

.15
(1.52)

-.04
(-.51)

-.03
(-.40)

.02
(.25)

-.10
(-1.08)

-.13
(-1.61)

Parasocial 
interaction

.44**
(5.10)

.45**
(5.10)

-.09
(-1.30)

-.08
(-1.21)

.28**
(3.35)

.28**
(3.28)

-.39**
(-3.80)

.41**
(4.13)

Social
involvement

-.74**
(-11.18)

-.74**
(-11.21)

.17
(1.39)

.17
(1.41)

-.05
(-.31)

.01
(.09)

Loneliness
-.29*
(-2.37)

-.29*
(-2.36)

-.07
(-.46)

-.02
(-.13)

Mood
-.22*
(-2.29)

-.03
(-.28)

.22*
(2.52)

.05
(.46)

Perceived 
risk 

-.37**
(-4.22)

-.25**
(-2.91)

R2 .02 .19 .20 .62 .62 .38 .38 .05 .18 .22 .34

Notes: Standardized path estimates are reported with critical ratio (C.R.) in parentheses. M1 refers to the proposed model; 

M2 refers to the fully recursive model * p < .05. ** p < .01.

<Table 2> Path estimates for the proposed model and the fully recursive model
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model, were found. Parasocial interaction with 

television home shopping show hosts had sig-

nificant effects on perceived risk and unplanned 

buying (ß = -.39, C.R. = -3.80, p < .01; ß = 

.41, C.R. = 4.13, p < .01, respectively). These 

two significant paths were added to the em-

pirical model. The present study tested the hy-

pothesized relationships using the empirical model. 

4.3.2 The empirical model

The empirical model was tested after two 

significant paths identified in the fully re-

cursive model were added. The results revealed 

a  of 4.48 with 9 degrees-of-freedom (p = 

.88). The GFI was .99; AGFI was .96; CFI 

was 1.00; and RMSEA was .00. The fit in-

dices showed the data fit the empirical model 

very well with the two added significant paths 

from perceived parasocial interaction to per-

ceived risk and unplanned buying tendency. Path 

coefficients, critical ratios (C.R.), and squared 

multiple correlations (R2) for the empirical model 

were reported in Figure 2. The proposed pos-

itive effect for persuasive mentions of the host 

on parasocial interaction was not significant 

<Figure 2> The final empirical model

      Notes: Standardized path estimates are reported with critical ratio (C.R.) in parentheses.

             * p < .05. ** p < .01.
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(H1 Rejected: ß1 = .15, C.R. = 1.52, p = .21), 

indicating that persuasive mentions did not pos-

itively influence parasocial interaction. Parasocial 

interaction positively affected social involve-

ment (H2 supported: ß2 = .44, C.R. = 5.10, p < 

.01) and mood (H3 supported: ß3 = .28, C.R. = 

3.35, p < .01), but did not have a significant 

effect on loneliness (H4 rejected: ß4 = -.09, C.R. 

= -1.30, p = .22). Perceived social involve-

ment had a significant effect on loneliness (H5 

supported: ß5 = -.74, C.R. = -11.18, p < .01) but 

not on mood (H6 rejected: ß6 = .17, C.R. = 1.39, 

p = .29). Loneliness negatively affected mood 

of older consumers (H7 supported: ß7 = -.29, 

C.R. = -2.37, p < .05). Mood, however, did not 

influence perceived risk (H8 rejected: ß8 = -.02, 

C.R. = -.22, p = .84) and unplanned buying 

(H9 rejected: ß9 = .06, C.R. = .62, p = .53). 

Perceived risk had a significant negative effect 

on unplanned buying (H10 supported: ß10 = -.24, 

C.R. = -2.73, p < .01).

Ⅴ. Discussions and Implications

This study investigated the effects of per-

suasive mentions and parasocial interactions on 

social involvement, loneliness, positive mood, 

perceived risk, and unplanned buying tendency 

among older female shoppers in the television 

shopping environment. Use of persuasive men-

tions was expected to directly affect shoppers’ 

parasocial interaction with the host when shop-

ping on TV. However, the effect of persuasive 

mentions of the host on parasocial interaction 

was not significant. It is possible that the amount 

of persuasive mentions may not directly influ-

ence parasocial interaction. Rather, the matter 

of how much elderly consumers trust or credit 

on persuasive mentions can influence parasocial 

interaction. Also, the quality of prior TV shop-

ping experience or dependency toward the TV 

shopping channels may have a stronger effect 

on parasocial interaction than persuasive mentions. 

Park and Lennon (2004) found that parasocial 

interaction is likely to be formed with frequent 

exposure to TV shopping channels. The amount 

of persuasive mentions may strengthen or weaken 

the relationship between prior TV shopping 

experience and parasocial interaction. 

Yet, the results indicated that parasocial in-

teraction with the host significantly influenced 

older consumers’ social involvement and loneliness. 

Older consumers who were likely to parasocially 

interact with the television shopping show hosts 

believed they were more socially involved. This 

finding is consistent with Levy’s (1979) find-

ings, which showed parasocial interaction with 

a media personality had a positive influence on 

older viewer’s perceived social involvement. Also, 

consistent with previous research (Johnson-Hillery 

and Kang 1997), the present findings revealed 

that parasocial interaction was associated with 

the positive mood state of older consumers. When 

older people perceived higher parasocial inter-
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actions with the television home shopping host, 

they reported being in a more positive mood. 

Inconsistent with earlier findings (Levy 1979; 

Rubin et al. 1985), a significant negative asso-

ciation between parasocial interaction and lone-

liness was not found. Parasocial interaction did 

not have a significant effect on loneliness, but 

social involvement did have a significant effect 

on loneliness, which may have resulted in a 

mediating effect. Kraus, Davis, Bazzini, Church, 

and Kirchman (1993) examined the effects of 

personal and social interaction factors on lone-

liness, before/after controlling for the effect of 

social involvement. They found the mediating 

effect of social involvement between personal 

and social interactions and loneliness. 

Inconsistent with previous research (Klumb 

2004; Lu 1999), social involvement did not en-

hance mood among older women, but loneliness 

had a significant negative effect on positive 

mood. Again, a non-significant effect of social 

involvement on positive mood might be due to 

the mediating effect of loneliness. Even though 

a significant direct effect of social involvement 

on mood was not found, the results showed a 

significant indirect effect of social involvement, 

which is mediated by loneliness, on mood. Several 

studies (Groothof 2004; Holmen, Ericsson, and 

Winblad 1999) have found a negative relation-

ship between loneliness and a positive mood 

state. In particular, Holmen et al. (1999) found 

that loneliness had a negative effect on the 

positive mood states of older individuals. Moreover, 

the results showed that social involvement had 

a significant negative effect on loneliness among 

older female television home shopping shoppers. 

This is consistent with Kim et al.’s (2005) 

finding that older consumers, who had less so-

cial involvement, were likely to feel lonelier 

than those who had greater social involvement. 

Yet, it is important to mention that Kim et al. 

(2005) examined person-to-person relationships; 

whereas, this study focused on a viewer’s per-

ceived relationship with television home shop-

ping hosts through the media.  

Perceived risk had a significant effect on un-

planned buying. This result supports Park and 

Lennon’s (2004) finding that unplanned buy-

ing increases when television shoppers feel less 

risk associated with products. However, positive 

mood did not influence unplanned buying, which 

contradicts previous research (Rook and Gardner 

1993). This may result from the characteristics 

of older consumers. Older consumers are likely 

to shop with specific purposes; whereas, younger 

consumers are more likely to make unplanned 

buying behavior in response to mood (DeNora 

and Belcher 2000). 

The present study found two interesting as-

sociations between variables, which were not 

hypothesized. First, there was a significant 

negative effect of parasocial interaction on per-

ceived risk. Dholakia (2001) mentioned that 

perceived risk increases when significant other 

people have unfavorable opinions about a product. 

In the television home shopping environment, if 
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a viewer received a favorable opinion of the tel-

evision home shopping host, who is perceived 

as a friend through parasocial interaction, a 

viewer’s perceived risk would decrease. Thus, 

television home shoppers, who formed parasocial 

interactions with hosts, were less likely to per-

ceive a risk of purchasing a product. 

Second, a significant positive effect of para-

social interaction on unplanned buying was 

found. This supports Stephens et al.’s (1996) 

study, which analyzed conversations between 

television home shopping hosts and viewers of 

QVC programs. In their study, television home 

shopping hosts tried to create parasocial inter-

actions with viewers, while selling products, and 

viewers indicated their increased unplanned 

buying experiences when television home shop-

ping hosts encouraged them to buy a product. 

This study has some limitations. The elderly 

consumer data was collected in the late 2000s, 

when the television shopping industry in the 

U.S. reached a maturity stage in its market 

size and sales volume. In the recent years, TV 

shopping channels are evolving with the Internet 

and mobile technology. Further research needs 

to reflect such change in the market and in-

vestigate the effect of social and physical limi-

tations on the single channel vs. multiple chan-

nel choice behavior among the elderly consumers.

Respondents were asked to think of the sit-

uation when they watch television home shop-

ping programs. For example, the item “when 

watching television shopping programs, I feel a 

lack of companionship” was used to capture 

respondents’ feelings about the television home 

shopping programs they usually watch. Thus, 

the respondents had to depend on memory 

when they answered the questions. In partic-

ular, because mood is temporal, it may not be 

accurately recalled from memory. 

Several recommendations for television home 

shopping retailers and future research are sug-

gested, based on this study. It is important to 

focus a relationship with middle-aged and older 

consumers and encourage them to watching 

television home shopping programs. The effects 

of perceived parasocial interaction with the hosts 

could be bolstered through live experiences, 

such as actually meeting favorite hosts during 

promotional tours. The television home shop-

ping industry should further strengthen para-

social interactions through various marketing 

efforts. For example, if the hosts offer products 

that reflect issues important to the demographic, 

such as a line of apparel with a portion of 

profits supporting women’s breast cancer or heart 

disease research, it may strengthen customers’ 

perceived parasocial interaction and increase 

sales. At present, older women are more likely 

to shop via television shopping programs than 

younger consumers. To extend their consumer 

base, perhaps hosts popular among younger 

consumers and promoted on websites and TV 

channels attractive to these younger consumers 

could attract a new audience. In addition, new 

program formats using technology popular among 
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these consumers, such as iPods and cell phones, 

could be explored. 

The present study did not support the past 

research, which found persuasive communica-

tion strategies to have a significant impact on 

parasocial interaction. Future research can dif-

ferentiate six types of persuasive mentions of 

the host and examine the effect of each type 

of persuasive mentions on parasocial interaction. 

Perhaps the effect of scarcity is diluted when 

other persuasive mentions are added for certain 

product categories or used with certain target 

markets. In addition, this study found a sig-

nificant effect of parasocial interaction on social 

involvement. Older people may perceive a host 

to be a friend through parasocial interaction 

leading to an increase in social involvement. 

Future studies may examine this effect among 

consumers with different levels of disposable 

income. Those who have more income to re-

spond to the advice of the host (i.e., purchase 

products) may be likely to feel more socially 

involved via parasocial interactions with the 

host; whereas, those who are not able to fully 

participate through the purchase of products 

more likely to experience a diminished sense of 

social involvement, decreased mood, and increased 

loneliness.
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