
 

 

 

 

 

 
To in-game and beyond: 

A Genshin Impact case study on the role of parasocial relationships on the success of transmedia 
characters 

 

 

 

  

 

 

Student Name: Jullie-san Croes 
Student Number: 661158 
 
Supervisor:   Julia Kneer 
 
 
Master Media Studies - Media & Business 
Erasmus School of History, Culture and Communication 
Erasmus University Rotterdam 
 

 
Master's Thesis  
June 2024 

 
 

Word Count:  20292 words 

 
 
 
 
 
  



2 

 
 
 
 
 
 
 

 
To in-game and beyond: A Genshin Impact case study on the role of parasocial relationships on the 

success of transmedia characters 

 

 

ABSTRACT 

With the recent successes in transmedia expansions of different games such as The Last of 

Us and Fallout, more companies are looking to implement transmedia strategies to maximize profits 

gained from their franchises. Additionally, as the current era of popular culture has become 

increasingly more character-driven, the use of characters has also become an essential strategic tool 

in these transmedia strategies. This is illustrated by the financially successful 2020 gacha game 

Genshin Impact developed by the Chinese company HoYoverse. HoYoverse continues to utilize their 

in-game characters and the parasocial relationships the players build with these characters to attach 

them to the game and entice them to invest in the franchise over different media. Therefore, it has 

become important to understand the role that these transmedia characters play in the success of 

transmedia strategies and understand how the parasocial relationships with them attach audiences 

to franchises and motivate them to invest into the franchise. Thus, this study set out to fill this gap in 

knowledge by answering the following research question: To what extent does the player’s 

parasocial relationship with Genshin Impact game characters affect the success of Genshin Impact’s 

transmedia practices by engaging players in more transmedia behaviors? Based on existing 

literature and the transmedia engagement model, nine hypotheses were developed regarding the 

relationships between the constructs recognizability, parasocial relationships, character enjoyment 

and the newly defined transmedia behaviors, which was operationalized into the in-game purchase 

intention, outside game purchase intention, community engagement and co-production. It was mainly 

hypothesized that parasocial relationships would have a positive influence on the transmedia 

behaviors and that this relationship would be mediated by character enjoyment. To test these 

hypotheses, an online quantitative survey was conducted and was distributed to Genshin Impact 

players through Reddit. A sample of 210 respondents was collected and the data was analyzed with 

different multiple and hierarchical linear regression analyses as well as several mediation analyses. 

The results found that parasocial relationships with Genshin Impact characters had both a direct 

and indirect effect through cognitive character enjoyment on the different transmedia behaviors. 

While most of the dimensions of recognizability were found to not have significant relationships with 

parasocial relationships and character enjoyment, attitudinal recognizability was found to have a 

positive influence on both parasocial relationships and cognitive character enjoyment. Furthermore, 

none of the constructs were found to have a significant relationship with the transmedia behavior in-

game purchase intention. Both of which prompted avenues for future research. In conclusion, based 

on these findings it could be concluded that strong parasocial relationships with Genshin Impact 

characters does affect the success of Genshin Impacts transmedia practices as it both directly and 

indirectly, through the cognitive enjoyment of the character, influences the players engagement in 

transmedia behaviors.  

KEYWORDS: Transmedia character, Parasocial relationship, Transmedia behaviors, Character 

enjoyment, Recognizability, Genshin Impact  
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1. Introduction  

In recent years, the expansion endeavors of gaming franchises into the field of TV series or 

movies have seen more success compared to earlier attempts (Brangham et al., 2023, para. 1). This 

“Renaissance of video game adaptations” includes series like The Last of Us and Arcane, which both 

received significant positive praise from critics and audiences during their release (Brangham et al., 

2023, para. 2, 9; Tassi, 2022, para. 1-3). According to Jenkins (2011, para. 6), transmedia is defined 

as “across media”, meaning the process of dispersing content of the same franchise over multiple 

media platforms. The goal for most companies when implementing transmedia strategies is to 

maximize profits gained from the franchise (Blom, 2023, p. 44; Jenkins, 2006, p. 104). This is no 

different for game franchises as illustrated by the recent release of the Fall Out series, which led to 

the game Fall Out 4 being the best-selling game in Europe during the show’s runtime despite being 

almost a decade old (Kennedy, 2024, para. 2, 3, 7). Additionally, with the current era of popular 

culture being character-driven, the use of characters has also become an essential strategic tool to 

attach audiences to products and entice them to consume content across media (Blom, 2023, pp. 10, 

44; Välisalo, 2023, pp. 21-23). An example of this character-driven transmedia approach is the 

financially successful game Genshin Impact. Genshin Impact is an open-world action role-playing 

game developed by the Chinese company HoYoverse that generated over three billion dollars in 

2022 from the mobile market alone (Shaukat, 2023, para. 1, 3). HoYoverse has been utilizing its in-

game characters as focal points for different transmedia expansions. For example, by offering 

merchandise, hosting live concerts that garnered high interest from the community, or by having 

collaboration events such as the one with the Skytree in Japan where fans could take pictures with 

standees of the characters amongst other character themed activities (Liu, 2024, para. 1-4; Tan, 2023, 

para. 1-2, 13-15). According to Woods (2022, pp. 10-13), a reason for players to invest in a game 

like Genshin Impact is due to the parasocial relationships (PSR) the game allows them to build with 

its characters. In other words, players can develop a strong sense of relationality and friendship with 

the character in the game that affectively motivates them to invest time and money in the franchise 

for that character (Woods, 2022, pp. 10-13). Thus, the characters in Genshin Impact are one of 

HoYoverse’s main ways of attaching audiences to the game and enticing them to invest into the 

franchise. 

This field of transmedia characters is relatively new and with the growing potential for 

increased revenue made by implementing transmedia strategies as well as the use of characters as 

tools in these strategies, it has become important to understand the significance of these transmedia 

characters and their role in making transmedia approaches successful by enticing consumption of 

content from across mediums (Blom, 2023, p. 44; Jenkins, 2006, p. 104; Välisalo, 2023, pp. 13-14). 

More specifically, it has become important to understand how the PSR with these transmedia 

characters attach audiences to franchises and motivate them to invest into the franchise. Therefore, 

this study filled in this gap in research by conducting a quantitative survey on the game Genshin 
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Impact to answer the following research question: To what extent does the player’s parasocial 

relationship with Genshin Impact game characters affect the success of Genshin Impact’s 

transmedia practices by engaging players in more transmedia behaviors? 

 

1.1. Academic relevance  

 As stated above, the field of transmedia character research is in its infancy despite the 

character-driven nature of popular culture and the crucial role they play in media (Blom, 2023, pp. 

12-13; Välisalo, 2023, pp. 13-14). Most studies relating to transmedia characters have primarily 

focused on the identity of the character, the cohesion of these identities, and how these characters 

relate to the overarching story or world (Blom, 2023, pp. 12-13; Thon, 2022, pp. 140-141). 

Additionally, transmedia studies were primarily dominated by one transmedia approach, transmedia 

storytelling, which underemphasized the role of characters (Blom, 2023, pp. 16-17; Evans, 2019, p. 

8). Furthermore, games were considered a secondary media in transmedia strategies prior to their 

growth in the creative industry (Barrett, 2020, p. 133; Blom, 2023, p. 19 and p. 23; Veugen, 2016, 

pp. 1-2). Thus, transmedia studies that mainly focused on games were also uncommon until recently. 

While transmedia studies have expanded to include serious games, the application of transmedia 

strategies in game franchises and their position in other transmedia strategies, the field is still limited 

(Barrett, 2020, pp. 130-131; Ecenbarger, 2016, pp. 34-35, Raybourn, 2014, pp. 471-472; Veugen, 

2016, pp. 1-2). Therefore, this study expands upon academic transmedia literature in different ways. 

Firstly, it expands literature regarding transmedia characters by looking at their roles and impact on 

transmedia approaches. Secondly, this study also takes a counter-perspective to the commonly used 

transmedia storytelling lens by primarily focusing on the characters as focal points rather than the 

story or world (Blom, 2023, pp. 12-13; Evans, 2019, p. 8). Lastly, it also further expands transmedia 

game literature by focusing on the game Genshin Impact and its character-driven transmedia 

approach.  

 Games such as Genshin Impact, which are categorized as gacha games have also been 

dominating the game market in the last few years (GameRefinery, 2022, para. 1; Kesuma & Princes, 

2024, pp. 1-2). Gacha games are games that include some form of the gacha system mechanic, where 

players would invest virtual currency or real money for a chance to obtain rare in-game rewards 

including characters (Kesuma & Princes, 2024, pp. 1-2; Lakić et al., 2023, pp. 1-2). This mechanic 

has been one of the main monetization methods in a large percentage of the recent games on the 

market because of its ability to both entertain and hook players in (GameRefinery, 2022, para. 1-2; 

Kesuma & Princes, 2024, pp. 1-2; Lakić et al., 2023, pp. 1-2). Therefore, academic literature has 

begun to focus on this growing category of games, but have mostly explored the negative 

consequences of the gacha system and its potential for developing addictive gambling behaviors 

(Lakić et al., 2023, pp. 2-6). Some have also explored the motivations behind spending in these 

gacha games, but this field of research is still limited (Woods, 2022, pp. 2-3; Kesuma & Princes, 
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2024, pp. 1-2). Similarly, research into the success of these gacha games is also limited. Therefore, 

this study also adds to this gap by focusing on the character-driven transmedia strategy of Genshin 

Impact. In other words, it adds to the knowledge regarding the role of PSR between player and 

characters found by Woods (2022, pp. 10-13) in enticing transmedia behaviors and if these 

transmedia characters are one of the key factors in the success of these games. 

 

1.2. Societal relevance  

 Next to academic relevance, this study can also be relevant from a business perspective. As 

mentioned before, the implementation of transmedia strategies in game franchises such as Fall Out 

and The Last of Us has seen great success with the community and with sales of the games 

(Brangham et al., 2023, para. 2, 9; Kennedy, 2024, para. 2, 3, 7). Pokemon, which is one of the 

world’s highest grossing media franchises, gained this position by cleverly utilizing its characters in 

different transmedia expansions (Pearson, 2021, para. 10-11). Therefore, with the increasing 

importance of characters in popular culture, it has become important for marketers and game 

developers to understand how they can utilize their characters to entice more engagement with their 

games or franchises and increase the potential revenue gain (Blom, 2023, pp. 10, 44; Välisalo, 2023, 

pp. 21-23). This study provides information regarding the role of transmedia characters in the 

success of transmedia practices and the extent to which PSR with these characters entices players to 

engage more with the franchise across mediums. Thus, it can be leveraged by marketers and game 

developers in their transmedia expansion endeavors. Additionally, it can also illustrate the 

importance of characters and motivate businesses to consider characters in their future strategies. 

 

1.3. Chapter outline  

 Firstly, this chapter has provided the starting point of this study by introducing the research 

problem and corresponding research question relating to the increase interest and importance of 

transmedia characters in game franchise expansions. It also provided both the academic and societal 

relevance of the study, which mainly included the addition of knowledge to the fields of transmedia 

literature and gacha games studies for academic research, and a better understanding of the role of 

transmedia characters and PSR in the success of transmedia strategies for businesses.  

The following chapter introduces the theoretical framework, which discusses theories and 

previous literature surrounding the main concepts of the study. These concepts are recognizability, 

PSR, character enjoyment and transmedia behaviors. Chapter two also discusses the hypotheses and 

conceptual framework designed for this study. The third chapter covers the methodology of the 

study, which includes the research design, data collection, sampling strategy, measurements, data 

collection procedure, and data analysis methods. Afterwards, chapter four illustrates the findings of 

the research and the resulting hypotheses evaluations in an organized manner. Lastly, the final 

chapter discusses these findings and their potential implications as well as the limitations of the study 
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and avenues for future research. The chapter concludes with an answer to the research question and a 

conclusion that summarizes the key insights of the paper. 
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2. Theoretical framework 

As this paper aims to study the impact that PSR with transmedia characters have on the 

transmedia success of a franchise by looking at the case of Genshin Impact, it is important to first 

look at Genshin Impact as a game and at previous literature relating to the concepts of the study. 

Thus, the following chapter discusses these subjects from a critical and utility perspective. Firstly, 

the chapter starts with an overview of the game Genshin Impact and the reasoning for choosing it as 

the case. This is followed by a section covering transmedia, including discussions regarding the era 

of transmedia, transmedia approaches and the chosen transmedia lens used in the study. The third 

section explores the concept of transmedia behaviors and the model used to operationalize it as well 

as guide the research design for the study. This is followed by sections about the concepts of PSR, 

character enjoyment and recognizability. Lastly, the final section covers the conceptual framework 

developed for this study and explains the hypothesis development based on the relationships between 

all the concepts. 

 

2.1. The case: Genshin Impact  

Genshin Impact is a gacha game developed by the Chinese company HoYoverse that has 

seen financial success since its release in 2020 and has since been dispersing its content to different 

mediums including merchandise and collaborations (e.g., concerts and cafe collaborations) 

(HoYoverse, n.d.; Liu, 2024, para. 1-2; Shaukat, 2023, para. 1, 3; Tan, 2023, para. 1-2). As 

mentioned before, gacha games are games that include the gacha system mechanic, where players 

would invest virtual currency or real money for a chance to obtain rare in-game rewards, which is 

also the primary revenue source for Genshin Impact (Kesuma & Princes, 2024, pp. 1-2; Lakić et al., 

2023, pp. 1-2; Shaukat, 2023, para. 3). Gacha games were introduced in the Japanese gaming market 

in 2011 and have since become a worldwide recognizable phenomenon as well as an important part 

of the industry (Kesuma & Princes, 2024, pp. 1-2; Lakić et al., 2023, pp. 1-2). Like most other gacha 

games, Genshin Impact utilizes character drawing in their gacha systems, which can explain why 

characters are chosen as the most liked aspects of gacha games and the main reason for investing in 

these games (Lakić et al., 2023, pp. 9-11, 13). While studies on gacha games commonly focus on its 

addictive gambling behaviors caused by the gacha system, some have also focused on other 

motivations, such as the sentiment and relationality players build with the characters (Lakić et al., 

2023, pp. 2-6; Woods, 2022, pp. 2-3, 11). In other words, PSR with the characters play a role in the 

motivations for players to invest into gacha games. Therefore, Genshin Impact is a financially 

successful game, that is mainly character-driven, potentially growing through the PSR players have 

with their characters and is successfully expanding to other media platforms, which makes it a game 

with all the required elements to be a suitable case for this research (Lakić et al., 2023, pp. 9-11, 13; 

Liu, 2024, para. 1-2; Tan, 2023, para. 1-2; Shaukat, 2023, para. 1, 3; Woods, 2022, p. 11). 
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 2.2. The era of convergence and transmedia practices 

The changes and introduction of new media technologies such as mobile devices have set up 

the conditions for what different researchers now consider the era of media convergence or the age of 

transmedia (Blom, 2023, p. 15; Evans, 2019, p. 8; Jenkins, 2006, p. 11; Välisalo, 2023, pp. 12-13). 

According to Jenkins (2006), media convergence is “the flow of content across multiple media 

platforms, the cooperation between multiple media industries, and the migratory behavior of media 

audiences who will go almost anywhere in search of the kinds of entertainment experiences they 

want” (p. 2). In other words, an era where media is everywhere and narratives are built over multiple 

platforms through the use of transmedia practices, which have become increasingly more prominent 

in media routines (Blom, 2023, p. 15; Jenkins, 2006, p. 16; Jenkins, 2010, p. 944; Välisalo, 2023, p. 

13; Veugen, 2016, p. 1). As illustrated in the introduction, these transmedia practices are often 

employed by media companies because of their potential economic gains such as opening more 

revenue streams by reaching broader audiences, increasing customer loyalty or attachment and 

promoting more sales (Barrett, 2020, p. 132; Blom, 2023, p. 44; Jenkins, 2006, pp. 18, 96, 104). 

Therefore, it has become a norm for any franchise to expand into different mediums in order to 

increase its potential profitability (Blom, 2023, p. 15).  

As mentioned above, one transmedia approach that has become a foundational lens in 

transmedia literature is transmedia storytelling (Blom, 2023, p. 15; Evans, 2019, p. 8). Transmedia 

storytelling is an approach where the focal points of the story are dispersed across multiple platforms 

in a systematic manner (Jenkins, 2006, pp. 95-96; Jenkins, 2010, p. 944). Additionally, each text is 

self-contained, functions as a point of entry into the franchise, and makes a unique contribution to the 

overarching narrative to ensure a cohesive experience for consumers. Thus, the main expansion point 

is the synergistic story and the world (Blom, 2023, p. 15, Jenkins, 2006, p. 101).  

However, there have been debates surrounding the idealistic nature of transmedia 

storytelling as most franchises are incapable of successfully implementing the full approach (Blom, 

2023, pp. 16, 46-47; Välisalo, 2023, p. 22). This is due to the problem of narrative continuity, where 

in the ideal implementation, every text throughout the mediums would need to weigh equally without 

a clearly identifiable core from which the franchise originates. But, in practice, unbalanced 

transmedia franchises with identifiable cores and side extensions are both more common and 

sometimes preferred by media corporations (Blom, 2023, pp. 16, 46-47; Välisalo, 2023, p. 22). 

Additionally, it also undermines the role of characters in transmedia practices, affects character 

identities and the overemphasis on this approach has led to the dismissal of other transmedia 

strategies (Blom, 2023, pp. 16-17; Evans, 2019, p. 8). According to Jenkins (2011, para. 6), 

transmedia storytelling is one way of approaching the dispersion of content across different media, 

but there are different strategies that companies can take to reach this expansion. Approaches such as 

franchising or cross-media storytelling also disperse content over different media platforms 

(Jenkings, 2011, para. 8, 14; Veugen, 2016, p. 4). However, they differ from transmedia storytelling 
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because they use different means of expansion (e.g., merchandising or multimodal media 

adaptations) and each iteration does not always expand upon the world or story. 

Considering the aim of this study, a more character centric approach would be more suitable 

as the characters would play significant roles in the transmedia processes compared to approaches 

where characters are underemphasized (Blom, 2023, pp. 16-17). Therefore, this paper looks at 

transmedia from the lens of the Japanese convergence approach, anime media mix, which is a 

strategy that was enabled by the rise of characters as they became the focal point for cross-media 

expansion and the glue that holds the strategy together (Blom, 2023, p. 12; Steinberg, 2012, pp. viii, 

xi-xii). 

 

2.2.1. Japanese media mix 

Media mix is considered the Japanese term for media convergence as it has commonly been 

used to describe transmedia practices (Blom, 2023, p. 49; Steinberg, 2012, p. 135). Therefore, there 

are different goals and multiple ways to implement media mix practices (Denison, 2019, pp. 158-

159; Steinberg, 2012, pp. 138-140). An anime media mix has the overarching goal to promote the 

general consumption of any product in the franchise through the dispersion of a character or work to 

multiple media platforms including non-narrative, information and gossip media (Steinberg, 2012, 

pp.142, 148, 160). It mainly utilizes the character to connect these different manifestations of the 

franchise together and depends on each manifestation to motivate consumption of others in the same 

franchise. While another defining point of anime media mix was the centrality of anime in 

popularizing a franchise, according to Denison (2019, pp. 147, 158-159), the role of anime is not 

necessarily the most pivotal element in the strategy as was asserted by previous research (Steinberg, 

2012, p. 148). Which makes this lens still fitting for Genshin Impact, as the game does not utilize 

anime as a medium in its transmedia strategy yet. 

This paper chose to specifically utilize the Kadowa family Tsuguhiko anime media mix as 

the transmedia lens in the study (Steinberg, 2012, p. 174). The Tsuguhiko anime media mix differs 

from other anime media mixes as it focuses on more specific target audience segments and it 

disperses content over significantly more media such as video games and manga (Steinberg, 2012, 

pp. 174-175). Furthermore, these character-centric media mixes have also seen success outside of 

Japan with franchises such as Star Wars, which utilized different characters (e.g., Boba Fett) to 

expand upon the franchise and guide fans to other important texts in the transmedia world (Geraghty, 

2017, pp. 119-128). 

Therefore, the Tsuguhiko anime media mix is a suitable transmedia lens to approach the role 

of the characters in the success of transmedia practices of Genshin Impact as they play a pivotal role 

in the expansion process of the franchise. Furthermore, it incorporates a wider variety of media in the 

dispersion process including games, which is the core text of Genshin Impact. This is important as 

games were a medium that was often underemphasized when discussing transmedia expansions, but 
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have currently risen to become successful entry points (e.g., Batman) or core text for more franchises 

(e.g., Assassin’s Creed) due to their dominant, mainstream position in the creative industry (Barrett, 

2020, pp. 133, 143-144; Blom, 2023, pp. 19-23; Veugen, 2016, pp. 1-2). 

 

2.3. Engaging with transmedia content: a theoretical framework 

As mentioned in the previous chapter, the goal of media corporations for the implementation 

of transmedia strategies is to maximize profits by increasing the number of revenue streams (Barrett, 

2020, p. 132; Blom, 2023, p. 44; Jenkins, 2006, pp. 18, 96, 104). Thus, transmedia strategies are 

focused on increasing engagement with the franchise and the goal of transmedia characters is to 

entice consumers into engaging more with the franchise regardless of the medium (Blom, 2023, pp. 

10, 44; Välisalo, 2023, pp. 21-23). Engagement is a broad term that includes many different 

meanings that try to capture how people experience media and the resulting behaviors that come with 

that experience (Evans, 2019, pp. 3-4; Välisalo, 2023, p. 33). Therefore, different models of audience 

engagement also revolve around what the audience is doing or feeling during engagement (Evans, 

2019, pp. 4-6). However, the form and intensity of engagement is also affected by contextual 

elements surrounding the experience (Evans, 2019, p. 199; Välisalo, 2023, p. 19). In other words, 

engagement is context dependent. Furthermore, with the growth of transmedia practices, engagement 

with franchises has also become transmedia in nature (Evans, 2019, pp. 33-35). Thus, to reach the 

goal of this study, there is a need for a framework that considers the different elements that make up 

engagement as well as its transmedia nature. Therefore, the transmedia engagement model developed 

by Evans (2019, p. 37), which illustrates how transmedia engagement functions, was used to guide 

the research. 

 

Figure 2.1. Transmedia Engagement model (Evans, 2019, p. 37) 
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The transmedia engagement model illustrated in Figure 2.1 consists of four components that 

are always present in any moment of engagement (Evans, 2019, pp. 35-37). These components 

impact each other and combine to capture how transmedia engagement is experienced (Evans, 2019, 

pp. 35-37, 50-51). The first component is the type of behavior, which are the actions that audiences 

are doing when engaging with a franchise. This not only includes behaviors directly related to the 

content but also those with indirect relations such as discussions (Evans, 2019, pp. 52-55). The 

second component is the form of the response, which includes how audiences emotionally respond to 

the content when engaged (Evans, 2019, pp. 35-37). According to Evans (2019, pp. 54-55), one form 

of emotional engagement is the development of PSR and is an integral part for creating engaging 

experiences. The third component is the cost, which is the resources the audience needs to invest in 

order to engage with the content. This component includes the different textual and contextual 

factors such as environmental or social dynamics that would impact the engagement experience as 

they are weighed against the expected enjoyment of the experience (Evans, 2019, pp. 112-119, 125). 

Lastly, the final component is the value gained by the industry from the engaging transmedia 

experiences and how the former three components become valuable for the industry in economical 

and reputational terms (Evans, 2019, pp. 126, 148). In short, content needs to emotionally engage 

audiences by connecting them to it and sequentially motivating them to take behavioral engagement 

actions that can indicate the success and value of the transmedia practice (Evans, 2019, p. 176).  

Considering the goal of this study, the focus is on the first two components of the 

engagement model. The last component of value for the industry is outside the area of interest of the 

study. While the third component of context is an important element in understanding how 

engagement happens, adding contextual elements is beyond the scope of this study. However, 

character enjoyment was added as a variable that can mediate the relationship between the first two 

components due to the connections found between the elements and is discussed in more detail in 

later chapters. Thus, this research mainly analyzes the component form of response through the PSR 

with Genshin Impact characters and how that impacts the type of behaviors that the audience does 

when engaging with more of the franchise. 

 

2.3.1. Defining transmedia behaviors  

Before the research can study the relationship between PSR and the type of behaviors 

audiences do when they are engaging with the franchise, these transmedia behaviors need to be more 

clearly defined. In the transmedia engagement model, type of behavior is split by two categories, 

mainly 1) the level of input of the audience and 2) the proximity of the actions to the core text of the 

franchise (Evans, 2019, pp. 52-54). The level of input involves the amount of input audiences need to 

place into the engagement, therefore they can either have receptive behaviors with no need for input 

(e.g., reading or watching) or interactive behaviors that requires input in order to engage with the 

content (e.g., discussing, creating or playing). The proximity of the actions categorizes the behaviors 
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based on how closely related they are to the core text of the franchise (Evans, 2019, pp. 53-54). 

Hence, the behaviors can be textual, where engagement is experienced directly through the core 

content of the franchise (e.g., direct film or game) or it can be paratextual, where the engagement is 

experiences through text beyond the core content produced for the franchise (e.g., fan-fiction or 

community discussions). 

Considering the goal and limitations of this study, the behaviors that are primarily focused 

are the interactive type of behaviors in both proximity categories. This is because these are the 

behaviors that practitioners place preference on when measuring the success of a transmedia 

approach (Evans, 2019, pp. 55-61). Additionally, in a study done by Koistinen and colleagues (2016, 

pp. 357-359) investigating transmedial user practices, which are actions that audiences can take 

throughout different mediums, majority of the included behaviors were in the interactive behavior 

category such as debating about the franchise and purchasing merchandise. Furthermore, in gaming 

research, a common research variable is the game-related desired audience behaviors, which are 

named consumption behaviors and include sub-dimension such as purchase intentions, community 

engagement and co-production (Abbasi et al., 2021, pp. 1195-1196; Badrinarayanan et al., 2015, p. 

1047). These sub-dimensions correspond well with the transmedial user practices used by Koistinen 

and colleagues (2016, p. 357-359). For example, buying and collecting merchandise corresponds 

with the sub-dimension of purchase intention, which indicates the audience’s willingness to invest in 

game-related products (Abbasi et al., 2021, p. 1196; Badrinarayanan et al., 2015, p. 1047). Therefore, 

for this study, transmedia behaviors are defined as desirable interactive transmedia user behaviors 

and will utilize the formerly mentioned sub-dimensions of purchase intention, community behavior 

and co-production from consumption behaviors to operationalize the construct. 

 

2.4. Parasocial relationships with media characters 

The other element of the transmedia engagement model that was used in this study is the 

form of response, which is how the consumers respond to the content (Evans, 2019, pp. 36, 76). 

There are three forms of responses to content, mainly cognitive, physical and emotional. Both 

cognitive and physical responses were deeply intertwined with the emotional responses and were 

often explained in relation to feelings (Evans, 2019, pp. 77-81). Additionally, emotional responses 

were also considered the most fundamental response for initiating engagement as it would connect 

the audience to the content and motivate them to perform different behaviors depending on the 

intensity of the connection (Evans, 2019, pp. 77-81, 172, 176). Therefore, the model specifically 

focuses on the emotional responses of audiences and makes a distinction between audiences feeling 

an affect from the content, which is an emotional reaction to a specific part of the content, and 

feeling affection for the content, which is the development of PSR between the audience and the 

content (Evans, 2019, pp. 86-100). For this study, the focus is on the latter form of emotional 

responses. 
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The development of PSR can be important for transmedia strategies as these relationships are 

a motivational factor for audiences to further engage with stories across different mediums and also 

play a role in maintaining engagement with the franchise for extended durations (Blom, 2023, p. 125; 

Evans, 2019, p. 172). But there have been debates surrounding the conceptualization of PSR and the 

empirical measurements used to assess it (Dibble et al., 2016, pp. 22-25, Slater et al., 2018, pp. 331-

332, Tukachinsky et al., 2020, p. 869). The definitions of PSR and the closely related construct 

parasocial interaction (PSI) were commonly combined together and measured as a singular construct 

due to the ambiguous conceptualizations. However, PSI and PSR were found to be distinct concepts 

that should be measured with independent scales, which resulted in PSR being defined as “a longer-

term association that may begin to develop during viewing, but also extends beyond the media 

exposure situation” (Dibble et al., 2016, p. 25). In other words, PSR is a long-lasting relationship 

viewers develop with characters that continues beyond the viewing of the media content (Dibble et 

al., 2016, pp. 23-25). While PSR was mainly studied in the context of non-fictional characters such 

as newscasters, it is also possible for audiences to develop PSR with fictional and non-human 

characters (Giles, 2023, pp. 34-35, 39-40; Liebers & Schramm, 2019, p. 11; Slater et al., 2018, pp. 

331-332). Therefore, further operationalization of PSR made a distinction between PSR with 

performers (PSR-P) and PSR with characters (PSR-C). As this study mainly focuses on the fictional 

playable characters of Genshin Impact, the focus is on the sub-dimension of PSR-C (Slater et al., 

2018, pp. 331-332, 346). 

 

2.5. Character enjoyment  

The final component of the transmedia engagement model that was used in this study is the 

cost of engagement, which entails what the audience needs to sacrifice in order to engage with the 

content (Evans, 2019, pp. 35-37, 103). According to Evans (2019, pp. 102-103, 105-119), cost is a 

key factor for engagement as audiences weigh their invested resources against the expected 

enjoyment that the content will provide them in order to decide whether the engagement is worth the 

investment. Thus, the way that someone engages with content is impacted by their assessment of the 

investment against the perceived enjoyment (Evans, 2019, pp. 102-103, 117). This is further 

supported by other studies that found that enjoyment is a crucial element of engagement as audiences 

are motivated to engage with the content when the expected enjoyable experience outweighs the 

costs needed to engage with it (Mekler et al., 2014, pp. 927-928; Nabi & Krcmar, 2004, pp. 299-

300). Therefore, as mentioned before, this study is taking enjoyment in consideration as a construct 

with potential impact on the other two components of PSR (i.e., form of response) and transmedia 

behaviors (i.e., type of behavior). However, due to limitations, the costs part of the component was 

not incorporated in the study. 

Enjoyment itself is a widely debated term that is primarily used as a general term that 

captures someone’s positive disposition towards media content (Nabi & Krcmar, 2004, p. 288). This 
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makes it similar to other constructs such as appreciation, however enjoyment is broader as it can 

cover both media specific experiences and overarching media experiences (Nabi & Krcmar, 2004, 

pp. 290-292, 306). Therefore, enjoyment can be defined as the extent to which engaging with an 

object, media or performing a task is seen as pleasurable for the user (Ghazali et al., 2019, p. 650; 

Nabi & Krcmar, 2004, pp. 290-292). Nabi and Krcmar (2004, pp. 296-297) also argue that 

enjoyment should be operationalized as a three-dimensional construct as this can provide a more in 

depth understanding of the construct. This includes an affective dimension (e.g., the empathy and 

emotions), a cognitive dimension (e.g., judgements and evaluations) and a behavioral enjoyment 

dimension (e.g., the actions involved in enjoyment) (Nabi & Krcmar, 2004, pp. 296-297). As this 

study focuses specifically on transmedia characters in Genshin Impact, it also focusses on the media 

specific enjoyment of the character rather than the game as a whole. Furthermore, this character 

enjoyment is measured with the affective and cognitive dimensions of enjoyment. Since the 

behavioral dimension of enjoyment is connected to the act of engaging with the content such as 

playing the game, it does not suit the study that looks at audiences that are already engaged with a 

character in some way (Nabi & Krcmar, 2004, pp. 296-297). 

 

2.6. Recognizability  

Next to aforementioned components, the last concept included in the study is recognizability 

(Evans, 2019, pp. 35-37, Żerebecki et al., in press, p. 4). Recognizability is a new three-dimensional 

construct (i.e., situational, personality and attitudinal recognizability) in media literature and is 

defined as “a sense of familiarity with a particular aspect of the character’s on-screen portrayal that 

the viewer experiences” (Żerebecki et al., in press, pp. 4, 15-16). Żerebecki and colleagues (in press, 

pp. 2-4) developed recognizability as a response to issues relating to another commonly used 

construct in media effects research, perceived similarity or homophily. Homophily is defined as the 

extent to which a person is similar, in terms of different features (e.g., attitudes and social status), to 

others that they are interacting with and is a commonly used antecedent for PSR (Carvalho, 2024, p. 

1093; Khan et al., 2024, pp. 315-316; Liebers & Schramm, 2019, pp. 14-15; Shoenberger & Kim, 

2023, pp. 369-370; Tukachinsky et al., 2020, pp. 870-872; Walter et al., 2023, pp. 127-136; 

Żerebecki et al., in press, pp. 2-4). However, the concept has different issues such as the items being 

difficult to answer for participants, a focus on demographics in conceptualizations and potential risk 

of participants projecting themselves on the character (Żerebecki et al., in press, pp. 2-4). In contrast, 

recognizability is a broader concept that includes dimensions beyond demographics related to 

personality and experiences, has less chance for projection due to the rich conceptualization, and is 

easier for participants to digest (Żerebecki et al., in press, pp. 2-4, 6). Therefore, this study chose to 

use recognizability as a potential predictor of the other concepts instead of homophily and expand 

upon the transmedia engagement model developed by Evans (2019, p. 37). However, as 

recognizability is a newly developed scale, it does not have any existing research regarding its 
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relationships with other concepts. Therefore, the decision was made to utilize homophily, 

identification and wishful identification, which are either similarly rooted constructs or share some 

similarity with recognizability, to indicate potential directions of its relationships with other 

constructs during hypothesis development (Żerebecki et al., in press, pp. 7-8). 

 

2.7. Hypothesis development  

This study aims to examine the impact of PSR with transmedia Genshin Impact characters 

on their effectiveness in enticing consumers to engage in more transmedia behaviors with content of 

the game. Figure 2.2 depicts the conceptual framework developed for this study, which illustrates the 

relationship between the formerly discussed concepts of recognizability, PSR, enjoyment and 

transmedia behaviors based on previous literature. This chapter explains each of these relationships 

in more detail. 

 

Figure 2.2. Conceptual framework 

 

2.7.1. Recognizability, parasocial relationships and character enjoyment 

As mentioned before, recognizability is a new construct in media literature. Besides the 

results found during the validation of the scale, there is no more previous literature regarding the 

relationship between recognizability and other concepts. Based on these findings, all three 

dimensions of recognizability were found to have a positive impact on PSR (Żerebecki et al., in 

press, pp. 7, 16-17). This is similar to the concept homophily as it is also considered an antecedent of 

PSR by many researchers (Liebers & Schramm, 2019, pp. 14-15; Tukachinsky et al., 2020, pp. 870-

872, 881; Walter et al., 2023, pp. 127-136). More specifically, homophily related to attitudes, values, 

and beliefs was found to be positively associated with PSR (Hall, 2019, p. 96; Munnukka & 

Reinikainen, 2023, p. 362; Tukachinsky et al., 2020, p. 872). This is because according to the 
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Panksepp-Jakobson hypothesis of PSR development, PSR can be seen as an extension of the social 

circle since the human brain uses the same social mechanisms for developing real life relationships to 

develop PSR with characters (Tukachinsky et al., 2020, pp. 870-872; Walter et al., 2023, pp. 127-

136). Therefore, homophily, which is one of these social mechanisms, makes it easier to develop 

stronger relationships because the process of interaction is smoother between people who share many 

similarities (Carvalho, 2024, pp. 1093-1094; Tukachinsky et al., 2020, pp. 870-872). Furthermore, 

high homophily between people also reduces uncertainty in relationships as these smoother 

interactions allow for more understanding and easier reaction predictability (Fu et al., 2018, pp. 89-

90, Tan-Intaraarj, 2024, p. 188; Walter et al., 2023, pp. 130-131). Lastly, another similar concept, 

wishful identification, was also found to have a positive impact on PSR in the case of streamers due 

to the viewer’s desire to become like the streamer enhancing the relationship between them (Tan-

Intaraarj, 2024, pp. 182, 188-189). Therefore, recognizability with Genshin Impact characters could 

make it easier to develop stronger PSR with them because of the improved interaction processes, 

reduced uncertainty surrounding the relationship and the overall enhancements to the relationship 

(Carvalho, 2024, pp. 1093-1094; Tan-Intaraarj, 2024, pp. 182, 188-189; Tukachinsky et al., 2020, pp. 

870-872; Walter et al., 2023, pp. 127-136). 

Next to PSR, the three dimensions of recognizability were also found to have a positive 

impact on character enjoyment (Żerebecki et al., in press, pp. 7, 16-17). This is supported by 

previous literature which found that the similarly rooted concept homophily, especially in terms of 

values, morals, attitude and opinions, also has a positive effect on enjoyment (Carvalho, 2024, pp. 

1094, 1101-1102; Fu et al., 2018, pp. 91, 96). In the case of social shopping, Fu and colleagues 

(2018, p. 91) found that people who share many similarities engage in more emotional connections 

and more enjoyable communication processes. This corresponds with other findings regarding 

homophily improving interaction processes and enhancing relationships, which would result in more 

enjoyable experiences (Carvalho, 2024, pp. 1093-1094; Tukachinsky et al., 2020, pp. 870-872). 

Furthermore, gaming studies found that avatar-player similarity can also increase character 

enjoyment as it strengthens the sense of closeness between players and the character (Carvalho, 

2024, p. 1093). Following this logic, recognizability with Genshin Impact characters can increase the 

enjoyment of the character because of the more pleasurable experiences produced by the enhanced 

relationships and the sense of closeness with the character (Carvalho, 2024, pp. 1093-1094; Fu et al., 

2018, pp. 91, 96; Tukachinsky et al., 2020, pp. 870-872).  

Lastly, as stated in previous chapters, based on the transmedia engagement model, there is 

also a connection between PSR and character enjoyment, because enjoyment plays a role in 

engagement and its assessment against the audience’s investments impacts the other components of 

the model (Evans, 2019, pp. 102-103, 117; Mekler et al., 2014, pp. 927-928; Nabi & Krcmar, 2004, 

pp. 299-300). Other studies have also found a positive correlation between PSR and enjoyment, 

because PSR can strengthen story exposure effects such as enjoyment (Hall, 2019, pp. 88, 91; 
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Krakowiak, 2023, p. 207; Nabi & Krcmar, 2004, p. 295). Therefore, PSR with Genshin Impact 

characters can impact how much the audience enjoys engaging with the character. Based on these 

relationships between the constructs, the following hypotheses were proposed for this study: 

 

Hypothesis 1: Parasocial relationships with Genshin Impact characters increases with a) situational, 

b) personality and c) attitudinal recognizability with the character. 

 

Hypothesis 2: Affective character enjoyment increases with a) situational, b) personality, and c) 

attitudinal recognizability with the character as well as d) parasocial relationship with the character.  

 

Hypothesis 3: Cognitive character enjoyment increases with a) situational, b) personality, and c) 

attitudinal recognizability with the character as well as d) parasocial relationship with the character. 

 

2.7.2. Predictors of transmedia behaviors 

Transmedia behaviors were operationalized into four behaviors, mainly in-game and outside 

game purchase intention, community participation and co-production behaviors. Therefore, the 

development of hypotheses was based on previous literature surrounding the relationships between 

the previous three constructs and these four behaviors. 

While recognizability has no previous literature on its relationship with any transmedia 

behavior, the similar concept homophily was found to have a positive effect on purchase intention 

(Carvalho, 2024, pp. 1093-1094; Fu et al., 2018, pp. 89-90; Shoenberger & Kim, 2023, pp. 369-370). 

In influencer marketing, higher homophily between the influencer and the consumer has an impact 

on purchase intentions because the content from these influencers was more persuasive and have 

decreased uncertainty (Carvalho, 2024, p. 1094; Shoenberger & Kim, 2023, pp. 369-370). Moreover, 

according to Carvalho (2024, p. 1094), influencers that consumers perceive as similar to themselves 

can also shape the consumer’s likely intentions. Additionally, the similar concept of wishful 

identification was also found to have a positive impact on behavioral loyalty, including purchase 

intention, as the consumers desire to emulate the influencer included emulating the products they 

used as well (Shoenberger & Kim, 2019, p. 62; Tan-Intaraarj, 2024, p. 189). Therefore, high 

recognizability with Genshin Impact characters can lead to higher purchase intention both inside and 

outside the game because of the increased persuasiveness, decreased uncertainty of the character 

products and desire to emulate the character (Carvalho, 2024, p. 1094; Shoenberger & Kim, 2019, p. 

62; Shoenberger & Kim, 2023, pp. 369-370; Tan-Intaraarj, 2024, p. 189).  

Besides purchase intentions, homophily also has an impact on community participation and 

co-production behaviors as high homophily between members allows for more trust and easier 

socialization (Nohutlu et al., 2022, pp. 634-635). While this is not directly related to homophily with 

the character itself, another study did find that avatar identification has a positive relationship with 
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participation (Teng, 2017, pp. 603, 607). This is because players want to identify with a group as the 

avatar they identify with in order to hold true to their social identity. Thus, it can be assumed that 

high recognizability with a Genshin Impact character can motivate users to participate more in the 

community and co-production behaviors. 

As stated in the previous chapters, PSR can be an important element for transmedia 

strategies as they are considered a key reason for audiences to engage with a franchise across 

mediums (Blom, 2023, p. 125). According to the transmedia engagement model, each of the 

components have an effect on each other, which indicates that there is a relationship between PSR 

and transmedia behaviors (Evans, 2019, pp. 35-37, 50-51). Besides the model, other studies also 

found a strong correlation between PSR and the consumers behaviors, intended behaviors and 

behavioral loyalty (Johnson & Patnoe-Woodley, 2016, pp. 44-45; Tan-Intaraarj, 2024, pp. 188-189; 

Tukachinsky et al, 2020, p. 887). This is because PSR can reduce the consumers resistance to 

persuasion by lowering the user’s sense of uncertainty, decreasing counter-arguing and building a 

sense of trust, loyalty or friendship (Liebers & Schramm, 2019, p. 15; Munnukka & Reinikainen, 

2023, pp. 360-364; Tukachinsky et al, 2020, pp. 876, 887). In the case of radio experiences, PSR has 

been shown to improve the perception and recall of products or brands being recommended, which 

increases the consumers likelihood of purchase (Johnson & Patnoe-Woodley, 2016, pp. 44-45). In 

addition, PSR with characters in gacha games also encourages investments in the gacha system as it 

reduces the barrier of spending because the value becomes more emotionally satisfying (Woods, 

2022, pp. 10-13). Therefore, based on previous research, PSR can influence the consumers intention 

to invest in Genshin Impact, either in the game or outside the game. 

Some researchers have also found that PSR has an impact on participation behaviors and 

online communities (Dekoninck & Schmuck, 2023, pp. 14-15; Liu, 2023, p. 14). PSR was found to 

have a positive effect on political participation of green influencer communities due to its effect on 

persuasion (Dekoninck & Schmuck, 2023, pp. 6, 14-15). Furthermore, according to Walter and 

colleagues (2023, pp. 136-137), there are different behaviors that can manifest with higher levels of 

PSR, including participation in community engagement and co-production behaviors. This is further 

supported by the research of Liu (2023, p. 14), where PSR was found to have a strong effect on fan 

community behavior including discussions and producing fan-made recreation because of the 

affection they share for the idol. Therefore, PSR can also have an impact on the consumers 

involvement with both the community and the production of content for a franchise, which includes 

Genshin impact as it also has dedicated forums and events for community engagement and co-

production of content (HoYoLab, n.d.). 

Similarly to PSR, based on the transmedia engagement model, enjoyment should also have a 

relationship with transmedia behaviors (Evans, 2019, pp. 102-103). According to Nabi and Krcmar 

(2004, pp. 300-307), adding enjoyment to different behavioral effects models improves their 

prediction effect of behavioral outcomes. This is supported by other studies that also found that 
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enjoyment has an effect on behavior intentions (Chiu et al., 2009, p. 767; Ghazali et al., 2019, pp. 

650-651). Studies on online shopping found that purchasing items have both utilitarian and hedonic 

aspects, thus resulting in perceived enjoyment becoming a significant determinant of purchase 

intention as consumers are likely to purchase and repurchase items because of the pleasurable 

experiences (Chiu et al., 2009, pp. 767, 774; Raman, 2021, pp. 391-392; Wu & Santana, 2022, pp. 5, 

9). However, free-to-play business model games are an exception as perceived enjoyment has been 

found to negatively affect in-game purchase intention (Hamari, 2015, p. 300). According to Hamari 

(2025, p. 306), a potential reason for this negative relationship is because free-to-play games need to 

motivate the purchase of virtual items in order to make profit and a fully enjoyable game would not 

create a need for these virtual items. In other words, the quality of the game is purposively reduced 

through the use of artificial obstacles to motivate purchasing of in-game virtual items that would 

allow players to overcome these obstacles more efficiently (Hamari, 2015, p. 300). Genshin Impact 

mainly uses a free-to-play business model that relies on investments in the gacha-system for revenue. 

So, while Genshin Impact character enjoyment can result in more outside game purchase intention 

because of the pleasurable experiences, as a free-to-play game, it would have a negative impact on 

in-game purchase intention.  

While not specifically the direct positive impact of character enjoyment, hedonic experiences 

and intrinsic motivations, which includes enjoyment, was often found to have a positive impact on 

community engagement and co-production (Afi & Ouiddad, 2021, pp. 374, 379; Fernandes & 

Remelhe, 2016, p. 317; Nohutlu et al., 2021, p. 635). Participation is primarily motivated by self-

interest as audiences seek more fun experiences with intentions of gaining a sense of enjoyment and 

of social or cognitive satisfaction (Afi & Ouiddad, 2021, pp. 379-380; Bilro & Loureiro, 2023, p. 71; 

Fernandes & Remelhe, 2016, p. 317). In other words, if it is perceived as enjoyable by audiences, 

they are more likely to participate in both the community and co-production behaviors (Afi & 

Ouiddad, 2021, pp. 379-380). Based on these findings, it can be assumed that Genshin Impact 

character enjoyment can motivate players to participate more in the community and in co-production 

opportunities offered by the game. 

Lastly, as stated in previous sections, based on the relationship between the transmedia 

engagement components, enjoyment can have a mediating effect on the relationship between PSR 

and transmedia behaviors (Evans, 2019, pp. 102-103, 199, 125). This is because the cost of 

engagement, which includes enjoyment, is associated with both the form of response (i.e., PSR) and 

the type of behavior (i.e., transmedia behaviors) (Evans, 2019, pp. 116-117). This meditation 

capability of enjoyment on behavior intentions has also been found in other studies regarding 

continued play or purchase behaviors (Ghazali et al., 2019, p. 661; Raman, 2021, p. 404; Wu & 

Santana, 2022, p. 9). Therefore, based on the relationships found between the three constructs 

described earlier and the history of enjoyment as a mediator for behavior found in previous literature, 

there is a potential for enjoyment with Genshin Impact characters to mediate the impact that PSR 
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with the characters have on enticing more engagement in transmedia behaviors. 

Thus, the following hypotheses were developed regarding the effects of recognizability, PSR 

and character enjoyment on transmedia behaviors:  

 

Hypothesis 4: In-game purchase intention increases with a) situational, b) personality, c) attitudinal 

recognizability and d) parasocial relationship with the character as well as decreases with e) affective 

and f) cognitive character enjoyment. 

 

Hypothesis 5: Outside game purchase intention increases with a) situational, b) personality, c) 

attitudinal recognizability and d) parasocial relationship with the character as well as e) affective and 

f) cognitive character enjoyment. 

 

Hypothesis 6: Community engagement increases with a) situational, b) personality, c) attitudinal 

recognizability and d) parasocial relationship with the character as well as e) affective and f) 

cognitive character enjoyment. 

 

Hypothesis 7: Co-production increases with a) situational, b) personality, c) attitudinal 

recognizability and d) parasocial relationship with the character as well as e) affective and f) 

cognitive character enjoyment.  

 

Hypothesis 8: Affective character enjoyment mediates the relationship between parasocial 

relationships and a) in-game purchase intentions, b) outside game purchase intention, c) community 

engagement and d) co-production.   

 

Hypothesis 9: Cognitive character enjoyment mediates the relationship between parasocial 

relationships and a) in-game purchase intentions, b) outside game purchase intention, c) community 

engagement and d) co-production.   

 

In short, based on existing literature, this study investigates the role of PSR with transmedia 

characters in the transmedia success of the game Genshin Impact through the lens of the Tsuguhiko 

anime media mix, which placed characters at the forefront of transmedia expansions (Steinberg, 

2012, pp. 142, 148, 160, 174). In order to properly study how transmedia characters entice 

engagement from audiences throughout mediums, the transmedia engagement model was used to 

guide the study as it illustrated how transmedia engagement functions and the components that play a 

role in that engagement (Evans, 2019, pp. 33-37). Thus, the study mainly focuses on the components 

of PSR (i.e., the form of engagement) and transmedia behaviors (i.e., the type of behaviors), which 

were operationalized with the sub-dimensions of purchase intention, community behavior and co-
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production (Abbasi et al., 2021, p. 1196; Badrinarayanan et al., 2015, p. 1047; Evans, 2019, pp. 52-

55). In addition to these two core components, character enjoyment, which is a part of the cost 

component, and recognizability were also taken into consideration (Evans, 2019, pp. 54-55; 

Żerebecki et al., in press, p. 4). To answer the research question, the formerly described hypotheses 

were developed based on previous research, that mainly assumed a positive relationship between the 

core constructs PSR and transmedia behaviors with a potential mediating role of character enjoyment 

and positive influences from recognizability.   
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3. Methodology 

3.1. Justification  

Based on the research question, the goal of the paper is to study the relationship between 

PSR with characters in Genshin Impact and the now defined transmedia behaviors. As this research 

is trying to uncover a relationship and the potential effects surrounding these constructs with 

expectations on the results based on previous literature, it is most suitable for quantitative research 

(Baarda, 2014, pp. 22-23). There were different choices for quantitative research designs, one of 

which was quantitative surveys (Baarda, 2014, p. 46). Surveys are suitable for collecting large sets of 

data regarding participants’ attitudes, opinions and characteristics for the purpose of comparing or 

for looking at the underlying relationships between the different constructs (Baarda, 2014, pp. 46-47; 

Babbie, 2017, pp. 256, 286; Matthews & Ross, 2010, pp. 201-204). Additionally, surveys are the 

most beneficial method for studies with large populations and diverse types of people that would 

otherwise be too big to observe (Babbie, 2017, pp. 256, 286). With proper sampling the results from 

the collected sample from the survey can be more generalizable towards these larger populations. 

Furthermore, surveys also allow for consistent and reliable measuring of multiple different constructs 

(Babbie, 2017, pp. 286). This is because it always asks the same questions in the same manner to 

every participant with the same intent, thus increasing reliability. Lastly, quantitative surveys were 

also found to be the most commonly used method in PSR research (Liebers & Schramm, 2019, p. 11-

12). Therefore, as this study targeted the large player base of Genshin Impact as the chosen 

population and aimed to study a collection of concepts related to different characteristics and 

attitudes of the participants including their PSR with Genshin Impact characters, a quantitative 

survey was chosen as the most suitable research design approach. 

In terms of validity of the study, surveys are generally considered weak due to their 

artificiality (Babbie, 2017, pp. 286). However, this was managed by utilizing existing scales and 

operationalizations that were used by other researchers in the field. Most of the scales were used 

multiple times in other situations or labelled reliable by other researchers such as the PSR-C scale 

(Dibble et al., 2023, pp. 96-97). The only exception was the Minority Character Recognizability 

Scale (MRS) developed by Żerebecki and colleagues (2023, pp. 15, 28-29), which was used for 

measuring recognizability. The scale was only recently developed and, therefore, had not been 

rigorously tested in many different situations like the other scales. Furthermore, some of the Likert-

scale sizes were adapted, which could also impact their overall validity. Despite this, all the scales 

were also tested for reliability, which is discussed later in the chapter, and were found to be within 

acceptable levels of reliability. 

Lastly, as surveys tend to ask participants for information about themselves that are not 

easily available or sometimes not easily shared, it increases the need for different ethical 

considerations during the study (Babbie, 2017, pp. 291). According to Babbie (2017, pp. 62-67), 

some of the most important ethical agreements include voluntary participation, not harming 
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participants in any manner, anonymity and confidentiality. The first two agreements were kept by 

including an informed consent form that informed participants in advanced regarding the type of 

concepts being studied, what was expected from them in terms of requested information and notified 

them about their rights to voluntary participation in the study (Babbie, 2017, p. 65). Thus, it was the 

their choice to participate with full knowledge regarding the study and the risks involved. As for 

anonymity and confidentiality, the survey did not request identity information such as names or 

addresses that could lead towards easy identification of the participant (Babbie, 2017, pp. 67-68). 

Furthermore, another technique used to ensure confidentiality was to remove or adjusting data that 

could increase the likelihood of identification, which for this study was removing the I.P address 

locations of the participants that were automatically gathered by Qualtrics. 

 

3.2. Data collection and sampling 

Data collection lasted a bit over a month as it began on the 18 of March 2024 and ended on 

the 22 of April 2024. To answer the research questions and test the corresponding hypotheses, a 

number of 150 to 250 participants were required for this research. The target population was players 

of the game Genshin Impact who were at age (i.e., 18 or older). They were recruited primarily 

through non-probability sampling as there is no distinct list of Genshin Impact players available and 

not every participant had an equal chance to participate with players of the game having more 

opportunities to participate (Babbie, 2017, pp. 195-199). The primary sampling strategy used was 

purposive sampling and was executed through the social network site Reddit. Two subreddit pages 

related to Genshin Impact were used to distribute the online survey link, mainly the r/KaeyaMains 

subreddit and the main subreddit for the game r/Genshin_Impact. A secondary sampling strategy 

used during data collection was snowball sampling, which was executed by sharing the online survey 

link with 3 different student gaming associations in the Netherlands. These were Erasmus Esports 

Association in Rotterdam, Glitch Gaming Association in Groningen and Tilburg Student E-Sports 

Association (TSEA) Link. The survey link was provided to their members either through their 

existing Whatsapp groups or Discord channels. 

 

3.3. Sample description 

A total number of 308 responses were gathered from the survey. However, 84 respondents 

(27.3%) did not complete the survey. Additionally, 2 respondents did not give consent and were sent 

to the end of the survey. Furthermore, 6 respondents did not provide an age or provided ages below 

18, thus not meeting the population filter criterion of being 18 or older. Therefore, these 8 

respondents were not included in the final data. Lastly, 6 respondents (2.0%) did not meet the 

population filter criterion of playing the game Genshin Impact and were also removed from the final 

data. Therefore, after cleaning a total of 210 valid responses were kept. 

In the final sample, the percentage of males was 27.6%, the percentage of females was 
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51.0% and 17.2% identified as non-binary, a third gender or other. The remaining 4.3% (n = 9) 

preferred not to disclose their gender. The observed age range of the final sample was 18 to 50 years 

old with an average age of 24.92 (SD = 6.62). This falls in line with other data regarding the age 

range of Genshin Impact players as an article by Hammas and Bielawski (2023, para. 1-3) found that 

the average age of Genshin Impact players actively on the platform Reddit is around 25 years old. 

Participants in the final sample also had a diverse set of cultural backgrounds with a total of 44 

different countries of origin. The most common countries were The United States of America 

(24.0%), followed by Germany (11.1%), The Netherlands (7.7%) and Canada (6.3%). As Reddit and 

gaming associations in the Netherlands were used as the main channels for dispersing the survey, it 

was expected that the main countries would be from the North American and European regions as 

the Eastern regions tend to use other forum channels, making them more difficult to access (Hammas 

& Bielawski, 2023, para. 2,3, 7). Lastly, most participants had finished secondary education (41.6%), 

followed by a completed Bachelor's level (38.8%) or Masters level (15.3%) education.  

As for gaming habits, the final sample spent on average 17.52 (SD = 12.09) hours playing 

games per week with the highest number being 63 hours a week. Additionally, participants also 

preferred a variety of game genres with the most preferred genres being Action/ Adventure games 

(72.4%) and Role-playing games (85.2%). Which also aligns with the genres of the case study game 

Genshin Impact. 

In terms of Genshin Impact specific gaming habits, the final sample has been playing the 

game for 2.50 (SD = 0.74) years on average with the longest time being 3.50 years, which is since the 

games release in 2020. Lastly, 71.9% of the final sample had a character-oriented playstyle and 

28.1% had a competitive-oriented playstyle. 

 

3.3. Measurements 

The following variables were measured using reliable and valid existing scales that have 

been rigorously tested or used by multiple researchers. 

Recognizability. The scale chosen to measure recognizability is the Minority Character 

Recognizability Scale (MRS) developed by Żerebecki and colleagues (2023, pp. 15, 28-29) that 

measures the extent to which the participants recognize themselves in personality, situations and 

attitudes of their favorite character. This scale was adapted to fit Genshin impact characters and was 

measured through 20 items on a 7-point Likert-Scale (1 = Strongly disagree, 7 = Strongly agree). An 

example item is ‘I recognize the situations that my favorite Genshin Impact character encounters as 

situations that can happen to me’. A Varimax rotation Factor analysis indicated 3 factors (KMO = 

.93, p = .000) that were also reliable and can be seen in Table 3.1. Most notably about the results is 

the dimension placement of several items that were different from the initial set-up of the scale by 

Żerebecki and colleagues (2023, pp. 15, 28-29). A potential reason for this change could be the 
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novelty of the scale as it was only recently developed and not tested in a multitude of situations such 

as with game characters. 

 

Table 3.1. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Recognizability’ 

 
Attitudinal 

recognizability 

Personality 

recognizability 

Situational 

recognizability 

(AR1) I recognize my favorite Genshin 

Impact character’s approach to life as 

an approach to life that I have. 

.44 .53 - 

(AR2) I recognize my favorite Genshin 

Impact character’s opinions about what 

is good and bad as opinions I have. 

.79 - - 

(AR3) I recognize the solutions to 

problems of my favorite Genshin 

Impact character as solutions I could 

follow. 

.73 - .36 

(AR4) I recognize my favorite Genshin 

Impact character’s opinions about other 

people as opinions I have. 

.75 - - 

(AR5) I recognize the thought 

processes before decisions of my 

favorite Genshin Impact character as 

thought processes I have. 

.52* .51 - 

(AR6) I recognize my favorite Genshin 

Impact character’s opinions about 

social problems as opinions I have. 

.66 .38 - 

(AR7) I recognize the decisions of my 

favorite Genshin Impact character as 

decisions that I could make. 

.72 - - 

(AR8) I recognize the reactions to 

stressful situations of my favorite 

Genshin Impact character as reactions 

that I could have. 

.37* .37 .37 

(PR1) I recognize the personality traits 

of my favorite Genshin Impact 

character as traits that I have. 

- .82 - 

(PR2) I recognize the weaknesses of my 

favorite Genshin Impact character as 

weaknesses that I have. 

- .62 .37 

(PR3) I recognize myself in my favorite 

Genshin Impact character. 

- .76 .45 

(PR4) I recognize the strengths of my - .58 .40 



28 

 
 
 
 
 
 
 

 

favorite Genshin Impact character as 

strengths that I have. 

(PR5) I recognize the behaviors of my 

favorite Genshin Impact character as 

behaviors that I could show. 

.34 .63 - 

(SR1) I recognize the situations that my 

favorite Genshin Impact character 

encounters as situations that could also 

happen to me. 

- - .70 

(SR2) I recognize the past experiences 

of my favorite Genshin Impact 

character as similar to my past 

experiences. 

- - .75 

(SR3) I recognize the problems that my 

favorite Genshin Impact character has 

as the problems that I could have. 

- - .75 

(SR4) I recognize the places, in which I 

see my favorite Genshin Impact 

character as the places I could be in. 

.33 - .55 

(SR5) I recognize my life in the life of 

my favorite Genshin Impact character. 

- .48 .63 

(SR6) I recognize the topics that my 

favorite Genshin Impact character 

discusses with others as the topics I 

could discuss with other people in my 

life. 

.41 .32 - 

(SR7) I recognize the life changes my 

favorite Genshin Impact character 

experiences as life changes that could 

happen to me. 

.31 .34 .54 

Cronbach’s α .87 .87 .85 

Mean 4.47 4.19 3.44 

SD 1.14 1.32 1.30 

Note. * AR5 and AR8 were placed in the factors that were initially given to them by the scale as the 

loadings were very close to each other. 

 

Parasocial relationships. The sub-dimension PSR-C of the parasocial relationship scale 

created by Slater and colleagues (2018, pp. 336, 338, 339) was used to measure the participants’ 

experience of the character through interactions or as a subject of discussions. According to Slater 

and colleagues (2018, pp. 332, 346), this scale was also considered to be the best suited for 

measuring parasocial relationships with fictional characters. The scale was adapted to fit Genshin 

Impact characters and was measured through six items on a 9-point Likert-Scale (1 = Very strongly 
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disagree, 9 = Very strongly agree). An example item is ‘I like to imagine my favorite Genshin Impact 

character as people I know personally.’. A Varimax rotation Factor analysis indicated that all six 

items pertained to the same PSR-C dimension (KMO = .82, p >.001), and this result can be found in 

Table 3.2. 

 

Table 3.2. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Parasocial relationships’ 

 
Parasocial relationships- 

Characters 

(PSR1) I like to imagine my favorite Genshin Impact character as 

someone I know personally. 

.77 

(PSR2) I often feel like my favorite Genshin Impact character is 

someone I know and care about. 

.85 

(PSR3) I like to talk to others about what my favorite Genshin 

Impact character is like as a person. 

.77 

(PSR4) Seeing my favorite Genshin Impact character is like seeing 

a good friend. 

.86 

(PSR5) I like to talk to others about what we would have done if 

we were my favorite Genshin Impact character. 

.62 

(PSR6) I’m often fascinated by my favorite Genshin Impact 

character as a person. 

.71 

Cronbach’s α .86 

Mean 5.57 

SD 1.78 

 

Character enjoyment. The scale for enjoyment created by Krakowiak and Tsay (2011, pp. 

95-96) was used, which measures the affective and cognitive components of enjoyment experienced 

by players. This scale was chosen because according to Nabi and Krcmar (2004, pp. 296-297), 

enjoyment is a multi-dimensional construct and should be measured as one. This scale was adapted 

to fit Genshin Impact characters and changed to a 5-point Likert-Scale (1 = Strongly disagree, 5 = 

Strongly agree) that measures enjoyment through 15 items. An example item includes ‘I enjoyed 

playing as my favorite Genshin Impact character’. The fifth item ‘I would not recommend playing 

Genshin Impact as my favorite Genshin Impact character to others’ was reverse coded so that the 

higher values reflect more positive results similar to the other items. A Varimax rotation Factor 

analysis identified two subscales (KMO = .89, p =.000), which can be found in Table 3.3. 
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Table 3.3. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Character enjoyment’ 

 
Affective character 

enjoyment  

Cognitive 

character 

enjoyment 

(AE1) I enjoyed playing Genshin Impact as my 

favorite Genshin Impact character. 

.91 - 

(AE2) I liked playing Genshin Impact as my 

favorite Genshin Impact character. 

.88 - 

(AE3) I had a good time playing Genshin Impact 

as my favorite Genshin Impact character. 

.92 - 

(AE4) It made me happy to play Genshin Impact 

as my favorite Genshin Impact character. 

.77 - 

*(AE5) I would not recommend playing 

Genshin Impact as my favorite Genshin Impact 

character. (R) 

- - 

(AE6) I felt good playing Genshin Impact as my 

favorite Genshin Impact character. 

.77 - 

(AE7) Playing Genshin Impact as my favorite 

Genshin Impact character is entertaining. 

.78 - 

*(AE8) I would like to play Genshin Impact as 

other characters that are similar to my favorite 

Genshin Impact character. 

- - 

(AE9) Playing Genshin Impact as my favorite 

Genshin Impact character is exciting. 

.68 - 

(CE1) I would like to analyze my favorite 

Genshin Impact character as a character. 

- .87 

(CE2) I would like to talk about my favorite 

Genshin Impact character with other people. 

- .74 

(CE3) I really thought about my favorite 

Genshin Impact character when playing Genshin 

Impact. 

- .80 

(CE4) I would like to seek out additional 

information about my favorite Genshin Impact 

character. 

- .83 

(CE5) I would replay Genshin Impact as my 

favorite Genshin Impact character. 

- .59 

(CE6) My favorite Genshin Impact character 

made me think. 

- .83 

Cronbach’s α .90 .87 



31 

 
 
 
 
 
 
 

 

Mean 4.69 4.17 

SD .48 .84 

Note. * AE5 and AE8 were removed from the scales as they did not have any factor loadings for 

either dimension. 

 

As stated in the theoretical framework, transmedia behaviors were defined as desirable 

interactive transmedia user behaviors and operationalized using three out of the five video game 

consumption behaviors determined by Badrinarayanan and colleagues (2015, pp. 1048-1049). 

Therefore, the following scales for purchase intention, community engagement and co-production 

were used for transmedia behaviors. 

Purchase intention. Purchase intention was measured based on the scale adapted from 

Badrinarayanan and colleagues (2015, pp. 1048-1049), which measures participants’ likelihood, 

willingness and their intention to buy products related to the game. However, as this research is 

looking at different types of textual behaviors for transmedia behaviors, this scale was adapted by 

having the questions for both in-game virtual item purchases and outside game purchases. The 

outside game purchase questions used similar phrasing to the adapted version of this scale used by 

Abbasi and colleagues (2021, pp. 1199, 1210), who also used this scale for Esports research. 

Therefore, purchase intention will be measured through 6 items and an adapted 5-point Likert-Scale 

(1 = Strongly disagree, 5 = Strongly agree). An example item is ‘I intend to purchase Genshin 

Impact-associated items such as merchandise’. A Varimax rotation Factor analysis identified 2 

dimensions (KMO = .77, p >.001), which can be seen in Table 3.4. 

Table 3.4. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Purchase intention’ 

 
Outside game purchase 

intention  

In-game purchase 

intention 

(IPB1) I intend to purchase in-game virtual 

items in Genshin Impact. 

- .92 

(IPB2) My willingness to buy in-game virtual 

items in Genshin Impact is high. 

- .93 

(IPB3) The likelihood that I would purchase in-

game virtual items in Genshin Impact is high. 

- .94 

(OPB1) I intend to purchase out of game 

Genshin Impact associated items such as 

merchandise. 

.94 - 

(OPB2) My willingness to buy out of game 

Genshin Impact associated items such as 

merchandise is high. 

.95 - 
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(OPB3) The likelihood of me purchasing out of 

game Genshin Impact associated items such as 

merchandise is high. 

.94 - 

Cronbach’s α .95 .93 

Mean 3.41 2.97 

SD 1.35 1.33 

 

Community engagement. Community engagement was measured by an adapted version of 

the scale used by Badrinarayanan and colleagues (2015, pp. 1048-1049) and measured the 

participation of the player in the Genshin Impact community. The items were adapted to fit the 

Genshin Impact community and were measured through three items on a changed to 5-point Likert-

Scale (1 = Strongly disagree, 5 = Strongly agree). An example item is ‘I am an actively participating 

member of the Genshin Impact community’. A Varimax rotation Factor analysis indicates that all 

three items pertain to one dimension (KMO = .71, p >.001), mainly community engagement as seen 

in Table 3.5. 

Table 3.5. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Community engagement’ 

 
Community engagement 

(CB1) Exchanging opinions with members of the Genshin impact 

community is important to me. 

.85 

(CB2) I expect that I will continuously participate in Genshin 

Impact community activities. 

.93 

(CB3) I am an actively participating member of the Genshin Impact 

community. 

.92 

Cronbach’s α .88 

Mean 3.18 

SD 1.16 

 

Co-production. Co-production was measured with the scale used by Badrinarayanan and 

colleagues (2015, pp. 1048-1049) which was adapted for Genshin Impact using similar wording as 

the adaptations done by Abbasi and colleagues (2021, pp. 1199, 1210). It measured the extent to 

which players would participate in the development of Genshin Impact or the creation of material for 

the game. Co-production was measured through four items on a changed to 5-point Likert-Scale (1 = 

Strongly disagree, 5 = Strongly agree). An example item is ‘I like offering my opinion on Genshin 

Impact game or product related development’. A Varimax rotation Factor analysis indicates that all 
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four items pertain to one dimension (KMO = .75, p >.001), mainly Co-production as illustrated in 

Table 3.6. 

Table 3.6. Factor loadings, KMO, reliability, scale score Mean and standard deviation of the two 

factors found for the scale ‘Co-production’ 

 
Co-production 

(CPB1) I enjoy suggesting new ideas for the Genshin Impact game, 

products and service designs. 

.84 

(CPB2) I like suggesting my opinions on the Genshin Impact game and 

product development. 

.90 

(CPB3) I enjoy participating in customer research for the Genshin 

Impact game improvements. 

.80 

(CPB4) I like providing my opinion on problems and improvements for 

Genshin Impact. 

.87 

Cronbach’s α .87 

Mean 3.28 

SD 1.02 

 

3.4. Data collection procedure 

Before starting the survey, participants were informed regarding the nature of the survey. 

This information included that the research was about parasocial relationships with their favorite 

Genshin Impact characters and transmedia behaviors, the duration of the survey and that 

participation is completely voluntary. Additionally, participants were also informed about the 

confidentiality and security of their data as it would be gathered anonymously and solely used for 

academic purposes. Furthermore, participants were asked if they were 18 years or older, if they 

agreed to the terms mentioned prior and would want to continue. If they did not agree with the terms 

or were not at age, they were sent immediately to the end of the survey.  

Participants that agreed first filled in questions regarding Genshin Impact, which included if 

they played the game, how long they have been playing the game, their playstyle and favorite 

character in the game. If they did not remember all the characters in the game, they were provided 

the option to look through a character roster. Additionally, if participants responded that they do not 

play Genshin Impact, they were sent immediately to the end of the survey. The questions that 

followed were regarding their recognizability with their favorite character, the parasocial relationship 

with their favorite character, the enjoyment of their favorite character and about their transmedia 

behaviors. Lastly, they were asked demographical and gaming habits questions, which included 

questions regarding gender, age, country of origin, education, average play time per week and 

preferred game genre. In total the survey took approximately 10 to 15 minutes to complete. 
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3.5. Data analysis 

With consideration towards the goal of the study (i.e., to investigate the relationships 

between multiple constructs and the mechanisms behind them) and the level of measurement of the 

chosen scales being continuous due to the use of Likert-scales, the most suitable methods of data 

analysis for the hypotheses was multiple or hierarchical linear regression analysis and mediation 

analysis.  

Starting with regressions, they are considered suitable analysis methods for the exploration 

of the interrelationships between different constructs and for investigating different potential 

explanations for these relationships (Hayes, 2022, p. 49; Pallant, 2016, pp. 108, 149-150). 

Additionally, they were also found to be fitting for complex real-life scenarios and allow for the 

investigation of overall model predictive power as well as the contribution of specific variables to 

this predictive power (Pallant, 2016, pp. 108, 149-150). Therefore, this data analysis method allowed 

the study to explore if there was an underlying relationship between the constructs as found in 

previous literature, the strength of these relationships, and the contribution of each construct in the 

full conceptual model. Furthermore, utilizing multiple linear regression analysis can also be a 

contingency approach for reducing alternative possibilities such as spurious associations between 

variables in non-experimental or cross-sectional research designs such as the one used in this study 

(Hayes, 2022, pp. 46-49).  

As for the other analysis method, mediation analysis was most suitable for the remaining 

hypotheses of this study which focused on the potential mechanisms behind the relationships. This is 

because mediation analysis is mainly utilized to explore the workings behind the relationship 

between constructs by looking at potential other intervening variables, thus understanding how a 

relationship takes place (Hayes, 2022, pp. 7, 79-80). Therefore, these two analysis methods would 

allow for a comprehensive understanding of the relationship between PSR with transmedia 

characters and transmedia behaviors. 

In short, in order for this study to investigate the relationship between PSR and transmedia 

behaviors, a total of 210 responses were collected through a cross-sectional quantitative survey, 

which was created with reliable existing scales for each construct. This data was analyzed and later 

interpreted by utilizing both multiple or hierarchical linear regression analyses and mediation 

analyses, which were both best suited for understanding the workings behind relationships between 

constructs and providing a clear answer to the research question.   
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4. Results  

4.1. Recognizability and parasocial relationships 

In order to test hypothesis 1, a multiple linear regression analysis was conducted with the 

level of PSR as the dependent variable. Predictors were situational, personality and attitudinal 

recognizability. Analysis results (e.g., beta weights and values for explained variables) can be found 

in Table 4.1. 

Table 4.1. Predictors of PSR 

 Predictors 

 

b* 

Parasocial relationships Attitudinal recognizability 

 

.31*** 

 Personality recognizability 

 

-.13 

 Situational recognizability .18 

  

 

F(3, 205) = 9.81 

  

 

R² = .13 

  p < .001 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

The results illustrated that attitudinal recognizability was found to be a significant, 

moderately strong, positive predictor of PSR, thereby supporting H1c. However, both personality 

recognizability and situational recognizability were found to not have a significant effect on PSR, 

thus rejecting H1a and H1b. 

 

4.2. Predictors of character enjoyment  

For hypotheses 2 and 3, two hierarchical regression analyses were conducted. Beginning 

with hypothesis 2, a hierarchical regression analysis was conducted with the participants’ average 

scores for affective character enjoyment as the dependent variable. Situational, personality and 

attitudinal recognizability were included in the first block, while the level of PSR was added in the 

second block (see Table 4.2 for beta weights and values for explained variance).  

For hypothesis 3, another hierarchical regression analysis was conducted with the 

participants’ average scores for cognitive character enjoyment as the dependent variable. Situational, 

personality and attitudinal recognizability were again included in the first block, while the level of 

PSR was added in the second block (also see Table 4.2 for beta weights and values for explained 

variance). 
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Table 4.2. Predictors of affective and cognitive character enjoyment 

 Predictors 

 

Model 1 b* Model 2 b* 

Affective character 

enjoyment  

Attitudinal recognizability 

 

.06 - .03 

 Personality recognizability 

 

.08 .12 

 Situational recognizability 

 

.07 .01 

 Parasocial relationships  - .31*** 

  

 

F(3, 204) = 2.40 ΔF(1, 203) = 

19.24 

  

 

R² = .03 ΔR² = .08 

  p = .069 p <.001 

Cognitive character 

enjoyment  

Attitudinal recognizability 

 

.39*** .21** 

 Personality recognizability 

 

-.01 .07 

 Situational recognizability 

 

.10 -.00 

 Parasocial relationships  - .59*** 

  

 

F(3, 204) = 18.11 ΔF(1, 203) = 

124.71 

  

 

R² = .21 ΔR² = .30 

  p <.001 p <.001 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

For affective character enjoyment, when situational, personality and attitudinal 

recognizability were used as the predictors, the model was not significant. Thus, higher 

recognizability was not a significant predictor of affective enjoyment of a character. However, when 

PSR was entered in the model in the second block, the resulting model was significantly improved 

and accounted for 11.8% of the variance in affective character enjoyment. PSR was found to be a 

significant, moderately strong, positive predictor of affective character enjoyment. Thus, higher PSR 

was associated with more affective character enjoyment, thereby accepting H2d. However, 

situational, personality, and attitudinal recognizability were again found to not be significant 

predictors of affective character enjoyment. Therefore, H2a, H2b and H2c were rejected. 

For cognitive character enjoyment, when situational, personality and attitudinal 

recognizability were used as the predictors, the model reached significance. Higher attitudinal 

recognizability with a character was found to be a significant, positive and moderately strong 

predictor of cognitive enjoyment of a character. However, personality recognizability and situational 

recognizability were found to not be significant predictors of cognitive character enjoyment. When 
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PSR was entered in the model in the second block, the resulting model was significantly improved 

and accounted for 51.1% of the variance in cognitive character enjoyment. The level of PSR was 

found to be a significant, moderately strong, positive predictor of cognitive character enjoyment. 

Additionally, attitudinal recognizability was still a significant and positive, but weak predictor of 

cognitive character enjoyment. Therefore, higher levels of PSR and attitudinal recognizability were 

associated with more cognitive character enjoyment, thereby accepting H3c and H3d. However, 

personality recognizability and situational recognizability were again found to not be significant 

predictors of cognitive character enjoyment. Thus, rejecting H3a and H3b. 

 

4.3. Predictors of transmedia behaviors- Purchase intention  

Similar to the previous section, for hypotheses 4 and 5 two more hierarchical regression 

analyses were conducted. For hypothesis 4, a hierarchical regression analysis was conducted with the 

participants’ average scores for in-game purchase intention as the dependent variable. Situational, 

personality and attitudinal recognizability were included in the first block, the level of PSR was 

added in the second block and affective as well as cognitive character enjoyment were added in the 

third block. The analysis results (e.g., beta weights and values for explained variance) can be seen in 

Table 4.3.  

Correspondently, for hypothesis 5, another hierarchical regression analysis was conducted 

with the participants’ average scores for outside of game purchase intention as the dependent 

variable. Situational, personality and attitudinal recognizability were again included in the first block, 

the level of PSR that was added in the second block and affective as well as cognitive character 

enjoyment were once more added in the third block (also see Table 4.3 for beta weights and values 

for explained variance). 

 

Table 4.3. Predictors of in-game and outside game purchase intention  

 Predictors 

 

Model 1 b* Model 2 b* Model 3 b* 

In-game 

purchase 

intention  

Attitudinal 

recognizability 

 

.00 - .00 .03 

 Personality 

recognizability 

 

.08 .08 .07 

 Situational 

recognizability 

 

.01 .01 .01 

 Parasocial 

relationships  

- .03 .08 
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 Affective character 

enjoyment  

- - .13 

 Cognitive character 

enjoyment 

- - -.15 

  

 

F(3, 204) = 

.50 

ΔF(1, 203) = .12 ΔF(2, 201) = 

2.35 

  

 

R² = .01 ΔR² = .00 ΔR² = .02 

  p = .680 p = .735 p = .098 

Outside game 

purchase 

intention  

Attitudinal 

recognizability 

 

.08 -.01 -.05 

 Personality 

recognizability 

 

.07 .11 .10 

 Situational 

recognizability 

 

.08 .03 .03 

 Parasocial 

relationships  

- .28*** .19* 

 Affective character 

enjoyment 

- - -.09 

 Cognitive character 

enjoyment 

- - .20* 

  

 

F(3, 204) = 

3.02 

ΔF(1, 203) = 16.14 ΔF(2, 201) = 

2.84 

  

 

R² = .04 ΔR² = .07 ΔR² = .02 

  p = .031 p <.001 p = .061 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

For in-game purchase intention, when situational, personality and attitudinal recognizability 

were used as the predictors, the model was not significant. Thus, higher recognizability was not 

significantly associated with more in-game purchase intentions. Similarly, when PSR was entered in 

the model in the second block, the resulting model did not significantly improve. Furthermore, when 

affective and cognitive character enjoyment were entered in the third block, the resulting model still 

did not significantly improve. Therefore, a players recognizability with a character, PSR with a 

character as well as their affective and cognitive enjoyment of the character were not significant 

predictors of their in-game purchase intentions. Thus, H4a, H4b, H4c, H4d, H4e and H4f were all 

rejected. 

As for outside game purchase intention, when situational, personality and attitudinal 
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recognizability were used as the predictors, the model reached significance. However, neither 

situational, personality or attitudinal recognizability were found to be significant predictors of 

outside game purchase intention. When PSR was entered in the model in the second block, the 

resulting model was significantly improved and accounted for 11.3% of the variance in outside game 

purchase intention. PSR was also found to be a significant and positive, but weak predictor of outside 

game purchase intention. So, stronger PSR with a character was associated with more outside game 

purchase intention, thus accepting H5d. However, situational, personality and attitudinal 

recognizability were still found to not be significant predictors of outside game purchase intention, 

hence the rejection of H5a, H5b and H5c. Additionally, when affective and cognitive character 

enjoyment were entered in the model in the third block, the model did not significantly improve, thus 

also rejecting H5e and H5f. 

 

4.4. Predictors of transmedia behaviors- Community engagement and co-production 

For hypotheses 6 and 7, the last two hierarchical regression analyses were conducted. For 

hypothesis 6, a hierarchical regression analysis was conducted with community engagement as the 

dependent variable. Situational, personality and attitudinal recognizability were included in the first 

block, the level of PSR was added in the second block and affective as well as cognitive character 

enjoyment were added in the third block. Table 4.4 depicts the results of this analysis (e.g., beta 

weights and values for explained variance).  

For hypothesis 7, the final hierarchical regression analysis was conducted with the 

participants’ average scores of co-production as the dependent variable. Situational, personality and 

attitudinal recognizability were again included in the first block, followed by the level of PSR, which 

was added in the second block and lastly, affective as well as cognitive character enjoyment were 

added in the third block. The results of this final hierarchical regression analysis (e.g., beta weights 

and values for explained variance) can also be found in Table 4.4. 

 

Table 4.4. Predictors of community engagement and co-production  

 Predictors 

 

Model 1 b* Model 2 b* Model 3 b* 

Community 

engagement   

Attitudinal 

recognizability 

 

.07 .01 -.07 

 Personality 

recognizability 

 

.21 .24* .21 

 Situational 

recognizability 

 

-.07 -.11 -.11 
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 Parasocial 

relationships  

- .22** .02 

 Affective character 

enjoyment  

- - .02 

 Cognitive character 

enjoyment 

- - .34*** 

  

 

F(3, 204) = 

3.27 

ΔF(1, 203) = 9.53 ΔF(2, 201) = 

6.72 

  

 

R² = .05 ΔR² = .04 ΔR² = .06 

  p = .022 p = .002 p = .001 

Co-production  Attitudinal 

recognizability 

 

.06 .02 -.02 

 Personality 

recognizability 

 

.05 .06 .04 

 Situational 

recognizability 

 

.27* .24* .24* 

 

 

 Parasocial 

relationships  

- .14 -.01 

 Affective character 

enjoyment 

- - .12 

 Cognitive character 

enjoyment 

- - .19* 

  

 

F(3, 204) = 

9.25 

ΔF(1, 203) = 3.78 ΔF(2, 201) = 

3.78 

  

 

R² = .12 ΔR² = .02 ΔR² = .03 

  p <.001 p = .053 p = .025 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

Beginning with community engagement, when situational, personality and attitudinal 

recognizability were used as the predictors, the model reached significance. However, none of these 

recognizability dimensions were found to be significant predictors of the participants’ community 

engagement. However, when PSR was entered in the model in the second block, the resulting model 

was significantly improved, but only accounted for 8.9% of the variance in community engagement. 

Personality recognizability was found to be a significant and positive, but weak predictor of 

community engagement. Additionally, PSR was also found to be a significant and positive, but weak 

predictor of community engagement. However, situational and attitudinal recognizability were still 
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found to not be significant predictors of community engagement. When affective and cognitive 

character enjoyment were entered in the model in the third block, the model was again significantly 

improved and now accounted for 14.6% of the variance in community engagement. However, only 

cognitive character enjoyment was a significant and moderately strong positive predictor of 

community engagement. So, participants with high cognitive enjoyment of a character were 

associated with more community participation. Thus, accepting H6f. As situational, personality and 

attitudinal recognizability as well as PSR and affective character enjoyment were found to not be 

significant predictors of community engagement, H6a, H6b, H6c, H6d and H6e were all rejected. 

As for co-production, when situational, personality and attitudinal recognizability were used 

as the predictors, the model reached significance. While situational recognizability was found to be a 

significant, positive, but weak predictor of co-production, personality and attitudinal recognizability 

were found to not be significant predictors of co-production. However, when PSR was entered in the 

model in the second block, the resulting model was not significantly improved. When affective and 

cognitive enjoyment were entered in the model in the third block, the model did significantly 

improve and accounted for 16.7% of the variance in co-production. Situational recognizability was 

still a significant, positive, but weak predictor of coproduction. Additionally, cognitive character 

engagement was also found to be significant, positive but weak predictor of co-production. 

Therefore, higher situational recognizability and cognitive enjoyment of a character were associated 

with higher participation in co-production behaviors. Thus, H7a and H7f were accepted. On the other 

hand, personality recognizability, attitudinal recognizability, PSR and affective character enjoyment 

were not significant predictors of co-production, thereby rejecting H7b, H7c, H7d and H7e. 

 

4.5. Enjoyment as mediator  

Lastly, in order to test H8 and H9 regarding the mediation role of enjoyment, a collection of 

mediation analyses was conducted with PSR as the independent variable, cognitive or affective 

enjoyment as potential mediators and each dimension of transmedia behaviors (i.e., in-game 

purchase intention, outside game purchase intention, community engagement and co-production) as 

the dependent variables. 

 

Table 4.5. PSR as predictor of transmedia behaviors  

 Predictor 

 

b* 

In-game purchase intention  Parasocial relationships  .05 

  

 

F(1, 208) = .60 

  

 

R² = .00 

  p = .439 
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Outside game purchase intention Parasocial relationships .32*** 

  F(1, 208) = 23.26 

  R² = .10 

  p < .001 

Community engagement  Parasocial relationships .23*** 

  F(1, 208) = 11.92 

  R² = .05 

  p < .001 

Co-production  Parasocial relationships  .22** 

  F(1, 208) = 10.16 

  R² = .05 

  p = .002 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

In step 1 of the mediation model, four simple linear regressions analyses were conducted, 

ignoring the mediator, with PSR as the independent variable and transmedia behaviors (i.e., in-game 

purchase intention, outside game purchase intention, community engagement and co-production) as 

the respective dependent variables. The result of these analyses (e.g., beta weights and values for 

explained variance) can be found in Table 4.5.  

PSR was found to be a significant predictor of outside game purchase intention, community 

engagement and co-production, thus supporting that there is direct effect of the independent variable 

on the different dependent variables. However, PSR was not a significant predictor of in-game 

purchase intention. Therefore, there is no mediation effect on the relationship between PSR and in-

game purchase intention, which rejects H8a and H9a as well as omitting in-game purchase intention 

from the remaining steps of the mediation analysis. 

 

Table 4.6. PSR as predictor of character enjoyment  

 Predictor 

 

b* 

Affective character enjoyment  Parasocial relationships  .33*** 

  

 

F(1, 207) = 24.56 

  

 

R² = .12 
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  p < .001 

Cognitive character enjoyment  Parasocial relationships  .67** 

  F(1, 207) = 170.82 

  R² = .45 

  p < .001 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

For step 2 of the mediation model, two more simple linear regressions analyses were 

conducted with PSR as the independent variable and affective or cognitive character enjoyment as 

the respective dependent variables. Table 4.6 illustrates the result of these analyses (e.g., beta weights 

and values for explained variance).  

Based on these results, the regression of PSR on both potential mediators, mainly affective 

and cognitive character enjoyment, were also significant.    

 

Table 4.7. PSR and affective character enjoyment as predictors of transmedia behaviors 

 Predictors 

 

b* 

Outside game purchase intentions  Parasocial relationships  

 

.34*** 

 Affective character enjoyment -.06 

  

 

F(2, 206) = 11.86 

  

 

R² = .10 

  p <.001 

Community engagement  Parasocial relationships  

 

.21** 

 Affective character enjoyment .07 

  F(2, 206) = 6.42 

  R² = .06 

  p = .002 

Co-production Parasocial relationships  

 

.17* 

 Affective character enjoyment .15* 
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  F(2, 206) = 7.43 

  R² = .07 

  p < .001 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001 

 

For the last 2 steps of the mediation model with affective character engagement as the 

potential mediator, three multiple regression analyses were conducted with each respective 

transmedia behavior (i.e., outside game purchase intention, community engagement and co-

production) as the dependent variable. The predictors for every analysis were PSR and affective 

character enjoyment (see Table 4.7 for beta weights and values for explained variance).  

While controlling for PSR, the mediator (affective character enjoyment) was found to not 

have a significant influence on outside game purchase intention and community engagement. 

Therefore, affective character enjoyment does not mediate the relationship between PSR and outside 

game purchase intentions or between PSR and community engagement, which rejects H8b and H8c.  

However, the mediator (affective character enjoyment), controlling for PSR, did have a 

significant influence on co-production. Additionally, while controlling for affective character 

enjoyment, PSR was also found to be a significant, positive but weak predictor of co-production. 

Hence, affective character enjoyment partially mediates the relationship between PSR and co-

production, thus accepting H8d. 

 

Table 4.8. PSR and cognitive character enjoyment as predictors of transmedia behaviors 

 Predictors 

 

b* 

Outside game purchase intentions  Parasocial relationships  

 

.18* 

 Cognitive character enjoyment .21* 

  

 

F(2, 206) = 14.69 

  

 

R² = .13 

  p < .001 

Community engagement  Parasocial relationships  

 

-.01 

 Cognitive character enjoyment .36*** 

  F(2, 206) = 14.40 

  R² = .12 
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  p < .001 

Co-production Parasocial relationships  

 

.02 

 Cognitive character enjoyment .29** 

  F(2, 206) = 10.36 

  R² = .09 

  p < .001 

Note. Significance levels: * p < .05, ** p < .01, *** p < .001. 

 

Lastly, for the final 2 steps of the mediation model with cognitive character engagement as 

the potential mediator, three more multiple regression analyses were conducted with each respective 

transmedia behavior (i.e., outside game purchase intention, community engagement and co-

production) as the dependent variables again. The predictors for every analysis were PSR and 

cognitive character enjoyment. Table 4.8 depicts the results of these analyses (e.g., beta weights and 

values for explained variance).  

While controlling for PSR, the mediator (cognitive character enjoyment) was found to have a 

significant influence on all the transmedia behavior dependent variables (outside game purchase 

intention, community engagement and co-production). Additionally, while controlling cognitive 

character enjoyment, PSR was found to be a significant, positive, but weak predictor of outside game 

purchase intention. Hence, cognitive character enjoyment partially mediates the relationship between 

PSR and outside game purchase intention. 

Furthermore, while controlling cognitive character enjoyment, PSR was also found to not be 

a significant predictor of community engagement or co-production. Therefore, cognitive character 

enjoyment fully mediates the relationship between PSR and community engagement as well as the 

relationship between PSR and co-production. Based on these results, H9b, H9c and H9d were all 

accepted. An overview of the results for all the hypotheses evaluations discussed in this chapter can 

be found in Table 4.9.  

 

Table 4.9. Overview hypotheses evaluations 

Hypothesis Accepted or rejected 

H1 Parasocial relationships with Genshin Impact characters 

increases with a) situational, b) personality and c) 

attitudinal recognizability with the character. 

a) Rejected 

b) Rejected 

c) Accepted 
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H2 Affective character enjoyment increases with a) 

situational, b) personality, and c) attitudinal 

recognizability with the character as well as d) parasocial 

relationship with the character.  

a) Rejected 

b) Rejected 

c) Rejected 

d) Accepted 

H3 Cognitive character enjoyment increases with a) 

situational, b) personality, and c) attitudinal 

recognizability with the character as well as d) parasocial 

relationship with the character. 

a) Rejected 

b) Rejected 

c) Accepted 

d) Accepted 

H4 In-game purchase intention increases with a) situational, 

b) personality, c) attitudinal recognizability and d) 

parasocial relationship with the character as well as 

decreases with e) affective and f) cognitive character 

enjoyment. 

a) Rejected 

b) Rejected 

c) Rejected 

d) Rejected 

e) Rejected 

f) Rejected 

H5 Outside game purchase intention increases with a) 

situational, b) personality, c) attitudinal recognizability 

and d) parasocial relationship with the character as well as 

e) affective and f) cognitive character enjoyment. 

a) Rejected 

b) Rejected 

c) Rejected 

d) Accepted 

e) Rejected 

f) Rejected 

H6 Community engagement increases with a) situational, b) 

personality, c) attitudinal recognizability and d) parasocial 

relationship with the character as well as e) affective and 

f) cognitive character enjoyment. 

a) Rejected 

b) Rejected 

c) Rejected 

d) Rejected 

e) Rejected 

f) Accepted 

H7 Co-production increases with a) situational, b) personality, 

c) attitudinal recognizability and d) parasocial relationship 

with the character as well as e) affective and f) cognitive 

character enjoyment. 

a) Accepted 

b) Rejected 

c) Rejected 

d) Rejected 

e) Rejected 

f) Accepted 
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H8 Affective character enjoyment mediates the relationship 

between parasocial relationships and a) in-game purchase 

intentions, b) outside game purchase intention, c) 

community engagement and d) co-production.  

a) Rejected 

b) Rejected 

c) Rejected 

d) Accepted 

H9 Cognitive character enjoyment mediates the relationship 

between parasocial relationships and a) in-game purchase 

intentions, b) outside game purchase intention, c) 

community engagement and d) co-production. 

a) Rejected 

b) Accepted 

c) Accepted 

d) Accepted 
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5. Discussion and conclusion  

The aim of this study was to investigate the impact that PSR with transmedia characters has 

on the transmedia success of a franchise by enticing the players to engage in more transmedia 

behaviors. Therefore, it researched the intensity of the PSR between players of the successful game 

Genshin Impact and their favorite Genshin Impact character, how much this relationship directly and 

indirectly impacted players’ transmedia behaviors as well as the role that recognizability and 

character enjoyment played in this relationship. Thus, this final chapter starts by discussing the main 

findings found during this research, followed by a section regarding the implications of these 

findings, the limitations of the study and areas for future research. Finally, the chapter concludes by 

answering the research question and a conclusion that summarizes the key take aways from the 

study. 

 

 5.1. Discussion of general findings  

This study tested nine different hypotheses surrounding the relationships between the 

constructs recognizability, PSR, character enjoyment and transmedia behaviors (i.e., in-game 

purchase intention, outside game purchase intention, community engagement and co-production). 

The first hypothesis (H1a, H1b and H1c) investigated the relationship between the three dimensions 

of recognizability (i.e., situational, personality and attitudinal recognizability) and PSR with Genshin 

Impact characters. Both situational and personality recognizability were found to not have a 

significant influence on PSR, which were against the expectations of H1a and H1b. According to 

Giles (2023, pp. 40-42), the new digital era has brought distinct media affordances which can shape 

the development of different types of PSR. Therefore, games can bring their own affordances as well 

as other character appeal aspects, such as their gameplay elements (e.g., playstyle and immersion), 

that could impact the development of PSR (Nguyen et al., 2023, section 3; Välisalo, 2023, p. 71). 

Thus, it could be that situational and personality recognizability do not play as significant a role in 

the development of this type of PSR compared to other factors shaped by the affordances of Genshin 

Impact.  

On the other hand, attitudinal recognizability was found to have a significant, positive and 

moderately strong influence on the participants’ PSR with their favorite Genshin Impact character, 

which confirmed H1c and is in accordance with previous literature. Attitudinal recognizability can be 

defined as a sense of familiarity with the opinions, thought processes, decisions and morals of the 

character on the screen (Żerebecki et al., in press, p. 15). This matches well with elements of the 

similar concept attitudinal homophily, which includes similarities in attitudes, values and beliefs 

(Hall, 2019, p. 96; Munnukka & Reinikainen, 2023, p. 362; Tukachinsky et al., 2020, p. 872). 

Therefore, this finding falls in line with previous research where homophily, especially attitudinal 

homophily, was found to be a strong antecedent of PSR (Liebers & Schramm, 2019, pp. 14-15; 

Tukachinsky et al., 2020, pp. 870-872, 881; Walter et al., 2023, pp. 127-136). 
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The second (H2a- H2d) and third hypothesis (H3a- H3d) investigated the relationship 

between recognizability, PSR and two dimensions of character enjoyment, mainly affective and 

cognitive character enjoyment. The relationship of situational and personality recognizability with 

affective and cognitive character enjoyment were all found to be insignificant, thus rejecting H2a, 

H2b, H3a and H3b. These findings contradict previous literature of homophily having a positive 

association with enjoyment because it made the interaction processes smoother and more pleasurable 

(Carvalho, 2024, pp. 1093-1094; Tukachinsky et al., 2020, pp. 870-872). Additionally, the 

relationship between attitudinal recognizability and affective character enjoyment was also found to 

be insignificant and against expectations of H2c. However, it was found to have a positive, but weak 

influence on cognitive character enjoyment, thus accepted H3c and corresponds with previous 

literature where homophily in terms of values, morals, attitude and opinions, was found to have a 

positive effect on enjoyment (Carvalho, 2024, pp. 1094, 1101-1102; Fu et al., 2018, pp. 91, 96). 

According to Nabi and Krcmar (2004, p. 297), each dimension of enjoyment is influenced by 

different factors and are impacted by these factors in separate manners. Therefore, while attitudinal 

recognizability with the character had a significant relationship with the cognitive enjoyment of the 

character, this factor was not as impactful on the affective enjoyment of the character. Furthermore, 

other variables such as player motivation and player type were also found to have significant impact 

on game enjoyment (Kneer et al., 2022, pp. 429, 437; Mekler et al., 2014, p. 930). Thus, considering 

the final significant model for affective character enjoyment only accounted for 11.8% of the 

variance in the variable, it could be that other variables that were not included in this study could 

have more significant impact on affective character enjoyment and cognitive character enjoyment 

than the dimensions of recognizability. 

Additionally, in line with previous research, PSR was also found to have a positive and 

moderately strong impact on both affective and cognitive character enjoyment potentially due to 

PSR’ ability to strengthen these exposure effects, thus meeting the expectations of H2d and H3d. 

(Hall, 2019, pp. 88, 91; Krakowiak, 2023, p. 207; Nabi & Krcmar, 2004, p. 295). In other words, a 

strong PSR with a Genshin Impact character is an important factor for increasing the enjoyment of 

that Genshin Impact character.  

One of the more unexpected findings in the study was that the fourth hypothesis (H4a- H4f) 

regarding the relationship between recognizability, PSR, character enjoyment and in-game purchase 

intention was completely rejected. In other words, none of the former three concepts had any 

significant impact on in-game purchase intention. One potential theoretical reason for this could be 

that other variables such as attitude and subjective norms could play bigger roles in in-game purchase 

intentions as these have been shown to strongly impact this behavior (Hamari, 2015, pp. 301, 305-

306). According to Hamari (2015, p. 301), attitudes towards free-to-play game business models are 

primarily negative as it breaks the immersion of the game, leads to unequal player standings or the 

purposeful degradation of the game. This includes attitudes towards Genshin Impact as investing in 
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the free-to-play game has been stigmatized by the community to the extent of players being scorned 

or bullied for their spending behaviors, especially in English speaking regions where most of the 

sample is from (Jiang, 2022, para. 2, 36-41). Therefore, it could be that the overarching negative 

attitude towards spending money in the gacha system and the negative subjective norms of the 

community related to spending in the game could have a stronger influence on in-game purchasing 

than character enjoyment, PSR or recognizability with the character. In other words, the costs for 

engaging in in-game purchase behaviors are significantly higher than the gains of engaging in this 

behavior. Furthermore, transmedia engagement is not a static phenomenon and can change over time 

(Evans, 2019, pp. 153, 172). While the form of response (i.e., PSR) can remain the same and 

maintain the engagement with the franchise beyond its official conclusion, the types of behaviors that 

participants engage with do change over time as they move from one category to the another 

depending on the circumstances. Therefore, it could also be possible that while participants still have 

strong PSR with their favorite Genshin Impact characters after playing the game for a long duration, 

they could have moved away from in-game purchase behaviors to other types of behaviors. 

The remaining transmedia behaviors (i.e., outside game purchase intention, community 

engagement and co-production) were also investigated with the fifth (H5a- H5f), sixth (H6a- H6f) 

and seventh hypothesis (H7a- H7f) regarding their relationship with recognizability, PSR and 

character enjoyment. Similarly to the previous hypotheses, most of the recognizability dimensions 

did not have a significant relationship with any of the remaining transmedia behaviors. The 

relationship between situational recognizability and outside game purchase intention as well as 

community engagement were found to be insignificant, which were against expectations of H5a and 

H6a. However, its relationship with co-production was positive and weak, which accepts H7a. 

Furthermore, both personality recognizability and attitudinal recognizability were found to have 

insignificant associations with outside game purchase intention, community engagement and co-

production, which reject H5b, H5c, H6b, H6c, H7b and H7c. 

As previously discussed, players can have multiple reasons to like a game character beyond 

recognizability (Välisalo, 2023, p. 71). Thus, they can also engage with the character or the franchise 

for different reasons beyond the sense of familiarity with their favorite character or have multiple 

favorites depending on the main aspect being requested (e.g., favorite gameplay or favorite lore 

character). Moreover, all the final significant models for the transmedia behaviors accounted for less 

than 20.0% of the variance in the variables. Therefore, it could be that recognizability was not one of 

the determining factors for participants to invest in outside game purchases or participating in the 

community relating to their favorite Genshin Impact character. 

Moreover, according to previous literature surrounding communities, homophily was found 

to be a positive influence on community engagement and co-production because high similarity 

between the members increased trust and ease of socializing (Nohutlu et al., 2022, pp. 634-635). 

However, as mentioned before, this is perceived similarity between members rather than between 
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player and character. Furthermore, while avatar identification can have a positive relationship with 

participation, an avatar and a playable character are two distinct elements in games that can result in 

different experiences (Blom, 2023, pp. 43-44; Teng, 2017, pp. 603, 607). An avatar is a full 

extension of the player in the game. In contrast, a playable character can be controlled by the player, 

but has its own independent personality, goals and intentions (Blom, 2023, pp. 43-44). Therefore, it 

could be that the impact of identification with avatars to fit in a social group is different from the 

impact of identification with a playable character. 

The most important and interesting finding in this study was the relationship between PSR 

and the transmedia behaviors (i.e., outside game purchase intention, community engagement and co-

production) as well as the mediating role of character enjoyment, which was investigated with the 

final two hypotheses of this study (H8a- H8d and H9a- H9d). With the hierarchical regression 

analyses, PSR was only found to have a positive and weak influence on outside game purchase 

intention, thus falling in line with H5d and previous research where PSR positively impacted 

purchase intention by reducing resistance to persuasion (Liebers & Schramm, 2019, p. 15; 

Munnukka & Reinikainen, 2023, pp. 360-364; Tukachinsky et al, 2020, pp. 876, 887). Additionally, 

this relationship was found to be partially mediated by cognitive character enjoyment, thus accepting 

H9b and corresponding with the relationship of PSR and enjoyment described in the transmedia 

engagement model (Evans, 2019, pp. 102-103, 199, 125). However, based on the other findings from 

the hierarchical regression analyses, PSR did not have a significant direct relationship with either 

community engagement or co-production, thus rejecting H6d and H7d. But, an indirect effect of PSR 

with the character on both community engagement and co-production was found through the 

mediation analyses. Cognitive character enjoyment was found to fully mediate the relationship 

between PSR and community engagement, thus accepting H9c. Similarly, cognitive character 

enjoyment was also found to fully mediate the relationship between PSR and co-production, 

confirming H9d. Furthermore, this was also the only relationship that was partially mediated by 

affective character enjoyment as there was no mediation found for the other transmedia behaviors, 

thus meeting the expectations of H8d and rejecting H8a, H8b and H8c. In other words, PSR does 

have an effect on all the remaining transmedia behaviors (i.e., outside game purchase intention, 

community engagement and co-production), either directly or indirectly through cognitive character 

enjoyment and in the case of co-production both cognitive and affective character enjoyment. Which 

again falls in line with the relationships found between these three components of the transmedia 

engagement model (Evans, 2019, pp. 35-37, 50-51). 

As for the findings regarding the relationship of enjoyment and the transmedia behaviors 

found through the hierarchical regressions analyses, both affective and cognitive character enjoyment 

were found to not have significant impact on outside game purchase intention, which contradicts the 

expectations of H5e and H5f. Moreover, affective character enjoyment also had no significant 

influence on community engagement or co-production, thus also rejecting H6e and H7e. As 
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previously stated, there are different factors that can impact purchase intention such as attitude and 

trust (Hamari, 2015, pp. 301, 305-306; Chiu et al., 2009, p. 766). Additionally, studies have also 

found that regular participation in the community also has and impact on other behaviors such as co-

production because these active members are already aware of the potential benefits of participation 

and that it enhances the experience, thus leading to more active participation (Fernandes & Remelhe, 

2016, p. 322; Ghazali et al., 2019, pp. 653, 661). Therefore, there are also relationships between the 

different transmedia behaviors that were not explored in this study that could potentially have an 

influence on the resulting findings. 

In contrast to affective character enjoyment, the results illustrated that cognitive character 

enjoyment did have a positive and moderately strong effect on community engagement and a 

positive and weak effect on co-production. Thus, corresponding to the expectations of H6f and H7f 

and previous literature regarding participation in communities being primarily motivated by the 

search for fun experiences with social or cognitive satisfaction (Afi & Ouiddad, 2021, pp. 379-380; 

Bilro & Loureiro, 2023, p. 71; Fernandes & Remelhe, 2016, p. 317). This primary motivation for 

participation can also explain the difference in impact of affective and cognitive character 

enjoyment. According to Afi and Ouiddad (2021, pp. 374, 379-380), hedonic motivations are 

comprised of enjoyment through helping others or altruism and through the process of solving 

challenges, which relate more with the cognitive dimension of enjoyment that involve judgements 

and personal evaluations than the affective dimension involving emotions (Nabi & Krcmar, 2004, pp. 

292-297). 

In short, the most important finding in this study was that PSR with Genshin Impact 

characters was found to have a direct or indirect effect on most of the studied transmedia behaviors, 

thus making PSR and important factor for transmedia characters to meet their goal of enticing 

consumers to engage in more transmedia behaviors. Additionally, depending on the behavior, this 

relationship can be influenced by the level of character enjoyment, especially cognitive character 

enjoyment as the findings illustrated that enjoyment was a mediator for the relationship between PSR 

and most of the studied transmedia behaviors. Therefore, a transmedia character should also be 

cognitively enjoyable in order to reach its goal in the transmedia approach. Another key finding was 

that none of the investigated concepts (i.e., recognizability, PSR and character enjoyment) had a 

significant impact on in-game purchase intention for the gacha game Genshin Impact. This 

contradicts previous literature from Woods (2022, pp. 10-13) regarding the role of PSR in player 

motivation to invest in the gacha system and depicts the complexities behind player intentions for 

investing in gacha games with other factors such as attitude and subjective norm potentially playing 

more important role in in-game purchase intentions (Hamari, 2015, pp. 301, 305-306). Lastly, the 

final key finding of this study illustrates that recognizability with game characters may be more 

complex than with movie or show characters because of the additional affordances such as playstyle 

(Nguyen et al., 2023, section 3; Välisalo, 2023, p. 71). However, they also illustrate that attitudinal 
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recognizability, which has a positive relationship with both PSR and cognitive character enjoyment, 

may have further implications on the relationship between PSR, character enjoyment and by 

extension the transmedia behaviors. 

 

5.2. Academic and practical implications  

As the field of transmedia characters is still relatively new to academia, the findings of this 

study provided significant value to the field (Blom, 2023, p.12-13). This study has demonstrated that 

a character-driven approach to transmedia studies, through strategies such as the Tsuguhiko anime 

media mix, is a significant lens for the field. The findings illustrate that transmedia characters can 

play a key role in the success of transmedia strategies by increasing engagement with the different 

manifestations of the franchise such as merchandise and community participation (Steinberg, 2012, 

pp. 142, 148, 160). Additionally, the findings provide better insights into the mechanisms used by 

these characters, mainly the extent to which PSR with the character and cognitive enjoyment of the 

character shape their success in enticing more transmedia engagement in gacha games.  

The findings also provide further support for the transmedia engagement model developed 

by Evans (2019, pp. 34-37). This model was developed to enable researchers to understand how 

transmedia engagement functioned as well as identify the elements of this engagement experience 

more precisely with four components. Based on this model, the three components of form, type and 

cost all have an impact on each other and together shape engagement experiences (Evans, 2019, pp. 

34-37). Thus, PSR (i.e., the form of response), transmedia behaviors (i.e., the type of behavior) and 

character enjoyment (i.e., a portion of the cost) should share significant relationships with one 

another while character enjoyment also plays the role of a mediator. This was mostly reflected in the 

findings as PSR was found to have both a direct and indirect effect through primarily cognitive 

character enjoyment on the different transmedia behaviors.  

Another implication for academia is in the field of game studies, specifically for gacha 

games. According to Woods (2022, pp. 10-13), because of strong relationships and affection players 

have for a character, they are more willing to invest into the gacha system for that character. 

However, the findings of this study illustrated that these investments may also happen beyond the 

gacha system in the form of merchandise and participation in the community related to the character 

or franchise. While the results of the study also contradicted the findings made by Woods (2022, p. 

10-13) regarding the role of PSR as a motivator for investment in the gacha system, they did provide 

further insight into a potential reason behind the widespread success of gacha games such as Genshin 

Impact in the gaming market (GameRefinery, 2022, para. 1, 2; Lakić et al., 2023, pp. 1-2). Mainly, 

PSR with the game characters may motivate investment in the franchise as a whole. 

Lastly for academic implications, it further expands the knowledge regarding the new 

construct recognizability. As a recently developed scale, recognizability required further exploration 

in terms of its relationship with other variables in different contexts (Żerebecki et al., in press, p. 19). 
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Therefore, this study provides insights into the impact of recognizability in the context of gacha 

game characters, which illustrated that developing a bond with game characters can be more complex 

potentially due to their additional affordances such as playstyle (Nguyen et al., 2023, section 3; 

Välisalo, 2023, p. 71). However, it also illustrated that attitudinal recognizability may play an 

integral role in the relationship between PSR, character enjoyment and by extension transmedia 

behaviors.  

The study also provides value for the business perspective as the findings illustrated that 

characters are capable of driving transmedia strategies if done correctly. Strong relationships with 

characters can motivate players to invest into the franchise in the form of outside game purchase 

intention and participation in the community through enjoyment. While merchandise sales can 

directly increase revenue, community participation is also a valuable tool for companies as they 

provide different benefits including strengthening consumer relationships and gaining useful insight 

directly from consumers (Fernandes & Remelhe, 2016, p. 314; Nohutlu et al., 2022, pp. 632-633). 

Therefore, this study can be leveraged as an argument for utilizing characters in future transmedia 

strategies. Moreover, the findings also provide game developers with some guidance in terms of the 

elements that they would need to focus on in order for the transmedia character to succeed in enticing 

audiences. Based on the findings, if game developers want to utilize characters for transmedia 

strategies, they would need to place more attention and importance on the development of PSR with 

their game characters as well as developing characters that are enjoyable for the audience because it 

makes them think about and evaluate them based on their behaviors, decisions and morals throughout 

the game.   

 

5.3. Strengths, limitations and future research  

As with any research, this study had its share of limitations that need to be discussed. While 

the study did have a total of 210 participants from the Genshin Impact community from varying 

countries, these were mainly from the Western region of players. As mentioned in the sample 

description, this was expected as Reddit was used as the main channel for distribution, which is not 

the channel that the players of the Eastern region tend to use (Hammas & Bielawski, 2023, para. 2, 3, 

7). A large portion of the Genshin Impact player base is from the Eastern region, which were not 

represented in this sample due to their use of other channels. Furthermore, while it was not the most 

important element for this study, the dispersion method of the survey (e.g., through a character 

specific Reddit channel) also skewed the data as that specific character from the Reddit was chosen 

more often than the rest. Therefore, these limitations make the findings less generalizable to the full 

Genshin Impact community, but also introduces and avenue for future research. Mainly, conducting 

this study again with the Eastern region player base or a more complete representation of the full 

player base.  
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Another limitation for this study was the exclusion of specific variables or relationships 

between variables that were found in previous research because of scope. As this study had limited 

time and resources, some elements needed to be cut in order to keep it within the realm of feasibility. 

This included cutting the contextual elements related to the cost component of the transmedia 

engagement model and excluding the receptive transmedia behaviors that audiences can engage in 

(Evans, 2019, pp. 52-52, 112-119, 125). As illustrated in the findings, every element used from the 

transmedia engagement model had a significant association with one another. Therefore, there is a 

possibility that contextual factors such as social and environmental dynamics also had significant 

relationships with the different behaviors or together with enjoyment, mediated the relationship 

between PSR and transmedia behaviors. Thus, including these contextual elements in future studies 

could provide more insight into the mechanisms behind engagement and their role in the success of 

transmedia characters.  

Similarly, this study mainly focused on interactive behaviors due to scope and because these 

behaviors are preferred by transmedia practitioners as measurements for the success of a transmedia 

approach (Evans, 2019, p. 55-61), However, audiences can also engage in receptive behaviors (e.g., 

watching or reading reviews) and also tend to understand engagement with content as receptive 

behaviors (Evans, 2019, p. 74). Therefore, it could be that stronger PSR with a character does lead to 

more transmedia behaviors, but more in the receptive category. Therefore, future research can also 

include or focus on receptive behaviors in order to get a more complete picture of the impact of PSR 

with a character on transmedia engagement. 

Lastly, as mentioned in the methodological section, there are also some research design 

limitations. The first limitation is that some of the scales were slightly adapted for this study by 

adjusting their Likert-scale sizes, which could impact the validity of the results. The second was the 

choice to focus solely on the Genshin Impact community, which can make the results not as 

generalizable to other games or other game genres besides gacha games.   

Next to limitations, the research also introduced different directions for future research 

relating to transmedia characters, PSR with transmedia game characters and gacha game in-game 

purchase intention. Firstly, findings depicted a potential relationship between attitudinal 

recognizability, PSR and cognitive character enjoyment as attitudinal recognizability had a positive 

influence on both these variables. Therefore, future research can further investigate the impact of 

attitudinal recognizability on PSR and cognitive character enjoyment as well as potential 

implications for transmedia behaviors. This may provide more insight into the mechanisms behind a 

successful transmedia character.  

Secondly, the findings of the fourth hypothesis contradict existing qualitative literature 

regarding relationships with characters being a motivator for spending in gacha games and opens an 

avenue for further research into the complexity of players spending behaviors in gacha games 

(Woods, 2022, pp. 10-13). According to Hamari (2015, pp.301, 305-306), attitude and subjective 
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norms play crucial roles in the virtual in-game purchase intention of players, especially in free-to-

play game business models. Therefore, future research can expand on literature regarding the 

antecedents of in-game gacha purchase intentions by looking at variables such as attitude and 

subjective norm on top of other potential motivators used in this study such as PSR.  

Lastly, previous literature also pointed at potential relationships between the different 

transmedia behaviors, especially between community engagement and co-production as well as the 

changing nature of the engagement behaviors (Evans, 2019, pp. 153, 172; Fernandes & Remelhe, 

2016, p. 322; Ghazali et al., 2019, pp. 653, 661). Both theories can play a role in how PSR with a 

character impacts transmedia behaviors as both provide more insight into the different variables that 

make up the ability of transmedia characters to entice their audiences. Thus, further research could 

investigate these relationships by including the relationships between transmedia behaviors or by 

conducting a longitudinal survey on the impact of PSR on transmedia behaviors over a chosen period 

of time. 

  

5.4. Answer to the research question  

In a character-driven transmedia era, it has become important to understand the role of 

transmedia characters in the success of different transmedia strategies implemented by companies in 

order to increase revenue by enticing consumers to engage more with the franchise regardless of 

medium. Therefore, this study set out to answer the research question: To what extent does the 

player's parasocial relationship with Genshin Impact game characters affect the success of Genshin 

Impact’s transmedia practices by engaging players in more transmedia behaviors? 

The key findings of the study found that PSR had both a significant positive direct effect as 

well as a partially mediated positive indirect effect through cognitive character enjoyment on outside 

purchase intention. Additionally, PSR was also found to have fully mediated indirect effect through 

cognitive character enjoyment on both community engagement and co-production. Therefore, to 

answer the research question, a player's PSR with Genshin Impact characters has a direct and indirect 

effect through cognitive character enjoyment on their transmedia behaviors. In other words, strong 

relationships between the player and in-game transmedia characters in Genshin Impact can entice 

these players to engage in more transmedia behaviors, which includes investing in merchandise, 

participating in the Genshin Impact community and producing content in relation to the game. Thus, 

transmedia characters can positively affect the success of these transmedia strategies and therefore, 

should also be considered as a potential approach for companies in future transmedia endeavors as 

well as a more prominent field of interest in transmedia literature. 

 

5.5. Conclusion  

Through the lens of the Tsuguhiko anime media mix, where characters are the focal point of 

transmedia expansions, the research began with extensive literature review on the different concepts 
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of recognizability, PSR, character enjoyment and transmedia behaviors which led to the development 

of a conceptual framework with nine hypotheses. This framework utilized the transmedia 

engagement model as the foundation for understanding the different concepts involved in 

engagement and expanded upon it with recognizability as a potential antecedent. Afterwards, data 

was collected through a quantitative survey and later analyzed with various multiple and hierarchical 

linear regression analyses as well as mediation analyses, which allowed the study to thoroughly 

investigate the relationships between the chosen constructs.  

All in all, based on the literature review and findings of the research, this study firstly 

illustrated that transmedia characters can entice players to engage more with the franchise through 

their PSR and enjoyment of the character in the case of Genshin Impact. Thus, these characters can 

play an important role in the success of transmedia practices and should be taken into consideration 

when studying transmedia or planning a transmedia business strategy. Secondly, the study also 

illustrated that transmedia characters may be playing a role in the success of gacha games such as 

Genshin Impact as they entice players to engage with the franchise beyond only in-game 

investments, which also needs further research in regards to the motivations behind them beyond 

PSR. Finally, the study also showed that games bring many affordances and complexities that can 

impact different concepts such as recognizability and PSR. Therefore, there is still research to be 

done in the field of games, transmedia characters and transmedia practices in order to get a clearer 

understanding of how these concepts work and relate to one another in game franchises.  
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Appendix A: Survey  

Master thesis- Genshin Impact survey 
 

Start of Block: Consent 

 

Introduction Hello and welcome to my survey!  

 

I am a Master’s student in the program Media & Business at Erasmus University and I am currently 

writing my Master's thesis, which is a case study on the game Genshin Impact. It is about how a 

player's favorite Genshin Impact character effects their transmedial (outside of the game) behaviors 

towards the game.  

 

During the survey you will be asked to answer questions about your relationship with the game, 

your favorite character and relationship with that character, and your behaviors both in and outside 

of the game. The survey will end with some final questions about yourself. There are no right or 

wrong answers and your responses are highly appreciated. 

 

The research form is completely anonymous and all data will remain confidential. The data 

collected is intended solely for research purposes related to my Master thesis, will be stored safely 

and will not be shared with third parties.  

 

To finish this survey, you need approximately 10 minutes. Note that participation is completely 

voluntary and you can, at any moment in time and for any reason, decide to withdraw your 

participation. In order to participate in the survey, you need to be at least 18 years old.  If you have 

any questions, feel free to email me at FavCharacterImpact@gmail.com. 

 

Consent By clicking the "I consent" button, you acknowledge that you understand the information 

above, that you are at least 18 years old and that you consent to willingly participating in this study. 

o I consent (1)  

o I do not consent (2)  

 

Skip To: End of Survey If Consent = I do not consent 

End of Block: Consent 
 

Start of Block: Plays the game  
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Play.Genshin Do you play the game Genshin Impact?  

o Yes, I actively play the game (1)  

o Yes, but on-and-off (2)  

o No, I do not play the game (3)  

 

Skip To: End of Survey If Play.Genshin = No, I do not play the game 

End of Block: Plays the game  
 

Start of Block: Genshin Impact information 

Playstyle.Genshin Which of the following playstyle resonates most with the way you like to play 

Genshin Impact? 

o Competitive-oriented playstyle: Mainly focusses on progressing the game and building the 

most suitable teams to progress in the game (including spiral abyss).  (1)  

o Character-oriented playstyle: Mainly playing for the characters and engaging with the 

game for specific characters.  (2)  

 

 

TimePlaying.Genshin How long have you been playing Genshin Impact (in years)? 

________________________________________________________________ 
 

End of Block: Genshin Impact information 
 

Start of Block: Favorite character 

Intro.roster.view Genshin Impact currently (March 2024) has 81 playable characters available. In the 

following section you will be asked to perform the most difficult task in this survey:  

 

Picking your favorite playable character from this roster.  

 

But first, would you like to brush up on all the playable characters available? 

o Yes, I would like to look at the character roster (1)  

o No, I already know who my favorite character is (2)  

 

Skip To: Favoritecharacter If Intro.roster.view = No, I already know who my favorite character is 
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Page Break  

Preview intro The following page will show every playable Genshin Impact currently available 

(March 2024) organized as following: Travelers, Pyro, Hydro, Anemo, Electro, Dendro, Cryo, and 

Geo. 

Once you are done going through the roster, click the next (right arrow) button to take on the 

challenge of choosing your favorite character from this roster.   

character overview 1 Travelers 

 
 

 

character overview 2 Pyro characters  
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character overview 3 Hydro characters 

 

 

 

character overview 4 Anemo characters 

 

 

 

character overview 5 Electro characters 
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character overview 6 Dendro characters 

 

 

character overview 7 Cryo characters  

 

 

character overview 8 Geo characters  
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Page Break  

Favoritecharacter Who is your favorite Genshin Impact character? 

▼ Aether (Male traveler) (1) ... Zhongli (81) 

 

End of Block: Favorite character 
 

Start of Block: Recognizability 

Personality.recog The following statements are about your sense of familiarity with 

${Favoritecharacter/ChoiceGroup/SelectedChoices}. 

 

Please indicate to what degree you agree with the following statements. 

 Strong

ly 

disagr

ee 

Disagr

ee  

Some

what 

disagr

ee  

Neither 

agree 

nor 

disagree  

Somew

hat 

agree  

Agree  

Strong

ly 

agree  

I recognize the personality traits of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as traits that I have. (1)  

1 2 3 4 5 6 7 

I recognize the weaknesses of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as weaknesses that I 

have. (2)  

1 2 3 4 5 6 7 

I recognize myself in 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}. (3)  

1 2 3 4 5 6 7 

I recognize the strengths of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as strengths that I have. 

(4)  

1 2 3 4 5 6 7 

I recognize the behaviors of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as behaviors that I could 

show. (5)  

1 2 3 4 5 6 7 

 

 

Page Break  
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Situation.recog Please indicate to what degree you agree with the following statements 

 Strong

ly 

disagr

ee 

Disagr

ee  

Some

what 

disagr

ee  

Neither 

agree 

nor 

disagree  

Somew

hat 

agree  

Agree  

Stron

gly 

agre

e  

I recognize the situations that 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} encounters as situations 

that could also happen to me. (1) 

1 2 3 4 5 6 7 

I recognize the past experiences of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as similar to my past 

experiences. (2) 

1 2 3 4 5 6 7 

I recognize the problems that 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} has as the problems that 

I could have. (3) 

1 2 3 4 5 6 7 

I recognize the places, in which I see 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as the places I could be 

in. (4) 

1 2 3 4 5 6 7 

I recognize my life in the life of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}. (5) 

1 2 3 4 5 6 7 

I recognize the topics that 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} discusses with others as 

the topics I could discuss with other 

people in my life. (6) 

1 2 3 4 5 6 7 

I recognize the life changes 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} experiences as life 

changes that could happen to me. (7) 

1 2 3 4 5 6 7 

 

 

Page Break  
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Attitude.recog Please indicate to what degree you agree with the following statements. 

 Strong

ly 

disagr

ee 

Disagr

ee  

Some

what 

disagr

ee  

Neither 

agree 

nor 

disagree  

Somew

hat 

agree  

Agree  

Stron

gly 

agre

e  

I recognize 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}'s approach to life as an 

approach to life that I have. (1) 

1 2 3 4 5 6 7 

I recognize 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}'s opinions about what is 

good and bad as opinions I have. (2) 

1 2 3 4 5 6 7 

I recognize the solutions to problems 

of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as solutions I could 

follow. (3) 

1 2 3 4 5 6 7 

I recognize 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}'s opinions about other 

people as opinions I have. (4) 

1 2 3 4 5 6 7 

I recognize the thought processes 

before decisions of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as thought processes I 

have. (5) 

1 2 3 4 5 6 7 

I recognize 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices}'s opinions about social 

problems as opinions I have. (6) 

1 2 3 4 5 6 7 

I recognize the decisions of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as decisions that I could 

make. (7) 

1 2 3 4 5 6 7 

I recognize the reactions to stressful 

situations of 

${Favoritecharacter/ChoiceGroup/Sele

ctedChoices} as reactions that I could 

1 2 3 4 5 6 7 
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have. (8) 

 

End of Block: Recognizability 
 

Start of Block: Parasocial relationship 

ParasocialRelations The following statements are about the relationship you have 

with ${Favoritecharacter/ChoiceGroup/SelectedChoices}. 

Please state to what degree you agree with the following statements  

 Very 

stron

gly 

disag

ree 

Stron

gly 

Disag

ree  

Dis

agr

ee  

Some

what 

disagr

ee  

Neither 

agree 

nor 

disagree 

Some

what 

agree  

Agr

ee  

Stron

gly 

agre

e 

Very 

stron

gly 

agre

e 

I like to imagine 

${Favoritecharacter/ChoiceGroup

/SelectedChoices} as someone I 

know personally. (1) 

1 2 3 4 5 6 7 8 9 

I often feel like 

${Favoritecharacter/ChoiceGroup

/SelectedChoices} is someone I 

know and care about. (2) 

1 2 3 4 5 6 7 8 9 

I like to talk to others about what 

${Favoritecharacter/ChoiceGroup

/SelectedChoices} is like as a 

person. (3) 

1 2 3 4 5 6 7 8 9 

Seeing 

${Favoritecharacter/ChoiceGroup

/SelectedChoices} is like seeing a 

good friend. (4) 

1 2 3 4 5 6 7 8 9 

I like to talk to talk to others 

about what we would have done 

if we were 

${Favoritecharacter/ChoiceGroup

/SelectedChoices}. (5) 

1 2 3 4 5 6 7 8 9 

I'm often fascinated by 

${Favoritecharacter/ChoiceGroup

/SelectedChoices} as a person. (6) 

1 2 3 4 5 6 7 8 9 

End of Block: Parasocial relationship 
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Start of Block: Enjoyment 

Affective.enjoy The following statements are about your enjoyment of playing the game 

as ${Favoritecharacter/ChoiceGroup/SelectedChoices}. 

Please state to what degree you agree with the following statements 

 Strongl

y 

disagre

e 

Somewh

at 

disagree 

Neither 

agree 

nor 

disagre

e 

Somewh

at agree 

Strongl

y agree 

I enjoyed playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (1) 

1 2 3 4 5 

I liked playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (2) 

1 2 3 4 5 

I had a good time playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (3) 

1 2 3 4 5 

It made me happy to play Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (4) 

1 2 3 4 5 

I would not recommend playing Genshin 

Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} to others. (5) 

1 2 3 4 5 

I felt good playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (6) 

1 2 3 4 5 

Playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} is entertaining. (7) 

1 2 3 4 5 
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I would like to play Genshin Impact as other 

characters that are similar to 

${Favoritecharacter/ChoiceGroup/SelectedChoices}. 

(8) 

1 2 3 4 5 

Playing Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedChoices} 

is exciting. (9) 

1 2 3 4 5 

 

Cognitive.enjoy Please state to what degree you agree with the following statements. 

 Strongl

y 

disagre

e 

Somewh

at 

disagree 

Neither 

agree 

nor 

disagre

e 

Somewh

at agree 

Strongl

y agree 

I would like to analyze 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} as a character. (1) 

1 2 3 4 5 

I would like to talk about 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} with other people. (2) 

1 2 3 4 5 

I really thought about 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} when playing Genshin Impact. (3) 

1 2 3 4 5 

I would like to seek out additional information 

about 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (4) 

1 2 3 4 5 

I would replay Genshin Impact as 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices}. (5) 

1 2 3 4 5 

${Favoritecharacter/ChoiceGroup/SelectedCh

oices} made me think. (6) 
1 2 3 4 5 
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End of Block: Enjoyment 

 

Start of Block: Transmedia behaviors 

Inpurchint.behavior The following statements are about your purchasing behaviors related to 

Genshin Impacts. 

Please state to what degree you agree with the following statements. 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I intend to purchase in-game virtual 

items in Genshin Impact. (1) 
1 2 3 4 5 

My willingness to buy in-game virtual 

items in Genshin Impact is high. (2) 
1 2 3 4 5 

The likelihood that I would purchase in-

game virtual items in Genshin Impact is 

high. (3) 

1 2 3 4 5 

 

outpurchint.behavior Please state to what degree you agree with the following statements. 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I intend to purchase out of game 

Genshin Impact associated items such as 

merchandise. (1) 

1 2 3 4 5 

My willingness to buy out of game 

Genshin Impact associated items such as 

merchandise is high. (2) 

1 2 3 4 5 

The likelihood of me purchasing out of 

game Genshin Impact associated items 

such as merchandise is high. (3) 

1 2 3 4 5 

 

 

Page Break  
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community.behavior The following statements are about your community engagement behaviors 
related to Genshin Impacts. 
Please state to what degree you agree with the following statements. 
 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

Exchanging opinions with members of 

the Genshin impact community is 

important to me. (1) 

1 2 3 4 5 

I expect that I will continuously 

participate in Genshin Impact 

community activities. (2) 

1 2 3 4 5 

I am an actively participating member of 

the Genshin Impact community. (3) 
1 2 3 4 5 

 

 

Page Break  

coproduce.behavior The following statements are about your content co-production behaviors 

related to Genshin Impacts. 

Please state to what degree you agree with the following statements. 

 Strongly 

disagree 

Somewhat 

disagree 

Neither 

agree 

nor 

disagree 

Somewhat 

agree 

Strongly 

agree 

I enjoy suggesting new ideas for the 

Genshin Impact game, products and 

service designs. (1) 

1 2 3 4 5 

I like suggesting my opinions on the 

Genshin Impact game and product 

development. (2) 

1 2 3 4 5 

I enjoy participating in customer 

research for the Genshin Impact game 

improvements. (3) 

1 2 3 4 5 
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I like providing my opinion on problems 

and improvements for Genshin Impact. 

(4) 

1 2 3 4 5 

 

End of Block: Transmedia behaviors 
 

Start of Block: Demographics  

Gender What gender do you identify as? 

o Male (1)  

o Female (2)  

o Non-binary / Third gender (3)  

o Other (4)  

o Prefer not to say (5)  

 

 

Age What is your age in years? 

________________________________________________________________ 
 

 

 

country What is your country of origin? 

▼ Afghanistan (1) ... Zimbabwe (1357) 
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education What is the highest level of education that you have completed? 

o Primary education (1)  

o Secondary education (2)  

o Bachelor's or equivalent level (3)  

o Master's or equivalent level (4)  

o Doctoral or equivalent level (5)  

o Other (6) __________________________________________________ 

 

 

HoursPlayed How many hours do you spent playing games a week? 

________________________________________________________________ 
 

PrefferedGenre What is you preferred type of games to play? (multiple answers possible) 

▢ Action/ Adventure games (1)  

▢ Sports games (2)  

▢ Role-playing games (3)  

▢ Strategy games (4)  

▢ Simulation games (5)  

▢ Puzzle games (6)  

▢ Shooter games (7)  

▢ Racing games (8)  

▢ Fighting games (9)  
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Appendix B: SPSS outputs 

B.1. Filtering/ cleaning outputs 
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B.2. Sample description and data statistics 
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84 
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B.3. Factor analysis Recognizability  

 

Rotated Component Matrixa 

 

Component 

1 2 3 

(AR2) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

[QID12-ChoiceGroup-

SelectedChoices]'s 

opinions about what is 

good and bad as opinions I 

have. 

.786   

(AR4) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

[QID12-ChoiceGroup-

SelectedChoices]'s 

opinions about other 

people as opinions I have. 

.754   

(AR3) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the solutions to problems 

of [QID12-ChoiceGroup-

SelectedChoices] as 

solutions I could follow. 

.734  .360 
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(AR7) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the decisions of [QID12-

ChoiceGroup-

SelectedChoices] as 

decisions that I could 

make. 

.717   

(AR6) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

[QID12-ChoiceGroup-

SelectedChoices]'s 

opinions about social 

problems as opinions I 

have. 

.662 .378  

(AR5) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the thought processes 

before decisions of 

[QID12-ChoiceGroup-

SelectedChoices] as 

thought processes I have. 

.519 .508  

(SR6) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the topics that [QID12-

ChoiceGroup-

SelectedChoices] discusses 

with others as the topics I 

could discuss with other 

people in my life. 

.409 .324  
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(PR1) The following 

statements are about your 

sense of familiarity with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

indicate to what degree 

you agree with the 

following statements. - I 

recognize the personality 

traits of [QID12-

ChoiceGroup-

SelectedChoices 

 .815  

(PR3) The following 

statements are about your 

sense of familiarity with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

indicate to what degree 

you agree with the 

following statements. - I 

recognize myself in 

[QID12-ChoiceGroup-

SelectedChoices]. 

 .761 .452 

(PR5) The following 

statements are about your 

sense of familiarity with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

indicate to what degree 

you agree with the 

following statements. - I 

recognize the behaviors of 

[QID12-ChoiceGroup-

SelectedChoices] as beha 

.339 .631  
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(PR2) The following 

statements are about your 

sense of familiarity with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

indicate to what degree 

you agree with the 

following statements. - I 

recognize the weaknesses 

of [QID12-ChoiceGroup-

SelectedChoices] as wea 

 .621 .373 

(PR4) The following 

statements are about your 

sense of familiarity with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

indicate to what degree 

you agree with the 

following statements. - I 

recognize the strengths of 

[QID12-ChoiceGroup-

SelectedChoices] as stre 

 .581 .399 

(AR1) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

[QID12-ChoiceGroup-

SelectedChoices]'s 

approach to life as an 

approach to life that I 

have. 

.437 .532  

(SR2) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the past experiences of 

[QID12-ChoiceGroup-

SelectedChoices] as 

similar to my past 

experiences. 

  .754 
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(SR3) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the problems that [QID12-

ChoiceGroup-

SelectedChoices] has as 

the problems that I could 

have. 

  .747 

(SR1) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the situations that [QID12-

ChoiceGroup-

SelectedChoices] 

encounters as situations 

that could also happen to 

me. 

  .703 

(SR5) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

my life in the life of 

[QID12-ChoiceGroup-

SelectedChoices]. 

 .476 .625 

(SR4) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the places, in which I see 

[QID12-ChoiceGroup-

SelectedChoices] as the 

places I could be in. 

.330  .548 

(SR7) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the life changes [QID12-

ChoiceGroup-

SelectedChoices] 

experiences as life changes 

that could happen to me. 

.307 .338 .539 
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(AR8) Please indicate to 

what degree you agree 

with the following 

statements. - I recognize 

the reactions to stressful 

situations of [QID12-

ChoiceGroup-

SelectedChoices] as 

reactions that I could have. 

.370 .371 .372 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. 
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B.4. Reliability analysis- Attitudinal recognizability  

 

 
 

  



92 

 
 
 
 
 
 
 

 
B.5. Reliability analysis- Personality recognizability  
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B.6. Reliability analysis- Situational recognizability  
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B.7. Factor analysis- Parasocial relationships  

 

Component Matrixa  

 

Component  

1  

(PSR4) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - Seeing 

[QID12-ChoiceGroup-

SelectedChoices] is like 

seeing a good friend. 

.863  

(PSR2) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - I often feel 

like [QID12-ChoiceGroup-

SelectedChoices] is 

someone I know an 

.850  

(PSR3) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - I like to talk 

to others about what 

[QID12-ChoiceGroup-

SelectedChoices] is 

.774  
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(PSR1) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - I like to 

imagine [QID12-

ChoiceGroup-

SelectedChoices] as 

someone I know pe 

.774  

(PSR6) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - I'm often 

fascinated by [QID12-

ChoiceGroup-

SelectedChoices] as a 

person. 

.713  

(PSR5) The following 

statements are about the 

relationship you have with 

[QID12-ChoiceGroup-

SelectedChoices]. Please 

state to what degree you 

agree with the following 

statements. - I like to talk 

to talk to others about 

what we would have done 

if we were 

.619  

Extraction Method: Principal 

Component Analysis. 

 

a. 1 components extracted.  

 

  



96 

 
 
 
 
 
 
 

 
B.8. Reliability analysis- Parasocial relationships  
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B.9. Factor analysis- Character enjoyment  

 
 

Rotated Component Matrixa 

 

Component 

1 2 

(AE3) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - I had a good 

time playing Genshin Impact as 

[QID12-ChoiceGroup-Selec 

.923  

(AE1) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - I enjoyed 

playing Genshin Impact as [QID12-

ChoiceGroup-SelectedChoic 

.912  

(AE2) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - I liked 

playing Genshin Impact as [QID12-

ChoiceGroup-SelectedChoices 

.879  

(AE7) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - Playing 

Genshin Impact as [QID12-

ChoiceGroup-SelectedChoices] is 

ent 

.784  
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(AE6) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - I felt good 

playing Genshin Impact as [QID12-

ChoiceGroup-SelectedCho 

.768  

(AE4) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - It made me 

happy to play Genshin Impact as 

[QID12-ChoiceGroup-Select 

.766  

(AE9) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - Playing 

Genshin Impact as [QID12-

ChoiceGroup-SelectedChoices] is 

exc 

.675  

Affective.enjoy_5R   

(AE8) The following statements are 

about your enjoyment of playing the 

game as [QID12-ChoiceGroup-

SelectedChoices]. Please state to 

what degree you agree with the 

following statements. - I would like 

to play Genshin Impact as other 

characters that are sim 

  

(CE1) Please state to what degree 

you agree with the following 

statements. - I would like to analyze  

[QID12-ChoiceGroup-

SelectedChoices] as a character. 

 .871 
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(CE4) Please state to what degree 

you agree with the following 

statements. - I would like to seek out 

additional information about 

[QID12-ChoiceGroup-

SelectedChoices]. 

 .833 

(CE6) Please state to what degree 

you agree with the following 

statements. - [QID12-ChoiceGroup-

SelectedChoices] made me think. 

 .831 

(CE3) Please state to what degree 

you agree with the following 

statements. - I really thought about 

[QID12-ChoiceGroup-

SelectedChoices] when playing 

Genshin Impact. 

 .800 

(CE2) Please state to what degree 

you agree with the following 

statements. - I would like to talk 

about  [QID12-ChoiceGroup-

SelectedChoices] with other people. 

 .739 

(CE5) Please state to what degree 

you agree with the following 

statements. - I would replay Genshin 

Impact as [QID12-ChoiceGroup-

SelectedChoices]. 

 .586 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 iterations. 
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B.10. Reliability analysis- Affective character enjoyment  
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B.11. Reliability analysis- Cognitive character enjoyment  
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B.12. Factor analysis- Purchase intention  
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B.13. Reliability analysis- In-game purchase intention  
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B.14. Reliability analysis- Outside game purchase intention  
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B.15. Factor analysis- Community engagement  
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B.16. Reliability analysis- Community engagement  
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B.17. Factor analysis- Co-production  
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B.18. Reliability analysis- Co-production  
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B.20. Scale scores  

 

B.21. Multiple regression analysis- Hypothesis 1  
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B.22. Hierarchical regression analysis- Hypothesis 2 
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B.23. Hierarchical regression analysis- Hypothesis 3 
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B.23. Hierarchical regression analysis- Hypothesis 4 
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B.24. Hierarchical regression analysis- Hypothesis 5 
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B.25. Hierarchical regression analysis- Hypothesis 6 
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117 

 
 
 
 
 
 
 

 
B.26. Hierarchical regression analysis- Hypothesis 7 
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B.28. Mediation analysis step 1: PSR and in-game purchase intention 

 
  



119 

 
 
 
 
 
 
 

 
B.29. Mediation analysis step 1: PSR and outside game purchase intention 

 
 

B.30. Mediation analysis step 1: PSR and community engagement 
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B.31. Mediation analysis step 1: PSR and co-production 

 
 

B.32. Mediation analysis step 2: PSR and affective character enjoyment 
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B.33. Mediation analysis step 2: PSR and cognitive character enjoyment 

 
 

B.34. Mediation analysis step 3 and 4: PSR, affective character enjoyment and outside game 

purchase intention 
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B.35. Mediation analysis step 3 and 4: PSR, affective character enjoyment and community 

engagement 

 
 

B.36. Mediation analysis step 3 and 4: PSR, affective character enjoyment and co-production 
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B.37. Mediation analysis step 3 and 4: PSR, cognitive character enjoyment and outside game 

purchase intention 

 
 

B.37. Mediation analysis step 3 and 4: PSR, cognitive character enjoyment and community 

engagement 
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B.37. Mediation analysis step 3 and 4: PSR, cognitive character enjoyment and co-production 

 
  


