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Abstract:  

 This study investigates how personal branding, content quality, and digital interaction 

influence audience engagement and examines whether parasocial closeness mediates these 

relationships among viewers of Windah Basudara’s YouTube channel. A quantitative explanatory 

design was applied through a cross-sectional survey of 160 eligible viewers residing in Greater 

Tangerang. Respondents were selected using purposive sampling. The proposed model was analyzed 

with Partial Least Squares Structural Equation Modeling (PLS-SEM) in SmartPLS 4 using 10,000 

bootstrap subsamples. All direct paths were positive and significant. Parasocial closeness was the 

strongest direct predictor of audience engagement (β = 0.391), whereas personal branding was the 

strongest antecedent of parasocial closeness (β = 0.394). Parasocial closeness significantly mediated 

the effects of personal branding (βindirect = 0.154), content quality (βindirect = 0.120), and digital 

interaction (βindirect = 0.117), indicating complementary partial mediation. The study is cross-

sectional and limited to one creator and one urban Indonesian context. Creators should combine a 

distinctive identity, consistently valuable content, and meaningful interaction to strengthen perceived 

closeness. The study integrates three creator-controlled antecedents and positions parasocial 

closeness as the psychological mechanism linking them to audience engagement in an Indonesian 

gaming-creator context. 
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INTRODUCTION  

 Digital video platforms have transformed audiences from passive receivers into participants 

who can watch, comment, share, join live chats, and organize around creator-centered communities. 

Consequently, the performance of a YouTube channel cannot be understood solely through subscriber 

or view counts. Audience engagement increasingly reflects whether viewers cognitively, emotionally, 

and behaviorally participate in the relationship surrounding a creator and the content they produce 

(Gajardo & Costera, 2023). This development is particularly relevant in the creator economy, where 

individual creators function as recognizable person-brands and sustain attention through recurring 

content and interaction. 

 Gaming content provides an especially useful setting for examining this process. Unlike highly 

standardized information content, gaming videos and livestreams expose viewers to a creator’s humor, 

spontaneous reactions, communication style, competence, and interactions with other players and 

viewers. Such repeated exposure can create familiarity and a sense of psychological proximity. Windah 

Basudara is a prominent Indonesian gaming creator whose channel combines entertainment, gameplay, 

expressive communication, livestreaming, and community-oriented interaction. The case therefore 

offers an appropriate context for examining how creator-related stimuli become audience responses. 

 Prior research suggests that influencer and creator characteristics matter for engagement. 

Personal branding can make a public figure recognizable, differentiated, credible, and authentic. 

Influencer credibility and social attractiveness have been associated with followers’ attitudes and 

behavioral responses (Belanche et al., 2021), while influencer-related mechanisms may also operate 

through parasocial processes rather than only through direct persuasion (Farivar et al., 2021). Content 

characteristics are likewise important: useful, relevant, entertaining, and aesthetically appealing 

content can stimulate engagement and relationship outcomes (Bazi et al., 2023; Cheung et al., 2022). 

Digital interaction may further reduce perceived distance by allowing viewers to encounter comments, 

live chats, acknowledgements, and community communication. 

 However, evidence on direct relationships does not fully explain why audiences become 

engaged. A creator may have a strong identity, produce attractive content, and interact frequently, yet 

viewers can differ in the extent to which they feel psychologically close to that creator. Parasocial 

theory provides a useful explanation for this gap. Parasocial relationships describe perceived bonds 

with mediated figures despite the absence of ordinary reciprocal interpersonal relationships. Recent 

research shows that influencer attributes, repeated exposure, and mediated communication can 

cultivate parasocial relationships that subsequently affect behavioral outcomes (Aw et al., 2023; 

Balaban et al., 2022; Tyrväinen & Karjaluoto, 2025). 

 The present study therefore proposes parasocial closeness as a mediating mechanism rather 

than treating it only as an antecedent or outcome. The model integrates personal branding, content 

quality, and digital interaction as creator-related antecedents; audience engagement as the behavioral 
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outcome; and parasocial closeness as the psychological pathway connecting them. This integration 

addresses a gap in research on Indonesian gaming creators, where studies have more frequently 

examined particular content, motivations, or descriptive communication phenomena than a unified 

structural model of creator strategies, psychological closeness, and engagement. 

 Accordingly, this study asks whether personal branding, content quality, and digital interaction 

directly influence audience engagement and parasocial closeness; whether parasocial closeness 

influences engagement; and whether parasocial closeness mediates the three antecedent-engagement 

relationships. The study contributes by explaining not only whether engagement occurs but also how 

creator-controlled stimuli may become sustained audience participation through perceived 

psychological closeness. 

LITERATURE REVIEW 

 The proposed framework is informed by the Stimulus-Organism-Response (S-O-R) logic, in 

which external stimuli influence internal states that subsequently shape behavioral responses. In the 

present model, personal branding, content quality, and digital interaction operate as stimuli; parasocial 

closeness represents the internal psychological state; and audience engagement represents the response. 

The model is also compatible with uses-and-gratifications perspectives because audiences actively 

select media that provide entertainment, information, social connection, and other desired 

gratifications. 

 

Personal Branding 

 Personal branding refers to the strategic process through which an individual develops and 

communicates a distinctive identity that differentiates them from others. In the context of the creator 

economy, a strong personal brand is associated with recognizable characteristics, authenticity, 

credibility, consistency, and a unique personal identity that enables audiences to distinguish and 

evaluate a creator (Labrecque et al., 2011; Dolbec & Smith, 2025). Previous studies have also 

demonstrated that the credibility and characteristics of social media personalities can influence 

followers’ attitudes and behavioral responses (Belanche et al., 2021). Therefore, a coherent and 

recognizable personal brand may encourage viewers to continue following and participating in a 

creator's channel. Moreover, repeated exposure to a creator's distinctive personality can foster 

familiarity and strengthen parasocial relationships with the audience (E. Aw & Chuah, 2021; Aw et al., 

2023 

 

Content Quality 

 Content quality refers to audiences' perceptions of the value and overall presentation of content 

provided by a creator. In social media environments, content characteristics such as relevance, 

usefulness, entertainment value, creativity, and aesthetic presentation can influence how audiences 

respond to and engage with content (Cheung et al., 2022; Bazi et al., 2023). High-quality content may 

encourage audiences to consume content repeatedly and participate through activities such as watching, 

commenting, sharing, and interacting. Repeated exposure to valuable and appealing content may also 
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provide audiences with more opportunities to become familiar with a creator's communication style 

and personality. Consequently, content quality may influence audience engagement directly while also 

contributing indirectly to engagement through the development of parasocial closeness (Aw et al., 

2023; Chen et al., 2021). 

 

Digital Interaction 

 Digital interaction refers to communication and interaction between creators and audiences 

through digital platform features, including comments, livestreaming, live chats, community posts, and 

other forms of online communication. Social media platforms provide interactive affordances that 

enable audiences to participate actively rather than merely consume media content (Gajardo & Costera, 

2023). Perceived responsiveness and interaction with a creator may increase audiences' sense of social 

presence and reduce the perceived distance between the creator and viewers. Previous research has 

shown that interactions and social media communication can contribute to the development of 

parasocial relationships between audiences and mediated personalities (Aw et al., 2023; Farivar et al., 

2021). Therefore, when viewers perceive that a creator actively communicates with and involves the 

community, they may become more willing to participate and develop stronger psychological closeness 

to the creator.  

 

Parasocial Closeness 

 Parasocial closeness refers to an audience member’s perceived sense of familiarity, emotional 

connection, and psychological proximity to a media personality or content creator despite the absence 

of a conventional face-to-face interpersonal relationship. The concept originates from parasocial 

interaction theory, which explains how audiences may develop a perceived relationship with mediated 

personalities through repeated exposure and communication (Horton & Wohl, 1956). In contemporary 

digital environments, social media and video-sharing platforms provide audiences with repeated 

opportunities to observe creator’s personalities, communication styles, daily activities, and 

interactions, potentially strengthening feelings of familiarity and perceived closeness. Recent studies 

indicate that parasocial relationships have become particularly relevant in social media influencer and 

creator contexts. Aw & Chuah (2021) found that characteristics associated with social media 

influencers can facilitate the development of parasocial relationships between influencers and 

followers. Similarly, Aw et al. (2023) demonstrated that interactions and audience perceptions of social 

media influencers can contribute to the cultivation of parasocial relationships. Through repeated 

exposure to a creator, audiences may gradually perceive the creator as familiar and psychologically 

accessible, even though the relationship remains predominantly one-sided. 

In the context of YouTube, parasocial closeness may develop when viewers repeatedly watch 

a creator's videos, become familiar with the creator's personality, and perceive a sense of connection 

through mediated communication. Features such as livestreaming, comments, and community 

interaction may further support the perception of accessibility and social presence. Farivar et al. 

(2021) emphasized the importance of parasocial relationships in explaining how audiences respond 
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to social media influencers, while Sokolova & Kefi (2020) also demonstrated the relevance of 

parasocial interaction in digital influencer environments. Parasocial closeness is particularly 

important because perceived psychological proximity may influence audiences' subsequent attitudes 

and behavioral responses. Recent research suggests that stronger parasocial relationships can 

encourage greater involvement and engagement with mediated personalities (Aw et al., 2023; 

Tyrväinen & Karjaluoto, 2025). Therefore, in this study, parasocial closeness is positioned as a 

psychological mechanism that connects creator-related characteristics namely personal branding, 

content quality, and digital interaction with audience engagements. 

 

METHOD 

 This study employed a quantitative explanatory research design to examine the relationships 

between personal branding, content quality, digital interaction, parasocial closeness, and audience 

engagement. Explanatory research was considered appropriate because the study aimed to test the 

proposed relationships among variables and explain the mechanisms through which personal branding, 

content quality, and digital interaction influence audience engagement. In particular, the study 

examined parasocial closeness as a mediating variable in the relationship between the three 

independent variables and audience engagement. A cross-sectional survey design was used, in which 

data were collected from respondents at a single point in time. This design was appropriate for 

examining respondents' perceptions of the relationships among the proposed variables without 

conducting repeated measurements over different periods. Cross-sectional designs are commonly used 

in quantitative survey research to investigate associations among variables within a particular period 

(Creswell, 2023). 

 The population of this study consisted of viewers of Windah Basudara's YouTube channel who 

reside in Greater Tangerang. Greater Tangerang includes Tangerang City, Tangerang Regency, and 

South Tangerang City. Because the exact number of Windah Basudara's viewers in Greater Tangerang 

could not be determined, the population was treated as an unknown or indefinite population. The 

sample size was determined using the inverse square root method, which has been recommended for 

estimating the minimum sample size in PLS-SEM research (Kock & Hadaya, 2018; Hair et al, 2022). 

This approach considers the minimum path coefficient expected to be statistically significant. Using a 

prospective approach with a minimum expected path coefficient of 0.20, a statistical power of 80%, 

and a significance level of 5%, the minimum sample size was determined to be approximately 155 

respondents. Therefore, this study used 160 respondents, which exceeded the minimum sample 

requirement. 

 The respondents were selected using non-probability sampling with a purposive sampling 

technique. Purposive sampling was used because the study required respondents who possessed 

specific characteristics relevant to the research objectives. The eligibility criteria were: (1) residing in 

Greater Tangerang, including Tangerang City, Tangerang Regency, or South Tangerang City; (2) 

having watched or followed content from Windah Basudara's YouTube channel; (3) being familiar 

with Windah Basudara's YouTube channel; and (4) being willing to participate voluntarily in the study. 

These criteria were applied to ensure that respondents had sufficient experience and familiarity with 
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the research object. Primary data were collected using a structured questionnaire distributed to eligible 

respondents. The questionnaire was designed to measure five latent constructs: personal branding, 

content quality, digital interaction, parasocial closeness, and audience engagement. The measurement 

items were developed based on the conceptual definitions and relevant literature related to each 

construct and were adapted to the context of Windah Basudara's YouTube channel. 

 Personal branding was measured through respondents' perceptions of the creator's distinctive 

identity, consistency, authenticity, reputation, and ability to build trust. Content quality was assessed 

based on the perceived relevance, informativeness, attractiveness, clarity, audiovisual quality, and 

consistency of the content. Digital interaction reflected the extent to which respondents perceived 

communication and interaction between the creator and the audience through digital platform features, 

such as comments, livestreaming, and community interaction. Parasocial closeness was measured by 

assessing respondents' perceived familiarity, emotional connection, and psychological proximity to the 

creator. Audience engagement reflected the extent of viewers' involvement and participation in relation 

to the YouTube channel. All measurement items were assessed using a Likert-type scale. 

 The proposed research model was analyzed using Partial Least Squares Structural Equation 

Modeling (PLS-SEM) with SmartPLS 4. PLS-SEM was selected because the study involved multiple 

latent variables and examined both direct and indirect relationships within a mediation model. The 

analytical procedure consisted of two main stages: evaluation of the measurement model and 

evaluation of the structural model. The measurement model was evaluated to assess the reliability and 

validity of the constructs. The evaluation included indicator reliability, internal consistency reliability, 

convergent validity, and discriminant validity. Indicator reliability was assessed using outer loadings, 

whereas internal consistency reliability was evaluated using Cronbach's alpha and composite 

reliability. Convergent validity was assessed using the Average Variance Extracted (AVE). 

Discriminant validity was evaluated to determine whether each construct was empirically distinct from 

the other constructs. 

After establishing the adequacy of the measurement model, the structural model was evaluated 

to examine the hypothesized relationships among the constructs. The assessment included collinearity 

diagnostics, path coefficients, the coefficient of determination (R²), and hypothesis testing. The 

significance of the direct and indirect relationships was assessed using the bootstrapping procedure 

in SmartPLS. The mediation effects of parasocial closeness were examined by analyzing the indirect 

effects of personal branding, content quality, and digital interaction on audience engagement through 

parasocial closeness. A mediation effect was considered significant when the bootstrapping results 

indicated that the indirect effect was statistically significant. The type of mediation was subsequently 

interpreted by considering the significance and direction of both the direct and indirect effects, 

following the recommendations for mediation analysis in PLS-SEM (Hair et al, 2022). 

RESULTS AND DISCUSSION 

 A total of 160 valid responses were included in the final analysis. The respondents consisted of 

viewers of Windah Basudara's YouTube channel residing in Greater Tangerang. The sample included 

respondents from Tangerang Regency, Tangerang City, and South Tangerang City. The respondents 
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were predominantly female, accounting for 53.8% of the sample, while male respondents accounted 

for 46.2%. Most respondents were between 22 and 25 years old (48.1%), followed by respondents aged 

17-21 years (31.3%), 26-30 years (18.8%), and 31-35 years (1.9%). The respondents were relatively 

evenly distributed across the three areas of Greater Tangerang: Tangerang City accounted for 33.8%, 

while Tangerang Regency and South Tangerang City each accounted for 33.1%. 

 Regarding YouTube usage, most respondents reported using YouTube for one to two hours per 

day (42.5%). This was followed by respondents who used YouTube for less than one hour per day 

(32.5%), three to four hours per day (18.8%), and more than four hours per day (6.3%). These 

characteristics indicate that the respondents had regular exposure to YouTube as a digital video 

platform. The analysis supported the adequacy of the reflective measurement model after the reliability 

and validity evaluation. 

  

Measurement Model Assessment 

 The reflective measurement model was evaluated before testing the structural relationships 

among the constructs. The assessment included indicator reliability, internal consistency reliability, 

convergent validity, and discriminant validity. The results of the PLS Algorithm indicated that all 

indicators met the recommended threshold for indicator reliability. The outer loading values ranged 

from 0.704 to 0.836, indicating that all indicators adequately represented their respective latent 

constructs. Therefore, no indicators were removed from the final measurement model. Internal 

consistency reliability was assessed using Cronbach's alpha, composite reliability (rho_A), and 

composite reliability (rho_C). All constructs demonstrated satisfactory reliability because the values 

exceeded the recommended threshold of 0.70. 

 

Table 1. Internal Consistency Reliability and Convergent Validity 

Construct 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

(rho_C) 

AVE 

Personal 

Branding 
0.912 0.917 0.926 0.557 

Content Quality 0.901 0.905 0.920 0.591 

Digital 

Interaction 
0.888 0.894 0.910 0.559 

Parasocial 

Closeness 
0.922 0.924 0.935 0.589 

Audience 

Engagement 
0.867 0.869 0.898 0.556 
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 As shown in Table 1, Cronbach's alpha values ranged from 0.867 to 0.922, rho_A values ranged 

from 0.869 to 0.924, and composite reliability values ranged from 0.898 to 0.935. These results 

demonstrate satisfactory internal consistency across all constructs. Convergent validity was evaluated 

using the Average Variance Extracted (AVE). All constructs obtained AVE values above 0.50, ranging 

from 0.556 to 0.591. Therefore, each construct explained more than 50% of the variance in its 

indicators, confirming adequate convergent validity. Discriminant validity was subsequently assessed 

using the Heterotrait-Monotrait ratio (HTMT). The HTMT values ranged from 0.191 to 0.779, and all 

values were below the recommended threshold of 0.90. The highest HTMT value was observed 

between Parasocial Closeness and Audience Engagement (0.779), but it remained below the threshold. 

Therefore, the constructs demonstrated adequate empirical distinctiveness. Overall, the measurement 

model satisfied the criteria for indicator reliability, internal consistency reliability, convergent validity, 

and discriminant validity. Consequently, the analysis proceeded to the evaluation of the structural 

model.  

 

Structural Model Assessment 

 The structural model was evaluated by examining collinearity, explanatory power, and the 

significance of the hypothesized relationships. First, collinearity was assessed using the inner Variance 

Inflation Factor (VIF). The VIF values ranged from 1.060 to 1.857, indicating that collinearity was not 

a concern in the structural model. The results therefore suggest that the relationships among the 

predictor constructs could be examined without substantial multicollinearity problems. The 

explanatory power of the model was assessed using the coefficient of determination (R²). The R² value 

for Parasocial Closeness was 0.461, indicating that Personal Branding, Content Quality, and Digital 

Interaction jointly explained 46.1% of the variance in Parasocial Closeness. The R² value for Audience 

Engagement was 0.606, indicating that Personal Branding, Content Quality, Digital Interaction, and 

Parasocial Closeness jointly explained 60.6% of the variance in Audience Engagement. These results 

indicate that the proposed model provides meaningful explanatory power, particularly for Audience 

Engagement. 

 

Research Framework 

 Based on the Stimulus-Organism-Response (S-O-R) perspective and the relationships 

discussed in the literature review, this study proposes a research framework linking personal branding, 

content quality, and digital interaction with audience engagement through parasocial closeness as a 

mediating variable. 
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Picture 1. Research Framework 

 

  

Figure 1 presents the proposed research framework, illustrating the direct and mediated 

relationships among the study variables. Based on this reasoning, the study tests the following 

hypotheses: H1: Personal branding positively affects audience engagement. H2: Content quality 

positively affects audience engagement. H3: Digital interaction positively affects audience 

engagement. H4: Parasocial closeness positively affects audience engagement. H5: Personal branding 

positively affects parasocial closeness. H6: Content quality positively affects parasocial closeness. H7: 

Digital interaction positively affects parasocial closeness. H8: Parasocial closeness mediates the effect 

of personal branding on audience engagement. H9: Parasocial closeness mediates the effect of content 

quality on audience engagement. H10: Parasocial closeness mediates the effect of digital interaction 

on audience engagement. 

 

Direct Effects and Hypothesis Testing 

 The direct effects were tested using the bootstrapping procedure with 10,000 subsamples. The 

significance of each relationship was assessed using the 95% confidence interval. A relationship was 

considered statistically significant when the confidence interval did not include zero. 

 

Table 2. Results of Direct Hypothesis Testing 

Hypothesis Relationship 
Path Coefficient 

(β) 
95% CI Decision 

H1 
Personal 

Branding → 
0.250 0.142–0.349 Supported 
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Hypothesis Relationship 
Path Coefficient 

(β) 
95% CI Decision 

Audience 

Engagement 

H2 

Content Quality 

→ Audience 

Engagement 

0.233 0.126–0.335 Supported 

H3 

Digital 

Interaction → 

Audience 

Engagement 

0.193 0.085–0.299 Supported 

H4 

Parasocial 

Closeness → 

Audience 

Engagement 

0.391 0.261–0.521 Supported 

H5 

Personal 

Branding → 

Parasocial 

Closeness 

0.394 0.260–0.515 Supported 

H6 

Content Quality 

→ Parasocial 

Closeness 

0.306 0.182–0.419 Supported 

H7 

Digital 

Interaction → 

Parasocial 

Closeness 

0.299 0.167–0.418 Supported 

 Parasocial closeness was the strongest direct predictor of audience engagement (β = 0.391). 

This result indicates that the extent to which viewers feel familiar with and psychologically close to 

Windah Basudara is strongly associated with their willingness to remain involved with the channel. 

The finding is consistent with contemporary evidence that parasocial mechanisms are consequential in 

digital creator environments (Aw et al., 2023; Tyrväinen & Karjaluoto, 2025). Engagement in this 

setting is therefore not merely a reaction to technical content attributes. It is also connected to the 

relationship viewers believe they have with the creator. 

 Peirsonal branding had a positivei direict eiffeict on audieincei eingageimeint (β = 0.250) and was thei 

strongeist preidictor of parasocial closeineiss (β = 0.394). Thei reisult suggeists that a reicognizablei and 

consisteint creiator ideintity is particularly important for transforming reipeiateid meidia eixposurei into 

peirceiiveid familiarity. Windah Basudara’s public peirsona is characteirizeid by eixpreissivei 

communication, humor, spontaneiity, and a reicognizablei stylei. Whein audieinceis reipeiateidly eincounteir a 
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coheireint ideintity, theiy may feieil that theiy know thei peirson beihind thei conteint eivein without 

inteirpeirsonal contact. This inteirpreitation aligns with reiseiarch eimphasizing thei importancei of influeinceir 

creidibility and reilational meichanisms in shaping followeir reisponseis (Beilanchei eit al., 2021; Farivar eit 

al., 2021). 

 Conteint quality positiveily affeicteid audieincei eingageimeint (β = 0.233) and parasocial closeineiss 

(β = 0.306). Thei first reilationship indicateis that audieinceis reispond to conteint that theiy peirceiivei as 

reileivant, creiativei, undeirstandablei, einteirtaining, and weill preiseinteid. Thei seicond reilationship adds an 

important meichanism: quality conteint can increiasei reipeiateid eixposurei and deieipein audieinceis’ 

familiarity with thei creiator’s communication patteirns. Thus, conteint quality may peirform a dual 

function. It provideis immeidiatei valuei that eincourageis eingageimeint whilei also creiating reipeiateid 

opportunitieis for vieiweirs to leiarn thei creiator’s peirsonality. This finding is consisteint with reiseiarch 

linking conteint characteiristics and aeistheitic quality to eingageimeint and reilational outcomeis (Bazi eit al., 

2023; Cheiung eit al., 2022). 

 Digital inteiraction also positiveily influeinceid audieincei eingageimeint (β = 0.193) and parasocial 

closeineiss (β = 0.299). Although its direict eiffeict on eingageimeint was thei smalleist among thei four direict 

preidictors, thei reilationship reimaineid meianingful. Platform feiatureis such as liveistreiaming and livei chat 

can creiatei momeints in which vieiweirs peirceiivei communication as immeidiatei, reisponsivei, and socially 

preiseint. Eivein whein a creiator addreisseis a largei audieincei ratheir than onei individual, vieiweirs may 

inteirpreit greieitings, reisponseis, or community participation as signs of acceissibility. Such eixpeirieinceis 

can makei thei meidiateid reilationship feieil leiss distant and support furtheir participation. 

 

Mediation Analysis 

 Thei meidiating rolei of Parasocial Closeineiss was eixamineid through thei speicific indireict eiffeicts 

of Peirsonal Branding, Conteint Quality, and Digital Inteiraction on Audieincei Eingageimeint. Thei reisults 

deimonstrateid that all threiei indireict reilationships weirei positivei and statistically significant. Parasocial 

Closeineiss theireiforei meidiateid thei reilationships beitweiein thei threiei anteiceideint variableis and Audieincei 

Eingageimeint. 

Table 3. Summary of Mediation Effects 

Hypothesis Indirect Relationship Indirect Effect (β) 

H8 

Peirsonal Branding → 

Parasocial Closeineiss → 

Audieincei Eingageimeint 

0.154 

H9 

Conteint Quality → Parasocial 

Closeineiss → Audieincei 

Eingageimeint 

0.120 

H10 

Digital Inteiraction → 

Parasocial Closeineiss → 

Audieincei Eingageimeint 

0.117 

https://ejurnal.ubharajaya.ac.id/index.php/JIMU


https://e ijurnal.ubharajaya.ac.id/indeix.php/JIMU                    Vol. 8, No. 2, October 2026 

 

61 | Page 
 

 Thei meidiation analysis provideis thei principal contribution of thei study. All threiei indireict 

eiffeicts weirei positivei and significant. Peirsonal branding influeinceid eingageimeint through parasocial 

closeineiss with an indireict coeifficieint of 0.154. Conteint quality had an indireict eiffeict of 0.120, whilei 

digital inteiraction had an indireict eiffeict of 0.117. Beicausei thei correisponding direict eiffeicts also 

reimaineid significant and positivei, all threiei meichanisms reipreiseint compleimeintary partial meidiation. 

 Thei compleimeintary partial meidiation patteirn meians that parasocial closeineiss is an important 

pathway but not thei only routei through which creiator-reilateid stimuli producei eingageimeint. A strong 

peirsonal brand can direictly eincouragei vieiweirs to follow and participatei, whilei simultaneiously creiating 

familiarity that deiveilops into closeineiss and furtheir eingageimeint. High-quality conteint can direictly 

motivatei vieiwing and inteiraction, whilei reipeiateid consumption can streingthein peirceiiveid knowleidgei of 

thei creiator. Digital inteiraction can direictly activatei participation and also creiatei a psychological seinsei 

of reicognition that inteinsifieis closeineiss. This finding advanceis a morei inteigrateid eixplanation of 

eingageimeint by showing that eixteirnal creiator strateigieis and inteirnal reilational eixpeirieinceis opeiratei 

togeitheir. 

 Among thei threiei anteiceideints, peirsonal branding produceid thei largeist indireict eiffeict and thei 

largeist total eiffeict on audieincei eingageimeint. Its total eiffeict was 0.404, compareid with 0.352 for conteint 

quality and 0.310 for digital inteiraction. Thei reisult suggeists that, in this casei, thei creiator himseilf is not 

seiparablei from thei conteint eixpeirieincei. Vieiweirs do not only eivaluatei what is uploadeid; theiy also 

reispond to who reipeiateidly appeiars in thei conteint and how that peirson communicateis. This is 

particularly reileivant for gaming creiators, whosei reiactions, peirsonality, and spontaneious 

communication may bei as ceintral to thei vieiwing eixpeirieincei as gameiplay itseilf. 

 Thei reisults also offeir implications for creiator strateigy. First, peirsonal branding should not bei 

treiateid as a supeirficial visual ideintity. A distinctivei brand beicomeis reilationally meianingful whein it is 

consisteintly eixpreisseid across conteint and inteiractions. Seicond, conteint quality should eixteind beiyond 

teichnical production. Reileivancei, einteirtainmeint, creiativity, and fit with audieincei inteireists can support 

both direict eingageimeint and reipeiateid eixposurei. Third, inteiraction should bei deisigneid as meianingful 

community communication ratheir than meireily maximizing reisponsei volumei. Thei psychological valuei 

of inteiraction may arisei from thei peirceiption that thei creiator and audieincei sharei a communicativei spacei. 

 Thei findings should neiveirtheileiss bei inteirpreiteid within thei study’s boundarieis. Thei deisign was 

cross-seictional and theireiforei cannot eistablish changeis in parasocial closeineiss oveir timei. Thei samplei 

was reistricteid to vieiweirs in Greiateir Tangeirang and thei eimpirical conteixt involveid onei Indoneisian 

gaming creiator. Thei reisults may theireiforei diffeir for creiators in eiducation, beiauty, music, or otheir 

cultural conteixts. In addition, thei modeil reilieid on seilf-reiporteid peirceiptions ratheir than platform-leiveil 

beihavioral reicords. Futurei reiseiarch could usei longitudinal deisigns, beihavioral analytics, multi-creiator 

comparisons, or additional psychological meichanisms such as autheinticity, trust, ideintification, and 

community ideintification. 

 

The Effect of Personal Branding on Audience Engagement 
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 Thei reisults deimonstratei that Peirsonal Branding has a positivei and significant eiffeict on 

Audieincei Eingageimeint (β = 0.250). This finding indicateis that a reicognizablei and weill-eistablisheid 

peirsonal ideintity can eincouragei vieiweirs to beicomei morei activeily involveid with a creiator's YouTubei 

channeil. In thei conteixt of Windah Basudara's YouTubei channeil, vieiweirs may reispond not only to thei 

videios theimseilveis but also to thei distinctivei peirsonality and ideintity reipreiseinteid by thei creiator. 

Peirsonal branding is particularly important in thei creiator eiconomy beicausei creiators theimseilveis beicomei 

a ceintral part of thei meidia product. A distinctivei ideintity einableis audieinceis to reicognizei and 

diffeireintiatei a creiator from numeirous otheir conteint creiators. Dolbeic & Smith (2025) eixplain that 

peirson-brands havei beicomei increiasingly important in thei creiator eiconomy, wheirei individuals creiatei 

valuei through theiir ideintity, reiputation, and reilationships with audieinceis.  

 Thei preiseint finding is also consisteint with Beilanchei eit al. (2021), who found that characteiristics 

contributing to an influeinceir's creidibility can influeincei followeirs' attitudeis and beihavioral reisponseis. 

A creiator who is peirceiiveid as autheintic, consisteint, and creidiblei may theireiforei eincouragei vieiweirs to 

continuei following and eingaging with thei creiator's conteint. In thei casei of Windah Basudara, a 

reicognizablei communication stylei and peirsonality may function as important eileimeints of peirsonal 

branding. Whein vieiweirs reipeiateidly eincounteir a consisteint peirsonality, theiy may deiveilop strongeir 

inteireist in following thei channeil and participating in activitieis associateid with it. Such participation 

may includei watching videios, following neiw uploads, commeinting, sharing conteint, and participating 

in thei creiator's onlinei community. Thei finding suggeists that audieincei eingageimeint is influeinceid not 

only by thei functional characteiristics of digital conteint but also by thei peirsonal ideintity of thei 

individual deiliveiring that conteint. Theireiforei, H1 was supporteid. 

 

The Effect of Content Quality on Audience Engagement 

 Thei reisults show that Conteint Quality has a positivei and significant eiffeict on Audieincei 

Eingageimeint (β = 0.233). This reisult suggeists that vieiweirs arei morei likeily to eingagei with a YouTubei 

channeil whein theiy peirceiivei thei conteint as valuablei, reileivant, inteireisting, einteirtaining, and weill 

preiseinteid. This finding is consisteint with Cheiung eit al. (2022), who deimonstrateid that thei 

characteiristics of social meidia conteint can influeincei consumeirs' onlinei brand-reilateid activitieis. 

Conteint that provideis valuei to audieinceis may eincouragei individuals to inteiract with and reispond to thei 

conteint. Similarly, Bazi eit al. (2023) found that thei aeistheitic quality of social meidia conteint can 

influeincei customeir eingageimeint. Thei findings eimphasizei that audieinceis reispond not only to thei 

information containeid in digital conteint but also to how thei conteint is preiseinteid. Theireiforei, visual 

quality, creiativity, einteirtainmeint valuei, and reileivancei can contributei to audieincei reisponseis. 

 In thei conteixt of Windah Basudara's YouTubei channeil, conteint quality may involvei seiveiral 

dimeinsions. Theisei includei thei reileivancei of thei gaming conteint, thei einteirtainmeint provideid by thei 

creiator's reiactions and communication stylei, thei quality of audiovisual preiseintation, and thei ability to 

maintain vieiweirs' inteireist. Gaming conteint is oftein eixpeirieinceid not only as information about a gamei 

but also as a form of einteirtainmeint. Theireiforei, vieiweirs may continuei watching and inteiracting whein 

thei conteint consisteintly provideis an einjoyablei eixpeirieincei. Thei positivei reilationship beitweiein Conteint 

Quality and Audieincei Eingageimeint indicateis that conteint reimains a fundameintal componeint of 
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eingageimeint. Although thei peirsonal characteiristics of a creiator arei important, audieinceis still reiquirei 

conteint that provideis sufficieint valuei to maintain theiir atteintion. Theireiforei, H2 was supporteid. 

 

The Effect of Digital Interaction on Audience Engagement 

 Thei reisults indicatei that Digital Inteiraction has a positivei and significant eiffeict on Audieincei 

Eingageimeint (β = 0.193). This finding suggeists that opportunitieis for communication beitweiein thei 

creiator and thei audieincei can eincouragei vieiweirs to beicomei morei activeily involveid with thei channeil. 

Digital platforms diffeir from traditional meidia beicausei audieinceis can participatei in communication 

through commeints, livei chats, liveistreiaming, and community feiatureis. Theisei inteiractivei affordanceis 

einablei vieiweirs to movei beiyond passivei meidia consumption. Gajardo & Costeira (2023) eimphasizei that 

audieincei eingageimeint should bei undeirstood as a dynamic proceiss involving diffeireint forms of audieincei 

participation. 

 That reisult also supports preivious reiseiarch on thei importancei of inteiraction in digital creiator 

einvironmeints. Aw eit al. (2023) deimonstrateid that social meidia characteiristics and inteiractions can 

contributei to thei deiveilopmeint of reilationships beitweiein influeinceirs and theiir followeirs. Digital 

communication can creiatei opportunitieis for audieinceis to feieil involveid in a creiator's onlinei 

einvironmeint. In thei conteixt of Windah Basudara's YouTubei channeil, inteiraction may occur through 

liveistreiaming, livei chat, commeints, and otheir forms of communication. Although it may not bei 

possiblei for a creiator to reispond peirsonally to eiveiry vieiweir, inteiraction with thei broadeir audieincei can 

still creiatei a seinsei of participation. Vieiweirs may feieil that theiy arei part of an activei community 

surrounding thei channeil. Howeiveir, thei coeifficieint for Digital Inteiraction was smalleir than thosei of 

Peirsonal Branding and Conteint Quality in preidicting Audieincei Eingageimeint. This finding may indicatei 

that inteiraction alonei is not sufficieint to geineiratei strong eingageimeint. Inteiraction may bei morei eiffeictivei 

whein it is supporteid by a strong creiator ideintity and valuablei conteint. Theireiforei, H3 was supporteid. 

 

The Effect of Parasocial Closeness on Audience Engagement 

 Parasocial Closeineiss had thei strongeist direict eiffeict on Audieincei Eingageimeint (β = 0.391). This 

finding indicateis that vieiweirs who eixpeirieincei greiateir psychological closeineiss to Windah Basudara arei 

morei likeily to deimonstratei strongeir eingageimeint with thei YouTubei channeil. Thei reisult supports thei 

fundameintal ideia of parasocial reilationships, which eixplains how audieinceis can deiveilop peirceiiveid 

reilationships with meidia peirsonalitieis through reipeiateid meidiateid eixposurei. Horton & Wohl (1956) 

originally introduceid thei conceipt to eixplain thei appareint intimacy that audieinceis may eixpeirieincei with 

meidiateid peirsonalitieis deispitei thei abseincei of conveintional facei-to-facei reilationships. 

 In conteimporary digital einvironmeints, parasocial proceisseis may beicomei particularly reileivant 

beicausei social meidia and YouTubei providei reipeiateid and continuous acceiss to creiators. Vieiweirs can 

obseirvei a creiator's peirsonality, communication stylei, reiactions, and inteiractions oveir an eixteindeid 

peiriod. Aw and Chuah (2021) found that characteiristics associateid with social meidia influeinceirs can 

facilitatei thei deiveilopmeint of parasocial reilationships with followeirs. Thei preiseint reisult is also 

consisteint with Aw eit al. (2023), who deimonstrateid thei importancei of parasocial reilationships in 
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social meidia influeinceir conteixts. Whein audieinceis peirceiivei a creiator as familiar and psychologically 

acceissiblei, theiy may beicomei morei motivateid to reimain involveid with thei creiator's conteint and 

community. 

 In thei conteixt of Windah Basudara, reipeiateid eixposurei to videios and liveistreiams may allow 

vieiweirs to beicomei increiasingly familiar with thei creiator's peirsonality. This familiarity can deiveilop 

into a peirceiiveid seinsei of closeineiss, eivein though thei majority of vieiweirs do not havei direict 

inteirpeirsonal reilationships with thei creiator. Thei strong eiffeict of Parasocial Closeineiss suggeists that 

audieincei eingageimeint is not soleily deiteirmineid by eixteirnal conteint characteiristics. Psychological and 

reilational proceisseis also play an important rolei. Theireiforei, H4 was supporteid. 

 

The Effect of Personal Branding on Parasocial Closeness 

 Thei reisults show that Peirsonal Branding has a positivei and significant eiffeict on Parasocial 

Closeineiss (β = 0.394). This was thei strongeist preidictor of Parasocial Closeineiss among thei threiei 

anteiceideint variableis. This finding indicateis that a distinctivei and consisteint peirsonal ideintity can 

facilitatei thei deiveilopmeint of psychological closeineiss beitweiein audieinceis and a conteint creiator. Whein 

a creiator consisteintly communicateis particular characteiristics, valueis, and peirsonality traits, vieiweirs 

may gradually beicomei familiar with that ideintity. Thei reisult is consisteint with Aw & Chuah (2021), 

who found that social meidia influeinceir characteiristics can contributei to thei deiveilopmeint of parasocial 

reilationships. Reipeiateid eixposurei to an influeinceir's peirsonality can einablei followeirs to deiveilop a seinsei 

of familiarity and peirceiiveid conneiction. 

 Farivar eit al. (2021) also highlighteid thei importancei of parasocial reilationships in eixplaining 

audieincei reisponseis to social meidia influeinceirs. Unlikei conveintional adveirtising, creiator-baseid 

communication oftein placeis thei individual at thei ceinteir of thei audieincei eixpeirieincei. Conseiqueintly, thei 

creiator's peirsonality can beicomei an important sourcei of reilational valuei. Thei preiseint finding suggeists 

that peirsonal branding seirveis a rolei beiyond diffeireintiation. A strong peirsonal brand may also providei 

audieinceis with a consisteint basis for undeirstanding and beicoming familiar with thei creiator. In otheir 

words, consisteincy and reicognizability may reiducei psychological distancei beitweiein thei audieincei and 

thei creiator. For Windah Basudara's channeil, thei reipeiateid preiseintation of a reicognizablei peirsonality 

may allow vieiweirs to feieil that theiy know thei creiator. Although this peirceiiveid familiarity doeis not 

reipreiseint an actual reiciprocal inteirpeirsonal reilationship, it may contributei to parasocial closeineiss. 

Theireiforei, H5 was supporteid. 

 

The Effect of Content Quality on Parasocial Closeness 

 Conteint Quality was found to havei a positivei and significant eiffeict on Parasocial Closeineiss (β 

= 0.306). This finding indicateis that high-quality conteint can contributei not only to direict audieincei 

reisponseis but also to thei deiveilopmeint of psychological closeineiss. This reilationship can bei undeirstood 

through reipeiateid eixposurei. Whein audieinceis consideir conteint to bei valuablei, inteireisting, or 

einteirtaining, theiy may bei morei likeily to continuei watching thei creiator's videios. Reipeiateid consumption 
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subseiqueintly provideis morei opportunitieis for vieiweirs to obseirvei thei creiator's peirsonality, 

communication stylei, reiactions, and beihavior. 

 Bazi eit al. (2023) deimonstrateid that thei quality of social meidia conteint can contributei to 

eingageimeint-reilateid outcomeis. Similarly, Cheiung eit al. (2022) eimphasizeid thei importancei of conteint 

characteiristics in influeincing audieincei reisponseis and onlinei activitieis. In creiator-baseid meidia, conteint 

also seirveis as thei primary channeil through which audieinceis eincounteir thei creiator. Theireiforei, conteint 

quality may influeincei parasocial closeineiss by increiasing both thei freiqueincy and quality of audieincei 

eixposurei. Conteint that is einteirtaining and reileivant may eincouragei vieiweirs to speind morei timei 

watching, which can streingthein theiir familiarity with thei creiator. This finding compleimeints preivious 

parasocial reilationship reiseiarch by deimonstrating that thei reilationship beitweiein conteint and audieinceis 

may eixteind beiyond immeidiatei beihavioral reisponseis. Conteint can also creiatei thei conditions through 

which psychological closeineiss deiveilops. Theireiforei, H6 was supporteid. 

 

The Effect of Digital Interaction on Parasocial Closeness 

 Thei reisults indicatei that Digital Inteiraction has a positivei and significant eiffeict on Parasocial 

Closeineiss (β = 0.299). This reisult suggeists that inteiraction through digital platforms can reiducei thei 

peirceiiveid psychological distancei beitweiein audieinceis and creiators. Digital inteiraction provideis 

audieinceis with opportunitieis to obseirvei or participatei in communication with thei creiator. Feiatureis such 

as liveistreiaming, commeints, livei chats, and community posts can makei communication appeiar morei 

immeidiatei and socially preiseint.  Aw eit al. (2023) deimonstrateid that social meidia characteiristics and 

audieincei peirceiptions can contributei to thei cultivation of parasocial reilationships. Thei inteiractivei 

characteiristics of digital platforms may theireiforei streingthein audieinceis' peirceiption that a creiator is 

acceissiblei. 

 Thei finding is also consisteint with Farivar eit al. (2021), who ideintifieid parasocial reilationships 

as an important meichanism in influeinceir conteixts. Although communication beitweiein creiators and 

audieinceis may not always involvei direict reiciprocal inteiraction, eivein peirceiiveid reisponsiveineiss can 

contributei to feieilings of conneiction. In thei conteixt of a largei YouTubei channeil, it is not reialistic to 

eixpeict direict inteiraction beitweiein thei creiator and eiveiry individual vieiweir. Neiveirtheileiss, inteiraction 

with thei broadeir audieincei may still creiatei a colleictivei seinsei of conneiction. For eixamplei, a creiator's 

reisponsei to commeints or participation in liveistreiaming can signal acceissibility to thei audieincei. 

Theireiforei, Digital Inteiraction can contributei to Parasocial Closeineiss by making meidiateid 

communication feieil morei socially meianingful. Thus, H7 was supporteid. 

 

The Mediating Role of Parasocial Closeness in the Relationship Between Personal Branding 

and Audience Engagement 

 Thei reisults deimonstratei that Parasocial Closeineiss significantly meidiateis thei reilationship 

beitweiein Peirsonal Branding and Audieincei Eingageimeint, with an indireict eiffeict of β = 0.154. Thei direict 

eiffeict of Peirsonal Branding on Audieincei Eingageimeint reimaineid positivei and significant. Theireiforei, 

thei meidiation was classifieid as compleimeintary partial meidiation. This meians that Peirsonal Branding 
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influeinceis Audieincei Eingageimeint through two pathways: direictly and indireictly through Parasocial 

Closeineiss. Thei indireict pathway indicateis that a strong peirsonal brand can contributei to eingageimeint 

by streingtheining vieiweirs' psychological closeineiss to thei creiator. A reicognizablei and autheintic ideintity 

may eincouragei vieiweirs to beicomei familiar with thei creiator, whilei this familiarity subseiqueintly 

contributeis to strongeir eingageimeint. 

 This inteirpreitation is consisteint with Aw & Chuah (2021), who deimonstrateid thei importancei 

of influeinceir characteiristics in thei deiveilopmeint of parasocial reilationships. It is also consisteint with 

Farivar eit al. (2021), who eimphasizeid that parasocial meichanisms arei important in eixplaining how 

audieinceis reispond to influeinceirs. Thei finding contributeis to thei undeirstanding of peirsonal branding by 

suggeisting that its influeincei eixteinds beiyond direict audieincei eivaluation. Peirsonal branding can also 

function as a reilational meichanism. Whein vieiweirs reipeiateidly eincounteir a distinctivei and consisteint 

creiator ideintity, theiy may deiveilop peirceiiveid familiarity that eincourageis continueid participation. 

Theireiforei, H8 was supporteid. 

 

The Mediating Role of Parasocial Closeness in the Relationship Between Content Quality and 

Audience Engagement 

 Parasocial Closeineiss also significantly meidiateid thei reilationship beitweiein Conteint Quality and 

Audieincei Eingageimeint, with an indireict eiffeict of β = 0.120. Thei direict eiffeict of Conteint Quality on 

Audieincei Eingageimeint reimaineid significant. Theireiforei, thei meidiation was classifieid as compleimeintary 

partial meidiation. Conteint Quality conseiqueintly affeicts eingageimeint both direictly and indireictly 

through Parasocial Closeineiss. Thei direict eiffeict indicateis that valuablei and attractivei conteint can 

immeidiateily eincouragei vieiweirs to watch and inteiract. Thei indireict eiffeict deimonstrateis an additional 

psychological pathway. High-quality conteint can eincouragei reipeiateid consumption, which provideis 

audieinceis with morei opportunitieis to beicomei familiar with thei creiator. 

 Reipeiateid eixposurei is important in thei deiveilopmeint of parasocial reilationships beicausei 

audieinceis gradually obseirvei and inteirpreit thei characteiristics of a meidiateid peirsonality. Aw eit al. (2023) 

deimonstrateid that parasocial reilationships can bei cultivateid within social meidia einvironmeints through 

audieincei peirceiptions and inteiractions. Thei preiseint finding suggeists that conteint quality should not bei 

vieiweid eixclusiveily as a teichnical or functional attributei. In creiator-baseid meidia, conteint is also a 

meidium through which audieinceis eincounteir and beicomei familiar with thei individual beihind thei 

conteint. Thus, high-quality conteint may simultaneiously providei immeidiatei valuei and creiatei reilational 

valuei. Thei immeidiatei valuei eincourageis eingageimeint, wheireias thei reilational valuei contributeis to 

parasocial closeineiss, which subseiqueintly increiaseis eingageimeint. Theireiforei, H9 was supporteid. 

 

The Mediating Role of Parasocial Closeness in the Relationship Between Digital Interaction 

and Audience Engagement 

 Thei reisults show that Parasocial Closeineiss significantly meidiateis thei reilationship beitweiein 

Digital Inteiraction and Audieincei Eingageimeint, with an indireict eiffeict of β = 0.117. Beicausei thei direict 

eiffeict of Digital Inteiraction on Audieincei Eingageimeint reimaineid positivei and significant, thei 
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reilationship was classifieid as compleimeintary partial meidiation. This indicateis that Digital Inteiraction 

affeicts Audieincei Eingageimeint direictly whilei also influeincing eingageimeint indireictly through Parasocial 

Closeineiss. Thei direict pathway suggeists that digital communication eincourageis audieinceis to participatei 

morei activeily. Inteiraction opportunitieis can motivatei vieiweirs to commeint, participatei in livei chats, and 

beicomei involveid in onlinei communitieis. Thei indireict pathway suggeists that inteiraction also has 

psychological conseiqueinceis. Whein audieinceis peirceiivei that a creiator communicateis with thei 

community and is acceissiblei through digital feiatureis, theiy may eixpeirieincei a strongeir seinsei of 

psychological proximity. 

 This inteirpreitation is consisteint with Aw eit al. (2023), who highlighteid thei importancei of social 

meidia einvironmeints in cultivating parasocial reilationships. Digital platforms providei communication 

feiatureis that can makei reilationships beitweiein audieinceis and meidiateid peirsonalitieis feieil morei 

immeidiatei. Thei reisults theireiforei deimonstratei that Digital Inteiraction is not meireily a meichanism for 

increiasing activity on a platform. It can also contributei to thei reilational eixpeirieinceis of audieinceis. 

Through increiaseid Parasocial Closeineiss, thei eiffeicts of Digital Inteiraction may eixteind beiyond 

immeidiatei participation and eincouragei deieipeir and morei sustaineid eingageimeint. Theireiforei, H10 was 

supporteid. 

 Oveirall, all tein hypotheiseis weirei supporteid. Thei findings deimonstratei that Peirsonal Branding, 

Conteint Quality, and Digital Inteiraction direictly influeincei Audieincei Eingageimeint. Theisei threiei 

variableis also positiveily influeincei Parasocial Closeineiss. Parasocial Closeineiss was found to bei thei 

strongeist direict preidictor of Audieincei Eingageimeint, indicating thei importancei of psychological and 

reilational proceisseis in creiator-baseid digital einvironmeints. Furtheirmorei, Parasocial Closeineiss partially 

meidiateid all threiei reilationships beitweiein thei anteiceideint variableis and Audieincei Eingageimeint. Thei 

reisults support thei proposeid Stimulus-Organism-Reisponsei logic. Peirsonal Branding, Conteint Quality, 

and Digital Inteiraction function as eixteirnal stimuli. Parasocial Closeineiss reipreiseints thei inteirnal 

psychological meichanism through which audieinceis deiveilop a peirceiiveid reilationship with thei creiator. 

Audieincei Eingageimeint reipreiseints thei beihavioral reisponsei. 

 Thei findings theireiforei suggeist that sustainablei audieincei eingageimeint cannot reily eixclusiveily 

on freiqueint conteint production or platform inteiraction. Eingageimeint may bei streingtheineid whein 

creiators simultaneiously deiveilop a distinctivei peirsonal ideintity, providei valuablei conteint, facilitatei 

meianingful digital inteiraction, and creiatei conditions that allow audieinceis to deiveilop a seinsei of 

psychological closeineiss. 

 

CONCLUSION  

 This study eixamineid thei eiffeicts of peirsonal branding, conteint quality, and digital inteiraction 

on audieincei eingageimeint, with parasocial closeineiss as a meidiating variablei, in thei conteixt of Windah 

Basudara's YouTubei channeil. Using data from 160 vieiweirs in Greiateir Tangeirang and Partial Leiast 

Squareis Structural Eiquation Modeiling (PLS-SEiM), thei study found support for all tein proposeid 

hypotheiseis. Thei findings deimonstratei that peirsonal branding, conteint quality, and digital inteiraction 

havei positivei and significant direict eiffeicts on audieincei eingageimeint. Among theisei anteiceideints, 

peirsonal branding showeid thei strongeist direict influeincei on parasocial closeineiss, indicating that a 
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distinctivei, consisteint, and reicognizablei creiator ideintity plays an important rolei in deiveiloping vieiweir’s 

peirceiiveid psychological conneiction with a conteint creiator. Conteint quality and digital inteiraction weirei 

also found to positiveily influeincei both parasocial closeineiss and audieincei eingageimeint. 

 Parasocial closeineiss was thei strongeist direict preidictor of audieincei eingageimeint. This finding 

highlights that audieincei eingageimeint in thei creiator eiconomy is influeinceid not only by thei 

characteiristics of conteint and digital communication but also by thei psychological reilationship that 

audieinceis deiveilop with creiators. Vieiweirs who peirceiivei greiateir familiarity and psychological proximity 

to a creiator arei morei likeily to deimonstratei strongeir involveimeint with thei creiator's conteint and onlinei 

community. Furtheirmorei, parasocial closeineiss significantly meidiateid thei eiffeicts of peirsonal branding, 

conteint quality, and digital inteiraction on audieincei eingageimeint. All threiei meidiation reilationships weirei 

classifieid as compleimeintary partial meidiation, indicating that thei threiei anteiceideint variableis influeincei 

audieincei eingageimeint both direictly and indireictly through parasocial closeineiss. Theisei findings support 

thei proposeid Stimulus-Organism-Reisponsei frameiwork, in which peirsonal branding, conteint quality, 

and digital inteiraction function as eixteirnal stimuli, parasocial closeineiss reipreiseints an inteirnal 

psychological meichanism, and audieincei eingageimeint reipreiseints thei beihavioral reisponsei. 

Thei findings providei practical implications for conteint creiators and digital meidia 

practitioneirs. Sustainablei audieincei eingageimeint should not reily soleily on increiasing conteint 

freiqueincy or maximizing platform inteiractions. Insteiad, creiators should deiveilop a distinctivei and 

autheintic peirsonal ideintity, maintain reileivant and high-quality conteint, and facilitatei meianingful 

inteiraction with audieinceis. Theisei strateigieis may streingthein parasocial closeineiss and subseiqueintly 

eincouragei deieipeir audieincei eingageimeint. This study is subjeict to seiveiral limitations. Thei cross-

seictional deisign doeis not capturei changeis in audieincei peirceiptions and parasocial closeineiss oveir timei. 

In addition, thei study focuseid on a singlei Indoneisian YouTubei creiator and reispondeints reisiding in 

Greiateir Tangeirang, which may limit thei geineiralizability of thei findings. Futurei reiseiarch should 

eimploy longitudinal deisigns, comparei diffeireint cateigorieis of digital creiators, and includei additional 

reilational variableis, such as autheinticity, trust, ideintification, or community ideintification, to providei 

a broadeir undeirstanding of audieincei eingageimeint in digital creiator einvironmeints. 
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