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Celebrities have used their imitated voices in media content for various purposes to entertain audiences.
However, it is unclear how their fans perceive media content using synthetic celebrity voices. Fans are dedicated
to celebrities and actively communicate with them on social media, sometimes resulting in the establishment
of parasocial relationships. Focusing on simulated voice messages that mimic celebrities’ communication
behaviors, we explored how fans form parasocial relationships through synthetic media content. We conducted
semi-structured interviews with 15 fans who used Al Private Call, an Al-based voice message service that
employed K-Pop idols’ synthetic voices. Findings show that the nature of synthetic voices could not provide
impressive experiences related to their idols. However, participants believe that simulated voice messages can
help make up for the limited opportunities to interact directly with idols. Based on the theoretical framework
of parasocial relationship development [92], participants engaged with simulated voice messages, exhibiting
various cognitive and behavioral actions that dynamically advanced the relationship. These behaviors include
aligning voice content with idols’ vocal characteristics, adhering to social norms in interactions, and confirming
idols’ involvement in content creation to demonstrate a sense of authenticity. Additionally, their communities
associated with fandoms affect their experiences throughout the process. Based on the findings, we discuss how
simulated voices might impact the relationship between fans and celebrities, highlighting the responsibility of
communities and platforms. We also propose design guidelines for creating simulated celebrity voice content
that fans can entertain.
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1 Introduction

The applications of Al increasingly open up possibilities for artists to entertain their audiences.
For example, Canadian musician Grimes utilizes her synthetic voice to create songs, allowing her
fans to create songs with Al voices [45]. Icelandic entertainer Bjork used an Al model to generate a
song according to the weather [23]. With recent advances in using audio samples to automatically
create voice messages that resemble actual persons, celebrities have started explore the potentials of
simulated voice messages, or Al-based voice messages simulating celebrities, to increase audience
engagement. For instance, live streamers employ synthetic voices to read out donation messages
sent by fans who provide financial support while streamers focus on playing games [77].

While such commercially viable products could increase audience engagement, it remains un-
certain how Al-based content affects relationships fans have built with celebrities. Fans, who are
dedicated to being connected with celebrities, often develop strong parasocial relationships (PSRs)
- feelings of intimate, interpersonal-like relationships that arise from one-sided interactions [61].
Based on their attachment to celebrities, fans engage with celebrity-based content or actively
interact with celebrities across various social media platforms [92]. However, the use of Al to
simulate celebrities in media is new and experimental, creating distinct media experiences. In
addition, Al-generated content is often perceived as untrustworthy and inauthentic [73]. Thus,
fans might show different user engagement when interacting with Al-generated content of their
celebrities. We are interested in how characteristics of celebrity Al-based simulated voice messages
provoke fans to develop PSRs.

As confirmed by previous research, the voices of celebrities engage fans [96] and audio media,
such as podcasts, can facilitate PSRs between radio hosts and listeners [80]. However, such media
research presupposes that audiences heuristically perceive celebrity voices as authentic and genuine.
Only few studies indicate that how users use smart speakers using voices of intimate acquaintances
could potentially affect their relationships with those acquaintances [10]. However, there is no
clear indication of what motivated them for specific behavioral responses that affect relationships.
To date, there has been little consideration of the use of voice messages with cloned voices in
parasocial relationships, in which users have a high level of engagement with the celebrity whose
voice is being cloned.

PSRs evolve over time as audiences engage with celebrities through media exposure [42, 92].
Tukachinsky and Stever’s [92] suggest a theoretical model of the developmental processes involved
in establishing PSRs. The model identifies individuals’ behaviors and cognitions at four stages
of the development of PSRs — initiation, experimentation, intensification, and integration. As fans
move their stage from initiation to integration, they develop a strong bond with their like-minded
individuals and celebrities, and actively seek to interact with celebrities. With the lens of this
theoretical model, we investigate 1) how fans exhibit thoughts and actions to form PSRs and 2)
how fans advance PSRs based on their thoughts and actions.

We are particularly interested in simulated voice messages that emulate the communication
behavior of idols. Following Yue and Cheung [12], we define idols as celebrities who are perceived
as especially idealistic and lovable figures, and who elicit a considerable degree of passion from their
fans. Idols often engage with their fans through CMC channels, thereby creating the appearance of
an interpersonal connection. Moreover, idols may strategically employ their communication skills
that promote the development of PSRs [76]. For example, idols may communicate intimately with
their fans on social media, replying to fans’ posts as if they are personal acquaintances.

We conducted semi-structured interviews with 15 fans who had used a service providing simu-
lated voice messages using their favorite idols’ voices. The service, called ‘Al Private Call’ [38], is an
Al-based voice message service using K-pop (Korean popular culture) idols’ synthetic voices. Fans
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could receive voice messages with idols’ synthetic voices calling their names according to chosen
scenarios. The service was launched specifically for fans through official contracts with idols, and
it emulated interpersonal communication with realistic voices. By understanding Al Private Call
users’ psychological responses to simulated voice messages within the framework of Tukachinsky
and Stever’s theoretical model, our goal was to understand how these simulated voice messages
affected fan-idol relationships, particularly the development of PSRs. Our research questions are:

e RQ1. How do fans perceive voice messages that emulate idols’ communication behaviors?
e RQ2. What cognitions and behaviors to establish parasocial relationships do fans exhibit in
the experience of idols’ simulated voice messages?

From our interviews, we observed that fans hold two perspectives on simulated voice messages
based on components comprising the content: 1) the voice of a virtual agent, yet 2) the message
portraying how their idol might behave in interpersonal relationships. We also found that fans
proceeded with a series of steps in engaging with simulated content of their idols. Fans initially
compared the voice message for consistency with their prior knowledge of the idols’ voices, interests,
and activities. Then, they assessed whether the voice message is appropriate in interpersonal
communication based on their social norms. Subsequently, they actively sought information from
other channels to understand other fans’ experiences with simulated voice messages. To deepen
the intimacy through the user experience, fans assessed how their idols were involved in content
creation and sought ways to increase their idols’ social presence over the content, such as listening
to idols’ audio content and adjusting interface settings. They also shared experiences of simulated
voice messages with their fandoms. Each step in these sequential process was associated with a
series of stages to establish PSRs, suggesting that simulated voice messages may contribute to
engaging with idols. Based on the findings, we discuss what to consider in designing user experience
of synthetic media that simulates celebrities’ voices or images, so as to increase fan engagement.

Our contributions include:

e Identification of fans’ perceptions of simulated voice messages and how simulated voice
messages contribute to building PSRs over multiple stages.

o Implications for designing synthetic media content with celebrity’s simulated voices inte-
grated into media culture.

2 Related Work

In this section, we review related work in four areas: 1) synthetic media using celebrities’ simulated
voices, 2) parasocial relationships and fans, 3) developing relationship through listening, and 4)
user experiences of simulated voice messages.

2.1 Synthetic Media Using Celebrities’ Simulated Voices

Celebrities have begun producing synthetic media employing their voices artificially generated
by computers. With only a limited number of audio samples, they can generate content using
synthesized voices, including songs and audio-books. Due to its simplicity and customizability in
production, numerous business opportunities have emerged to commercialize celebrities’ voices [16].
Al-based simulated voices can also be used for interactive and personalized experiences without the
direct involvement of celebrities. For example, a language education material utilized Al synthetic
voices modeled after BTS members, a K-Pop idol group, to assist foreign fans individually in learning
Korean language [100, 103]. Similarly, streamers can utilize their simulated voice to acknowledge
fans for donation by calling out viewers’ names in live streams [77].

Most studies on Al-based content for high-profile individuals have considered ethical and legal
implications to protect their publicity rights and privacy from artificially created content [20, 58, 74].
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Another research suggests that Al-generated content is usually perceived as less authentic. For
example, advertisements with Al-generated content potentially reduce the intention to purchase
the advertised products [73]. However, relational outcomes of engaging with content that imitates
public figures have not been determined. Relationship is important in perceiving one’s partner as it
enables individuals to offer affection, support, and communication to their partner [99]. Audiences
who maintain relationships (what is termed as ‘parasocial relationship’) with celebrities often
exhibit specific behaviors when engaging with celebrity content [92]. In turn, celebrities often
manage their relationship with fans to maintain their media impacts by interacting with fans on
social media [39]. Celebrity’s authentic voice has been shown to increase user engagement in
traditional media [96], but synthetically generated voice may offer different experiences for fans.

We aim to explore how fans, who frequently form parasocial relationships with celebrities,
engage with synthetic media, particularly voice messages, and how their behaviors can foster
relationships. We believe that this study, grounded in a real-world application, will inform the
development of synthetic celebrity content to enhance fan engagement.

2.2 Parasocial Relationships and Fans

When audiences recognize and interact with human representations appearing in the media,
parasocial relationship (PSR) can be produced in their imagined interactions [26]. PSR refers to one-
sided relationship where the audience feels involved with a celebrity like interpersonal relationship,
but the celebrity is unlikely know who they are [14, 26, 92].

PSR does not uniformly manifest to the same degree in every user’s experiences. PSRs can
evolve as continuum of encountering their media figures in media as the level of engagement
with celebrities grows [26, 42, 92]. Tukachinsky and Stever [92] have conceptualized the stages
of PSR as initialization, experimentation, intensification, and integration. Each stage involves
distinct cognitive, affective, and behavioral characteristics (Table 1). The progression through these
stages can vary depending on the quality and depth of interactions experienced by the audience.
Furthermore, the audience may exhibit behaviors associated with multiple stages simultaneously,
such as demonstrating both intensification and integration behaviors concurrently.

2.2.1 Initiation. Audiences form initial impressions of celebrities based on characteristics or
physical appearance portrayed through the media. Through these media exposures, audiences
are initially drawn to and begin to pay attention to celebrities. Due to the lack of information
about celebrities, audiences examine traits of these figures, evaluate them, and engage in social
comparisons with others [92].

2.2.2 Experimentation. Some audience members, or fans may actively strive to cultivate deeper
relationships with celebrities by gathering information about them and seeking to gain a better
understanding of them. In comparison with the ‘audience’, ‘fan’ is broadly defined as a person who
actively seeks to engage with media content rather than casually watch, listen, or engage [24, 35].
In this stage, fans explore a higher volume of media content associated with celebrities to reinforce
engagement and feelings of connection. They seek consistency and coherence across different
media platforms, aiming to align their perceptions of their celebrities with characters of their
celebrities exposed in media content [92].

2.2.3 Intensification. Some fans can actively seek and maintain relationships with celebrities,
striving to further enhance their connections. They perceive celebrities as parental figures or
friends, mirroring the characteristics of interpersonal relationships. Additionally, they re-watch
content and seek additional sources. Celebrities’ self-disclosures and perceived reciprocity play
crucial roles in fostering the development of these relationships. In this regard, celebrities’ strategic

Proc. ACM Hum.-Comput. Interact., Vol. 9, No. 2, Article CSCW044. Publication date: April 2025.



Can Fans Build Parasocial Relationships through Idols’ Simulated Voice Messages?:
A Study of Al Private Call Users’ Perceptions, Cognitions, and Behaviors CSCW044:5

communication through social media can significantly influence individuals. On the other hand,
incidents that violate a fan’s expectation or disrupt their perceived relationship dynamics may
impede the development of PSRs [92].

2.24 Integration. Finally, some fans can integrate characteristics of celebrities with their feelings
of self. Specifically, fans may feel they have a special connection with fandoms that consist of
like-minded individuals. Fandoms and celebrities contribute to the formation of an individual
fan’s self-concept, mood, and identity. Additionally, through deep engagement, fan can gain more
autonomy in interpreting celebrities, enabling a subjective understanding of a celebrity’s personality
and feelings [92].

The model helps assess the extent of user engagement in the media based on behaviors and
cognition associated with stages, and identifies factors that move to a deeper PSR stage. It can
also enhance our understanding of the media’s influence on self-concept based on media effects
or relational outcomes observed at each stage. Using the lens of Tukachinsky and Stever’s [92]
theoretical model of PSRs, we investigate what fans’ behaviors and cognitive responses to the
simulated voice messages are related to PSRs and how they affect development of PSRs.

2.3 Developing Relationship through Listening

A significant amount of research indicates that humans can evoke parasocial responses by in-
teracting with digital entities like chatbots [66] and virtual influencers [13, 49, 50, 54, 87]. The
characteristics these entities possess, such as visual appeal and human-like traits, enable people
to form social connections. Comparatively, the effect of voices, especially synthetic voices, on
relational interactions is under-explored despite its extensive potential as media content.

Listening behaviors are everyday communicative practices that constitute a relational process [71].
Prior research indicates that listening practices can foster and sustain relationships, and the attitudes
and behaviors of either listeners or speakers can positively impact parasocial relationships [1, 8, 60,
71, 80, 95]. Relational listening, a listening behavior that motivates listeners to focus on speakers’
emotions, can positively affect parasocial relationships [95]. A podcast host’s interactions, such as
sharing their personal lives, can also positively influence relational establishment [80]. This also
includes other type of content which creators create as sensory activities (e.g., ASMR) to elicit
affective experiences [65, 82].

Another line of research suggests that the relationship established with the speaker allows
listeners to pay attention to other audio content using the speaker’s voice [8, 10, 32]. Familiar voices,
such as one’s own voice or a friend’s voice, are often perceived as more engaging and trustworthy,
which can be utilized for various purposes, from intervention to habit formation [10, 32, 40]. Chan
et al. [10] examined how the voices of close friends and relatives in virtual assistants can enhance
engagement, persuasion, and trustworthiness. On the other hand, Kim et al. [40] showed that a
self-voice alarm can effectively serve as a daily reminder to encourage users to form habits.

The research series highlights that familiar, genuine voices and computer-mediated interactions
between speakers and listeners can help foster relationships. However, synthetic celebrity voices
are under a different circumstance, in that the listener is likely to engage in the content without
the speaker’s perceived presence.

2.4 User Experience of Simulated Voice Messages

We focus on ‘simulated voice messages’, which use synthetic voices to impersonate target speakers
and convey information without verbal interactions. In line with the significant advancement
of synthetic voice technologies in acoustic quality, HCI research suggests designing synthetic
voice content from user-centered perspectives to reduce negative experiences like the uncanny
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Stages

Cognitive Level

Affective Level

Behavioral Level

Initiation

Individuals explore the
character, critically as-
sess him or her, and
make social comparison
between others and fig-
ures.

Individuals are attracted
to physical characteris-
tics of figures which can
readily be recognized at
first sight.

Individuals seek ways to
increase media exposure
in order to lessen uncer-
tain information about
figures and explore po-
tential relationships.

Experimentation Individuals

confirm
consistency of figures’

Individuals develop ho-
mophily with character

Individuals engage in

multiple  interactions

personality across more than initiation and comparisons across
channels, developing stage. various media channels
stronger opinions than to explore additional in-
prior stage. formation about figures.
Intensification Individuals frequently Individuals develop Individuals seek addi-
ponder media figures in strong emotional con- tional context in me-
their lives, imagining nections toward the dia channels where they
interactions as a part of media figures. can deepen relationships
interpersonal relation- (e.g., social media), en-
ships. gaging in discussions
with others about the
character.
Integration Individuals perceive me- Individuals form deep in- Individuals invest signif-

dia figures’ character or
their fandoms as their
personal identity.

timacy with media fig-
ures, experiencing a pro-
found and special bond.

icant time on parasocial
relationship  activities
(e.g., writing fan-fiction)
and socialize with like-
minded individuals.

Table 1. The theoretical model of the development of parasocial relationships suggested by Tukachinsky and
Stever [92]

valley [3, 4]. First, synthetic voice should consider voice expressiveness humans possess in various
situations [3, 64]. Noufi et al. [67] suggested that humans formalize their voices considering vocal
persona adjusted by external and internal factors such as self-expressions, physical environment,
and how they perceive listeners. Second, all listeners can listen to the content in different contexts
with different needs and subjective preferences [9, 19, 48]. Cambre et al. [9] demonstrated that
listeners have different preferences in listening to long-form content, also indicating that synthetic
voices can be preferred if they are designed considering the listening purposes. Do et al. [19]
highlighted that trustworthiness of a voice can be perceived differently based on the gender. In
relation to simulated voice content, recent research on simulated voice content has focused on
designing these voices responsibly to protect against deceptive tactics used in scams and harming
target speakers [33, 51].

Based on these explorations, we can anticipate that simulated voice messages may elicit inter-
actions to contribute to relationships. However, it is unclear that how unique relationships and
communities associated with celebrities, where fans are deeply embedded, affect media engagement
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Scenario Greetina
Speech level - Informal
CHOOSE 1 Time to get a call - 1/16/202110 pm K-Pop Idol
Nickname - Yuri noo-na Voice Dataset

\ ¢

\

— "”|||| i
G Al Voice

Enaine

» o°

¢
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(3

Send a call
(voice message)

Al Private Call Users

o Hello? Yuri noo-na, wow, it's me. Al Private Call
I've been waiting for this moment all day.
You're doing well? [...] Let's cheer up a
Take a call little more! It's time for us to part ways.

[..] Let's talk again next time!

Fig. 1. A user’s interaction process of Al Private Call, 1) A user chose a scenario, speech level, time to get
a call, and a name in the interface, 2) When all options were chosen, a prompt said, ‘The call is booked. 3)
When the designated time arrived, the user’s phone rang with the photograph of an idol on the screen. 4)
When the user took a call, they could listen to a voice message using an idol’s synthetic voice. For example,
when the user chose the following options in the application with an idol (Kang Daniel) subscription ticket: 1)
scenario: greeting, 2) speech level: informal, and 3) name: Yuri noo-na, the incoming call the user received
was as follow: “(ringtone) Hello? Yuri noo-na?, wow, it’s me. I’'ve been waiting for this moment all day. How’s
going? Yuri noo-na, Cheer up. | believe you’ll do a great job. | am rooting for you! It’s time for us to say
goodbye. That’s too bad. Let’s talk again next time!”

and how parasocial relationships are built through specific behaviors and cognition. Thus, in this
study we aim to investigate from fans’ behaviors and cognition in listening to idols’ simulated
voice messages.

3 CONTEXT OF RESEARCH: Al PRIVATE CALL

We describe the concept of Al Private Call and how fans use it to listen to simulated voice messages
in the service.

3.1 Concept of the Service

‘Al Private Call’ was an Al-based voice messaging service that simulated a personal phone call
from a K-Pop idol. It was offered as an exclusive feature for paid subscribers on the fandom
community mobile application ‘Universe’ which was discontinued in 2023. Subscribers could access
both ‘Al Private Call’ and ‘Private Message’ — a non-Al based text message service where an idol
could actually send text messages to fans [102]. Each idol’s paid subscription plan cost 7,900 KRW
(approximately 6.65 USD) monthly, with additional fees per month for subscribing to multiple idols.
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3.2 Simulated Voice Message

The user could receive a voice message in Korean that simulated a personal call from their chosen
idol when they chose a date, a speech level, and a scenario through the application. This message
simulated the experience of receiving a personal call from an idol without any actual verbal
interaction, using the chosen idol’s synthetic voice (Figure 1).

3.2.1 Synthetic voice. The synthetic voice was modeled after an idol’s actual voice, based on an
Al-based text-to-speech (T'TS) model trained with their voice data [38]. The application company
(NCsoft) officially contracted with idols, then utilized their voices to create synthetic voices.

3.2.2  Script. The script of the voice messages followed a plot based on a selected scenario, broadly
consisting of 1) a greeting, 2) a chat related to the selected scenario, and 3) a wrap-up. This script
could be modified based on the chosen options for customization in the interface. Each idol’s voice
message contained different content while maintaining a consistent plot. This allowsedusers to
enjoy subtly varying scripts across different idols’ voice messages.

3.2.3 Interaction on interface for customizing voice message. As illustrated in Figure 1, the user
could adjust options for message customization in the interface; There were four options that an
user should choose before completing booking a call: 1) the date and time of a call, 2) the idol’s
speech level (formal, informal, any — random chosen), 3) a call’s scenario (morning call, cheering
up, birthday celebration, and daily chat) , and 4) the name that an user wishes to be called by (A
detail of the option is provided in Appendix A). If the user wanted to listen to voice messages again
or miss a call, they could listen to the voice messages again.

4 Methodology

We conducted semi-structured interviews with 15 people with experience using Al Private Call,
asking them to reflect on how they used it and how it affected their relationships with idols. The
study protocol was approved by the institutional review board (IRB). The study was conducted in
August 2021, before the service was terminated in June 2022 1

4.1 Participants

Interviewees were recruited through ads in K-pop fan communities, university community channels,
and social media platforms (Twitter, Facebook). For K-pop fan communities, we posted ads on
idols’” public community boards (DC inside [17]) and public fandom chats. Two participants were
recruited by snowball sampling [27] from interviewees’ fan networks. All participants were native
Korean speakers since Al Private Call was only provided in Korean. As Al Private Call was available
to users with a paid plan on the platform, we targeted the fans who had subscribed to the paid plan
for more than three months to ensure their familiarity with Al Private Call. We asked applicants
to submit a pre-survey to gather information about their background of using the service and to
confirm their status as genuine fans of the owners (idols) of the artificial voices. The pre-survey
included questions about the types of fan activities they had participated in, the frequency of Al
Private Call usage, and their satisfaction with the service. During the recruitment process, we

IThe service was discontinued before the mobile application ‘Universe’ was deactivated in 2023.
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The number of idols & their genders Reported period that participants Frequency of using

PID Gender Age participants subscribed to maintained fan activities* Al Private Call
1 Chose not to disclose 24 1(M) ~7 months Less than one time in a week
2 F 23 1(M) ~2 years Everyday
3 M 36 4 (F)* ~4 months Less than one time in a week
1 M 20 1(F) ~5 months 3-4 times in a week
5 M 34 4 (F)" ~5 months Less than one time in a week
6 F 20 1 (F) 5 months Less than one time in a week
7 F 30 1(M) ~5 years Less than 3 times
8 F 22 1 (M) ~2 years Less than 3 times
9 F 29 2 (M) Chose not to disclose Less than 3 times
10 F 27 3 (M) ~6 months Less than 3 times
11 F 25 1(M) ~2 years Less than 3 times
12 M 26 4 (F)" ~4 months Less than 3 times
13 F 20 1(F) ~2 years Less than 3 times
14 M 30 4 (F)* ~4 months Less than 3 times
15 M 27 4 (F)* ~5 months Less than 3 times

They were subscribing to the same idol group

* Fan activities include listening to music, purchasing idol merchandise, participating in fandom communities, and following idols social media updates.

Table 2. Summary of interview participants.

aimed to balance the gender of the participants and the gender of the idols they subscribed to, as
fans of male idol groups and female idol groups might have different interactions with their idols.

Table 2 shows the demographic information for the participants (8 female, 6 male, 1 chose not to
disclose, ages = 20 — 36). Each participant subscribed to an average of 2.2 idols for an average of
4.2 months (Max= 7.0 months 2). Four participants answered they were using Al Private Call less
than once a week. Two people stated that they were using the service regularly. On the other hand,
nine participants responded that they used AI Private Call less than three times throughout their
subscription period. Participants also indicated that they frequently engaged in fan activities by
listening to their idols’ songs (Mean: 4.67, Median: 5.0), subscribing to a paid plan (Mean: 4.60, Median:
5.0), purchasing idol-related items (e.g., merchandise) (Mean: 4.33, Median: 5.0), following their
idols’ social media (Mean: 4.73, Median: 5.0), and engaging in fan activities in online communities
(Mean: 4.67, Median: 5.0). All questions were measured using five-point Likert scales.

4.2 Interview Protocol

The interviews were conducted over Zoom during August 2021, when AI Private Call was still
available. Each interview lasted approximately 60-90 minutes, and the participants were compen-
sated with 15,000 KRW (approximately 13.0 USD). We first asked our participants about their usual
fan activities to understand whether and how they had built parasocial relationships with idols
through other media channels. We also asked about their previous experience about Al-powered
apps. We then asked participants to share their specific experiences with Al Private Call and their
motivations for using the service.

We organized the interview questions around five themes: (1) the participant’s background as a
fan; (2) how they used the service; (3) positive and negative experiences in using the service; (4)
predicted influences of Al Private Call on their fan-celebrity relationships; (5) differences between
Al Private Call and other fan-celebrity communication services (e.g., live-streaming, social text
message) (Appendix B). We designed background questions (1) based on their responses in the
pre-survey, which ask about their fan activities to facilitate conversation with them . The interview
questions in categories (2) and (3) aimed to collect participants’ impressions and past interactions
with the service. If participants had discontinued the use of the service, we inquired about their

2The service was launched on February 2021
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reasons for doing so. Regarding theme (4), our goal was to probe the emotional reactions triggered
by the service, particularly how it evoked feelings of connection with their idols in the context of
parasocial relationships [44]. Questions under theme (5) sought to understand how current services
fulfill the needs of fans in parasocial relationships compared to Al Private Call.

During the interviews, we prompted participants to reflect on their past experiences and the
motivations for their responses to the service. We also asked to share about the context of their fan
activities that might affect their reactions, as follow-up questions for each question.

4.3 Data Analysis

We conducted a thematic analysis using a combination of closed and open coding to analyzed the
interviews [7, 79]. The interview records were transcribed using ClovaNote [62], and processed
to remove all personally identifiable information. First, three authors inferred codes inductively,
then understood links between relevance codes using in-vivo coding, then created high-level
themes using axial coding. During this process, we identified underlying themes by collaboratively
clustering the codes using affinity diagramming and refining these codes through discussion to
reach consensus. We defined perception as ‘user’s meaningful interpretation of sensory input’,
cognition as ‘user’s cognitive process that involves assimilating information and applying it in
following judgment’, and behavior as ‘user’s interactive activities as mental representations to
generate external outcomes’ [25, 86].

Then, the first author revisited the codes assigned to the themes, considering which aspects of
the simulated voice messages were presented within the codes as either ‘voice’ or ‘message.’ Codes
categorized under ‘voice’ were related to vocal characteristics such as intonation, tone, and voice
pitch. Codes related to narrated content were categorized under ‘message’. In this process, the
first author assessed whether the codes associated with each aspect were coherent and consistent.
For instance, if there is inconsistency between codes under ‘voice’ and codes under ‘message’ in a
theme, the author created a newly created sub-theme to assign them to clearly understand if their
behaviors or cognition presented in a code are influenced by specific components.

As a final stage, guided by the four stages of theoretical model of parasocial relationship devel-
opment [92], we examined how the themes and sub-themes are relevant with specific stages. We
associated themes with cognitive and behavioral patterns that fans may exhibit towards media
content at specific stages. For example, for the theme ‘Sharing content experiences with the fandom
(Section 5.2.6), we aligned this theme with the ‘integration’ stage. This categorization was based
on the observation that the codes within the theme reflected similar responses to those of fans who
are deeply engaged with celebrities, introduced in the model. In iterating the process to finalize the
categorization, we also discussed to understand the behaviors and cognitive experiences that fans
encounter exclusively through simulated voice messages, which are not evident in other media
channels (e.g., social media, live-streaming). The representative quotes were originally in Korean
and were translated into English using DeepL [18] and Papago [63] after finalizing the themes.

5 Findings

In this section, we first introduce fans’ perceptions of simulated voice messages provided by Al
Private Call (Section 5.1), then we present six themes that fans process as cognition and behaviors
to establish parasocial relationships (Section 5.2).
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5.1 Perceptions of Simulated Voice Message Emulating ldol’s Communication
Behaviors (RQ1)

Participants perceived synthetic voice message as a combination of two distinct components —
synthetic voice and message content — and they had different perception on each component.
Notably, although they recognized that synthetic voices do not give any impression about their
idols, they reasonably found the potential to create ‘illusion of intimacy’ with idols, if the message
content and its interactions are engaging and tailored to their needs.

5.1.1 Voice of a Virtual Agent. Even if simulated voice messages mimic a celebrity’s voice, they
are unlikely to be perceived as genuine due to their quality compared to actual voices and the
information indicating they are Al-generated things. All participants, except one (P9), knew that
the voice of the content as being artificially created, because the service name (Al Private Call)
implied that the voice is artificially generated and the voice did not show natural vocal characteris-
tics and sound expressivity typically associated with human speech. Plus, as they were already
used to hearing their idol voices through other media, they immediately noticed something off,
describing the voices as the ‘uncanny valley’. Although they were aware that idols provided voice
audio recordings as data for training Al models through official contracts, they often referred to
the subject of the simulated voice messages as ‘Fake [idol’s name]’, ‘robot’, ‘machine’, and
‘the AT indicating non-human objects. They also described their listening behaviors as ‘labor’,
‘meaningless work’.

“Why should 1 listen to this robot’s voice? I don’t understand why I should go through this
labor to listen to this fake voice. I would just choose listening to [P7 idol’s name]’ voice
through V-app that has a voice-only radio feature.” (P7, F)

In particular for P11 and P7, making fabricated voices utilizing idols for fan services seemed
to deprive them of opportunities to interact with their idols. P11 thought that simulating their
idol’s real voice is not acceptable, unlike cartoon avatars with idols [21] and humanoid virtual
influencers [13] which are presented as separate entities from the idols. She thought that simulated
content should not replace what idols currently do for fans and their careers.

“T object to virtualizing [P11 idol’s name] * if it is an exact replica. [..] If the virtualization
occurs, I wonder why it should be used for communication, given the existence of
living idols. Nowadays, there are idols who are virtual characters, but those cases are
different. Why do they (the companies) want to replicate and create it (synthetic
voice) with idols who have been doing well in their areas? I haven’t become a
fan of those virtuals.” (P11, F)

5.1.2  Message that My Idol could Say in Interpersonal Communication. With the message content
simulating interpersonal communication behaviors, participants imagined scenarios where their
idols might act in various interpersonal situations. Participants (P2, P4, P5, P12) perceived that the
message content of simulated voice messages could fulfill their desire to personally interact with
their idols, given the limited opportunities for fans to engage in direct communication with idols.

“When I first heard about this (Al Private Call), I was curious, like If I subscribe to all of
them (idols’ group), Would it feel like we’re talking on the phone?’, then I was so excited.
So after its (Al Private Call) launch, [..] I immediately subscribed to the paid plan and
listened to them, but the voice sounded stiff.” (P12, M)

3We used ‘[ ]’ mark in de-identifying idols’ names mentioned by participants. To describe demonstrative pronouns or
adjectives in quotes, we used ()’ mark.

Proc. ACM Hum.-Comput. Interact., Vol. 9, No. 2, Article CSCW044. Publication date: April 2025.



CSCW044:12 Eun Jeong Kang, Haesoo Kim, Hyunwoo Kim, Susan R. Fussell, and Juho Kim

They believed that personal conversation with their idols might impossible in their lives. This is
why P2, P4, and P5 listened to the simulated voice messages despite the service’s poor performance.
Even it is rare to get a chance to talk with idols for a few minutes unless they win a ticket for video
calls through the purchase of physical music albums. P4 stated that ‘I know they (idols) usually don’t
have much time because they’re popular, but it (Al Private Call) feels like they’re making time to talk
for me” Thus, they thought that the message content which emulated communication behaviors
could let them imagine the situation.

However, simulated voice messages were limited in providing immersive experience, as they
only enabled listening. Interpersonal communication requires a two-way conversation where
people who know each other exchange utterances sequentially (P9). Consequently, participants felt
dispirited (P1, P3, P10).

“T assume the service was initially designed to offer the primary feature of allowing users
to listen to their favorite idols’ voices. However, for fans, it (Behavior for listening to idols’
voices) is not just about hearing the voice; it’s about understanding the emotions the idol
wants to share in their daily life. Thus, fans can feel what the person is upset about, or
why they’re in a bad mood. I think if the content can make them feel a little bit more like
that, the content will be a little bit more successful’ (P10, F)

Several participants (P3, P12, P13) mentioned the movie ‘Her’ [37] where an Al agent forms a
social bond with human, suggesting that engaging in reciprocal verbal communication with an
agent simulating idols could potentially foster relationships in the absence of direct interaction
with their idols. Similarly, P8 stated that simulating communication behaviors like Al Private Call
may give benefits to fans whose idols do not actively engage with their fans. If idols actively update
their status on social media, anyone may be able to get informed from them directly. As K-Pop idols
commonly interact with their fans over social media, participants who were already exposed to
various idol content through YouTube videos and social media, did not need less dynamic content
that only involved listening.

‘I think this (satisfaction on Al Private Call) may vary between different idol members. I
guess that some idols could be replaced by the Als, and if they (idols) don’t often commu-
nicate with fans, there would be people who would be satisfied with their Als. I think the
frequency of idol communication might have a slight impact on the activation of the use
of AL But I have enough content about my idols even if I don’t have to use this AL” (P8, F)

From the perspective of certain participants (P4, P5, P6, P9, P10, P13), the utilization of idols’
simulated voice to create idols’ content could potentially lead to divergence in media content, in
addition to Al Private Call. For fans, simulated voice messages are an another form of celebrity
content, similar to radio segments featuring the actual voices of celebrities. Thus, these messages
could provide additional opportunities for them to engage with their idols.

“Tjust feel like I have one more piece of content to enjoy, it is the closest experience I've ever
gotten to just watching a YouTube video. [..] For me, I think it’s just like any other radio
content or anything like that, so obviously, if I listen to it more, I will develop a stronger
emotionally connection to idols.” (P5, M)

5.2 Cognitions and Behaviors, and Parasocial Relationship Development (RQ2)

In this section, we introduce participants’ cognition and behaviors exhibited in relation to PSR
establishment when they interact with simulated voice messages of Al Private Call. Findings show
that fans first heuristically examine content, then recognize content as the production of their idols

in establishing PSRs (Section 2). We also found unique reactions to simulated voice messages that
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Fig. 2. Parasocial relationship (PSR) developmental process that fans process with simulated voice message.
From the top row, each boldface illustrates the main process of responding to simulated voice messages by
integrating perception, cognition, and behaviors. Each stage is related to how fans engage with simulated
voice messages to foster PSRs. At each stage, fans hold distinctive perception of the simulated voice messages
with two content parts: voice (light-pink) and message (light-blue).

differed from the usual responses to authentic celebrity content. Within each theme, we delineated
how participants distinctively react to each the voice and message content.

5.2.1 [Initiation] Comparing Simulated Voice Messages with Knowledge about My Idol. When
audiences first encounter media characters, they critically assess them and use heuristics to gauge
their potential for emotional attachment. (initiation stage) [92]. With simulated voice messages,
participants’ reactions were close to technical evaluation, indicating that they consistently evaluated
the extent to which the simulated voice message captured their idols’ characteristics, such as speech
patterns, based on their knowledge of their idols. In particular, as fans are well informed about their
idols, they wanted to interpret the experience based on their knowledge, rather than treating them
as a new instance. They sought to achieve consistency between idols’ characteristics and simulated
voice messages. When they experienced misalignment, they stated that the voice messages lacked
distinctiveness associated with their idols.

Voice content. Nine participants (P1, P2, P3, P4, P7, P8, P11, P13, P15) characterized idols’ vocal
personas. They recalled how idols managed their vocal characteristics, such as pitch, perceived
emotions, and para-linguistic cues. This was mostly based on sources from online channels, such
as YouTube videos and live-streaming content, where they could listen to idols’ real voices. Even
they speculated how their idols might ideally talk based on typing quirks (e.g., suffixing text with
ya in Korean:©}) idols usually used on social media posts. They expected these characteristics to be
present in cloned voices.
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“As [P7’s idol name] voice is lower-pitched than others, he usually raises his
tone to sound brighter for the fans. [..] But it (synthetic voice) doesn’t contain the
characteristic at all. I think it should have something like an intonation. For example, [P7’s
idol name] voice and this robot’s voice are different when it says, ‘Did you have a meal?’
This robot sounded to follow a rule to maintain a high tone.” (P7, F)

Message content. Participants (P1, P3, P7, P10, P12, P15) felt that message content should be
consistent with how their idols usually communicate with their fans. They synchronized the
content of messages with their knowledge such as idols’ preference and topics usually shared by
them on social media. Fans typically monitor their favorite celebrities’ activities updated on social
media, sharing their information updates with other fans [15, 39]. Additionally, each idol offers
unique content that can attract fans. Such information is used as a reference when they listened to
simulated voice messages.

“The [message] content was something they (P15’s idol group) could say in their real
life, but since we’re fans, we know their schedules. For example, they (P15’s idol
group) had a schedule for a radio show, but it (Al Private Call) just said like Twas late for
something.’ I felt a gap from such a mismatch.” (P15, M)

As P15 stated, participants stated that their idols have varied schedules for actively interacting
with fans, such as midnight after finishing work, and this information is given by fandom commu-
nities or idols by themselves via social media. But the service was open to use regardless of being
consistent with the target speakers.

5.2.2  [Initiation, Experimentation] Assess Social norm of Interpersonal Communication. Physical
or attitudinal attractiveness of characters lead fans to build parasocial relationships [92]. Media
experiences allow fans to perceive a sense of playfulness in characters, which encourages them
to engage more deeply with them [92]. Similarly, participants were interested in assessing the
playfulness and immersion of the content, rather than just the imitation of the idols. In this
instance, they examined how simulated voice messages adhere to social norms of interpersonal
communication, thus creating engaging experiences that appeal continued use.

Voice content. Participants expected that the voice in simulated voice messages would have the
same expressiveness they encountered in their various interpersonal communication (P8, P10, P13,
P15). They mentioned that the synthetic voice should have adjusted its vocal characteristics such
as tone of the voices or para-linguistic cues to adapt to various situations. Their statements echo
Aylett et al’s perspective of voice design [3]. When there was a mismatch between expected voice
in a specific situation and synthetic voice of the content, the voice content could make it sound
‘similar but soulless’ and ‘unresponsive’.

“Since it’s artificial, it’s not like we’re genuinely communicating with each other. But the
quality didn’t reach the level that could provide a sense of realism or immersion. It would
have appeared more authentic if it had been a recorded voice... They (AI Private Call)
claimed the voice was artificially generated, but it felt like I was talking to a
wall, as if they were reading a Korean book. Even it sounded too soulless to consider
it as a real voice.” (P15, M)

Message content. In the message content, general social norms the speaker usually follows
in close relationship are expected. In dyadic conversation, the speaker adjusts their expressions
considering if the listener understands the conversation, reactions, and interests. And sometimes
they change topics (P1, P2, P3, P7, P8, P9, P10, P11, P12, P13, P14). These behaviors exhibited in
interpersonal relationships are mutually inclusive, propelling the relationships forward. Especially
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through telephone, people feel gratification from a sense of inclusion, influential impact, and
pleasure derived from social interactions [68]. In this manner, participants used their social norms
to evaluate the message content, anticipating it to be warm, welcoming, and polite. They also
anticipated more personalized topics tailored to their interests that people in close relationships
could share.

‘T believe it would have been a lot different if they (Al voice) had waited for me to speak
instead of just talking and cutting me off in this one-sided way.”” (P1, Does not wish to
answer)

Personal conversation with idols would be exclusive and memorable even if they just say, such as
‘Happy birthday’, but the same utterance spoken by synthetic voice was undervalued by participants
(P5, P9, P13). As they became more accustomed to listening to the content, they increasingly sought
impressive and unique experiences over what idols could deliver with their own voices from
simulated voice messages, whereas they were willing to watch videos or recordings of their idols
repetitively.

“When I used this service for the first time, I was excited and really into it when I heard
her voice over the phone. It felt as if she was speaking directly over the phone. However,
as I continued using the service, the initial excitement faded, and it began to feel more
like listening to a recording on YouTube. Due to the repetition of the same experience, it’s
inevitable that the sense of novelty diminished. Initially, I attempted to immerse myself in
the experience. After listening to it about three times, I found it increasingly difficult to do
so. Anyway, it is a machine after all...” (P5, M)

According to P5, interpersonal conversations are dynamic and cover a range of topics. He

expected simulated voice messages to reflect this complexity and unpredictability, rather than
following user-selected patterns. Although the service’s simulated voice messages offered a slightly
different script each time, he found them unentertaining due to their same pattern: a greeting, a
chat, then a wrap-up.
5.2.3 [Experimentation] Seeking out Information in Other Channels. Within participants’ com-
munities, or fandoms, they searched information about how others perceived simulated voice
messages or if others also got the same impression as them. Nine participants mentioned that they
read reviews of the service on community boards, heard feedback from other fans, or shared their
own thoughts when asked by peers (P1, P3, P7, P8, P10, P11, P12, P13, P14). In addition, P9 stated
that she received questions from other fans who were interested but hesitant to use the service.
Their behaviors mirrored those of audiences in the ‘experimentation’ stage of PSRs, who strive
for achieving consistency in celebrities’ identities across contexts and reducing uncertainty about
information [92].

Voice content. Six participants sought out the opinions (P1, P3, P7, P10, P12, P13) of other fans in
media channels they usually interact with or friends who have relevant knowledge. The experiences
of others have influenced them to form informed beliefs, opinions, and emotions. They expected
other fans would share same impressions of the service as them.

“When I used Al Private Call for the first time, I was like, Ts this really what it’s like?’
then I searched for it and I read all relevant posts, then I was like, ‘Oh, I was not wrong.
People were feeling in the same way.” (P1, Chose not to disclose)

Using synthetic voices of idols sometimes caused confusion in their interactions with idols on
other social media channels (P7, P11, P13). This is because they suspected that Al was already being
invisibly used in other media. They mentioned that some users wondered whether their idols on
social media were also being replaced by Al agents. P7 mentioned that they sought confirmation
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by asking confirmation to their idols in Private Message, an affiliated service where idols send text
messages. In this case, fans asked their idol directly through the service if he was communicating
with them or Al was ghost-writing instead of him.

“At first, there were a lot of fans who misunderstood, thinking that Ts this (Private Message)
also AI?’ [P7’s idol name] explained it wasn’t. He posted a picture of himself to clarify
that the messages were sent by [P7’s idol name]. Not just us; I think other fandoms might
have initially misunderstand it too. When I received a private message after listening to
the call, I wondered, ‘Isn’t this message also sent by the robot?”” (P7, F)

As the Private Message service was served to paid subscribers alongside with AI Private Call,
such confusions in that service were more obvious than other media channels, even though idols
were sending by themselves. Text formats contained less identifying information about the senders,
so they speculated that text-based social media channels (e.g, X, instagram) could easily deceive
them like AI Private Call.

Message content. Participants (P7, P8, P11) stated that Al Private Call users had once been
accused on one of the selectable scenario options such as ‘romance’ on social media due to its
inappropriateness. They viewed the scenario as inappropriate, violating the norm of the idol-fan
relationship, since some fans could overreact to the pseudo-romantic relationship.

‘T am not sure, but from I've heard from those around me, there was a scenario that
involved a pseudo-relationship. The voice message treated them as if they are in a real
romantic relationship, leading to some negativity in the experience of the people involved.”
(P7,F)

As P7 stated, some fans shared the excerpt of the script on social media, which went viral within

fandom about its suitability to use. P9 and P11 also noted that some fans found certain script lines
potentially inappropriate from a gender perspective (e.g., “Thank you for choosing me”, “Why
didn’t you get my call?”). Eventually, the scenario and the script were removed and revised by the
company.
5.2.4 [Intensification] Examine Idol’s Involvement in Content Creation. Nine participants wanted
to know the detailed process of how the company created simulated voice messages with idols (P1,
P2, P3, P5, P8, P9, P10, P11, P14). Some of them indicated that they watched promotion videos of
the service for how their idols were involved to understand the process of voice creation. They
attempted to approximate how they worked to create synthetic voices, rather than deeply engaging
in listening to what the message is about (P1, P5, P7, P8, P10). This aligns with fans’ behavior
associated with the ‘intensification’ stage, who seek deeper intimacy with celebrities through
affirming the authenticity of celebrities on media content [92].

Fans generally engage with gossip and seek relational information to verify the authenticity
of celebrities’ behaviors exhibited on social media, including personal disclosures and emotional
expressions [41, 56]. With simulated voice messages, on the other hand, participants were motivated
to verify the authenticity of the simulated voice message (if their idols are actually committed), as
it is obviously artificial-generated content and purportedly endorsed by their idols.

Voice content. While the output they listened to was synthetic voices which they could not
admit as idols’ voices, they (P5, P7, P8, P10) attempted to approximate idols’ effort in creating
these simulated voices. They considered how idols would have behaved to produce these simulated
voice messages, based on their idols’ typical behaviors shared on social media content. P7 and P10
stated that their idols must have put a lot of effort into recording their voices when the company
created voice models. This echoes prior research on fans’ behaviors, where fans deduce celebrities’
personalities, thoughts, and feelings from their high level of engagement [5, 92].
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“[After listening to simulated voice messages] I just thought, ‘He must have worked hard’.
In any way, he must have recorded the sound. I thought that he must have worked hardly
to record a sound that would be enough for Al to come up with this kind of sentence. I was
like, ‘It’s hard to earn money.”” (P10, F)

Approximating idols’ commitment led them to reluctantly favorably accept Al Private Call even
though the experience was not satisfying. This is because they supported their idols’ growth and
wished them get rewarded, rather than get criticized. P7 stated that she watched a video in which
her idol introduced the service, and it led her to understand the extent of his efforts. She expressed
dissatisfaction with the experience but still favored Al Private Call, believing her idol enjoyed
creating his synthetic voice.

Message content. Message content was related to the script of simulated voice messages. Par-
ticipants wondered if their idols also knew the scripts (P11) or if the scripts of simulated voice
messages had been written by their idols (P1, P5, P14). They stated that if they had known the
scripts of simulated voice messages were written by their idols, they would have concentrated on
listening more profoundly.

“Let’s say he (P1’s idol) wrote the entire script. Then, I would have listened to it even if
they’re (simulated voice messages) awkward or they’re not that realistic. Because it is
what he’s trying to tell me. But I was a little reluctant to listen to the computer’s voice
because that fact was unclear. If he had written the script, that means he put effort into it.
I might have thought, ‘What they say is what he says to root for me, However, I think I
was avoiding it more because it wasn’t clear how far the technologies had been applied.”
(P1, Chose not to disclose)

The entire process of how simulated voice messages made was unclear in this service, except for
only providing a promotion video provided by the company. In addition, this is related to K-Pop
idol culture, awareness on an idol’s involvement makes products or services more reliable and
meaningful for fans. For example, voice-recorded content holds greater value than simulated voice
messages, because voice-recorded content implies that idols invested more time using their voices,
while synthetic media is created effortlessly.

“Tt is like the photo cards in the album. There’s a big difference in price between the selfie
photo cards and the photo cards that others took. They are different in that one is a picture
taken by idols on their own and another is taken by someone else. A recorded voice means
the member recorded it and made it with his real voice. But the Al voice isn’t his voice.
That’s why I was not satisfied, feeling such a sense of separation from it (simulated voice
message).” (P1, Does not wish to answer)

From the another aspect, this theme is related to participants’ concerns about possible violation
of idols’ personal rights caused by the misuse of simulated voice messages (P1, P2, P7, P8, P10,
P11, P13). While such a service using idols’ synthetic voices can be created through an official
contract with idols, they perceived that it would be unavoidable for idols to create content they
might not want because of a system and stakeholders around them. Participants had recognized
well about the nature of how the K-Pop idol had been systematically managed, based on their
extensive observations during long-term fan activities. For example, management agencies usually
manage idols’ publicity rights, which authorize commercial use of personal personas in promoting
commercial products [34]. P8, P10, and P13 wondered whether the idols agreed to generate things
that they had not said personally for the service; ‘T wondered whether the idol would be okay with
using their own voice to deliver messages they didn’t intend to say.”(P8) P10 pointed out that the idols’
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power to demand their rights varies depending on their popularity, perceiving that newly debuted
idols may not be able to claim their rights in creating simulated voice messages.

Moreover, P7 and P11 were anxious that some malicious fans could potentially utilize simulated
voices to generate fan-made content which can influence idols’ reputations and popularity in real-life
as fake information. On the other hand, some fans may be obsessed with simulated interpersonal
behaviors, not distinguishing it from the actual behaviors of idols (P1, P3). This could require
idols to adhere to the simulations. They argued that the use of synthetic voices for adjustable
interactive messages should involve careful consideration on potential impact on idols’ lives from
their perspectives.

‘1 feel anxious that some people may record it (AI Private Call voice message) deliberately

to claim that Tam his ex-girlfriend, and this is the list (of recording files) (...)". Since there

are some people even spreading fake captures of personal messages (which are synthetically

edited) these days, I am very concerned about the possibility of rumors produced by the Al

voice.” (P7, F)
5.2.5 [Intensification] Seek to Enhance Feeling of Social Presence. Fans in the ‘intensification’ stage
enjoy illusory reciprocal interactions with media figures, which lead them to seek further ways
to experience close relationships such as following celebrities’ social media accounts [92]. Being
exposed to celebrities’ information through social media frequently allows fans to feel that they
are ‘being together’ and ‘being connected’ [39]. Although in the minority, several behaviors as
ways to enhance the feeling that idols are socially present were observed from some participants.
Interestingly, some participants sometimes engaged in creating a sense of intimacy through the
construction of pseudo situations by adjusting content as they preferred.

Voice content. Only two participants (P5, P7) stated that they listened to idols’ voices on other
media to reduce a sense of deception they had experienced from simulated voice messages, after
they used the service. Their behavior was a way to fulfill their desire to interact with idols, similar
to how simulated voice messages had engaged with them. For example, they watched live streaming
recordings or listened to songs, where they could hear their idols’ real voices. People feel a sense of
social presence and credibility more when they listen to humans’ voices than machines’ voices [88].

“Tlike it (AI Private Call) because it’s [P7’s idol’s name], but it’s not the real [P7’s idol’s
name], so after listening to it for a bit, it made me want to see him more, making me feel
emptier. I'd rather hear the real [P7’s idol’s name] voice. Then I just listened to music or
watched V-Live (K-Pop live streaming platform) one more time, wishing that the real [P7’s
idol’s name] would come...” (P7, F)

Similarly, P2 stated that her affection for her idol increased after listening to AI Private Call, as
she felt more authentic in the presence of idol on other media channels: “The perception of the idol,
and therefore the perception of [P2’s idol name] himself, has never changed (with this listening
experience), because I know that the two entities have nothing to do with each other, but I think I
like him more after Private Call, thinking that ‘he is real’”” (P2, F)

Message content. Some participants (P1, P2, P3, P4, P5, P6, P8, P15) sought ways to enhance a
sense of closeness with idols in using Al Private Call. Adjusting simulated voice messages with
interface options was a way for them to increase idol-likeness of simulated voice messages (Table 3).
In CMC platforms like Twitter, users engage with celebrities by merely following and responding
to their activities [72], but in Al Private Call, they proactively engaged with celebrities by tailoring
content to shape desired situations through simulated voice messages.

P1, P3 and P4 stated they selected names and speech levels based on how their idols usually
interact with them via media channels, or based on how they interact with idols. “There is a name
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Options
in How participants adjusted

interface Al Private Call voice messages Purposes
Choose ‘informal’ or ‘formal’ option that To feel like the idol’s Al voice as a

Speech matches the idol’s actual speech level real person.

Styles Choose ‘informal’ or ‘formal’ option consid- To feel like a close relationship
ering the Korean relationship hierarchy be- with an idol.
tween participants and an idol.
Choose ‘informal’ or ‘formal’ option which To hear how an idol talks in a way
is the opposite speech level of an idol. that they don’t usually talk to fans.
Choose ‘informal’ or ‘formal’ option depend- A comfortable sound for partici-
ing on participants’ preference pants.

Scenarios Choose scenarios (birthday, morning call, To increase participants’ self-
and workout)’ in specific situations (e.g., efficacy.
work outs).
Choose scenarios (birthday, morning call, To feel like the idol’s Al voice as a
and workout)’ in which the voice is pro- real person.
nounced naturally.

Name Designated as participants’ first name with To feel like a close relationship

the suffix (ya), ‘Noo-na™ or ‘Oppa’™ consid-
ering the Korean relationship hierarchy be-
tween participants and an idol.

with an idol.

Designated as a word that voice pronounced
naturally

To feel like the idol’s Al voice as a
real person.

Table 3. The case about how the participants adjust the simulated voice message with options of Al Private
Call. *Korean suffixes that are typically added to the first name [83].

that [P3’s Idol group name] tends to call their fans. Since the name of [P3’s Idol group name]’s
fandom is ‘Fearless’, so I used the word [Fearless] as a name”” (P3, M) In particular, he stated that he
adjusted a speech level differently in the options, depending on each idol’s perceived personality.
P4 aligned his use of Al Private Call with his presence in fandom communities, such as setting his
name as same as the one he used in online community. This was also because they wanted to listen
to simulated voice messages as if their idols were talking to them in natural, as P4 clarified. Fans
desire their celebrities to be consistent across media channels [98].

On the contrary, some participants (P2, P3, P5, P6, P8) stated that they chose options in such a
way that they could immerse themselves in personal situations. They generally preferred choosing
‘Informal speech level’ where simulated voice messages were delivered in an informal tone. Also,
considering how they would be called if they are in personal relationships, they changed the name
by adding the suffix to their first name (a/ya: ©}/0}, e.g., Jennie-ya) or Noo-na and Oppa (e.g., Jennie
Noo-na: }+1}), which are usually used among people who are close to others in Korea [83].

‘I tended to select ‘informal’, because the idols rarely talk down in informal ways. When
they communicate with the fans, they use honorifics unless the fans ask them to speak
informally... Even if we don’t use honorifics, [P2’s idol name] always uses honorifics
for us. [..] While he typically uses honorifics a lot, I feel a bit more familiar when he
uses informal speech. Having a personal conversation with an idol suggests that I
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want to feel a personal connection between us. That’s why I chose the speak option as
‘informal’” (P2, F)

In addition, a few participants (P2, P4, P5), who were the most active users, stated that they
deliberately selected scenarios that corresponded to their current situations, where they could
immerse themselves in the simulated voice messages. For example, P4 chose the ‘Cheer up’ scenario
when they needed an energy boost, such as during weight training. While idols could cheer on their
fans via live-streaming or their social media channels, it is challenging for individuals to receive
personalized encouragement like AI Private Call whenever they wanted. They selected various
scenarios, such as ‘Birthday’ for celebration and ‘Morning call’ to wake up early (P2). By adjusting
these call options to their situations, they stated that they felt energized, as if they were being
cheered on by their idols (P4, P5). Their reactions align with the previous research showing that
individuals who had a high level of parasocial relationship with a doctor character on television
felt an increase in self-efficacy [75]. There was a case where a participant chose options which they
could feel less awkwardness than other options (P15).

“Especially when I received similar answers during my workout, I felt genuinely thrilled.

They truly cheered me on. In those moments, I realized that I needed to put in more

effort and work harder” (P4, M)
5.2.6 [Integration] Sharing Content Experience with Fandom. Sharing experiences with like-minded
individuals is a common behavior for fans in the ‘integration’ stage [92]. Fans gather and collaborate
with each other to intensify their intimacy with celebrities, such as socializing with like-minded
individuals, collecting memorabilia, and publishing fan-made content [81, 92]. Similarly, participants
also wanted to enjoy the content with other fans, which led them to encourage others to join them.
While it was a minority, some participants (P2, P4) who had positive impressions from the service
attempted to share their thoughts within their fandom communities. One participant (P2) shared
her experience after recording the best part of the message she thought in her private chat with
other fan friends, expecting that others would resonate with and enjoy the service as she did.

“I’ve shared it (Al Private Call) a few times. But many people around me were negative
about the service, like ‘This is some kind of deepfake’, It’s a bit uncomfortable’, ‘Why does
it have to use an idol’s voice?’, and ‘That’s fake’. Whenever I tried to share my experience,
reactions were not that positive, so I began not to share them further. If there was a good
conversation to share, I would have shown it (simulated voice message) to people, like ‘hey,
tryit’...” (P2, F)

The positive impression prompted P2 to share the content with other members, but she mentioned
her hesitancy because of others’ anticipated pessimistic reactions. As opposed to P2, P1, and P8
stated that they playfully mocked those who might be interested in listening to ‘fake’ idol voices
with other fans.

Fans would like to create, curate, and share playful content related to their idols with other
fans to feel fun together [78]. For example, fans usually capture interesting social media posts of
idols, then they share them with other fans to enjoy together. P4 stated that he had been using a
community board (DC inside) where his fandom primarily communicated. He wrote about how to
use Al Private Call effectively to promote the positive aspects of the service to other fan members.
However, as P2 stated above, user experience of Al Private Call was not notable to share for most
participants, so it was rare to find participants who reached this stage. P8 used Private Message as
an example, noting that its content is easily shareable due to its traits that facilitate sense-making
for other fans.

“[Private Message] is simple to share with others. The biggest difference is that this Private
Call is a fake, and aside from that, the script of the Private Call can be roughly predictive.

Proc. ACM Hum.-Comput. Interact., Vol. 9, No. 2, Article CSCW044. Publication date: April 2025.



Can Fans Build Parasocial Relationships through Idols’ Simulated Voice Messages?:
A Study of Al Private Call Users’ Perceptions, Cognitions, and Behaviors CSCW044:21

But another service (Private Message) plainly presents the characteristics of this idol. You
can see their (idols) personality and characteristics so well. I think that’s why the service is
more fun, [..] There aren’t many responses in Private Call. When I first started this service,
I could only share it to say like, “Try to listen how similar it is’.” (P8. F)

6 Discussion

We examined how fans perceive simulated voice messages that imitate idols (RQ1) and how they
cognitively and behaviorally respond to simulated voice messages in conjunction with parasocial
relationships (PSRs) establishment (RQ2). While this study provides a glimpse into fans’ reaction to
a K-Pop idol fanbase service, we believe that the findings offer valuable insights necessary for the
impact of synthetic media involving individuals who hold influential connections with the audience.
First, we examine how parasocial relationships can be formed through simulated voices. Next,
we explore the impact of fandoms, such as K-Pop, on individual fan experiences. We also address
the potential risks synthetic voices pose to celebrities. Finally, we propose design implications of
synthetic media fans can engage with.

6.1 Parasocial Relationship Establishment mediated by Simulated Voice

Our findings indicate that fans engage with simulated voice messages mimicking celebrities, thereby
developing parasocial relationships. In particular, from content that simulates ‘communication
behavior’, which performs imitated a celebrity’s interpersonal interactions, fans can feel parasocial
connections (Finding 5.1.2). Previous research indicates that a speaker’s engagement in sharing
personal details can influence parasocial relationships (PSRs) [80]. Our study extends these findings,
showing that synthetic celebrity voices exhibiting similar behaviors can also evoke parasocial
attractions. However, the nature of synthetic voices, which people might often perceive as fake
(Finding 5.1.1) and social contexts of fans that demand authenticity from their idols, can inevitably
diminish the quality of listening experience. Moreover, how voice messages perform is interpreted
based on social contexts surrounding fans, such as how the idols interact with them or how
their communities accept such technologies. While Chan et al. [10] demonstrated that Voice User
Interface using familiar voices were perceived as more engaging and persuasive, this result may
not always be consistent in the fan culture context.

Utilizing a theoretical framework that shows how audiences can develop parasocial relationships
through media content [92], we show that fans can engage with simulated voice messages via
series of stages to establish parasocial relationships (Figure 2). The engagement process unfolds
dynamically, starting from the initiation stage. In our findings, only a few satisfied participants
advanced to the following stage, and fans can sometimes show behaviors associated with multiple
stages concurrently. Our work helps to understand how fans would perceive both the voice and
content communicated by synthetic celebrity voices, and what information would be utilized to
engage them.

In comparison with mass media (e.g., TV, radio) and computer-mediated communication (CMC)
media (e.g., online chats) which assume that celebrities would be authentically present, we note
that synthetic celebrity voices can foster distinctive behaviors for parasocial interactions, based on
the findings. First, our findings showed that participants examined technical implementation of
synthetic voice content (How the content includes idols’ characteristics well)(Finding 5.2.1, 5.2.2),
which has not been observed in the other media. In general media, audiences gather information
about attractive media figures such as understanding the ‘concept of the character’ [90], rather
than heuristically examining the structure. This distinct behavior may be attributed to the lack
of authenticity in synthetic voices when mimicking celebrities [26]. Individuals engage with
interactions in communication, based on the authenticity they evaluated [46]. Knowing the content
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was fake, participants may have adjusted their level of engagement based on their evaluations.
This propensity has been also deemed crucial for other virtual entities. To ensure authenticity in
their presence, virtual entities (e.g., virtual YouTubers) often maintain consistent identities and
communication styles across media channels [13, 54].

Second, the progression of PSR stages through synthetic celebrity voice content can vary, re-
gardless of how long people maintain their fan-ship. For example, P2 shared her experiences with
other fans, while P7 did not, even though both had been fans for a long period of time. Cambre
and Colnago et al. [9] demonstrated that the perception of synthetic voices’ suitability for a spe-
cific format is subjective. As they demonstrated, participants’ general voice preferences and how
much they desire the concept might have influenced satisfaction with simulated voice messages.
However, interestingly, certain high engagement level towards idols may make the listener attempt
to overcome the negative experiences. P7 expressed negative views about the probe, while also
grappling with these views due to their attachment to idols (Finding 5.2.4). Understanding how
prior impression on a represented person influences the ability to overcome negative and eerie
media experiences would be an interesting question to understand how to effectively communicate
synthetic voice content.

Lastly, our findings show that simulating celebrities may augment imagined interactions that
fans engage with celebrities (Finding 5.2.5). We focused solely on simulated voice messages, where
the user can only listen passively. However, if the use case expands to include generative Al that
can verbally interact with users as intended, it may deepen user engagement by allowing them to
customize their experiences, as demonstrated by some participants (Table 3). This can be an unique
characteristic of synthetic media content, distinct from the general mass media where parasocial
interactions are often referred to as ‘one-sided interactions, with audiences passively consuming
content [26]. Even though CMC media provides direct access to celebrities, the relationships still
remain mass-personal [69], with celebrities retaining the initiative to share information. As partici-
pants agreed that simulating celebrities would be able to diversify entertainment options for fans
(Finding 5.1.2), we anticipate that interaction designs, such as enabling interactive conversations,
would create more opportunities for some media figures to increase fan engagement. However, as
the Finding 5.2.5 noted, audience’s perception of social presence from simulated celebrity content
would not match the celebrities’ intended self-presentation. This could foster problems, such as
people believing the simulation is real or expecting celebrities to perform like the simulation. For
example, fan-made songs using Al-simulated voices of artists often incorporate elements from the
artists’ personal lives or various genres, which may not align with the artists’ preferences.

Our research highlights that using simulated celebrity voices can create diverse interactions of
individual fans, which can potentially influence target speakers and their communities. Technology
designers should comprehend potential impacts that design might have on parasocial relationships
and how to seamlessly incorporate designed components into the users’ social contexts.

6.2 Fandoms that Contribute to Parasocial Relationship Development

Our findings show that fandom plays a significant role across the PSR development. Previous
research stressed how communal experiences, including exchanging feedback, promoting activism,
and sharing playful interactions, are formulated in fandom communities [2, 11, 22, 78]. Our research
concurs with prior studies, showing that individual fan experiences are influenced by both personal
interactions with content and engagement within communities. In particular, fan communities serve
as resources for fans to obtain reliable information about idols (Finding 5.2.3). This is consistent
with the work of Lee et al. [47] and King et al. [41], which suggest that fandoms verify the credibility
of online information, including idols’ emotional expressions and misinformation. Interestingly,
our findings show that the type of information individuals rely on can vary depending on their
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community size and the sense of belonging as a community member. For instance, most participants
used social media platforms like X to gain a broad understanding of fan opinions on the probe,
whereas they obtained the probe’s reliability from exclusive fandom community boards or smaller
friend networks (Findings 5.2.3). They also used celebrity accounts to directly address and dispel
rumors about the probe. Sharing experiences were also attempted in the closer fan network
(Findings 5.2.6). How users perceive reliability of information on social media has been studied
focusing on healthcare and politic communication [29, 91]. Future research of how individuals utilize
associated communities as reliable resources and how they want to contribute to the communities
would be conducive to understand information seeking behaviors around fandom services.

6.3 Different Personalities of K-Pop Fans that Affect Experiences

All of our findings are derived from K-Pop fans, who often foster strong relationships with their idols
and fellow fans through active social media activities [55, 78]. Additionally, the genuine emotional
connection expressed by celebrities is crucial in motivating fans to work for them (e.g., voting for
music awards) [41, 89]. These characteristics could be related to our participants’ behaviors and
cognition, differing from other fan cultures such as sports. For example, examining information in
online channels (Finding 5.2.3) can be more active in K-Pop fan cultures, as they have substantial
online communities where they can gather information. Also, we expect behaviors or cognition
reflecting various cultural norms to be demonstrated, particularly depending on how authenticity
is shown. For example, idols can demonstrate their authenticity by showcasing the effort they put
into creating synthetic media content, which reflects their general emotional expressions towards
fans [41] (Finding 5.2.4). On the other hand, TikTok influencers who often display socially accepted
emotional ‘rawness’ to strategically convey authenticity because they usually communicate with
their viewers through short-videos recommended by algorithms [6]. In communities, fans can also
be categorized by their personalities, such as followers and coworkers [36]. Thus, such communities
may expect various ways to demonstrate authenticity.

We also anticipated that the public, or non-fans might have different perspectives on simulated
voice messages and understanding on a sense of authenticity of celebrities. They tend to consume
content passively and casually without forming attachments to celebrities [35]. Hence, non-fans
might remain indifferent to the gap between synthetic voices and real voices, as they are not
engaged with celebrities. More seriously, they may be deceived easily by Al-generated content of
celebrities [70]. Moreover, they are less likely to recognize ethical problems, compared to fans who
take care of protection of idols from potential misuse of Al technologies.

6.4 Potential Risks Posed by Simulated Voice Messages

In line with recent concerns about the use of Al technologies to simulate media figures [30, 94], our
findings introduce potential problems voice cloning technologies could pose after post-deployment
(Finding 5.2.4). In real world, misinformation disseminated by the press and anti-fans has harmed
celebrities, with some fans occasionally stalking their personal lives [57, 85]. In addition, celebrities
sometimes face inappropriate interactions with fans who are deeply obsessed [31]. These issues
could become severe if synthetic celebrity voices become realistic and their sub-features allow
users to deeply engage with the simulations. Additionally, the use of synthetic voices could make
conspiracy theories that confuse intended communication partners, leading them to mistakenly
suspect real people as Al on social media (Finding 5.2.3). As Hutiri et al. [33] noted, extensive harms
caused by speech generators can occur to a person who is a subject of and interacts with over a
long time.

One approach could involve enhancing competencies of fandoms to recognize potential problems
that may be caused by Al-based celebrity content. Long and Magerko [53] suggested that Al literacy
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should be designed considering learners’ identity and values. Platforms or content providers could
collaborate with fandoms to address problems and assess their severity from the fans’ perspectives.
While fandoms have been previously considered minor social groups, they have been critically
interpreted media content, sometimes reworking them for their cultural creations [35]. We believe
involving fans in the voice design process can contextualize solutions that researchers currently
suggest to protect target speakers from voice cloning attacks [52]. This approach provides insights
into how the designed components fit their cultural knowledge.

6.5 Design Implications for Producing Synthetic Media Emulating Celebrities

Participants suggested several design implications for synthetic celebrity voices. Also, their re-
flections on how they used the service have implications for what they expected from simulated
messages to engage with celebrities. We present these implications that help the design process of
celebrities’ Al-simulated voices to be more authentic and engaging.

6.5.1 Channeling the Celebrity’s Media personalities. Participants expected synthetic voices to
have idols’ usual speech styles exhibited on social media, and the message content to contain
idol’s general habits (Finding 5.2.1). Across various media channels, celebrities maintain their
own desired personalities, channels communicating with audiences, and modes of appealing to
audiences [15, 93]. Additionally, various media sources and communities can shape these specific
personalities and traits of them. Thus, synthetic voices should be selected to align with perceived
media personalities and their roles in shaping these personalities. For example, as P15 noted, the
synthetic voice content could be scheduled to align with celebrities” publicly announced availability.

6.5.2 Involving Celebrities to be Situated as Trustworthy Content. Participants expected their idols
to be the most involved in content creation and to be aware of how fans experienced (Finding 5.2.4).
Even if the output is generated by Al, celebrities could participate in the design process from the
scratch and keep communicating with their fans about what they committed in design process,
addressing perceived problems. This would increase the reliability of the content, reducing confusion
in recognizing celebrities on other social media platforms (Finding 5.2.3). At the same time, how
celebrities perceive their simulated content could allow fans to engage with the content to empathize
with them. For example, when an idol shared his experience of Al Private Call, laughing at how
his Al voice sounded, his fans also tried to use the service to have fun together [104]. Likewise,
the role of idols to integrate the content with fan communities may be conducive in strengthening
authenticity of the content.

6.5.3 Regulating the Usage of the Celebrity’s Data and Communicating Its Transparency. Participants
had concerns about the potential violation of their idols’ personal boundaries, which resulted in a
distracting user experience (Finding 5.2.4). Celebrities themselves would care for their personality
rights the most, such as actors striking against using their data to create simulated avatars [43],
and how celebrities’ data is cared can also influence fans in engaging with the content as they do
not want to harm their favorites due to their entertainment. Nevertheless, unintended attack such
as NSFW (Not safe for work) could occur by some fans. Practitioners should create appropriate
regulations to internally and externally safeguard celebrities, being transparent about the model
production process - from data collection to data training for the Al models. Existing approaches
from Al-infused systems, such as model cards [59], could guide what information should be disclosed.
Content providers should also provide comprehensive explanations of protective measures for
celebrities from malicious users who may generate synthetic media (e.g., pornography) of celebrities
to damage celebrities’ reputations. Additionally, as Al technologies become more autonomous, they
might produce content that celebrities did not intend. Therefore, practitioners should consider the
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permissible scope of such generation. They could also give the authorization to fans to opt-out of
the use of synthetic media in services for those who do not want to use their data.

6.5.4 Providing Controllability to Adjust Content. Some participants mentioned they felt more
immersed by adjusting voice messages to suit interpersonal relationships (Finding 5.2.5). As shown
in Table 3, they selected different options to customize content, focusing on either realism or fantasy
based on their preferences. Thus, technology designers could consider if users are allowed to be
given autonomy to enhance fan engagement, such as designing conversational AI with celebrity
voices or interactive features that users can change styles of voices. This would enable users to
engage in dynamic dialogues and form emotional bonds with them [28]. However, as a trade-off,
this user-side control might also generate unintended content, potentially allowing the users to
generate content harming the target speakers. Thus, this implication should be considered alongside
other design implications, especially those in Section 6.5.3 to reduce its risks towards celebrities.

6.5.5 Structuring Cultural Values Necessitated by Fan Communities. Our findings show that fans
predominantly seek their fandoms’ opinions when exploring how the probe could enrich their
communities (Finding 5.2.3, 5.2.6). While the probe was limited to individual experiences with
personalized simulated voice messages, participants wanted to connect with other fans and con-
tribute to their communities by sharing content. Such behaviors could also be observed in other
fan communities such as sharing friendship bracelets between Taylor Swift fans [101]. This is
because fans build a participatory environment in which all fans playfully interact, centered around
their favorites [78], and they desire to socially interact with others having the same cultural iden-
tities [35, 84]. Therefore, technology designers should understand culturally acceptable values
that fans enjoy and how to encourage playful interaction within fan communities. Depending
on fandoms’ characteristics, entertainment may be performed differently. For example, ‘Learn!
KOREAN with TinyTAN’ [100] allows foreign K-Pop fans to learn Korean with BTS members” Al
generated voices, which encourages fans to communicate with other fans and understand what the
members say.

6.6 Limitation

We acknowledge several limitations around our research. First, our results may be biased due
to an imbalance in participant demographics. We posted a call for participants across diverse
fandom communities of idols served by Al Private Call to minimize the potential bias arising from
differences between each fandom community. However, the application rates varied depending
on the characteristics of fandom communities. Consequently, seven out of our fifteen participants
were from the same fandom (Brave Girls). Second, we did not interview fans who were not highly
involved or engaged within the fandom. Al Private Call was only available to paid subscribers
of the Universe app, meaning that all our interviewees were willing to invest in a subscription
with substantial level of fanships. As such, all of our participants were relatively highly engaged
with the idols and the fandom. However, there may be fans who identify as such but have a
lower level of engagement due to economic reasons, different priorities, or other factors. Third,
the generalizability of the findings may be limited due to the nature of this study. The fans we
interviewed used the same native language as the idols, and the fandom culture was in the context
of K-pop idols. As we noted in the discussion section (Section 6.3), K-Pop fandoms have their own
uniqueness in socializing with others via social media, how the listeners process simulated voice
messages could differ depending on how they obtained information or perceive their media figures.
Future research should extend to fans who use different languages and fandoms beyond K-pop
idols. Lastly, we chose the ‘retrospective interview’ method where interviewees walk-through their
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past experiences. Our goal was to gain valuable insights from their usage periods to answer RQs.
In this process, interviewees might have been biased in reflecting on their experiences or limited in
refining them.

6.7 Conclusion

In this work, we explored how simulated voice messages from idols influence parasocial relation-
ships by understanding fans’ perceptions, cognitions, and behaviors related to these simulated
messages. We conducted interviews with Al Private Call users, inquiring about their experiences
using the service. Utilizing a theoretical model outlining four stages (initiation, experimentation,
intensification, and integration) of parasocial relationship development, our results underscore that
fans show a series of actions to nurture their PSRs though simulated voice message. We present
the perceptual process detailing how fans process the experience of simulated voice messages and
discuss the considerations necessary in the era of synthetic media.
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A Al PRIVATE CALL INTERFACE OPTIONS

(1) Date and time: Users could choose when they wanted to receive a simulated voice message.

(2) The idol’s speech level: Users could choose how the message content of simulated voice
message is structured by choosing one of three speech level options of chosen idols (formal,
informal, any). Speech level refers to verb endings which are usually decided based on the
relationship between speaker and hearer [97]. For example, when they choose ‘formal’ on
the options, the script of the simulated voice message uses sentences which usually end with
‘ni-da’(Ht})’ or ‘yo’(R) that are used when speakers speak to a hearer who holds a higher
position than them [97].

(3) A call scenario: The options were ‘morning call’, ‘cheering up’, ‘birthday celebration’ and
‘daily chat! When they chose a scenario, they received a simulated voice message composed
of one of several scripts for that scenario. The same scenarios were available for all idols.

(4) The name to be called: Users could set the name that the voice message would call in the
interface. If they set the name, they were able to listen to a voice message calling the name
with synthetic voice of idols.

B INTERVIEW QUESTIONS

(1) Background

e Which idols are you a fan of?

e How would you describe your idol’s personality?

(If participants are subscribing to several idols, ask for about all idols)

e How do you usually communicate with idols?

e How much do you usually know about Al

e Can you explain what you know about how Al Private Call are made?
(2) Impressions of using Al Private Call (Motivation / Expectation)

e How long have you been using Universe?

e Why do you subscribe to paid plan for Universe?

e Why do you use Al Private Call?

e How do you use Al Private Call?
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o When do you mainly use Al Private Call?
e Which scenario do you mainly use for an experience?
e (if not currently being in use) What was your specific reason for not using Al Private Call?
o (if not currently being in use) Are you unwilling to use it in the future?
(3) Questions about voice message of Al Private Call
e Which idol do you usually choose when using Al Private Call?
e How do you think about the message content of the voice message?
e Do you feel that the message content of the Al private call was something the idol would
actually say?
e How is the voice in Al Private Call?
e What do you think of when you hear Al Private Call?
o How do you feel after using Al Private Call?
e How did you feel towards your idols after using Al Private Call?
e Have you ever shared your experience of using Al Private Call with others,
if it is, could you share the experience?
e Do you have any memorable Al Private Call conversations?
e What was your favorite conversation?
e What was the conversation you didn’t like?
o If Al Private Calls are improved, do you think you will use them?
e Do you have any concerns about Al Private Call?
(4) Questions about relationship with idols
e Do you feel like using Al Private Call creates a personal connection with your idol?
e How will you feel about your idol after using Al Private Call?
e Do you think you can feel the emotion of personal relationships with an idol by Al Private
Call?
e If using Al Private Call, will it affect the use of other services that idols communicate
directly with?
(5) Comparison with existing services
o (If participants have used one of social text message services for fan activities)
What do you think is different from the social-text message service (e.g., Bubble, Private
Message)?
o (If participants have used live streaming platform for fan activities)
What do you think is different from the live streaming platform?
(6) Miscellaneous
e What is your opinion of Al trained with idol’s data?
e What are benefits of using Al Private Call?
e What do you think is not good about private calls?
e What improvements should be made to Al Private Call?
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