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Abstract

The current study tests the impact of film audiences' perceived similarity on their behavioral
intention, both directly and mediated by film character identification. Behavioral intention, in this case, is
the intention to positively behave toward roommates in dormitory. One-hundred and six participants
were asked to watch a film portraying the negative behaviors done in dormitory which results in
various negative outcomes. After watching the film, they completed the questionnaire with 3 scales for
measuring 3 variables. Path analysis was used to indicate the direct and indirect influence from
perceived similarity on behavioral intention. The findings reveal that there is no direct influence from
perceived similarity on behavioral intention, but there is a significant mediated influence from perceived
similarity on identification and from identification on behavioral intention, respectively. The present study
suggested the benefit of short films uses for prosocial purposes, especially in digital era, in which
people have shorter attention span. Because the current study identified a short-term effect, future
studies should test the same model with a longitudinal design.
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