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Media



The psychological feeling of non-mediation.

The psychological feeling of being there.

Example: The virtual world of Matrix (where you even don’t know you are not 
in the real world) would be a system that provides highest level of presence.

Presence



[Social psychology is] an attempt to understand and explain how the thought,

feeling, and behavior of individuals are influenced by the actual imagined, or

implied presence of others. (Gordon Allport, 1954)

Psychology is a study on human thoughts, feelings, and behaviors, which are 
psychological constructs.

Construct: a word with a meaning not that different from a “concept”

Definition of Social Psychology



Examples of Psychological Constructs



An Example of Psychological Research
Models describe relationships between constructs.



A psychological construct with huge value for media research because

The goal media design can be simplified to achievement of higher level of 
presence, especially for immersive media (e.g., AR/VR).

Problem: how to measure presence?

Presence for Media Studies



Example: Valence and Arousal
Questionnaire-based: Pick one each



Quality Measures for Psychological Measures
Is the measure validity and reliable?

Not Reliable
But Valid



Presence Questionnaires



Criticism to Questionnaires
How colorful was your day? (Mel Slater, 2004) 

Are presence questionnaires even better than the colorfulness questionnaire?

(Slater accomplished statistical significance even with the colorfulness 
questionnaire.)



FIVE (Slater & Wilbur, 1997)
A Framework for Immersive Virtual Environments



FIVE (Slater & Wilbur, 1997)
Immersion: the ability of a device to provide the feeling of being there

Presence: the psychological feeling of a person being there

Examples:

Headsets can have high/low levels of immersion.

People can feel high/low levels of presence.



Social Influence Theory (Blascovich, 2002)
On whether virtual humans can change human behavior.



Social Influence Theory (Blascovich, 2002)



Place Illusion & Plausibility (Slater, 2009)
Full title of the paper:

Place illusion and plausibility can lead to realistic behaviour in immersive 
virtual environments.

Place Illusion: the visual quality of the virtual environment being real enough

Plausibility: the virtual environment making sense in terms of behavior

Place Illusion + Plausibility -> Realistic Behavior of Real People in VR



Social Influence vs. Place Illusion & Plausibility
Social Influence Theory:

A virtual human needs to “look-like it is controlled by a human” enough 
and “behave like a human” enough to have social influence (i.e., be a source of 
behavioral change) to people.

Place Illusion & Plausibility:

A virtual environment needs to “visually look real enough to induce place 
illusion” and “contains things with enough plausibility” to make people inside 
it to behave as if they are in the real world.



Social Influence vs. Place Illusion & Plausibility
Social Influence Theory:

A person does not enter a room because of a realistic virtual human 
telling the person to not enter the room.

Place Illusion & Plausibility:

A person behaves as if in the real world (e.g., avoids touching fire) in a 
realistic virtual environment.



Presence VR Meta Analysis
Cummings & Bailenson (2016)



Presence VR Meta Analysis



Presence VR Meta Analysis

Low Latency 
Tracking is Key!



Types of Presence
Social presence: presence coming from other people. The default meaning of 
presence.

Self-presence: the feelings of yourself being there.

Environmental presence: the feeling of being in the specific environment.

Copresence: similar to social presence. The feeling of being there together.

Spatial Presence: the feeling of being in that space.

And a lot more...



Summary
Presence by definition easily becomes a central construct for AR/VR research.

However, it is not a construct easy to accurately define.

Also, it is not a construct that is easy to measure.

At the same time, the 1D (high/low) interpretation of introduces concerns.

But still, it is the most useful psychological construct for understanding AR/VR.


