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ABSTRACT

The purpose of the study is to analyze not only mmpacts of mterest in Korea and the awareness of K-dra-
ma, and of interest in PPL fashion brands and consumer behavior toward K-fashion, but also differences for
each income-level group and gender group. Hallyu started in China, and Chinese consumers are the most fa-
miliar with Hallvu; for that reason, this research targeted Chinese consumers. Data were collected by a pro-
fessional firm and frequency analysis, EFA, reliability analysis, CFA, SEM, metric invariance test, and multi-
ple-group comparison analyses were performed. The results revealed that interest in Korea positively affected
awareness of K-dramas and that awareness of K-dramas had a significant effect on both interest in PPL fash-
ion brands and in K-fashion. Also, both interest in PPL fashion brands and in K-fashion positively affected
behavioral intentions toward K-fashion brands. Multiple-group comparison by income-groups demonstrated that
a difference only existed in terms of how awareness of K-dramas affected interest in PPL fashion brands;
awareness of K-dramas had a greater influence on high-income groups' interest in PPL fashion brands than it
did on low-income groups. As a result of multiple-group comparison by gender group, awareness of
K-dramas was found to have a greater impact on males than on females. Interest in PPL fashion brands
had a positive influence only on male consumers' behavioral mtentions toward K-fashion brands, not on fe-
male consumers'. Finally, a difference existed between male and female groups with respect to how K-fashion
mterest affected behavioral intentions toward K-fashion brands; specifically, K-fashion interest had a greater in-

fluence on behavioral intentions toward K-fashion brands of females than of males.

Key words: consumer behavior(AY A8 F), Hallyu(3H5), interest in Korea(3h=r #4)), K-fashion(K-= A1),
One-Source Multi-Use(OSMU), product placement(7Hg 33 17)

Corresponding author: Dal Young Jeong, e-mail: jdyl1972@dongguk.edu

— 145 —


https://crossmark.crossref.org/dialog/?doi=10.7233/jksc.2022.72.4.145&domain=http://kjournal.co.kr/&uri_scheme=http:&cm_version=v1.5

9l (Lee, 2000),
ax 871 Alzrek =7}

kAl 2872%: A9%

I ME

Aol

o)
B8
75

Nfo

o

!

Hatz]

geln @we) A

MJ
nh)
=
)
el
=n
ol
wF
=K
_Z _
=)
MJ
mh)
o

)

!
w

REE

}

o]
el

o] tH(Kim, 2017).

shatgel A4 o K-fashion

LN

W&ol 4 K-fashion®] 2}

sl ol

L
S o

L

12k
)\é A}

3o

3
3o &
< wor

i

o
o

olA |

B

=

=

et 9= AHA

(¢}

Y #4d vHARASE F 7t

o
=}

R

AL 71

[e]

(U

o oolz <l oY Aol 3

921 %o A )

Z
!

7Y

sl 7} o

Akl

E
o

H

}

olt}, ofo] B Hofol

BH

b

#} K-drama$lAl

9

TA A0

=

=

ol

A

=

TF(Kim & Liu, 2017: Lee,

2016: Lim, Dong, & Choi, 2015: Park, Jeong, &
Lee, 2017: Zhang, 2013)7} A =lo] gkt
F s Foll HX

o
o

A5 FEI R m

7} K-fashion®l o
219

L

T

A BTt AFS

o] 3ol ofg] el

=

Atk Product Placement®]

3

<ol

e}

%

uoh ge 4w

L

g<l PPL

!

)

)

g

i
<

-

ke]
il

olJ

e
o

i
o

Z2

giot, TV

i)’

i

AP ALEle] 710l He

htal

I3

39 A% 27t ARRA 3

et glom,

Y

=
= 3t

H

7l & Sl7]ell(Lee, 2005).

il

&

A EA H
9 (Lyu

L

.

=

T

SLOIAE  Aol7h vrERY
9]

ol

wolth 3 Azt A o}
Kwon, 2021),

s

Z}

7o 9oz Qs sk AA A

<H

Al &

3o Agele AF

!
=

5

T
=3

Al

A

ST
=3

Al

L

L

ol ojxge] 74

kls

L
.

&

MR el

Bhr] mZoltt 13 7] A

o] A7l (Lyu &

of

B

pariy
o

s
i

.

=/

X

ol

ofi

2l

B

ofu

<)

eled

Kwon, 2021),

— 146 —

3153

I3

K-fashion

L

1_

&

S

HAEE olFoWrIE
2] ]

[e]
=

#e) A

5



o
A

HAE=7F K-drama¢lAx 2 K-fashionoll th3d+ &= AnBjzke] dFo) v]x

r1r
gﬁ

Jg7)d & A7 R7F P As AR
(Hallyu wave, 2017) =< tzTstel 9=
S 2MAE Yo o tigk BAlo
~-drama$l A ¢} K-drama1A|7} Eghu} &of] =&

PPLejiHE A =o] i3k #4 3 K-fashionl

(LT 5
ol) U (= L O
i
£ o
b o 2
)
>
10
B
i
>4
FN
)
oX,
it
o = :
N i
o2
o o

:(I>1:4
M
o
r
Junc i
o

Lol ofN ot oX R & bR
H F1
© 1o
Al ,
L s E
8

oo
X
o2,

fr
W
Ach
R
B
=

u
2,
M
Ao,
N
B
D)
it
e
2
o}
i)
4
30
o
NS
|o
fitl

f
O,

_Ol
i
B
>
i
_(')ﬂ
Hu

o
o
[

o>

S

N e
5
s
% W
e
B
N
[o 2
b
£
LA
Do 9
S
Z e

o 0 o
ﬁ 2
o
e 2
ot
4y =
41
¥ 2
ol
ok L o
o2
ot OE
oL
by
—HJ rO
oo
o>
i
N
o
s

Rl ge e & o Jm (¢
" o 2
o> o %
o 2 L <

ro >l 1o
g ol
o ofok
g ol =
M, o
NS ooy
O
LS 7
> rir
& o
o ox o
= i:o
X,
o
2|
.?1_',
ol
Ir
=

ol
Lo

RN
3
>,
1o
ox
1
oS
HiF
°
N

3l 19973 Ei =7Feh o] AFgel
Aol AFHA FAE AHQu Im, & Kim,
2020). w3 1 AA=E f&%% HEEsttde =

A E AAANE FL RGO Aelu el

th(Qu, et al, 2020). 2Z7] 3=+ =+ E9]
O Swaabgdel digt #AEE =2 F7 HA
ow, g=te] tig A

HA o2 o]ofA) 7| A THS. Jang, 2015). ©1A
g oA At o I‘H%Eﬁ}oﬂ ek o
Aoz Qs =] YFEEs) Vs B A
}ML °l°ﬂ ﬂ%ﬂ ’\131]'5]31‘:}1 g

o
E

= A 1990L4T3H FRHEH FskEs AlFe
5&394 st JA7E £ =
(Lee, 2005). 8rf+= 19919 Z=te] HAWE A}
o] ol A 3};119] HEzs gl e A

o BAAHA oAl d= dEEste] Vs
*é”é‘?f}—‘;— ol 7P AS AHEE At (Lee, 2005).

P

AT I o] 1997 S #YwE CCTVS
st Abge] HA e H H9E V=
AR on e g FEste] EFS X
fol7t HAH Hallyu wave, 2017). o1&
319] 21717} A AAHOE 7143}

SYels 20 nelt 2
QNN AAH ARE FE
HER A gl 5935k Chung, 2014).

o2 e@ls SNSE B

FAE 5
M55 m o YA ST Chung, 2014).
= % cebebel gk 98 5 A

2 5= %OMI Koreags 4A3l= K& Yol AME
1

3t 3, K-drama, K-pop, K-fimE¢ &= 3
=9 gFEsE AYsA HAJAtHKim, 2017). ¢
Fob #EE g 53 s Ty 3 A
ol FU3A KE 2ol K-fashion, K-beauty,
K-food 522 Z#3A AL 7 dFo =z
KAtgdo] ©@e #HE wokon, A A AAY



kAl 2872%: A9%

2 =9 WEsEst e

o] tget Aol FEH AFS Holw
1 2HAE UgeR g

Fol gk Fuf
T 7k #ARE A Liu(2020) = S5

¥2 o

[P A Iy R

A £8E §AS 574 FOE 9% =
e ARATL HYon, @3 Sovig AR
A% @ g3 olsEst B spPEA g
F4A 70 £ YAADT Stk FF
avze] @3e ojnA g FFAF Pl o
7ol BANES BAF Liang(2011) 8] AFAHE
Aol F7b ol F3Hel 2uAe BR
@ Adel fend G MAGI HHow,
oeld wf ol dFAEY ) ARAE F
449 Qe nAnT A ¥F Saeky
543} @39 oA @ @IAF vl o
2 BANS BAE Jin(2016) 8 AFANE F
9 avlze] @l i o)mlA7} A Fol
W olmls 7o) o] FolvE FEe 72l

<]

ol sk

3 J
239 8 oY AQE FHH HE
AES FHAE AoE B AAATE E
W2 e 2 e A

WA 1 o] tiE BAo
K-dramalA]dl A (+)9] J3&FS w2
Aot}

ofy
e
S
B
=
>
o

2. One-Source Multi-Use

B FobEol A AN 78 B
Qe T FHAYD BAH Aol A @
e w3 T ol Fae] tEH 549

o
OSMU(One-Source Multi-Use) 2 <lal E3HAH 9]
ozt o)9F #HE T E Aok JFgFS v 2
Fer & 4 Atk OSMU(One-Source Multi-

Ut shtel Zuixg Aze Zdzd A%
2 o7 RHE BEelyE AL 9
Feh(Suo, 2020). &, shtel BAEE G, P,
vl Sl ol A Thb WHoE &
ste] IRIFNE B2 5 e Aol 0SMUS

=
7Hg & EAolE & & Ark(Suo, 2020). OSMU
= 19329 m=te] 2lE whsl Fopoll A M A&
AHEE AT Suo, 2020). 1 o] Fol 1980 L9
AAE 8 okl A A A folrt AAEANOH,
ol A= 199890l A& AlE o] & 2002 ‘3
SR =T A o] AgEY F3les Fop
A &AdstE 7] A THSuo, 2020). EstdlE
Hopo A AlztEl OSMU7F thekgh Fofo] 242
Fodgel oy AFdA  SHEUNSH(Park,
2014), olel wet wAYH AP A Etel e
B} Ropole] e T Fild&s 283 vy
Aol 9 g AN Ah(Park, 2014). &3}
Aol AEAel OSMUY AHZE # - ol S
7] Yool MHEME WMZZ’
?do}oq EP;LL% W3l %o °HL1

30

£
=

jab)

j)
0Q

s -
2

Y
[[ai
N

Iy

¥
1o
i
L

K EY

2 -} wj b e o
o34
i
gL
i\_(_"
=
FLI
E
_>;
o,
fu
rir
=
aa!
R 1>'Er2n:9_ll*>'é

oX
»

e
.p o

o]
AtH(Kang, 2016). ZIol= shtel A
gt OSMUZ R ofy el €} Ay e
Hredaln] OSMUS &3E 2437 =
s S AAAA A BAY Z ol
laES B8 Zhang(2011)9] <ol
= Tt tigk Aot gk
A= F9 AHAEFol
3 skdTh

88T 4%

o
tlo

=
r-ln

B
=
X

=
=
at
o
>
bt

(LR}
)

2
of
ot
o
=

A

Ty
O
w
=
(e
i
%

3l Hofg]

ohuel & Ropel Aol B Hepd

_‘
oX

o

k)

k1

L= e e T o e P of [ W=
ofN
4
1-40
lo
r
o2

[e)
[e]

He



3= FA =7} K-drama®l Al 2 K-fashiondll th3l &3 AuH|#1e] 5o nX& gk

o
o

X8 g Akdo]l TRk &
2 AL oo B AFME ZsAEY

T 78 gl T AHARe] #A
Eist ‘:F/}“}—J 9127} K- fashlonoﬂ s F
e o
[e]

4
%0,
rir
pou)
|o

7Hd 3. K-dramaQlAI7}F T AH|#ke] K-
fashionoll ™ak FAlel A (+)e A3
< "& Aot

w3tele ToF & sty Oﬂ/ﬂ 7}” e A
5

9)3] PPL agency7]' ‘:2}0}‘?‘1"1 Al 2SR AL,
Wh 19900 2 di7|dEel Fsitgel
Asty &85 7] A2 HKim, 2005). PPL
& %ﬂ&?ﬁoﬂﬁ Ag Az sl &
Zgw PPLE St wA TVEgs) E—Okoﬂ
Aol Mg 7MY ol #&sHA HATHKim,
2004). ol TVEZEte] 739 HlaF AL H&
°oF fFolA AF T B

st o &80

Lo A

rlo L o r&'ﬂ 2 rN Jlm 2L

st TVERRE AHE u ZapepEgk ofy
TVEZ}E & sJARIF We 2ute] #4
ZolATE EAo] ¢l7|o] Takul Rofo A PPL

dge 7P @el 2899y & 4 Ah(Cho,

TVEzZl PPLAIE thak #afo] o)

WY ohjeh 2ERe P olEolE FAAQ

Qom, AHAES] PPLAE

P AT 8k

g Balo] LFE U ZAHHQ PES Hel
g2 stk SAAIES] PPLYl e AuAEE
S BEA3% Kim(2004) =3 AH|ztS0o] TVS PPL
AEe AL W FHAA HesS JAFe =2
o 9EE ROty )th AH|AE9 PPLE

NEsh B HBAEe] e B BAYS Y
¢k H. Jang(2015)¢] Aol A E PPLe tigh &4
E7b olsh HAE HABAS T 282 ol
2449 QgL vAnT dgos, TVE e

7Wd 2. K-dramaQlA7F 5% 4HAke] PPL
AERE gk FAel H(+)S F
s mA Zot

744 4. Tt & PPLIAERE o ek =
o] AM|zte] #4lo] K-fashionol| ©igh

el B (+)9 &= mF Aol

gl

4, 2HIXFES

AMAYEL AN AuAEe] Helt d
O, Aol 7HEol Agas] Sla AFelu
AU 2g plsts AEamAe Folol AR

4 T TR FAE zdste gtk (So,
1996). =, &B|A TS LBA7E AlE, MuA,
3k

B
otojt]o] F¢] thgdl
W e YgrAEZgES]
Ahn, Ha & Suck, 2021).
AA 7Hg WA AHE e "Hes N1 AR

Xl%%ﬁl iHIS’Jr st
3}



kAl 2872%: A9%

Hojx BYE 59 Az 293 2n|Ast A
o BAA gzt ¥ 4 Uth(Lee et al,
2021). vk oAEA ] FITg WA= A
A 28A4H 2 T 7P WA AvRe] A O
Aol W@ By AES sebshe

(Lee et al, 2021). °]& AH|AES

g FeAS AZste A I didel s &

A& 71€0]7] wEolth(Lee et al, 2021). A3
M ABAEE 54 tiide] g B E

d

Tl

A olfEtE IS FA HALS 9 uE 9
T 0 A tHUia, 2019). WA, Fskek Gt
o] sy =etrtel] tigh FFE Lok Jia(2019) 9
AFel M= 2BRke] Gstol Bk #4le] T4 A
o HE FAEGE Fste g =t gk &)
ToE MR oloXni stk Ed FHA &
HI S EH O & |59 g &bl oigh B
= - ok Rl ek A Ee AANS
2%}

W oo

Kong(2016)¢] dFoME aF &3 &
Z7F @ fr - obsEY oHA S B T 4H
Aol frelmgh JEFs v, FH A AN
o] BjEs} o|mA] AZto] Fu) oFE ojojxiTi
a3tk o]AH AnAFel Slo] AnAES 574
el gk #HS THAYA PFLE oloA=
AL E Vel vy 22 M-S AAsth

- —

74 5. Eebvh & PPLAMEAES] 0% 5%
Ql Zmjape] Aol K-fashion = g =0
e AF o= BF(+)e FIFE H
2 Ao},
714 6. K-fashiondl 3k F=el 4njze] #
o] K-fashionE# =] ot 3
o B(+)¢] F3Fs v Aol
SHA, 1960t Fukol] w=el A A5 Azl
T HE I 0 olF 19749 Journal of
Consumer Research7} 7Y=m AvAd s #&
A7t FHALE FyH7] AAsATHLee et
al, 2021). &BAY 5 FE 2719 AFANME 4

2

o
o
<]
o
>
1o
2
o
1o,
4
ko
M
£
o
ofN
o o>
|o

o2
2
i
jins
bl
o{ﬂ
1o
B
&
il
R
i

Lee et 2021) °] e

(oMM Mo

o 32

o E

° LH = xﬂﬂ 0}‘4 Sk
o 9F= woH oo st FAR o

AcH(Lee et al, 2021). AHIAE A3 E '%L
o

oo B W2 g 1o

My L %—1 )
O]

>

= X

pacs By

2 o

N il

oN ¢ 2

o

<)

r}lle fo

R =

o R0

B K I
i)
, 1o

Ey ol Cle rlr
ko
ol

e
>

2 >

o
o
Hi
o
-
B[l
e,
-
% i
e
rﬂ
9
°
i)
£
v

T

ox o dH

o 42
o £ =2
deex g lo 22
© R
L rSLq
=2 ot o
) E:(m;gm[o
g oo
< & o =
o offt £ <
Iozr(‘:g
Moo =
jzf“&
= ©
O
2 ooy ops
oo H
S e

=
>
©

A8 AAA wele] WE )

3 Choi(2011) 9] ATFeNNE F32l

whet gold WEFL Helthy
A

_|>“_l,

o

oft -
e o >

B
e
>

He

Joox A 4 1

2

Job ot 2L
r
32

=2
ol
o
pach

o rr

[
g
g2
oy
to fu o b pe S

=

o
N
=
R
ne
-
N
o
29

2
e ro
rlo
o
=
by

)
= rlo
ki
oX
ok
R

tlo ok

L
N
E)
=2

N
)
1o,
2
e ol o

e
02
S

._Y_‘, o Ho
i
i
ol
ofo
_0|L

I
2
o,
re
o V2
iy ot
KT

rlo

Bron2 2 4 ol b b
o2
off
o
i)
Rl
_o|L
32

=3

>

o

N rlo
|o
b

w2
o

ok L
2 pr
o=
2
= o
=2
W
Yy
of
oSt

=)
£

rir

ofN
ko
P,L

=4 (Yoo, 1979),
she ElEy Abael glo] A



St AN E7F K-dramalAl 2 K-fashionoll et F= &H|zke] 5o nXs 4

WMol W Aolst vl ola@ Aolrk avAAE  Eh s

o 48 WA BRIty 2013). A 5 el AN LMAREE ol 2ol o

ol WE TAA Aolz YA 2HAES B4 o 9FE won Az BEd s Roz

Aggoln ol4Ae ALE AW, A4 A FANAT, AHlAe) &5 £F 22T Aol

Se ZAels pANT oed oA o BE  2uAdEel $a 43 uAE Rew ¥

B4S BATL SATHY 2013). 200 FF Asle] B ATINE AnAe) ATEARY 5

2HAE FOR BF3 ARG OB WES @ A F A5 $EF QB BE FIA 2wl

% MDA U@ PEHe] WA 2 El @] U@ o) K-dramadlAsh PPLAAL
£ AolE obd Yang(2013) 9] AolA w4 Aol thgk F4 2 K-fashionol that 5ol )

AUAZE BRAE OF AUAEA AT A Ax 9 A8 w2y B

£7b @3 Sanase) e dwd 7 F28

A dwe sana sso, 4usl Afels ML 917 ghed 2 Xz}

BRol UE BEt B3 HALALA 0@ HE

of el B MAGT A 30 & | g7

MAE dgoR 2okl dade o A4

293 P} FEEE FAF Wang(201D)9] @ S 2HIAS B W Fde] K-drama

FANE sl Aol e FEpe) Ags O % SHUH S PPLARRAS Hie A4

£ £9% F4o) g me) Aeisp oz b AE SARYEA A 9T A

S, WRn 4gsl Aee FEed gy O ST &5 TES SuA uE 99 B

o] L Aow UE}y, 289 4YEe EA o] zolE YolH7] 93 H AFe] Axmye

o Ug RAA HE e gann oy g (g DA A

Interest in PPL
fashionbrands

Interest in Eorea

Income-level
Gender

{Fig. 1> A Propnosed Research Model

— 151 —



kAl 2872%: A9%

2 BYET
BT 4RAMoR AgHAn, o A
PR HPEYES £ - Bede] B AT
RS AASGT 94, BF A o)
@ B4, BRe) ool U@ B, BF 240

o

Liu(2008), Yang(2010)¢] 79 AEwds
U S R e o=

K-dramaQlA& &= EZgnts ol A e
3=t Zabutel] Bk Ao 2 A8k om, Doan
2022), Li(2014), Liang(2020)¢] A& #aLst
shS ZAJEII T PPLojAE A= gt 4]
ghke] SARIE ol AviEE el g

2

Z n E{g
oo

o rlo mx
o>,

Ee Sl & PPLYABEATY tigh e
Aot on, oo} e T3 Doan(2022),

Jin(2015), Lee(2002), Li(2014), Liang(2020)3-+

o MEEIS 54 - Basle] ZAsTh
K-fashiondl] tigt #42 = sfaBH=9}

HEE A, 7o) Hx, 3 aBAse)

Foll dig ez Hosoem, Liu(2008

Yang(2010), Zhang(2013) 32

- Bgbate] Ak el

Zo] g AF o S HHEAT A

e 7ol o, FH 9%, FAH

% 507 Hosen, Doan(2022), Lee(2

Li(2016), Zhang(2013)2] AEw3S 574 -

o s, BF 7R YAE Ax=

L a5, JEe] JATEA
Z

fu
$rn
o &
rsthEJ;:JIN' g
HOH T ol S)
e 2 i ok o S o g [T ) >,
e &K ox ¥R O = Mo 2 oo T X

ot

A1

2

e

hnf) Olr
A
ot

o ofy
A1

ro

1o

E

12

o

Y

4
ME

o

ofN

2 Ate FFAA CHellM & ), (ke

Fa)5el 7IZ Qs FHAE AtelodlA @ =
ghotel] ik #Alo] v 2HAY T 109 7F s
o] ddiF Zebrks AIFS Adol e T
306 S Ao Z AEZALE AA AT A7

= AEZA AR 713 @A 2
AT 2 229 gAA 7199 zHEre] g
ato] 2022 3¢9 244FE 2022 3¢ 31Y
A= on, FHE dolHd 2 1 &

AZEMS 98 SPSS24.03 AMOS 24.0& A}
ssglon, MERY, g8 2Ry NI
B4, Sl QR PRYYA RIS o
FPAEHL AN,

I EA ChaRte) QI PENBHY S

2 A3= 2 109 7 K-dramaEd A4 43

o] A= 20thellA 60tH7EA o] F=AES Al

AL 3 Ao AFsHE 2H|

S Ao E HEZXAE AL,
Kol

gotr 7] 9

N&

A9 200l 609(19.6%), 30tl= 639(20.6%),
40t = 61%(19.9%), 500= 629 (203%) 1)L
60TN = 607 (19.6%) &2 UrebstTh 2A} T Ao
Aol Az = FAde] 153%(50%) 133 o34
o] 1539 (50%) & YEMRTE TR, 20214
AL 7 AFS (VNETLE) & A5 7]E] He €
10,000818Hs 7122 2 (Income level, 2022)
o] 10,00091%F o]kl &HIAF FJhE A A5

210000918k Zdste 4 £50 e

<]

B

K
[EooN oY e

M dle o
bl
B

> |
ey
o
|o
fil
v
—r
2
[
iyl
),

4| QN i

o 2
=
o

e}
8 o

H.
Q
o
@
—
NS
:i
M
v

oX rlo rlo
—
[\
(op)

FEM
0,
i)

[

~
kN
>

- 152 —



3= FA =7} K-drama®l Al 2 K-fashiondll th3l &3 AuH|#1e] 5o nX& gk

{Table 1> Result of Demographic Information

Characteristics Frequency (%)
20s 60 (19.6)
30s 63 (20.6)
Age 40s 61 (19.9)
50s 62 (20.3)
60s 60 (19.6)
Gender Male 153 (50)
Female 153 (50)
Income Low-income 180 (58.8)
High-income 126 (41.2)
Total 306 (100)
2. oM olEM 3 EtEE AS ZA1t A4S AAlste 7 8919 A dote A
7t 2R1e] AEus 4t Age BT 90801/dS
= o S o
L;Lr:j %;]H jl; ﬁﬂlig ’fwj @j‘f@f 2 et B8 Q840 9E ok gun
soke] sl SUA S Confimatay Faclor g 2 welne) mE A 299 w28 A
Analysis) S AAIEth 1 A=, NFI= 956, RFI FE 820142 YeY, Fornell & Larcker
=949, IFI=978, TLI=.974, CFI=.978, RMSEA (1981) 7} Alorst ZA o2 A Wele] AHE 7t
=056 12 SRMR=0232% epse. A8 < A4kt 492 BE A WA CR(Composite

(Table 2> Result of Confirmatory Factor Analysis and Reliability Test

Std.

Cronbach

Factor Item Est. SE t CR
Est. a
concentrate on watching Korean news 919 1463 070 20.925%%*
go through Korean news 930 1498 070 21.381%%*
Interest in pay attention to t'he sociocultural issue 845 1352 074 18.176%** )
Korea regarding Korea 946 873
pay more attention to the new ann}ouncement 899 1437 071 20139%*
of Korea than other countries
think Korean culture as distinctive culture 825 1357 077  17.512%%*
go through K-dramas 906 1281 063 20.220%%*
Awareness enjoy watching K-dramas 915 1149 056 20550%** 917 873
of K-dramas
well up in K-dramas 850  1.048 .058 18.203***
get interested in fashlon styling that appearing 893 1236 063 19.726%*
in K-dramas
Interest in ) .
PPL fashion ecome fond of fashion brand that appearing — o7r 1 119 59 190650 908 862
in K-dramas
brands —
be concerned about celebrities’ clothes 866 1018 054 18737+

that appearing in K-dramas
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Factor Ttem S gy sE ¢ Cronbach .o
Est. a

look for the information of Korean fashion 908 1408 069 20522%
brands frequently

purchase fashion products in the Korean 903 1464 072 20331%*

K-fashion fashion brands frequently 950 884
interest well aware of the new fashion products that . ’ ’
launching in the Korean fashion brands 912 1447 070  20.684
look for the information of new fashion
918 1478 071 20.913***
products when Korean fashion brands launched
il h fashi in the K .
will purchase fashion products in the Korean 900 1384 068  20.274%*
fashion brands
will talk about st(rengthenAof Koregp fashion 915 1562 075 208607
brands to acquaintances in a positive way
Behavioral : ;
entions o will recommend Ko;ean fashion brands to 993 1509 071  21.204%*
: acquaintances 972 936
K-fashion will visit Korean fashion brands 914 1431 069 20847
brands - : - -
will pay attentlén to the mfo'rmatlon of Korean 044 1521 069 22.088%*
fashion trend consistently
will use Korean fashion products consistently 935 1532 071 21.697%**
will purchase Korean fashion products 880  1.290 066 19.553%**
e p.001

Reliahility) 3ke] 86201402 veht} AR g Black, Babin & Anderson(2020)¢] A|<tsl 2]
(o]

A FEEY T EA47F glE Ao g gelddrh © 2 AVE(Average Variance Extracted)?+& 7l
oz AHEYLE AFsr] $18] Hairn, ARFR T, BE Q919 AVEZEe] 50 o4&

{Table 3> Result of Discriminant Validity

Interest in Awareness of Interest in PPLL K-fashion Behavioral intentions

Korea K-dramas fashion brands interest  on K-fashion brands
Interest in Korea 782
.631%
Awareness of K-dramas 308" .784
.702% 786%
Interest in PPL fashion brands 4930 618" 71
. .793? 763% 793
K-fashion interest 629b Sgob 629" .829
Behavioral intentions on .805% 776° .882% 910? 839
K-fashion brands 648" 602° 676" 828° ‘

Diagonal values in bold represent the AVE.
a: Correlations of variables.
b: Squared correlations of variables.
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Btk e AREA ARl AVERED & 3 Aol 3349 9% Ade 298 29
o Qo U} BEugy £8 $8E 402 Yoon(2000)] A7E AR A% B et
SasAn, B9 2RAs BYE A2 A% =ejule] PPLAHBAZS] thgk P40] K-fashion
(Table 2, (Table 33+ 2. A O EHA 04 DY A9 ABE
Vi A9 ek, 359 L) PPLY

3. TRUMA HHEAM AL ABdo )3t B4 =D K-fashionol that 4l
] K-fashion2. 2 =0 ﬂﬁf_ As gxom H(+)

drERd FRAZE bl Al 7= o Qe MAL Ao e} 4, 7H5 1
B4 mREAS AARuT 1R GHFD W gy shae me AgEn ok B% Seu
B oSAE v mae KdamPAT T e sviges awt eaaEd 9 397
(H)°] G mAs Ao Yehd 7141 A A WS T % bo w3l

2l AH|X
gtuke] PPLY 4_9_%501] EHGL A A (+)9)

—.—4

«] K-drama%1A|7} = o

UrE} , K-dramaglA 7}

HZe] gk “ehet &
Lol fofn

%f{ Deng(2015) 2]
Tk FAAA

<Tab1e 49 2t

(+)91 °§ &S WA AL=Z i"olﬂoi 7?@29}
7143 BF AYEHA ols = AHAE O D &4 5494 AF 29
FoE mYol F TVEZvte] tie &n|2E9 29l ANl AE FEg Al E g
ol PPLEIZC] wefmidt 9= PIATE o gjgt #ilo] K-dramadlA sk Eebn} o] =%
Kim(2016) €] A7 Aze AAshk= AAHL & g ppLojdnd=ol ofd #4 2 K-fashionol
T Atk B T 2npe] gl gk Bt g8k #40] K-fashionH A o] st = o Eo
gapo] LA AlF e o)A o} A=Al F N X = ko] xpol2 ol ] 9 TETE
{Table 4> Result of Structural Equation Modeling
Std.
H Structural path Est Est. SE t Result
H1 Interest in Korea — Awareness of K-dramas 74 571 044  12.939*** accepted
H2  Awareness of K-dramas — Interest in PPL fashion brands .886  1.046 .061 17.054*** accepted
H3 Awareness of K-dramas — K-fashion interest 452 637 133 4.807***  accepted
H4 Interest in PPL fashion brands — K-fashion interest 453 540 112 4.810%**  accepted
Interest in PPL fashion brands —
H5 248 278 059  4.715%**
Behavioral intentions on K-fashion brands Y accepted
H6 K-fashion interest — Behavioral intentions on K-fashion brands .736 692 054 12.859*%** accepted

e K001
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{Table 5) Tests for Metric Invariance

RMSEA  TLI  CFI (dh) (db p
Income level Free} n“}10del' .050 959 965 699.837(396)
Full metric invariance .049 962 .965 719.636(418) 19.799(22) 596
Free model .044 969 973 626.538(396)
Gender — -
Full metric invariance 043 969 972 656.077(418) 29.539(22) 130
Mg AN A F REY 34 594 HAFE ol e #Ae] K-drama?lA 9} PPLIjAEH
ArE AT &5 FFEd mE AolE Yolr7) Zof tigh B4 9 K-fashiondl] thgh &4 I3
A% S FEA AEe AT 23 AREY K-fashionH & =0 that g5 ool mA= JF
o SAAFRF ] o ZeolE 19.799(22)E o o] ApolE gotr 7] 3 tFEddEAs A
B, T ORE 7 Aol7t fojatA] g ASE Atk WA Tl aHe A5 FEd e d
SAHA(p.05) &5 FFol WE gAY =toll et Aol K-dramalA 9} PPLIjAEH
S AAE] Y AFRPCR SAANRE S To] st A4 2 K-fashiono] oist &4 2l
Aestdnt. thaoZ Ao mE 2olE Yobh K-fashionE& =l tjgh 5 o= A& F3
71 918 34 T4 AFS AN 2AEE A Are zolE BAF A FHY 2H|AE
FrRFH A FRY ) (o AHol7t 29539(22) ol thg 4ol K-dramadlAlel mxE o ol
2 Yesty, 7 2y 7F Zol7b folsA &3 Aol &5 FE wWE Aol7t gl ALE e
AoE A (p.05) ol W& vdFHdE Wk oo ® el AMAbe] K-dramaSlA| 7t
Ae AAE] A AERE 3 ARy PPLejAE A =] thgh #4lell W= gl glo]
o= gttt 11 A= (Table 59 2tk Me a5 g mE Aot e AloE Urh
=, A4S fAdol va) 145 e 3 A=
2) dERGEA A3 7bH & AR AU ol 4 A5 B2
230 AH|Re AE FFEI Ml wE 3§ T oA ARAYSEE SF Bk 548 d

Interest in Eorea

== p<.001

<Fig.
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(Table 6> Result of Multiple-group Comparison Analysis by Income-level

Low-income High-income

Structural path (n=180) (n=126) Ay (1)
S Est. t S.Est. t
Interest in Korea — Awareness of K-dramas 731 10.703*** 790  10.346%** .030
Awareness of K-dramas — Interest in PPL fashion brands 862 14.088*** 929  13.833***  6.168*
Awareness of K-dramas — K-fashion interest 488 4.193%F* 562 3.044%* 254
Interest in PPL fashion brands — K-fashion interest 393 3.361%F* 372 2.039* .009

Interest in PPL fashion brands —
Behavioral intentions on K-fashion brands

252 3.848%F* 227 2.639%* .033

K-fashion interest — Behavioral intentions on K-fashion brands .731

10.606™** 756  8.536™** .216

*X.05, **pX.01, X001
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Aok 2 A3, g=el gigk T &anAke] #H4l © 9l o= FHAUY =evt & PPLAA
o] K-dramalAdl mx&= g gl F+ ot BAE #Ho] K-fashionEAH =] thih £+ A&
BE fouet 43S A ASR e v ze] 5 oo mX& gk YoAME AJHE
el wE P Jr o] aole gle AR & Aol wWE o7t e AeE JeHEd, o
A=A T &AM K-drama$l A7} PPL| doll vl Hde e FF AR U & AR
ABRE gk FA4lol nAE J& XM= F Vel A At fojue S v = A
A 2% fFoust g2 vAs 202 Yeisa o= YL o] ARE TVERIH & HA
Aokl wE zpo] B3 Qe AR Ueet, o AFe wixo] tigt ¥ =g At P
doll mlsl Wide] 4% AErt 9 & JeE gl Hohs oo PPLEME S v o%rt ¢ =

Atk ol T Adstold] AR S A Fe © Kim(2004) 8] A+ Az} vii= = 20 E
ARY F TVESeiet TVEZ I S ui = Bttt ol H vk wiAlE B A JE

JPE 83t d=AFY JEE 53t d 3 ol
o AH|RES] Al wE o7} 9o, JAdHT Hzte] EREVL vtdE A2 B F QT
o A A & vk 2 K—fashion‘ﬂ] Eﬁéﬂ' %%OJ e

rir

O:

Liu(2017) ] a9} ¥X
t}2 22 K-drama®l

fashionel] thdt F4o] ] 9l

A 2% §9mst 9gae nAs Ao

Roy ek WE ol

. F5Q anAe tenp &

gk #4le] K-fashiono] tigh #4lel vz
o 5EO

YolHE T g BT
o

o] TVEZIYS &85ty g9
AEE o %ol IYSde ARE =ET
I

aT =
2 Uehgoy vk mE g Hro

b

@
she Adteky @ 4 sl £ 93 QelME
A7} F2e x¥Ae] K- & uAE A

e G SdoiMe F o] o
= 84l A YA
e Aoz ven PPL7} A4
bl & PPLAAHAES  Aolg Bastel o
Yl == 4dae
FONE G WAL Ase A
Aol B AR (Fie.

g gavl AN ARE AL AEHE WY &
o

el mE TVEZ

AF 7o Sdmel HAE g

Aut ool 7o) ¢wt o

E=Z% Cho(2007) 8] A+ 2ot o
13

T Stk el mE dedw
4-5) 183 (Table 7>3} 2t}

++ p<.01, == p<.001

{Fig. 4> A Resulted Model of Male Consumer Group
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Interest in Eorea

** p{.01, == p<.001

{Fig. 5> A Resulted Model of Female Consumer Group

{Table 7> Result of Multiple-group Comparison Analysis by Gender Group

Male Female
Structural path (n=153) (n=153) Ay (1)
S.Est. t S.Est. t
Interest in Korea — Awareness of K-dramas 769 0 10.740%** 721 9.836%** 415
Awareness of K-dramas — Interest in PPL fashion brands 903 14.314*** 868  13.060***  4.351*
Awareness of K-dramas — K-fashion interest 385 2.739** 534 4.092%** 540
Interest in PPL fashion brands — K-fashion interest 539 3.810%** 340 2.600%* 417

Interest in PPL fashion brands —

ook ok
Behavioral intentions on K-fashion brands 421 4994 V82 1.289 9499

K-fashion interest — Behavioral intentions on K-fashion brands .565 6.711%** 895 12.683%**  5274*

*pX.05, **p 01, < 001
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