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Abstract  :  K-Pop  fandom is  a  paradoxical  dichotomy  of  two  conceptual  contexts:  the  Korean  single  fandom and  the
international fandom; both strongly influence K-Pop brand attitude. Collectivist, South Korea’s fans showcase their undivided
support to one artist comeback towards earning a triple-crown in domestic music charts. In contrast, individualist international
fans collectively ship a plethora of artists and collaborate amongst themselves to the continuous expansion of K-Pop into a
mainstream cultural glocalization in international music charts. The distinct idiosyncrasies between the two groups creates a
heterogeneous K-Pop brand attitude that is challenging to tackle marketing wise for lack of homogeneity in the sub-cultural K-
Pop fandom.
Keywords : K-Pop fandom, single-fandom, multi-fandom, individualism, collectivism, brand attitude, sub-culture
Conference Title : ICSMMMT 2018 : International Conference on Social Media Marketing and Marketing Techniques
Conference Location : Boston, United States
Conference Dates : April 23-24, 2018

World Academy of Science, Engineering and Technology
International Journal of Social and Business Sciences

Vol:12, No:04, 2018

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 S
oc

ia
l a

nd
 B

us
in

es
s 

Sc
ie

nc
es

 V
ol

:1
2,

 N
o:

04
, 2

01
8 

pu
bl

ic
at

io
ns

.w
as

et
.o

rg
/a

bs
tr

ac
ts

/8
30

21
.p

df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 12(04) 2018 1

https://publications.waset.org/abstracts/83021.pdf

