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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.
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