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BABV

PENUTUP

Pada bab ini terdapat kesimpulan dari hasil penelitian. Selanjutnya
terdapat implikasi manajerial, memaparkan keterbatasan penelitian dan saran untuk

penelitian yang akan datang:

5.1 Kesimpulan
Berikut ini hasil setelah dilakukannya penelitian, maka peneliti mengambil
kesimpulan
1. Keterlibatan penonton memiliki pengaruh positif dan signifikan
terhadap pemujaan selebriti
2. Pemujaan selebriti memiliki pengaruh positif dan signifikan terhadap
kesadaran merek
3. Kesadaran merek memiliki pengaruh positif dan signifikan terhadap
persepsi kualitas produk
4. Persepsi kualitas produk berpengaruh positif terhadap niat beli

5. Persepsi kualitas produk berpengaruh positif terhadap niat kunjungan



5.2 Implikasi Manajerial

Berdasarkan hasil penelitian yang telah dilakukan, implikasi manajerial yang

diberikan peneliti sebagai berikut:

1. Scarlett diharapkan terus berinovasi dalam menciptakan keterlibatan penonton
seperti, menampilkan produk Scarlett di beberapa adegan drama yang
diperankan oleh Song Joong-Ki, misalnya adegan saat Song Joong-Ki mandi
menggunakan body shower dari Scarlett atau setelah mandi menggunakan
body lotion Scarlett.

2. Dengan adanya pemujaan selebriti yang diberikan konsumen, seperti pada
Song Joong-Ki, dengan Scarlett membuat paket spesial Song Joong-Ki yang
berisi album dan tanda tangan Song Joong-Ki, hal ini harus dipertahankan
karena sebagian besar dari penggemar selebriti Korea mereka gemar
mengoleksi album dan souvenir lain yang isinya mengandung idola mereka,
maka dapat diharapkan konsumen dapat memberikan kesadaran penuh pada
produk Scarlett.

3. Produk Scarlett harus dipertahankan dari segi kualitasnya atau bahkan lebih
baik lagi jika kualitasnya ditingkatkan, baik dari segi bahan yang digunakan
maupun tingkat keefektifannya sebagai produk perawatan. Hal ini akan
membuat persepsi merek yang dimiliki konsumen terhadap produk Scarlett
tetap sesuai dengan apa yang diharapkan konsumen. Sehingga konsumen

memiliki alasan yang kuat dibenaknya untuk memilih Scarlett, kualitas produk
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yang baik tentunya akan meningkatkan kepuasan pelanggan dan membuat
produk tersebut unggul dibanding produk lain di pasaran.

4. Persepsi kualitas yang baik tentunya akan menaikan daya beli konsumen dan
intensitas beli, dalam hal ini berarti konsumen melakukan pembelian ulang atau
repeat order. Sehingga nantinya, tahapan kesadaran merek yang dibangun akan
senantiasa bernilai positif bagi konsumen seiring dengan kualitas produk yang
semakin terjaga. Maka pada akhirnya hal tersebut akan menaikkan tahapan
kesadaran merek menjadi loyalitas merek. Sehingga selain konsumen
melakukan pembelian ulang pada produk, konsumen pun akan dengan suka
rela merekomendasikan produk Scarlett pada orang lain.

5. Pihak manajerial Scarlett juga bisa membuat program liburan atau sponsor ke
Negara Korea dengan sistem undian. Karena konsumen Scarlett memiliki
tingkat ketertarikan yang tinggi pada idola mereka, mereka memiliki harapan
untuk bertemu dengan Song Joong-Ki di Negara asalnya, Korea. Hal tersebut
juga akan menguntungkan pihak Negara Korea, karena selebriti dan drama
mereka yang terkenal juga membantu mempromosikan pariwisata Korea
Selatan. Jadi hal tersebut akan menguntungkan pariwisata korea dan penjualan

Scarlett pun akan meningkat karena antusias konsumen.

5.3 Keterbatasan Penelitian
Dalam penelitian ini peneliti menyadari adanya keterbatasan, berikut

beberapa keterbatasan peneliti pada penelitian ini:
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1. Penelitian ini juga memiliki keterbatasan karena, kuesioner yang dibagikan
hanya bisa diisi oleh pengguna produk Scarlett

2. Penelitian ini hanya meneliti pengaruh keterlibatan penonton dan pemujaan
selebriti terhadap kesadaran merek dan niat beli. Masih banyak faktor lain yang
dapat mempengaruhi variabel diatas yang tidak digunakan oleh peneliti.

3. Dalam penelitian ini hanya ditunjukan pada perempuan pengguna Scarlett
sehingga, peneliti mengabaikan pihak laki-laki serta, pada penelitian ini hanya
ditujukan pada konsumen yang mengetahui Song Joong-Ki sebagai brand
ambassador Scarlett dan hanya bagi fans Song Joong-Ki, sehingga
mengabaikan artis-artis lain yang menjadi brand ambassador Scarlett atau artis

yang pernah melakukan kegiatanss endorse pada produk Scarlett.

5.4 Saran Untuk Penelitian Selanjutnya

Keterbatasan penelitian ini meliputi generasi sampel. Studi ini hanya
mengambil sampel dalam kelompok kecil dari keseluruhan pemirsa hiburan Korea
di Indonesia. Khususnya, profil sampel menunjukan kelompok yang sebagian besar
budget pembelian Skincare yang rendah dan umumnya berusia muda. Namun
pemirsa hiburan Korea di Indonesia mungkin terdiri dari kelompok masyarakat
Indonesia lainnya yang merupakan penggemar berat konten Korea yang
dihilangkan dari penelitian ini, seperti pemirsa pria, yang masih mewakili
kelompok penonton signifikan di Indonesia. Meskipun pemirsa pria mungkin bukan
pembeli utama produk Scarlett. Studi selanjutnya tidak boleh mengabaikan

kelompok pasar ini. Selain itu, masih ada jenis produk lain, terutama makanan,
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mobil dan fashion, yang sering ditampilkan di media Korea. Oleh sebab itu
penelitian selanjutnya juga dapat meneliti peran media hiburan dan pemujaan

selebriti dalam konteks jenis produk lainnya.
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KUESIONER PENELITIAN
Filtering

e. Apakah anda pengguna Produk Scarlett? (Jika bukan, berhenti
disini)
f. Apakah anda mengetahui Scarlett menggunakan Song Joong- Ki
sebagai Brand Ambasador nya?
Profiling/Pertanyaan Umum :

a. Usia Responden
b. Budget belanja skincare dan bodycare per bulan

NO Pernyataan STS | TS | N[ S| SS
Keterlibatan Penonton

1. Jika Song Joong-Ki muncul di acrara
drama/film/acara TV Korea, saya akan
menonton program/film tersebut.

2. Ketika saya menonton
drama/film/acara TV Korea yang
dimainkan Song Joong-Ki di acara
tersebut semakin menarik

3. |Jika ada cerita tentang Song Joong-Ki
di koran, internet, atau majalah, saya
akan membacanya
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Saya merasa sedih ketika Song Joong-
Ki terlibat gossip miring atau terjadi
hal-hal buruk pada Song Joong-Ki

Saat saya menonton drama/film/acara
TV Korea yang terdapat song joong ki
terkadang saya reflek berkomentar

Saat menonton drama/film/acara TV
Korea, yang di perankan Song Joong-
Ki saya merasa menjadi bagian dari
cerita tersebut

Saya sangat mengidolakan Song
Joong-Ki hingga merasa sudah
berteman lama

Saya bertekad suatu saat nanti bisa
bertemu dengan Song Joong-Ki secara
langsung.

Saya senang ketika mendengarkan
suara Song Joong-Ki meskipun
melalui handpone

NO

Pernyataan
Keterlibatan Penonton

STS

TS

SS

10.

Saya mengatur jadwal mingguan saya
untuk menonton drama/film/acara TV
Korea yang di perankan oleh Song
Joong-Ki agar saya mengetahui lebih
banyak tentang Song Joong-Ki

11.

Saat saya menonton drama/film/acara
TV Korea Song Joong-Ki saya merasa
bahwa Song Joong-Ki menemani saya

12.

Saya merasa bahwa drama/film/acara
TV Korea yang di perankan oleh Song
Joong-Ki menggambarkan

13.

Pelajaran dan praktik kehidupan nyata
yang dapat saya hubungkan dengan
diri saya secara pribadi

14.

Saya merasa bahwa drama/film/acara
TV Korea menyajikan hal- hal yang
terjadi di kehidupan nyata
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15

Drama/film/acara TV Korea seperti
memahami dengan jelas dan mencakup
jenis masalah yang ingin saya ketahui
lebih banyak.

NO

Pernyataan
Variabel Pemujaan Selebriti

STS

TS

SS

Saya sering mendiskusikan apanyang
dimiliki oeh Song Joong-Ki, hingga
pembahasan tersebut selesai.

Salah satu alasan utama saya
mengagumi Song Joong-Ki, karena hal
tersebut bisa menjadikan pelarian
sementara dari masalah hidup.

Saya menikmati ketika menonton,
membaca, atau mendengarkan acara
Song Joong-Ki karena saat saat
tersebut menyenangkan bagi saya

Saya suka berdiskusi dengan orang
lain yang mengagumi Song Joong-Ki

Mempelajari kisah Song Joong-Ki
sangat menyenangkan. Apalagi ketika

NO

Pernyataan
Variabel Pemujaan Selebriti

STS

TS

SS

mempelajarinya bersama dengan
orang yang mengidolakan Song
Joong-Ki

Saat saya sedang berkumpul dengan
banyak orang saya suka menonton dan
mendengar tentang Song Joong-Ki

Jika saya bertemu langsung dengan
Song Joong-Ki saya akan menunjukan
bahwa saya penggembar terbesarnya

Sebagai penggemar Song Joong-Ki
saya merasa mempunyai ikatan khusus
dengan Song Joong-Ki

10.

Keberhasilan Song Joong-Ki
merupakan kesuksesan bagi saya juga.

11.

Saya sudah menganggap Song Joong-
Ki sebagai kekasih saya.
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12

Saya sering memikirkan tentang Song
Joong-Ki, bahkan ketika saya tidak
menginginkannya.

13.

Ketika sesuatu yang buruk terjadi pada
Song Joong- Ki, saya merasa hal itu
terjadi pada diri saya

14.

Saya sering merasa terdorong untuk
mempelajari kebiasaan pribadi Song
Joong-Ki.

15.

Saya cukup beruntung untuk bertemu
Song joong -ki, dan dia meminta
bantuan saya untuk melakukan sesuatu
yang illegal, saya mungkin akan
melakukannya.

16.

Jika seseorang memberi saya beberapa
ribu dolar untuk dihabiskan sesuka
saya, saya akan mempertimbangkan
untuk membelanjakannya untuk
barang pribadi yang pernah digunakan
oleh Song Joong-Ki

NO

Pernyataan
Variabel Kesadaran Merek

STS

TS

SS

Saya mengenali produk Scarlett yang
muncul di youtube/Instagram

Ketika saya sedang memikirkan produk
kecantikan, Scarlett adalah salah satu
produk Skincare dan bodycare yang
muncul di benak saya.

Saya sangat familiar dengan produk
Scarlett.

Saya mengetahui produk Scarlett
sepenuhnya.

95



5. |[Saya dapat membedakan produk
Scarlett dari kategori produk yang
sama.

Pernyataan
Variabel Persepsi Kualitas

1. | Produk Scarlett menawarkan produk
dengan kualitas yang sangat baik

2. | Produk Scarlett menawarkan produk
dengan kualitas yang konsisten.

3. | Produk Scarlett menawarkan produk
yang bagus.

4. [ Produk Scarlett menawarkan produk
dengan fitur unggulan

Pernyataan
Variabel Niat Beli

1. | Mungkin saya akan
mempertimbangkan untuk membeli
produk Scarlett

2. |Pada saat saya membutuhkan produk
Skincare dan bodycare, saya akan
membeli produk Scarlett

3. Saya bersedia merekomendasikan
produk Scarlett kepada orang lain

NO Pernyataan STS | TS SS

Variabel Niat Kunjungan

1. |Mungkin Suatu saat nanti saya akan
mengunjungi Korea

2. Saya berencana untuk mengunjungi
Korea suatu saat nanti

3. | Saya sangat berharap bisa

mengunjungi Korea suatu saat nanti
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Lampiran 2

Kuesioner Asli

Appendix A

Table Al. Measurement items.

Constructs

Measurement Items

Behavioral involvement (Audience
involvement)

If my favorite character(s)/actor(s)
appeared on some Korean
dramas/movies/TV shows, I would
watch that program/movie.

I found my favorite
character(s)/actor(s) in the Korean
dramas/movies/TV shows I watched
to be attractive.

If there was a story about my favorite
character(s)/actor(s) in a newspaper,
internet, or magazine, [ would read it.
I felt sad for my favorite
character(s)/actor(s) when they made a
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mistake, or when bad things happened
to them.

I looked forward to watching Korean
dramas/movies/TV shows and my
favorite character(s)/actor(s) in each
episode.

I sometimes made remarks to my
favorite character(s)/actor(s) while
watching Korean dramas/movies/TV
shows.

Emotional involvement (Audience
involvement)

When watching Korean
dramas/movies/TV shows, I felt that I
was a part of the story.

My favorite character(s)/actor(s) in the
Korean dramas/movies/TV shows
were like old friends.

I was determined to meet my favorite
character(s)/actor(s) on Korean
dramas/movies/TV shows in person.
I liked hearing the voice of my
favorite character(s)/actor(s) in my
home.

I arranged my daily/weekly schedule
around Korean dramas/movies/TV
shows so as to

have a regular relationship with them.

Constructs

Measurement Items

Emotional involvement (Audience
involvement)

I felt that the Korean
dramas/movies/TV shows and my
favorite character(s)/actor(s) kept me
company.

Referential reflection (Audience
involvement)

I felt that Korean dramas/movies/TV
shows portrayed real-life lessons and
practices that I could personally relate
to.

I felt that Korean dramas/movies/TV
shows presented things as they really
are in life. Korean dramas/movies/TV
shows seemed to understand and cover
the kinds of issues that I wanted to
know more about

My friends and I like to discuss what
my favorite Korean celebrity has done.
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Entertainment—social (Celebrity
worship)

One of the main reasons I maintain an
interest in my favorite Korean
celebrity is that doing so gives me a
temporary escape from life’s
problems.

I enjoy watching, reading, or listening
to my favorite Korean celebrity
because it means a good time.

I love to talk with others who admire
my favorite Korean celebrity.

When something bad happens to my
favorite Korean celebrity, I feel like it
happens to me.

Learning the life story of my favorite
Korean celebrity is a lot of fun. It is
enjoyable just to be with others who
like my favorite Korean celebrity.
When my favorite Korean celebrity
fails or loses at something, I feel like a
failure myself. I like

watching and hearing about my
favorite Korean celebrity when I am in
a large group of people. Keeping up
with news about my favorite Korean
celebrity is an entertaining pastime.

Constructs

Measurement Items

Intense—personal (Celebrity worship)

If I were to meet my favorite Korean
celebrity in person, he/she would
already somehow know that I am
his/her biggest fan.

I share with my favorite Korean
celebrity a special bond that cannot be
described in words.

I am obsessed by details of my
favorite Korean celebrity’s life.

When something good happens to my
favorite Korean celebrity I feel like it
happens to me.

I have pictures and/or souvenirs of my
favorite Korean celebrity, which I
always keep in exactly the same place.
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The successes of my favorite Korean
celebrity are my successes also.

I consider my favorite Korean
celebrity to be my soulmate.

I have frequent thoughts about my
favorite Korean celebrity, even when |
do not want to.

When my favorite Korean celebrity
dies (or died) I will feel (or felt) like
dying t

Borderline pathological (Celebrity
worship)

I often feel compelled to learn the
personal habits of my favorite Korean
celebrity.

If I was lucky enough to meet my
favorite Korean celebrity, and he/she
asked me to do something illegal as a
favor, I would probably do it.

If someone gave me several thousand
dollars to do with as I please, I would
consider spending it on a personal
possession once used by my favorite
celebrity.

Brand awareness [ am aware of
Korean beauty brands that appear on
Korean dramas/movies/TV shows.
When I think of beauty product,
Korean brands are one of the brands
that come to mind. I am very familiar

Constructs

Measurement Items

Borderline pathological (Celebrity
worship)

with some beauty product brands from
Korea.

I know what Korean beauty product
brands look like.

I can recognize Korean beauty
products among other competing
brands of the same product category

Perceived product quality

Korean beauty brands offers very
good quality products.

Korean beauty brands offers products
of consistent quality.

Korean beauty brands offers very
reliable products.

Korean beauty brands offers products
with excellent features
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Purchase intention

I would consider buying Korean
beauty products.

It is possible that I would buy Korean
beauty product.

I will purchase Korean brands the next
time I need a beauty product.

If I am in need, I would buy Korean
beauty products

Visit intention

I may visit Korea in the future.
I plan to visit Korea in the future.
I hope to visit Korea in the future
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Lampiran 3

Data Responden dan Jawaban Responden

l E PENGARUH AUDIENCE INVLOV!. X

¢ > C ad

a PENGARUH AUDIENCE INVLOVMENT DAN CELEBRITY WORSHIP PADABR [0 ¥r @ @ o @ i . 0

Pertanyaan  Jawaban e Setelan

204 jawaban

Tidak menerima jawaban ()

Pesan untuk responden

Formulir ini tidak menerima jawaban lagi

Ringkasan

Apakah anda pengguna Produk Scarlett Whitening ? (Jika bukan ,berhenti disini ) |D Salin
203 jawaban

P Type here to search
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Abatzact: The Koawan entertanment indusry’s popularity and global mach has prompled private
companios and destinution marageTent (eganizations W place Koran products and posdtion Korea
ax 2 destiratson W intermational viewers. Korean ardebeises have alwo boen found to foem postavely
perostved Korvan beaty standards, cormeguenty wrving a an antecedert of Korvan beauty product
andp 4 beauty peoduct qualey among inteerational audinces. Although previous
*den hanve found that sudence o with diserm has positively imspacted
product purchas and vidaton, 3 compovhenadve ievestigation of the sadience fvobverment s mule-
Arrormionality has yet 1o bo conducted, spacitically, on the distinction by Koman
fmonton, TV dracros, TV shoses, ot ) knvoh and colebeity wondup. The p study snomrpts
1o All the somearch gap by compavhenatvely examining the sole of sadince imvolverment with Korean
entertalnarent, colobrity wondip, brand awamen, and precetved Kooean beauty product quality on
poodict purchase ntentions a well as intentions 1o vidt Koova. A total of 127 female Indonesdan
Koawan dimcos then validated the proposed ptual tramew ek, The soractiral
equation modeling rewsdts found L irmvel ¢, referential reflection, and renent-
drtven colebeity wonshipping tndencies 1o be sigrificant antecedents of Korean beauty peodixct
purchase and Koowa vist ntendone

Keywerds: sudbmce ol
Indonesian female cormumen

., cdlebey worship, Koovan ertertal renwnt; Koman beauty products,

1. Intreduction

The entertamenent mdustry provades am avemue for contnt creatons o capture their
audience’s attention and for bramds o strategcally place Shesr produacts, hoping to gain the
undivided attentson of audiences [ ], The peactice of product placesent is abo common =
the Korvan emtertainment industry [2-5]. Masy bramds now use movas snd TV dramas
s a platiorm % biunch and promote new peoducts [6-5]. The entertamment industry

d mwdia in van ‘umn.md\um..ﬂpmgmrb,m.dm
amﬂ_hmldmm Dramas have bowm one of the most
effectve media to seach comwumens, as e sadwence tends to develop deeper mwolvesunt
due 1o the loeger viewing times [¥]. The natsonal toursm development ceganization,
the Koeea Tourien Organization (KTO), also nesorted o Korvan dramas as a medium
to promote Koeea's Sourism intemationally [10]. The nise = popslanty of Koosvan pop
culture, where the vanous mediums of the Konan entertamment industry have become
well-known intermationally, has allowed both Kones private compasies and governasnital
cegarseatioos, such a the KTO, to reach the mternatioeal sudience mom effectively | 11-13].
The Korean entertsinment industry’s popularity s often referred 0 ax the Korvan wave,
or “Hallyu® [14]. Studses have found that Korean entertamment medsa viewers have
caused attstades towards Korea to shift, and have abo motivated sadiences to vaat Korea

Sestatachlry 201 11 WS hape /) dbang 1M L M0N0

Hetpe /wwn mmdpdcoen il wateasddey
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and expersmce the filming locatsons [5,1(]. Furthermoee, tourien abo grmerates rovenue
for businesses offering supporting and auxiliary serviom and products o tourists [1,15).
This phemomnon = aften nefernad % a8 film /movae-induced toursen ar media-induced
tourism [ 16,17].

Koovan movies and dramas attract intevest due % the engaging storyiines and attentions
1o e caltural dlements portrayed in them, such as fashion, food, beasty standlands, and
moee [ 10,11,14,15]. Korvan celebrtin have then emsenged as vital ambassadon connecting
the audience to the storyioe snd the overall culture of Korea [15]. Albough colebreity -
pact on comsumer© consamptaon behavion has bovs wll established, scarcely aow attempt
has bewm focused on the beauty standands of Konean crlebritien [15-22] Beauty standands
and obweseaons with celebrition have pramandy been studied from $w peychological per-
spective and thesr mpacts on individuals’ attitudes and daily behavioms [11-13,23-2n].
However, empunical evidence has indicated the efficacy of Koesan celebrities and $wir
impact on Korean beaty product salex. Korean celebritien have been idolizad by many
faew arcund the world, langely due to their attractive appearance [ 15]. Oswe dominant
aspect of Korvan crlebrty appearance s their youthful and healthy skos [13.27), peompting
famw 1o connect Korvam skincare products and skincare mutines 1o the dearable celebrity
appearssce [ 18]
chaw, uwdl-nqndmml'-hmv“m-y-hull. A0,17,28.29],
4 com ive mwestigation of the nedationsheps betwon viewing Korean entertainment
media, Korvan colebrity obsession, Korvan beauty product purchase, snd visiting Koees
has mot yet b undertaken. An important factoe in determining the impact of flm-
indwoed toursm and odebrity product endomsement bas been the level of sadsmar’s mer-
st = entertainment swedia, specifically by way of sadsence involvement [9,19,21,2530,31).
Nonethelows, previous studies have often chosen to study mvolesunt 2 a unidesemsiceal
comatruct, whereas audience sw olvesuent has boen developed ax 2 multidimenseonal oo
copt [28.32,1% Momover, emparical studies have chosen to focus on either the holistx
storyline ar the specfic celebritien. The concept of celebrity wondip has been comoeptu-
alized ax the most mtenw form of mvolvement but has mot yet been studied aloegride
audence mvolvement | 12,34). Addsticmally, no attemgpt has been made to study the con-
sequence of audience mvolvernint and celebrity wanhip on Koeean beauty products
intmbzons represent 2 lower-involvement decision and a hagher-involrement purchase
decision. The study also seumes the medsating role of Konwn beauty product beand
awanenes and peraeived quality of Komnean bessty products.

Thesefore, the presest study attempts % il the research gap by comprehensively
examining the role of sudience involvement with Kores entertament and its predic-
tive ability o Korean beauty product purchaw mtentions and intentions 8o visit Korva.
The stady designed three abjectives o help achiove the research aim. The first cbjective
wa to identsfy the nedevant constructs and develop 2 concrptaal framewaork that mcludes
audsence invalvement, celebrity woeshep, brand awaneness, percvived product quality,
purchas stentions, and visit intmtsons. Then, the second cbpective was o validate the
proposed concuptaal moded with fermale Indonesian Korvan emtertainment faes. Indone-
star, specifically female viewers, are the pomwe research samples, ax 2 divene medium of
Konean entertanment » popular in $he country. Fernale Indonesian customsers aoe abwo avad
awareness of Korean entertainment and Kosvan beauty peoducts |11,15). Furthermore,
the fdeygy would abo contnbate to the understanding of the Indonesian convumens’
intentioew to visit Konea and purchasing mbsmsions while travelng.
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2. Literature Review
2.1, Korean Evéeriai Aadiencr [usol

v the idemisfication theary by Frvud introduced = the carly part of the 20th
century was the fint known buildng block to the comtemporary und ding of aads

involvesent [12,36) The sdentification $hwory nefers to when an individual adopts the
mm“ﬂmmdemwplk,ﬂ Audince
l t has been defimed and usizeed = several rch combexts |9,19,23,30,38-40).
However, $w effectveniss of audience imrol in explasming consumer
andbduvnnc-v.thmhlyp-dun&-mmv&n-ﬂndumhhl?ﬂ[
Mhp—llmdydtﬁ-ﬂ-hﬁuhmdl“mmlv“

for the context of ) Mh&—,ﬂmﬂwm
F-nllya*mlill Snni'-amap-nhulnnd di =wvolvemnent wh-
engages in mwdka peograms $at result in the formation of
mmd-wlt.l.m'hb-hbm&mhbph“
the ddivesed messages from the medss they have d [42). P il i
refers to when an indivadual smagews themsehves forming a close nelati 1m'liln
public figare in media.
'I'hq-n'uﬂuhd di =vol mthey study fol d Kim's
ch oo a Komvan d dmhmhumo‘muhﬁm
location = Korea | 23], The study found that three & sons of

wmdm-mwdm:mmmﬁﬂwh

. iy ¢, It sefers to the degrow to which a sadsce alters their
H-\'n:bmuuUWothlkmlhdeleal 723,42} The secoed
dimerecn s emotional =wvoly Thas in d d ax the degree to whach the sudience
identafies bam or herself with the characten, locations, or skoryline secciated with the
o her persoeal expersences to the sweda [7]

Aundwnce involvement was found to affect convamens in a varity of ways, such
a» plessure in viewing experiences, satidaction, and post-viewing behavioral stentions,
M‘Mhhml']ﬂhpdnbdnmc—h‘-hmﬂw
»ew in the medi lated to $he media. M
mnhon&dbmmnvmtpbmﬂuhm-—-dnu&.ﬁl&
induced travel hax bowm 2 sector that relies heavaly on the level of involrement by the
Minrﬂ,l(glilﬂLA—!ydbhhdmhudmhnwh—dm
can motivabe vaewers to visit Konea [10]. The stady focaed on e general vi :
of Koovan dramnas and non-Konan celebrities. Similarly, another study also found that
hp—Mbﬂ'UK-uhﬁh--innml“llMp_M
posits Korvan entertammnt s i to -h-’ I with
types of media inchade Korvan dramas, Kosvan movies, Konean sausic, Korean TV shows,
and moee.

2.2, Korean Celebrty Wondsp

Abbough masy h stuches lized invak & a uni-
di sonal 1, invoby a dumlhpb*pmhpwhhgya:h
oot 25,52 5540}, The s reason sspporting the multdwmsiconal construct of invalve-
ment = due % the dogree of peychological absorption [ 23] Paeychologacal absorption nefers
1o an attermpt to establish a srsw of idemtity and fulfillment conmected with 2 person or
2 culebrity that can Hy lead % an addiction. Based on this praciple, the leved of
involv s believed to consist of four stages along a semgle continuum [12]. In the
combext of the present stady, 2 low swvolveswnt lovel saggests e sndience starts to grow
emotonally and logacally attaches to the story [ ¥,32,47]. Eventually, the audience noaches

2 stage whene Sy bog to put the celebrtam into ther e prioritios (woeshap) [ 24,32, 34).
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8 known aw the strongest form amongst other stages of sadience mvolvemnent.
A study found that cdebrity wordappens may even trust thesr favonste celebrities more
tham their own frsends [20]. Yit, S understanding of comsmer sesearch, especully =
the tourien context, is Emated. Additionally, the relatsonship between woeship and the
lorwewr intensity of involvernent has not been studsed = a tourist bebavior comtext. Mare
importantly, the transition fromn 2 lower loved of involveswnt 1o a higher level, or the
worship kevel, also implies a change in context. Specifically, a sadsmoe may be invalved
m&'luilmmht_i-dumthndnm Howwver, s the mtenaty
the of invol t could evolve into wanshipping specific celebration.
Most emparical stadies found that woedsppens are most appasent when the conbext of
inflervst v 2 persce | 201,23-25]. The importance of crlebrtis and the deeper comnection they
can cultivate with fans » fundamental to e marketeg pis of celebraty end
and brand ambassadonship |21,22].

Wondap can be further divaded into three levels, depending on the degaee of wor-
ship [21,25.24]. Low wordap level refers to when an audsmce watches, sees, or reads
about the celebrity. On the other hand, a bagh level of wonhip can lead %o a changein a
penon’s socual character and ultimately leads to pathalogical bebavion, sach s erotoma-
nia, atempts to harm the celebritien, or threatening ktters [23.25]. In the present study,
Konean celebrity worship is operationalized using throe comstructs [23. The fint constract,
entertainment-social, represents the maldest level of wondap. It suggests that fans are
attzacted to the crieboty becase of their entertainment abibtes. Next, the mbemse-persceal
comatruct sugpesds inferveve and compulsive fovlmgs starting %o form around e cdebnty,
wach as having frequent Soughts sbout the colebrity even of they do not want to. The thind
comatruct, borderline pathological, reflects extreme attitudies fass may hold towands their
fnwta&mynlmhbymn—m-iﬂ'plmwh-mmw

The cursent poses that sudience invelvement in the contexts and
lhqhndhmmwhmuya-dbmhm intonse
wondap of sdivadual Koeesn adebrition. In other wosds, whin 2 fan of the Korsan
entertanment industry mostly focuses on the storyizus and emoys discusecns related o
thetr favonte Korvan dramas, TV shows, and so forth, thear bevel of mvolvement w lower
thas those who wondip celebrities. Wonship is an interse form of parssocial inberaction
where an smagmnary mteraction or ndaticeship between e sadience and the cdebrity =
the midia is formed [30,43]. At the samw time, wonhipping indivadaal cdebrition imples
an ample degroe of involvesuent in the entertamment midsa as well [ 12} Thervdore, before
an individual neaches the cdebrity wondap stage, the individual is noguased to exbabit 2
degrov of Kosvan entertamenent involvement. However, wonhipping bendency is saostly
studied when the celebraty is the main cbpct of contemt [ 19,44]. For example, 2 study oa
Taiwanew film toursts focused only on e inflamce of celebrity mvolvement and colebeity
wondip on destmation image | 19]. Another study found that Korean entertainmnt fass
MWMM&WMKMWMW
social media interactions [44]. Hence, the relaticeship b audience 1
dbtywﬂqhmbmﬁlwwmwhk-hﬂd
involvement from the concept of peychalogical abworptics, svolvesent wosld influmnce
celebrty wordap dimensions. Conseqaently, the following hypothesis was developed:
Hypotheses 1a-i (Hla-ik: Audiercr imsolvement (ekaovorad insoliemen!, avotiowal imoeloe-
lud MWW)MMMM(MH

23, Brand Avereness and Percrioed Product Qulity

Brand awarenee is critically smsportant due to s ability %o diffesentiste coe product
fromn amother in e competitive market [27,45). In a soenario whwere a buyer s shoppang.
for a peodct, brand awareness has bovn defined as the buyer’s ability to identify and
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distinguish 2 brand within a given category with adequate detasl and peecivion bedore
making the purchase dectecn [45]. Moeeover, brand awareness comsats of recogration
and recall [47]. Recogration refers to the buyer s ability to secogruee the peoducts at the
time of prarchase [45]. On the ather hand, recall i the ability 1o remember $w beand and
the product prior to purchas [47]. In practics, a high kevel of brand awareness saggets
an increased likelihood of a consumer prarchasang the product [#-51]. Additsonally,
brand awareness has been found to abo influemce consumer trust and favorsble beand
image | 3,52). In the context of this study, brand awarenee nefirs to e awanmess of Kones

The comcept of perceived product quality s chosely related to consumer expecta-
tion [53. Yet, the perceived quality is distectrvedy differvet than awanmes, in that
awareness can be 2 nesult of advertiser exaggeration = peoduct promotion [54). On the
other hand, 2 consumer’s perceived product quality is based cn thesr own experninas
with e products o other trusted sossoes of mfoemation |13]. Moneover, pesceived quality
s gemwrally meociated with a favarable attitude Sowasds the product. Hemew, perceived
thhhwbh-ﬁtvvmdmmmmlﬂ.
nederred to as the perceived quality of Korean bessty

Semilar to entertainment contmt from other countrs, Konas brands have spent a oo
sderable amoent of fends and effort %o place peodeacts in various foems of media [2,4.5,5).
Combued with the mtemational saccess that Korean entertamment has achieved, prodect
placemumts = Koeean dramas, moview, and TV shows have $hw potential to reach a far
wider audience arcund the globe [4]. The visual appearance of celebrities can bocomw the
cue for mbernational viewen mgarding their percspsion of Konean bessty products brands
and percemved quality [11-1357]. Previous studies found that celebraties’ appearances
enhance comciossnes of cne's body mage at the same tme. Their appearances abo case
the audience to sdolize celebrities [ 15,21 24). Hence, $his resessch propect bypothestzed that
female audiences who wonship Konean odebrities might exhbit a higher awarenes level
of Korean beauty product brands. In addstion, e favarable perceived guality of Korean
were proposed ax 2 newalt
Hypotheses 20-c (H2s—<). Crlebrity sonlsp (mierdsmmemt-socs, ivdoue-persons, and hor-
Indencates.

Hypotheses 3 (HSL Karmaw brasty prodct brand savwwnes sipmificmtly impacts the percniond
product quality of Kamar beaaty prodacts avawy frmale Indonoiam.

24, Purchase and Viat intestions

Purchase intemticew can be described a8 an act of plasning to bay products or ser-
vices in the future [1]. Past research has found that comamer attstudes arv cow of the
mant critical antecedemty in predicting purchase mtemsons [1,12,1852,58]. Mosvover, the
decieon-making prooes can be inflamond by factoes such as brand awarnmes, comparing
altermatives, perceived quality, and perceived credibility of the brands and $wir prod-
wcts [13,48.50,52,54, 55-0). On the other hand, destination choice is generally undenstood
10 be mfluenced by similar factors a» peodiact purchase interions. Nevertheloss, the sature
of Sourivm destination choice and vadt intemtsons can be comadennd ax a highly involved
proces and usually requines knger plannng [64] Thendors, planneng a travel itinerary -
Pl higher costs, imvolves perorived risks, requins grosp comsemsus on destmations, and
much mooe [£5-68]. Hence, Koovan beauty product purchase intentices and Korea visit s
tintices seprsent two dafienmt types of decieon-malkang, specifically, a lower-imvolvesnt
decisicn and 2 highes imvolvement decivice,

Pt studas have found that attachenent %o celebraty, adebrity endomement, and
attachment fo medsa content influence comsumar attitades, preferences, expersences, and
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l®

Andwnee lnvaherest

comsumption mdentions |75,10,15,19.21,22849]. Specifically, highly invelved vaewen of
dramas, movies, TV dramas, and other suse media contemt have boe found to be heavily
influmcnd by these contimt on their prefervmon, wach as travel dstmation, attraction
vanits, and they replicate their fvorite celebrition” actions from e movie or drama [15,20).
The content from mase media » usually delivered in nich mediums. Thuy, it can portray
alluring smages of products oe a place. Conmequently, # helpw sndiences form favoeable
atttades towards a place or 2 product ||, Heme, files-mdhaced Souriens creates curosity
that them motivabes people W travel and expenionce the samw wesation ax prowenied
in the films and dramas [15,10]. Given $wse empincal findings, Hypotheses 4 and 5
were developed. Additionally, $he proposed concvptual model s graphically dhkadrated
in Figure 1.

Crevsly Worshp

Tigure 1. Proposed concoptiad model

Hypothesis 4 (HA). Peroriond product guality of Karem hesaty products significantly mmpacts
Kerean besuty product parchae intesdions anony frmale ndonoate.

Hypothesis § (HS). Prroesond prodic? quality of Karem hesaty products signifemtly impacks
Keres vout indentions sreeng fomale Indovodian.

3. Methodology
3.1 Metwureweend Menw and Sureey Dvvelaproesy
studiex. Thus, e iterns have all been validated by previous stadse. A total of 53 items were
adopted to meavare tm comatructs. Audience svohesunt conested of three deemsions,
and alll iterrss wese adopted from Kims (2011) [25]. These account for bebavioral imolvessent
and were mwasuned by sx sems. Emotional involvement and ndferential reflectson were
measured by sex and throw items, respectively. Simalarly, clebnty wonhip also comsisted of
three sub-damenions. These were entertainment-social {lm o), mbrmse-personal (eight
iherm), and boederime pathologacal (three items ). Hence, 2 Sotal of 22 ibems used by Yen and
Croy Q016) [19] and Maltby ot al. 2005) [ 24] were used to messuse all three dimensices
of celebrity woeship. Next, $hw brand awareness (five sems) and percetved quality (four
items) constracts both weed sems from the study by Buil et al (2013} |71]. The mtenticn
to purchase Konean beauty products was messssed by four items from La et al 2014) [3]).
Lastly, Korea visit mbumbions were meawssed ssing throe stemss poeviously used in the study
of Tan and Wa (20016) [72} The st of all messurement itvms can be soen i Table Al in the
Appendix A section. A five-pomt Likert-type scale was used. The scalle labels started from
| (trongly disagroe) to 5 {strongly agree).

A braef cover letter was $hen added %o the susvey. It ensured the partxipants were
aware of the resessch contemt befoee participating, Additonally, demographic questioes
wose added %o the survey. The fisal dradt of the survey was then sabjected to pro-testing,
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Tadw

ments and sugpesions were taken mbo acooumt before the survey was finalizned. The final
warvey was them trarsdated into [ndoneess by 2 fluent speaker of both lainguages. Another
Indonesan versions of the survey

3.2, Semypling and Dute Collction

The target sesearch population for $hw prosst propect wene Semale Indoneaan con-
sumers who comsume Konan entertainment prodhacts, such as Konan series, Koesan
varwty shows, K-Pop shows, Kosvan movies, and mare. Additionally, they should alwo
have had expersence and mterest = using Korean beauty products in theer dagly lives. A
cqualifying question was inserted at the start of the survey. The questson was, “Have you
wﬁddl-u-lu—dm/m/wm:nlhhtm”fmyﬂh
answer was “yes” mhynhdhcnmpblvﬂnpbt—l The welf-admematored

wmqmmmmmmhmbm
a» Kakao Talk, Line, snd Whatsapp. The dats was collected between February and Manch
200 A total of 327 completed surveys were collcted.

33, Sample Profle

The raw data were firet scroened for any iregulanitien. Fint, there were 12 cases
with a large amount of mivenyg data. Thew cases were exchaded from further analysis.
unengaged nsponses were also examined by calculating the standard devistson for each
case. Any cases showsng a standard deviatson kower thas (L5 wese subjected to manual
inspection |73} No sexporses exhabited any traits of ssengaged pasticipants. Subsequently,
slarwmeses and kurtoss scones for all mwasurement ttems were calculated. The slarwmes
scoees ramged from — 2294 and |1 515, below e recommwnded theeshold of +3 or -3 74].
Kurtosis scoes ramged from — 1320 10 5.766, and abo fell within $hw range of the absolute
vabaw of 10 [75). Given the results, the data dad not violate the sxesssption of normality and
wan westable for subsoqaemt stractural equation modeling (SEM) analyses. After sowening,
 total of 315 samples were sabjected 1o farther data asalysis.

The full nespondent peodiios can be seen n Table | Notable characterivios are that the
majority of the respondents were stadents and full-Smw employves age between 21 and
30 ywars old. Most were not marrsed and had a relatively low monthly scome. Mot of
the naspondmis were bachelor's degree holdens. Lastly, all resposdints were Indonesian
apart from theve Filipina respondents. However, the Rlipina nespondents wese neading
in Indonesis.
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Table 1. Demographic indormation (0 = 315

Vasables Catogary Distribution N
Bolow 20 - 73
30 ) b

Apryanald) 340 u Th
40 2 o6

Maritad statas N"'" """'" ? ﬁ
High schock or below w n2

Machekn's dogme % L0

Tdaaonal Nakgrousd Nustor s dogroe " 44

Doctorate 0 0

Oebhwrs w 4

Undier * 1 40

£.000 200~ 10,000,000 1 39

Toushold monghly ncoee TDE 3 000,000-1%.000 000 n (%
15.000,000-20.000 £00 7 2

Over 20000000 7 2

Ful-trme conplonTrent = a

Ful-tme - ns

Oveupatan % n 73
1 L4

St ns s

Ocbr w 4

. Iadosesln m 0
— hilppiras 10

4. Results

4.1. Principle Conponmt Anafyas

The 15 messuressnt items of audience Bvolreswnt were fing subjected to $w prnc-
pal component analysis (FCA) extraction method with vasimax rotston. The PCA allowed
hlblmbbhhwwfm-mmu-‘hm-h'

imroh and colebrity hep scales yaddod varymg factor structunes | 7,19,23,24 28]
M %, previous studi dlm ducted factor analyses prioe %o path asalyses to de-
termine the factor stn and reduce e smber of serma [7,25,55,59) The number of
factors was determined by the eigenvaloe. A factor was formed of the value was greater
than 1. The analyses vielded throw & the same amoent and structure as proposed. The

Kmalhm“mdhmm::_nmd
Bartlett's sest of sphwrnicity level was at p »< 0001, The PCA neduced the it of sadence
imvolvement %o 10 and 68 84% of the total is explamned by the factors, bagher than
the moquired 50% [74).

Factor |, mamed “bebavioeal involvement”, compraed three sems. All theee i
werw from the omgmal behavioral involement demenecn, with the other three s
removed. A total of 2055% of the varuance s explamed by the factor. Factor 2, “emational
imvolvement”, mﬂdhrlhﬂ&mhoﬂﬂuﬂhﬁ\dh\m-
explasmed by the factor The Last factor, © | reflection”, consied of theew iterms and
explains 2% of the Humcw, it nota Jﬂ&mm&m&wndnhh
terms of the measure of scalle seliability, the Cronbach’s Alpha scomes ranged from (1763
to (819, exconding the sumimum threshold of 0.70 [74]. A semary of the PCA sesults of
audience invelvemnent is shown = Table 2
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Table L. Sumanary of the FUA svails (Audence lnvolvement).

Factoen

Fackn Loading Kigea-Valsos  Variancs Euplaiond  Crasbach's Alphs

Factor | Bebwvionsl

Iowkeonet
B3y Dvonite chara Wnia )/ stonie) appeaned

12¢ 0000 o

o0 some Korwan dramas ‘monhes [TV dhuores, | o

woudd wash that A oon b,

2 fownd my Aancwiia)/ xtand n
the Kovwan dramas/ mavied TV dres | wakched 0 asa

be azractive.
P ookt Sew and to watihing,

Kowwan

Seacvan) oaves TV abhoss aad con Lavarke v
Aracenia) /acsonl) 0 each eplaode.

Factr 2 Ewvtiond devokvewse

B v Sotermn e ) Wt 04

m# | o8 Kowwans
diws i

Db—ilb‘wtovmdulm

m,’m‘-lnql&.
B arrasged

Lavorse
aTu

asy

oy Sadly Fwwekly schedile sound
Korvan dramon/monion TV s w0 2 0 have 3 asie

ﬂm Srannm/wonie [TV

i s ard wy Lnorie uracsnie)/ atar) Lept am

e Liapany

Factor 3 Baforostial Refiuction

REI— felt B Kovwan dramas meos s TV shows
pertined vl - lowoae a8 pratoe B2 ookt am

NM*!MGA-A-MI asu

e tangd
warded 1 kiow suee dost.

Towd

Semsilar to the sadwnce =volvemnent dimenseons, e 22 ssssarerment ilems of celebity
The results of PCA produced Kamer-Meyer-Olkin (KMO) messasement of the sampling
adeguacy score was (L0948, and Bartlett's Sewt of sphemiaity kevel was at p =< 0.001. Based
om the same exgeevalue greater-than-1 rule, two factoes (instead of the proposed thr)
werw produced, and 6262% of the total vanance is explained by both factors. Factor 1,
entertammnt-social, consisted of eaght ilems, all from the anginal deswssion, albbet two
iterns diad not load onto the same factor. Factor 2, mbemse-pensonal, consited of tem itema.
Sevem iterms comrenged mto thas factor camse froms the mamse-penonal Sems, as onginally
adopied. In addition, two sterms from the proposed enbertasmment-social constract loaded
oo this factor. Marvover, one item from the borderine pathologacal constract remained

and loaded cevto Factor 2. The newult implies that the p e d barderline pathalogical
comatruct dad not have sy of sty sems ™ ‘1 by %0 foem a comstruct. Himew,

two ctx were netas ‘bdmﬁr-!yuh—rydhmwind
celebraty woesdap is shown in Table 1.
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Table X Scnmary of the MCA rewalts (Celebrity Worship).

Factess
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Bt—hg-q
cobeboity i 2 bt of fun

R b ooy able st 30 B with athwes whe like ooy

Lavarde Kowaa cobebeiny
Bl L wtaturyg asdd

Kowwan oldebety wivn Lanina
quﬁu\n“n m
fustare

Law.

Muym

RESEEDE

Kiwwas, oo an |
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Mmummmmmu— P
2t woenething, | foel e 3 (adure mrywlt

1721 e with avy Laonie Kosda cebebey 2 specal
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—
13— aen cbmosad with Sotade of ooa tavorte Kowas oo

IN—When mm::m .

TP The wa o of svy
By e e

17— comehder 3wy Lanorise Korwan cedeny tobe oy

Rivvan coledeny siv

ﬁ"—lmm»m Lavarde

-y

Mm-hlh-lw-h N

Im.vhu&h-muuwl Py
L

A.ﬂnlhuh
.l—l b baia B pevsaad bbb an
crbebainy

of oy Lavorde Kavas

Toul

4.2. Confrrastory Factor Ansfynis

Accordmg to Andenon and Gerbing (1988), a two-step approach to SEM analysis s
recomnmmded. The first step, confirmatory factor analysis {CFA), focused on the cuter
moded and measured the fit mdices, validity, and relisbeity. Only of the susserement model
watinfiod all reqrmementts was by pofhends tisting at tw structural moded kvel g genaed [ 76].
The data were analyzed IBM SPSS and [BM SPSS AMOS venaon 23 The messuremsent
maodd shawed a good fit (1 = 1338811, df = 917, p < 0001, 3% /& = 1.360, RMSEA = 046,

CHw 0943, TF = (1984). All e comatructs abo produced setsfactory composite nediability
(CR) scomes. The scooes ranged froms 0.765 to 0.933, all higher $han the mesimum thresbokds
of (L7 |77} The average vanance extracted (AVE) scores peodiaced by alll the t werne
a pear of comatructs againe a squane root of e AVE [f the coendation value was kower,
discremamation validity exists. In general, all the constracts were distinctive from each
other. Howvver, throe pasn of correlatsons had higher cormelations thas the squase root of
AVE. Thus, a further step was nequired for discrminant valadity verificatson by combining
itemns from the pair of constracts into 2 smgle factor. If the measurement model with the
exatx. The nmults of the single factor tests sbowed all theee pains of combimed gems to be
sigrificantly differvet thas the onginal messunement model. Namady, emotsonal involve-
ment and entertainment-social (Ar® = 131082, Adf = & p < 0.001), emotional involvessent
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interme-penonal (Ay* » 364918, A¥ = 8, p < (L0} A summary of the CFA rewalts can be
woen = Table 4

Tabie 4. Sumenary of confirmatoey Lactor analyss nowsdts.
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43, Seractursl Equationr Modeling

At the stractural model kevel, the goodnes-of-fit statistics were abo foamnd to in-
dicate a satisfactory moded fit (= 1538502, df = 880, y*/df = 1748, RMSEA » 0049,
CH » 0530, IFl » 0.53), TLI » 0.925, NFI » 0851, PGFI » 0.731). All the hypotheses
worw abo supported by the data, exarpt for Hypothesas 1a (behavioral imolvement - >
entertainment-social, b » 0.027) and Hypothesis 2b (mbemse-perceal ~ > brand awaseness,
fi = <0102 Hypotheas Ib (bebavioral swolvement — > intense-personal, f = ~(L209,
p-<0m),nlﬂu-’:p&'ﬂ,lnlwm
tintices were stxcegly explaned by the vaniance at 62 1%. In comparison, $he inlentices to
vasit Kooes were explained by anly 22.3% of the variance. Thus, implying that the research
anbecedimbs were moee effective at predictang the intemions 1o purchaw Koeesn beantty
prodhacts than the inhmbices o viet Kosva. Specifically, e two constracts of cedebinty wor-
shep, entertamment-social and intense-penonal, produaced the bighest R-aquare vake =
the proposed moded, with 0.736 and 0457, nespectvely. Lastly, brand awasenes produced
the langest total impact om both puschase sentices (0.66%) and viet intentsons (0.431).
Table 5 sumssarcaes the SEM noults.
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Table 5. % y ol sty A equaa Soling rovidts
Suadardized Datimate Valoe
iz Soluviend - Entertatrenent-socal oz 047
M1b: Bebavioral . . e
lﬂt‘.' t — Entertalnanmi-social ans S
g - lrane-pewral Qs LB
m_';:"""' - Entertatrnmi-social 0304 " Iy
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— . Beand awaomen aNo L)
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M. Indmse-personal - beard awaomen -0 -1
Pescetved product
M Brand awarvnes - (18 b 109
M4 Percetved pooduct )
I - Purchose intention A 7
M3 Percetved pooduct
. Vit intention Q- hEb.J
qaaler
Total varizace Total lmpact on Mand VI
?‘d: B = QR4 00t
Goodaess-al-0t statiesic: 1 = 159502, & = 80, ofViz0s 1= 0186, 0108
25 7 1748, EASEA = 0080, (M = 090, s Kl =0 KR = 0.0%8, 0007
0990, TL = 0929, NM = 0881, FGH = 073 Kol 1) = 0498 15 = 044, 0218
™ p<QUL*p <001 " p<ius oAz 1" = Q00 0044
Kol ir oy KA = (1689, 0451
Kol 1S s 0% 1) = 0538, 073
Note. Bl o« Bobuntoral bvalvemwns, Bl « Emotional laved: RR . el | Refloction, B5 o . Socld, I o bvew-

Povworul, BA o Beand Avareaess, IO« Parcrivnd Prodhact Qualiog 11 o Punchuse lnssason, VI e Vet lnsntion.

44, Indirect Effect Assowroent

This study abo analyzed the indinect efiect betwoen constracts to help further deter-
mine the medsating effect and the type of medsation. The indirect effect was calculated
ueng the bootstrap method with 2000 samples at a 95% confidence level. Among the three
independent variasbles, only behavioral mvolvement dad not produce any indirect effect oo
brand awarenes. This, ndicating that, in the proposed moded, the Smal constracts were not
beng povdicted by bebavioral imvolvermmt. s comparison, both entertainment-social was
found to a partial mediator from emoticeal imvolvement and nederentzal reflction to brand
awarenews. Brand awanmess was found 1o be 2 partial mediator between emtertsinment-
socul and perceived product qualbty (B » (U352, p =< 0.01). Lastly, perceived product
cquality also played a partial medsating role betwoen brand awanmwess and the two final
comatructs. The sdawct effct from bramd awareness to puschase mtention (B = (U375,
p =< 001) and viat intenton (f = 1L192, p =< (L01) wese both sgnificant. The sasmsary of
the mdimect effect mesesament & inchaded = Table 6. The proposed concuptual soded with
SEM sesults can abwo be seen in Figare 1.
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5. Discoion
5.1, Ganersl Dicasnions

The first et of sewtlts were froms $he factor analysis of sademce mvolvemnent. The Sove
dimensions of audumce involvemwet were setained, albwit some thems wese rvmoved
due to bow loadeygs. Neverthelos, the nemaining itvens comverged strongly on $wir
preconcerved factors. The remaining sems in the behavioral involrement factor saggest
that favorse characters in the storyiew wese important to kevp viewers engaged in the
the individual characters m the programs. Lastly, all thew items of referential refloction
wore setained. The finding smples that f the audience finds the shows %o be nelatable
to their own experience, it is likely that they will exhibet 2 higher level of involveswnt.
The ssportance of mdividual charactens coincides with the ndatively strong engimce
of the celebrity woeshsp demwmsaons. Although cnly two dimessions were retained after
factor analysis, both factoes contained langely the same measurement ilem sets from the
aniginal scale. Specifically, the emtertainment-socul factor contamed 8 ot of 11 iteens
m;-ul—h-mllnmmmbmmd_h-h
bonderline pathological dimemsion. The abwence of e borderline pathologacal imphees that
cbseweon with Konvan clubritien s not severe emough that it would kead % illegal actions.
Alternatavely, # can be interpreted that fermale Kosvan entertainment fans do not display
traits of extreme paychopathe: parssocial reationships with $wer favonte coldbritien.
hypotheses. Thhlmnwoﬁ-huﬂnpwubdm&-vnﬂ*lmd
entertainment-social, given that the i wm refers o how fams
enpy comsuming and dacueang all aspects of their favarite celebrities with frends, inchad-
ing personaled contnt and the same cdebrity n different roles or programs. Indscating
that the audience Sollows certass charactens in a show does not imply that they would abso
be interested = the acton o actreses’ pensosal lives or thear chazactens = ofher programs.
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It could be interproted that if celebrity wonshsppens arv i oy § d on the colebritios,
the cbsessicns tend 10 be around the detashs of thesr personal lives or to have a parasocial
relationship. A parasocal neationshep = dafferent tham sdolizeg a favorite celebraty, =
that idolizeg indicabes a level of sxfluence in Swir attitudes, prod and bebavs
Therdooe, a lower level of wanship but still haghly invalved sadsence dagplays a stronger
likelhood to pay attention to other demnts = an entertainment peogram than thow who
miontly Socas o the actons or actsesses.

Ovezall, the proposed moded has yielded strong predictive abibty, with 62.1% of the
varsance explained by the respondents’ Konvan beauty produact parchas inhmtices and
22 3% of thesr intentsons to yait Kore. The dacsvpancy, or moee specifically, the lower
total vanance explained by vadt sdention, was expected, due to the much higher costs
and invelvemnnt to visit Kosea than buyemg cosmetic or skincare peodiacts from Kona =
Indonesia. One of $w barrien for Indosessans 1o vadit Korea is the visa requirement ax
woll as e generally hagher living expenses i Kones, making 2 tnp to Komea not sealizable
for all. At the same temwe, Konean beasty products are avaslable in vanous price ranges.
to prace ratio when companed to brands from Europe and Naorth Amerca. The reults
were abwo consistent with previoss studies in sarny areas, such as the significant impact of
invelvesest and celebraty on consumes intentions [22,51,44]. The brand awaseness and
peromved quality of Korean beauty produacts relatsonshep were abo sgnificant, grvem the
exating nputation and the acdasmed Korvan beauty standards [11,12,57) Lastly, the role of
perceived quality and sbentson o bay Konsn products or visit Korea comedernd the kevel
of mvalvement of the parsopants with Konvan entertaineent medsa and thesr familiarity
with Korean calture and vietor attractions in Korea that have often been portrayed i the
media |28,11,12)

5.2 Ipiications
The findings of the prosemt study can be beneficual % 2 number of mtereted partion.
Apart from the cbvious practical smplications for destination masagessent cnganceations,
wach ax the KTO or other nagional tournism management onganizations in Koees, and private
brands $hat ase comadenmg product placement on Konun entertainment programs, the
findimgs can abo be useful for travel agemcies = Indonesa. With the popralanty of Korvan
celebrities and emtertamment programs m $he country, travel sswraries contaming activites
related %o popular programs can help attract a certain group of travelers. Howeves, an over-
emphasis on Konean wave comtent say albo alienate toursds with other types of interests.
Also, the popalanty of Korean entertamment peograms and cdebritaes ase constantly
changing  Thus, entertsinment-educed tourism stinerarees must coesider changes =
comsumer prederences. Furthermoee, product placement does mot need 1o be nestracted o
awaremess of covate a favorable pe o0 of their product’s quality may want o consider
yhm‘lwpnhamxmm-wﬂ
Theceetically, the study made contributioes in 2 number of ways, incdudsyg, findly,
the vabdation of the multi-dmmsiceality of both the sadwnce involvement and cdebrity
Unlke some previons stadies that seasured invahesent using a ssgle con-
stract, the benefit of operationalizeg audience invol b in Shas allowed fora
procew exammnation of which specific type of invalvement was most applicable o grven
of datnguiang the dfference betworn the media storyline and charactens in thems from
the actors and actrexses. Measunsg sudience involvement uenyg 2 sngle dimeneon does
not dadectrvedy identsfy the subpct of involvesest. As a result, brands and dstination
mmmmh&hwhmmdh In other words,
some audiences may be sk d by the ficticeal charactens = the prograss but not nec-
c-dyhxﬂnpbvqhmuhmm.-m&o-b-who
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would foces om all elements of Swir favorte colebritien” lives. The study alwo highlighted
the emerging sl of Korean beauty standandy sed their mfluence on convesen abroad.

53, Limitations and Revommerndations fv Fatare Resatrch
Limitaticew of this stady include the generaleability of the samples. The study has
only sampled 2 semall grosp of S overall Indomwssan Korean entertamenent viewens.
Notably, the sample paodiles showed 2 large group %o be students at lower-acome level,
and gemerally young, However, vaewens of Konan entertainment may consist of ofher
of Indoewsaars who arv avad fans of Koovan entertainment content $hat have bom
cmmatied from thas study, sach ax male viewen, who stll represent a sagnificant grongp of
the audience in Indonesia. Although male viewers may not be the primary bayen of
conmtras. Thus, futune stadses should mot disregand this geoup of the market. Moneover,
there arv stalll other types of products, notably food, fashios, snd automobsle, $at
often Seatared in Korvan media. Hence, fature studies can abo investigate the mle of
Koman entertamment is not cnly popular n Indoswsas but in other parts of the world,
Thenvdore, farther validation of the concrptsal model would mot cely help to mcwase the
robrastnes of the proposed theoneical framework bt also help with widereng e edernal
validity of the modd in other countraes and cultunes. Lastly, 2 compurison study betwom
local entertainment medsa and foeeign entirtamment media could alwo yidd srpactiul
rewsity for brands and other stakebolders alke.
Authar Coatridutions: Concephualization, TMH. and KK methadalogy, TM M formal anabysds,

KX data curation, TALH, writing—ceignal drat proparation, TM.H writing—review and editing,
KX mpervinkn, KK. All authors have read and agreed 1o the published vendon of the manuscript.

Tunding; Tha aearch nvevd no eveenad andng.
Ineeational Review Baard Statemeat: Not aplcabie.

Informed Coanent Statemeat: injocrmad conment was cbianed from 2k ssbycts iesvived In the study
Data Availabadiy Statement: Nt applicabie.

Coafticts of Infereat: The athors doctare ro cordict of ineovet.
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