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A Study on the Fandom Membership Years, Star Attachment,
and Goods Purchase of Foreign Women in the K-Pop Sales
Platform
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Abstract

The purpose of this study is to track longitudinally the changes and differences in star attachment and monthly
goods purchase amount by membership year among foreign female fandoms using K-Pop online sales platforms such
as weverse shop. The previous studies, cross-sectionally, only have shown that the higher the attachment to a K-Pop
star, the higher the amount of goods purchased. Based on the empirical results, the researchers is to verify whether
the number of years of fandom membership was significant as one of the variables that identifies K-Pop online
heavy users, both academically and practically. The results reported foreign female fandoms from 31 countries showed
no change in star attachment even as the number of years of membership increased, but showed the highest monthly
goods purchase in the 6th year of membership. Therefore, in practice, online sales platforms such as weverse shop
should expose products depending on the customer's membership year.

Keywords
K-pop online sales platform, membership year, star attachment, monthly goods purchase amount

* Adadosta gutoistd A9 HAA - Received: Mar. 21, 2024, Revised: May 17, 2024, Accepted: May 20, 2024
O CID: https://orcid.org/0009-0003-5086-1335 + Corresponding Author: Youngsik Kwak
A EEU s A G w(RA A A Dept. of Business administration, Gyeongsang National University, 33
- ORCID: http://orcid.org/0000-0002-5993-6984 Dongjin-ro, Jinju, Gyeongsangnamdo, 52725, Korea

Tel.: +82-55-754-3454, Email: yskwak@gnu.ac.kr


https://crossmark.crossref.org/dialog/?doi=10.14801/jkiit.2024.22.5.185&domain=http://ki-it.com/&uri_scheme=http:&cm_version=v1.5

186 K-Pop b EAE ) 150149l DEAQAIAS, 2el A, F27uhelo] e A7

.M B

A=A KPop AEEHIAHE AAL )
EMIS "3%%%@01]/\1 zEu= A|Zoltl E
™

e

B

O(l

Zo 50%&3‘?7} %a}cd%—a*% 9 2EgHY 22
2ERIFES Bl viEo] LAY 53] 20230
HYBEE @ dd4tg 719 5 22 v 229
Fole] 2,9589S G4 22 %XﬂﬂH%—%
Z M 2(Weverse shop)e] ¥+ol&AtrE =W
9] o] ~ES] LA FFE 100014““&25; ok
AA A= THI]

7t A7) A}

il
N

2o
0%

o o,
@

=3

N

gl AF=EddEs ZFa ol 1

oM P
tlo =

iTkd
ol
ok
=
S K
&
s
re
>
e
iy
r®
K3
N
Y
xS M\
;%
rr
Y A
\' o
N
N

A T dnpe] AjRte] 3 "bx]oﬂ o
HENEAE GadoR
2 A 4 Y c’]TrE O] 9] A
golst 4 gitt g} &Aoo RE ¥
qAT9 Aol wEt A %Z:r"ﬂ
Ao gt FA2A(Longitudinal)
g A97F HaEA eskt

2ebo] thgE ARk of 2= TE9 FidE
of FFe mXITE oA AE7E SeHo ey A
Hog RHIUHI Qirh 28 ofF=s =9F K-Pop
oz F9 76]9]3}”# ‘K-Pop ZEfoj 25|t} o] of
A= ol Z(Human brand attachment)©]2}
“ﬂ%L T Atk FHEAEd Rt

rot
> r&

m{m
e
iy
il
S E N e o K

_Q,

o[rl
= O

i‘%n:
rﬂL 12

ol ol B ol By
| =) b
W
of
il
N
>
rir
PO
o
bl
2
=2
2
&E a8 |
N
lo >
o
[
Bz 2 o

R
>
K
=,
=
fr
.{
N
8
P
o3t
(e
:?L_',
=
rr
N
N

o©
&

)

=

_‘-Q‘l-'a

S
I

o 1o N Hor B 1

N
u&;
2
o £
= g
82 rlo
o
X

-1 rr X
(ks

ot
e
AN

gahe Aol Ui AFE ABHA

HAE ofFE] o T A
YSu oFE] e FHATE
Ak Qe AZb) e o=

S
olN [

2oy o

re 4 &

Z e XY oz ddd.
st A solt AgEeIA A S
o] Algko] Agel wet offA W ssh=A o
7T T APF ol 7 Q7EE
3 ool WSE FH3 b rh4) mebA
CoAT HE FO3E ol s oE
S0l BASE JUATE 5o WS
& 5 9le 713E 7 ¢ e Aot
AT BHE K-Pop Z2EBE FTHOE 7]E
e AFelld diHoR &EsHA BFol
Sof g A= olsh TojRF
Wi ek 2AsEAE Az
Hoze gAY ARL
A4S K-PopZEte] FHEHT
W2 % s dass

B I
> R Hrorol gh

L | A e

(o M o r%

]

]_

o Ty
o
Y
-

i—’?

—lﬂ
W
N
25
N
' 3o
rlr
ﬁ
i
ru,>:
8
rfe
g
o
2
—Ll

it
)
lo
frtl
fr N
=
FE
(=
=
[
ofN
W
-z
S
[y
ful
o

(
=S

}5(Strength) ©]%44d(Heterogeneity) O] A
*“XH sheAl o FE HE 5 e Aol

Ao Zod FA9 AF7} wA

:Io:m{m_m
> B oo 8oy X
;’.:L‘i

4o
)
(o

re o

b

i M

. &

o fo e
r-\m
2]
o
OH
_1%
m[o
=}
ru{o
¥
%0
o
=
©
o

T

e A71eh =

"
_I% —
N
Q.
il
o
[
o,
il
=2
ot
e
o
=
};1_5
b
e
batl
N

ok b1 X o0 g O BB om [N o b k13

(A=
ok
4 M
x2
o
P
(o
Bt
il
Y
e
i

e Ask Asste AEA %—ZﬂOIE}
oN2e ofzto] ZAs) ofke] AAlo) we} B

F7h AAHAG, KPopA oAl ojzte] Hahe 01
o AZATI wos] o ATES % g2
A7) 4AL 7k Y fREs} oW 2 T

A&
o =7t #1, fAEr} o %X?UH«]JP ot
Tkl Buska Q1S Bolthe)[7]. & 7iele] Alzte]
Aol wg} A=t fslstal 1 wstel wet &
Ry wAsy] g



Journal of KIIT. Vol. 22, No. 5, pp. 185-192, May 31, 2024. pISSN 1598-8619, eISSN 2093-7571 187

0 WA 71E FAT F K-Pop 2EE Y
OF 3 FHA Ao ddshr] YT

22 K-Pop AE OjEZel 11 SHEH

27 ;
59 24T WAHE A% FAL
2 ]

&, oiFt FAE A Alove)E

J S (Sternberg 19865 &-8-3F

HU[4), ATAEATE ARy FA8A
q

I, o12A7|
3.1 Hlole =%

:rmy:]]i 7(—]:1—‘_“:_-_
ll A&l et a7t
Aol YATHI0) WeFA o} 2ol A
o iy }DiﬂZﬂX* Aol et AT

M boaE o

Z87F UUTh K-PopZEtof =g Hols WY
7AFelle ool ARG Hre & d7A
A8, o] dFole AP ET RES AR

o w3 @Eels 9%l kol AFYFL] o7}
B PHE WAL F GO BRI
A e oy dFos ERS AV
w3} KPOpJJJE-]oﬂ &3 oAz :}_Eﬂz] o oA
ol A=t e sbsAel Jong, Ao
ARl Y $RATE FROB ST

é

221 ezl 20234 8—%1%151 129714
AESHES Wokth 281919 ZBfdlle= AdS0l =
e 2Rl YA SEAES BT o
2Rl = K-PoplEY HEPAol|M FoldES
et SES AT AEAE Folz A Ho
Atk F 21789 FEZ FEo] FHHIUH

32 MEX|FM

HEAE 7 1—:%%01%, A, Kpop 2}
2 S il 1 R z;a
ZEE= Y. Kwak et al.(2021)
M A}%o}ﬁiﬂ} SAFEL 671
(I feel love the artist. The artist has a charm that
captivates me. I feel very close to the artist. I am
contributing to the artist’s growth. I miss my artist
when I do not see them. If my artist in not in my
life, I will be sad)o]1 55 YAE HEE A-&s}
of ZAYEY Fo| LS SAJAUI £
SUE HiERYNA G ) S A
Aol oAske PR ARolen Paks 498
WASNG, ol b= ZHRZ) $YHA %n
092 FoiT AHE $UAA F3nh

IV, O3 Ghe
41 Z20 tist 7|=85A
o] ATNA B LT < A EE 217

Ho] HaEe 234MEFHA 164, A1 55A)0l,
3R =3e AU AT



188 K-Pop drjE&dE W =i o] AH7IRZ A, Letof i, Sr=ufodo] A3 A

T RE T AY Be qEo 4" e &
7VRIATHF 45, AAERY 20.7%). 1 o=
olgo] 37%(17.1%), WA Z7} 1498(6.5%) =]tk
o1 € ololE 2z Fuldle] Pighe $934
(= ge)gy, HAAL 0=y, AL 50002
;H ;ﬂ_}; _Q-Ij-o CHME}

1

Table 1. Descriptive analysis of sample’s demographics
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Table 2. Frequency analysis for sample’s K-Pop fanclubs sadness
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BTS 3% 157% + 2E FAIH p<O.001
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XT 8 3.7% Table 4. Cronbach alpha for K-Pop attachment
SEVENTEEN 8 37% measurements
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ENHYPEN 5 3% measrements if the item has been deleted
AESPA 4 1.8% love 0.959
SHINee 3 1.4% charm 0.963
TWICE 3 1.4% closeness 0.960
CN BLUE 3 1.4% contribution 0.966
NCT 3 1.4% miss 0.963
no indiCation 3 1.40/0 sadness 0968
WEi 2 0.9% Cronbach alph|
The Rose 1 05% With 6 iterfl’s 0.969
MONSTER X 1 0.5%
total 217 100.0%
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Table 5. Difference in star attachment between K-Pop
companies

company n avg. SD
JYP 78 2151 10.16
HYBE 50 18.00 10.99
SM 33 2048 10.06
YG 26 20.11 10.02
Total 187 20.19 10.37
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Table 6. ANOVA in attachment among K-Pop companies

sum of mean
source a.f. F
squares square

bt-groups|  379.29 3 12643 [1.178] 319
in—groups| 19638.38 183 107.31
total 20017.67 186
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Table 7. ANOVA result with membership year classification

sum of mean
source a.f. F
squares square

bt-groups | 1262.3 6 2104 | 205| 0.061
in-groups | 21589.1 210 102.8
total 228514 | 216

p-value
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Table 8. Duncan test with attachment average

membership 0 attachment| significant level = 0.05
year avg group 1 group 2
1 7 15.0 a
3 33 17.2 a b
5 29 175 a b
6 18 20.1 a b
over 7 53 215 a b
4 48 21.7 a b
2 29 23.7 b

attachment level
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Fig. 1. Change in attachment average over time by year

(X axis: membership year, Y axid: attachment average)
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Table 9. ANOVA in monthly goods purchase amount

sum of di mean F

p-value
squares square

bt-groups | 98768524 | 6 |164614.21]|4.69 | 0.0001

in—groups | 7376399.76 | 210 | 35125.71

total | 8364084.99 | 216
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Table 10. Duncan test with monthly goods purchase
amount

membership N significant level = 0.05
year group 1 group 2
1 7 1429 a
2 29 13559 a
3 33 2894 a
4 48 4281 a
5 29 107.24 a
over 7 53 94.15 a
6 18 2800 b

nthly expenditure

f;'.‘l\n

1 2 3 4 5 6 7

921 2 Kepop BT JllEy ZxYET B2
A7|xF2 71T, yE 2YIT=FofA chef: US 9)
Fig. 2. Change in monthly goods purchase by year
(X axis: membership year, Y axid: goods purchase
amount, currency unit: US $)
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