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A Study on the Segmentation of K-Pop Fandom's Online and
Offline Consumption Activities using the Mixture Model:
Focusing on the Comparison of Domestic and Global Fandom
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Abstract

This study aims to analyze the differences in fandom activities between K-Pop domestic and international fandom.
To achieve the purpose, we empirically verified the differences in online and offline consumption activities through a
priori segmentation and post hoc segmentation for K-Pop domestic and global fandom. As a result, the fandom's
activities could be divided into four segments markets. In particular, as a result of analyzing the activities on fandom
platforms such as Weverse Shop of HYBE, there were differences in various factors such as offline activity as well
as content consumption. These results can be utilized in the online and offline marketing strategies of domestic
K-Pop companies, and they have academic significance in empirically revealing behavioral differences between global
and domestic fandom beyond cross-country comparisons.
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Table 1. Variables used in the survey

Questionnaire variables
number of concert participation, number of
fan meeting participation, number of visits
to pop-up stores, number of visits to
broadcasting stations, number of
participation in foreign concerts, whether to

gg{:\lﬂg purchase official  goods, whether to
content | Purchase specific goods for the concert,

whether to participate in star’s birthday
advertisements, number of visits to the
agency, whether to recommend star to
others

whether you have experience purchasing
albums in bulk, number of visits to the
Online official online fan club, number of
activity | comments, whether to intentionally visit

content | YouTube, whether to vote on broadcast,
whether to attach a hashtag

Demogra | age, nationality, joined fan club, number of

-phic years of fan club membership, degree of

variables | attachment
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Table 2. Age difference between domestic fandom and
global fandom

Mean | Max. Min. t-value
Domestic fandom | 224 35 18 350"
Global fandom 24.8 51 16 )
= p<0.001, = p<0.01, *p<0.1
¥ 3 HEHEIIY s
Table 3. Fan club membership status
Fan club Domestic Global
Total
name fandom fandom
BTS 128 (474%) | 98 (83.8%) | 30 (19.6%)
Stray Kids | 68 (25.2%) 0 (0%) 68 (44.4%)
EXO 40 (14.8%) | 13 (11.1%) | 27 (17.6%)
Ateez 7 (2.6%) 0 (0%) 7 (4.6%)
SHINee 2 (0.7%) 0 (0%) 2 (1.3%)
TXT 6 (2.2%) 0 (0%) 6 (3.9%)
CN Blue 2 (0.7%) 0 (0%) 2 (1.3%)
Seventeen 4 (15%) 0 (0%) 4 (2.6%)
Monsta X 5 (1.9%) 0 (0%) 5 (3.3%)
Wei 1 (0.4%) 0 (0%) 1 (0.7%)
NCT 1 (0.4%) 0 (0%) 1 (0.7%)
Kang Daniel | 6 (2.2%) 6 (5.1%) 0 (0%)
Tptal 270 (100%) | 117 (100%) | 153 (100%)
=49 A4, $8/A T U 178 AT
gle] ¢ 3077 FAE 27 A o F
Brlgjol AT} 349(124%) 0.2 7P Bk,
olgt AA 33%(12.0%), "l=F =2 14%8(5.1%) <=
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Table 4. Differences in fan club membership period
between domestic fandom and global fandom

Mean | Max. Min. | t-value
Domestic fandom 6.2 14 1 179
Global fandom 55 16 1 '

*kk p<OOO1, *% p<OO1, *p<0.1

2B o A= FES HuHEE, W
AYRThe 929l Beo] o B AFS BT
(=-2.34, p=0.02).
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Table 5. Differences in attachment levels between
domestic fandom and global fandom

Mean | Max. Min. | t-value
Domestic fandom | 237 28 11 DY
Global fandom 24.8 28 10 '

wx 0<0.001, = p<0.01, *p<0.1
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Table 6. Differences in online and offline activities between
domestic and global fandom

Total| DF | GF |t-value
Number of concert
participation (N) 17 27) 09651
Number. Qf fgn meeting 08 12 04l290"
participation (N)
Number Qf‘ pop—up store 27l 59 071560
visits (N)
Number of visits to
broadcasting stations (%) 17 32 0545
Whether to purchase
Offline official goods (%) 71:1/930) 40767
activity|  Whether to purchase
type | specific goods for concerts | 68.2] 74.0| 63.01.92
(%)
Number of V(I;I)IS to agency 0.850.85| 0,840,003
Whether to participate in ~
brithday advertisement(%) 931040015
Whether to recommend to 9071900l 92.01-0.49
others (%)
Number of participation in 0971059 1252 09
concerts (N)
Number of oﬁjqal online 49218311 23313.09"
fan club visits (N)
Number of comments 78l 57 941-191
(times) (N)
Oning | Mentional YouTube | o )l ) 59 04 g7
it viewing (%) (%)
type Y™ Broadcast voting (%) 90.7/93.0/ 89.0/1.19
Whether to(s(;id hashtags 78218001 76.00.76
Experience with purchasing Jg—
albums in bulk (%) 678480830657

*kk p<OOO1, *% p<OO1, *p<0.1

DF : Domestic Fandom, GF : Global Fandom
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Table 7. Model goodness of fit according to the number
of market segments

Number Number of BIC
of market LL BIC estimated |
increment
segments parameters
1 -8,376.1 | 16,886.7 24
2 -6,356.8 | 12,987.9 49 3,899
3 -5924.7 | 12,2636 74 724
4 -5354.8 | 11,2638 99 1,000
5 -5,111.0 | 10,916.1 124 348

O AdE & 7A Bl 47 AlEAEAA 5
A AR ARe 48 AL A4
BIC(Baysian Information Criterion)7} 74~Z-o] ul-$-
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Table 8. Result of post hoc market segmentation of offline
activities

Gt | G2 | G3 | G4

(38.7%)(35.4%) (16.3%)| (9.6%) | V&0

Number of concert
participation (N) 0 | 22 | 24 | 49 2067

Nunber of fan meeting

certicpation (N 0 10 | 126 | 22 [186.9+

Number of pop-up
siore visits () | 03 | 29 | 20 | 139|765

Number of visits to
broadcasting 0 08 36 84 |61 4w
stations (%)
Whether to

purchase official | 488 | 829 | 81.7 | 99.7 |30.3#
goods (%)

Whether to purchase

specific goods for | 60.9 | 64.4 | 89.1 |759% | 9.59
ooneerts (%)

Number of visits to
agency (N) 006 | 025 | 008 | 757 |18.1
Whether to

participate in brithday| 39.8 | 295 | 250 | 62.3 | 10.8+

advertisement(%)
Number of
participation in 05 02 3.1 2.3 | 350w
concerts (N)
Whether to
recommend to X5 1| 84| 972 | B8 | 47
others (%)
s+ p<0,001, = p<0.01, *p<0.1
G1 : Consumption-oriented fandom, G2 : Light Fandom
G3 : Core Fandom, G4 : Participation—oriented fandom
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Table 9. Result of post hoc market segmentation of online = o
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3. 2 7l &
Number of |45 | 46 | 361 | 84 |220w e °
comments (N)
Intentional olAl  AwA  RAAHeR FEE  fumy
Joipe | 5131 098 | 589 | 80 68 | qyerngsl] 2 S5AZE Slol WS 419 A
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Broadeast VOlg| gp4 | g64 | 909 | 999 |25 14 3 el Awae | ek
(%) At 1 A3 B8 F 387%0 FEE &
Whether to add ok ERARA 23 320l = o
hashiags () | 742 | 770 | 802 | 948 |36 A7 ABEAA 10] 48 gHEo| = Yepgton,
purchasing aloums| 87.6 | 44.1 | 640 | 818 |39.1x 6%7} /(1]'7*/\]1]'401] = AL WAk
in buk (%)
o 1, = p<0OL, “p0. 434 ARAPE ATEARE 5 2 o= 24

G1 : Consumption-oriented fandom, G2 : Light Fandom
G3 : Core Fandom, G4 : Participation—oriented fandom
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Table 10. Differences in age, years of membership, and
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