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Abstract The purposes of this study are; first, to supply useful suggestions for the market segmentation of the
Chinese market according to individual psychological variables(self-congruence) of customers. Second, it figures
out the relative importance of actual self-congruence and ideal self-congruence. Lastly, it reveals whether there
are any differences in the preference of attributes according to the popular cultural involvement. According to
the results, actual self-congruence had a positive influence on the contents factor evaluation while ideal
self-congruence had positive effect on the human and cultural factors evaluation. Also, the human and cultural
factor had a positive influence on the purchase intention, as well as content factor and cultural factor had the
influence on the word-of-mouth. In addition, the group of highly interested in the involvement at the popular
culture was significantly higher in the evaluation on the human and contents factor than the low group.
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<Table £>& A7 EHIA mj/fiF= AHEH St
ZRl= AlF o] F7tel g A Ao}, 7]E AT
oA BRAES B7h 20l BRI AAA e wd
sl Wl tid BAH BAZN} Fag), et
5 o), FHYULE, nRgk, AR, TEY 2 4
AA ol A wfg- FEg £ E Ho|BRE Y s
o Qo8 £R7} ol gleka & 5 YrH32]
(Table 4) Exploratory factor analysis on Hallyu
factors
factor | MeASHrem | commun factor loading Cro,nbac
ent ality h' a
starl 155 73
human star? 778 712 916
factor star3 880 902 ’
star4d 837 844
conl 858 881
contents con2 850 187 932
factor con3 870 871 o
cond 769 780
cull 673 716
cultural cul2 166 7196 878
factor cul3 807 861 ’
culd 709 761
eigen value 3149 | 3334 3.068
accumulated variance(%) | 26.243 | 54.029 | 79.592
KMO 8656
Bartlett's sphericity 2154.591(.00)
<Table 5> A7 ZHANA FEHHUFE ALEHE 0l
osh Ao e B #4 Atoleh. F AHe] W
G ABnts ooy FYHFEAE, Ihg FARA, T
3 R AAA FEolA v FEgE FAE HolBE o

Z,:
QAP ) Qgpgel FEHTka HeArH3L

(Table 5) Exploratory factor analysis on purchasing
intention and WOM

measure | communalit . Cronbach’
factor factor loading
ment y a
il 844 911
purchasing PI2 915 941 957
intention PI3 926 949 -
Pl4 875 923
woml 886 927
WOM wom2 826 904 907
wom3 823 3838
eigen value 3.538 2.557
accumulated variance(%) 50548 | 87.081
KMO 835
Bartlett’s sphericity 1372(.00)

<Table 6> 7} 7
a ge1d 2IRAS AAst AxpFgolty WA, ANk
REAFE] AAFHGE *=T0518(df=254, p=000),
x/df=3.108, RMR=.085, RMSEA=.102% uehton =
CFI=.8%, NFI=8%, =
PCFI=759, PNFI=724% Jebsth Adigel oshd, o
A9l Fxubg A mao] A xY/df=3, RMR<.08,
RMSEA<.1, CFI>.9, NFI> .9, PCFI> 5, PNFI> 5% %
A1tk shATH33).

b
BARASE ARG 5

SN @ ol BE, wE SR gd 4l
HAfFo] 5ol Rigrol 5eldald Aewr} 715l 7
o, BFRAFEAGI} Bol ez et 74

(Table 6) Confirmatory factor analysis and validity

factor easure N |loading | t-value R’ CR. | AVE
ment
actual actuall 816 - 665
self-congru| actual2 | 3 958 | 17.160 | 917 | 865 | .681
ence actual3 894 | 157729 | 799
ideal ideall 921 - 848
self-congru| ideal2 3 946 | 24530 | 894 | 909 | .770
ence ideal3 931 | 23447 | 867
starl 817 - 667
human star2 833 | 13825 | .693 o
factor star3 4 8% | 15134 | 78 868 1 624
stard 839 | 15208 | .790
conl 879 - 72
contents con2 897 | 18250 | .804 ,
factor con3 4 900 | 18379 | 810 923 1749
cond 848 | 16,301 | 719
cull 57 - 573
cultural cul2 837 | 12151 | 700 .
factor cul3 4 832 | 12078 | 692 80 | 603
culd 788 | 11364 | 620
Pl1 871 - 759
purchasing PI2 948 | 21.073 | 899 - .
intention PI3 4 965 | 21953 | .930 875 | 638
PI4 911 | 19175 | .830
woml 916 - 765
WOM wom2 | 3 839 | 16479 | 704 | 885 | .720
wom3 875 | 17832 | .840

<Table 7>& FA/NE3t FadAe} hdepdA
Uehd Aoz AVERS] Alucd sl wge] dad
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F= AH[XIQ| Xp7|YX|Ho HEE3 27t SHRZH= Hrtet eiof O|Xl= F&ol| et A7
AE Alagtt), A4 27] AR 9} o)A #47] A9 43,1 Xp7|dx|et steEH=x HE "It
ABAGY vlnA = oA gk AVEZRS] Aol <Table 8> & A7¢] 7MdAA(7H]L, 2, 3, 4, 5 &
ZF 973 NHERY A gET 2 AeE eyt s R 28 248 8% Aol [Fig. 1]
t} ol 7P GAg o R A 3t o] Aol & o] 1 ANE 43} slo] BojFr) daH Ap|d
IetE Aog B e ALgE BE et 594 A7F ARz AF Grlel e JFOHEDS 2
3 owE ZH L givka e 4= QleH32] gl 21(378) A frodt Ao & YEldth W, o
4H 271D A 9] FIHFE2)L 1A 2.91(373)3 F514
(Table 7) Discriminant validity analysis 2913810 Folgh 3k Holx git) upebr daH
D23 [ad][5][6 D A7 DA 9} o)A 2P| dR] 9] G Aol (7FA3)= <
) ounl B EERIE gzoﬂ A AAE S gonw
3) human factor | 170 | 293 | 790+ 7Pde da ARk Hieltk

cultural factor | 291 | 389 | 651 | .660 |.777*

)
)
)
4) contents factor | 313 | .165 | .658 |.865%
)
)
)

6) PI 000 | 098 | 294 | 185 | 237 | 790+ 4.3.2 SIREHZX MF Htet F0f R FHe=
7) WOM 232 | 214 | 600 | 600 | 739 | 34 | 848+ SRzl AE Gt Fujewe] u)x= Aak(r}

*. Square root of AVE

i
[
rlo
‘0,

2
to
o

1A Ik w3He 291(.142)01 4 Rk
Al et vhd ool tig Fek(7H4d5)2 2l

M AH=
43714 83 222(30)% T84 26214 fole g Hel
o

aL Sl
(Table 8) Path analysis using structural equation
model
t d dl evaluation attitude
hypot Standardiz | alue accept/
. Path ed .
hesis L (p) reject
estimation

actual self-congruence ->
human factor evaluation

actual  self-congruence—> 37 3271 accept

Actual self-
congruence
1-2. . . .
contents factor evaluation (k%) Ideal self-
congruence
actual self-congruence-> _ 9
1-3. 006 051

cultural factor evaluation reject
ideal self-congruence—> 3.210
human factor evaluation 313 () accept

ideal self-congruence—>

Purchasing
intention

1-1. -.118 -1.034 | reject

Contents
factor

Cultural
factor

381040

—>

2-1.

2-2. . -.100 -.882 reject wkip<l 0], *xip<]
contents factor evaluation i . ’ )
deal selfcongruence—> 3981 [Fig. 11 lllustration of the results of path analysis

2-3. . 381 accept
cultural factor evaluation ()

3 B of ideal self-congruence > partially 4.3.3 I=S235} oo 2 &M ™} x}o|
B of actual self-congruence accept B B ~

) human factor evaluation—> 235 3.191 accept <Table 9>+ T3t HAojwd] w2 sFIZel= A
parchasing Infention _ — F B7hel o Aol (716)E Lohuy] Slal, 15

40 contents factor evaluation—> 031 18 reiect o B ~ ~

" |purchasing intention o ’ qee Egﬂ' Zﬂo]‘:]'. Ol %04—]':—(9711 ‘Go]'ET 9] E%H}E o
gg, |Cultural factor evaluation>| 3o | 1IB 5 ghe 937010, A Fe ok 53902 WA dlolE
purchasing intention ()

5.1 |human factor evaluation—> | ., 510 | reject & P Vo2 FESGh weEkA Boert v
WOl : A9 517, Bt B Peke 15190l B4 A

59 contents factor evaluation—> 30 4.985 acoent

7 wom ' (erx) | O 3}, Z}7ke] Birghe tlFEE mwe] Aol AU =

5-3. %ﬂ(‘gul\l/‘lal factor evaluation=> 625 iizj accept o oA SHoA AdA 0l Zelx Q9o s

wrrip< 01, *p<.1 Aol Jotike v Y-S Bole AR YE
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B3 AH|XIe| X7 |UX| Mot IE23 HoT7t etRE0Hx Hrtet Bz O|Xl= F&hol 2tet A7
ol & dojuA] & Q7] wirelt) WA, Fel=e} of Korean wave contents on country image and
314 @91 gate] Fnf Bih= Ayl WA behavioral intentions,” DAEHAN Association of
7o FAAL oA E A = 5 Y Q%o Business Administration, Vol. 25, No, 4, pp.1917-1933,
SO, 25 ATolNE o) AEe] ST Foje) 2012.
wob FRewd Aol7h thex] wr} #s wal We (6] Moon, Hyo Jin and Park, Sung Hyun, “An
7} 914 Aotk Exploratory study the popular factors and likability
B o] AFgal ATLA AJALe) o] 27 s]oldE B of Korean wave,” The International Area Studies,
TSI B 7HH A AR A, SIS Vol. 17, No, 3, pp.19-47, 2013
AP Ate g k7] i) ga A ] AH| R A o] [7] Lee, Kwang Chul, Shim, Sang Min, and Moon, Hyo
B3t Ale]A W) Eoa] Ae"A]s of 4 gir). ) Jin, “Global strategy of korean broadcasting contents:
B4 B} HEE Q= AR o8] 22y FahA o] A sptecial focus on Brazil and Chile,” The
7} AR g T2 gaton AT saEs A International Area Studies, Vol. 18, No, 4, pp.19-47,
o) Fsd Aow walt) B, AVIQAMe Aa A O
o] Abejs} o]l ol APl mesel ulel 11 Aws} et [8] Bae, Il Hyun, Kim, Jang Hyun, and Koji, Yoshimoto,
ATk aheba] A8zt ol Azkahe e et 2 “The Mediate role of culture contents products on
gHelx] BRI S 202 Tejahy, AL Korean wave diffusion strategy in Japanese
~ B market,” Korean Management Review, Vol. 37, No,
kel glol Akt A7) 91AE sk nrk
Aue AsE wEE 5 98 Aole A, !, pATTS, 2005 o
[9] Han, Chung Min, Won, Sung Bin, and Kim, Sang
Mook, “Psychic distance and its relations with
Korean wave and Korean image,” The Korean
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(Appendix 1)

Korea

. positive WOM intention

. fi
variable measurement N
nce
actual 1. similarity between Korea and me
self-con 2. degree to which personality of Korea reflects 3
ruence |, T ase
g 3. similarity between Korea and my image
1. similarity between personality of Korean [10]
ideal and how I'd like to be
2. degree to which personality of Korea reflects
self-con . L 3
what image I'd like to be
gruence L .
3. similarity between personality of Korean
and what image I'd like to be
1. importance
2. interest
3. important meaning
involve 4. precious value
5. excitement 9 | [27]
ment .
6. necessity
7. personal value
8. fascinating
9. usefulness
<human factor>
1. appearance of Korea actors or singers
2. acting and singing ability
3. showing performance
4. fashion style
Hallyu <contents factor?
evaluati 1. contents quality [3, 4,
2. diversity 12 | 5, 6,
on g interesting 7]
factors |, .
4. enjoyment
<cultural factor>
1. interest in Korea culture
2. interest in Korea traditional culture
3. curiosity of Korea
4. affective sympathy
1. guilty*
PL 2. need .Of Hall_yu products ) 4| 341
3. affective attitude toward purchasing
4. cognitive attitude toward purchasing
1. recommendation
WOM |2. communicate about positive aspects 4 | [3]
3

* reverse scale

gt Al A(Park, Se Jeung)

- 2004 3¢ 1 Alojell 2 oMY 3}

2SR

L2007 381 ¢ ShAIh vt ofAloke)

Hop AP

<2011 29 ~ A - dM Y 9

e EEGE AL )

SR} B, @, QAR

- E-Mail : alltokyo@naver.com

Z| A ¥(Choi, Ji Yeon)

- 2011 8¢ : A

=
ol

%

ok

13

(34

- 2014 24 ¢ At A5

22 A AGEF A

<0149 29 ~ A Mg Y

FAR A A1)

LR 2R =, Aleb)

o

- E-Mail : choijy@yonsei.ackr

= A ¥(Noh, Jeon Pyo)

19844 290 aleqsta dhate)

- 1982 29 ¢ AxenStal A7 et

7kt

on

SHAA

1988 1290 ¢ A e A

ﬁ]—jq.(ﬁ o] tﬂ— ukr})

<1997 99 ~ AA ¢ ATt

- =1 >
A7 A W

ARl e, HAEwe), 29 e
- E-Mail : nohj@yonsei.ac.kr

388 | Journal of Digital Convergence 2016 Feb; 14(2): 377-388



