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Abstract

As the popularity of Korean drama and celebrities in China, Korean fashion is
becoming increasingly popular in the Chinese market. Although the effect of Korean
little
research has been conducted to understand the mechanisms underlying the impact of

drama on Chinse consumers’ attitudes toward Korean products are known,
Korean drama on the development of consumer attitudes. Thus, this study examines
how Chinese consumers’ exposure to Korean dramas has influenced their attitudes
towards Korean fashion products. Applying the similarity-attraction theory, the study
explores the roles Chinese consumers’ perceived similarities in appearance and values
with Korean characters in TV dramas plays in the process of attitude development. Data
was collected via an online survey and the responses of 317 Chinese consumers in
their twenties were used for data analysis. The results of structural equation modeling
show that exposure to Korean dramas has a direct impact on Chinese consumers’ per-
ceived appearance similarity, perceived value similarity, image of Korean people, and
attitudes toward Korean fashion products—results that support the theory of mere
exposure. In addition, the analysis demonstrates that perceived appearance similarity
positively influences the image of Koreans among Chinese people, which, in turn,
influences attitudes toward Korean fashion products, supporting the similarity-attraction
theory. However, the effect of perceived value similarity on attitude toward Korean
fashion products was not significant. The study concludes by describing its practical
implications for the Korean fashion industry and presenting ideas for future research.

Keywords: Korean drama(¥F=+ E2F}), Chinese consumers(&=+ £H]Xf), perceived

similarity( RJZFE FAFE), people image(=+2] ©]o]X)), attitudes toward fashion
products(ZJ-GAEE )
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I. Introduction

13909o] H&= S5 AvAEY FdE Av8e
AIA 37F AE AR obd e, gt 547 Al
Al @Adoll 71odstdet. AlAl 48] ARlA F
o] AAEH & o] wE
A A & FF= A= 58 84E AE3H
(Castro, 2015; Russo, 2015). =9 7|9l AB|REL
AAA BAES 2 2 FHste A= FAANE 2
P E v F QrHQl AnAgFF P AH|FY
ElE Ho]Znj(Mulligan, 2015), A|AAZNA 1
FES HojEth E9], $79 17t 97 AFS
Z3t AZS AFY A, AAY BAES 2 5
= AA| 9 Al B, #2 AFES B
o]l 9Jth(He, Ling, & Li, 2013; Sun, 2015). 3] =}
offtE-Z 91t oE T E gt &H] EokE A AT}
= 59 AH(vanity) AH] EofoflA= Ad 59 &<t
15.6%2] =2 HA5LS 712353 9ch(Kuo, 2015).
ole} 72 AL A T 7AENA F=o] Wi
ufE ARl AU HojETh

Al v B AGA= S=9 HAAT
oA g BT S AB|ARE0] 3 E A
Eo| tisto] v wA FoJHl HrIE Kol Al
QJOH(Kim & Park, 2004; Lim, Lee, & Kim, 2013),
T AHAEY gt oAl digh #1281
uj 9 gk g PO R o]ofX|1L ik Fa 4H]
AE9] h=t Al&Zof it 39# 9] Blx=E 90T o]
T A&H R FFol ATt ol dis)
APALEL THFE AT =7} o]u]A] o] =
AEol gt e FHol FE = AS HoF
o, 379 =FanE dYstelthHwang, Kim, &
Ahn, 2008; Kwon, Hong, Seo, & Cho, 2009; Moon,
2014; Yang, Kim, & Rhee, 2012). £3] = {4, B
g g ﬂrﬂf*o*ﬁ: Z7}7} 3’2}&5} ACRE: &
% Sty

55 AvlAe] gL

= H oy rlo

r
O
0l

k5ol gt A4y ?ﬂ‘—rL Sﬂﬁ_‘%ﬂi, 1%
NAE 3 TVE e} 94% Tevase 9z 2

SUAZ gt 321 olw|A] F/dol FF= v
k= A Hoj&t(Jun & Zhang, 2012; Yoo, 2007).
2 33 4045e @2 cool wa3 Sels

&9 - ol 33

9 9% 2o 9 AR @ a4 AL @
o) e olv]x] F4o] AFS A Hvl, F4=
olmlA 5 AF W HAEo| i o]m|X| = o]o]
A% Aolth B GEEste) LE EX RO o

o] W2 AAF a7 HoFE Agdrl v
mg HFH(Kim & Ahn, 2012), 3 AB|AE9] o
287} =7F o]u|R] Ee SR I ARl
QEFANA AHAEY] QAR o] gk A+
< FE3 AAolth mebA S AH|AREY
S tiS-28t Aol e MRS A Ael vt
S o] et A A ¥ & 2 A sl
ek B P4 ol gk A7F desiot

HAAEE Aot BH T F SPUEA] Rlo] A
Z}ol= AFA19] o]u] X9} HAFHAJ o] &Il (Kaiser, 1997;
Lee, 2009), 7]Q19] olEa= o 2pAlo] et Al
Aol gt olm|X|(Hwang, 1998) R 71912} 7FA]#(Kim
& Lee, 1992; Lim, Lim, & Jo, 1995)°f 93 HHA|
"} kA TVERZHE 53R1E9] A4 oJu| A& o}
Y}, SARIES g o 7Rl 7ol ¥ = o
A== JAAES 28R oln|A|et A B7}
g Zolth. &, = St AP0 & Qg T 4|
AE9] b= s dAIEol gt Bix B9 HAoll=
Cefuto] A% JEE0l et AAA E= 7R
off that 140 gt ¥hgo] US ZolH,
of gt QIAZ g=elo] et Hrlol= FIFe &
= A& Aoltt. oo £ dFe= F= AMAES g
= Egjut AJ%o] g s A Eol et Bl Pl
1A= 3l dit 488 =ol7] flsto, S=
2HZEY AYH AR F = EErte] 54
A& 9 2 =Hlof| thgt Q1419 AES Lot 1zt
Skt
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J

¢
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II. Theoretical Background

1. Korean TV drama

TvE=tits SAuMAS 9 SAd=sS Y
A 22 B5S A&HHoR HoFoz AR

& 7 SHIE0] Ak vle] 4 HE AW 2
L7 "k=r}Su, Huang, Brodowski, & Kim, 2011).
T S SRS dolnsi ot

AR oluAE BPROR, shtol ATAS A

o
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A= A

g Skl & 5 9

53] AAES o= TVESIE &5) 11 A

iRt TRt ARS] /g oA o]al theket 2

|Z2EAS gA " 5 A2H (X, 2007), =2Ht

 ARAEY = A Wit skl 2 IS st
Al "ti(Jiang & Leung, 2012).

S Setuto] High AFE BH, 3 Seks A

2 HIGO R ol Fthe AIAIE At o)Al 3
AUZET 3 AH AR AAH AdS B3t
#HA 3L doXth= 545 ERItK(Choi, Lim, &
Meng, 2012; Jiang & Leung, 2012; Kim et al., 2009).
= EEhte] of2dt EAL S5 $AS o=l
A 53] T Eder|H, =Rtk 53 ddE
]l sto]ZAeRdo] diet Az IFA7I= H ol&
E7|= Stc}(Jiang & Leung, 2012).

S 2HIAHEY] 7l g3kl mhe Setul 4] g
e B2, AT eIH A A=l = A
A=olA 3= =ffuks ARRlEke] == ol EHE 4
FS S 4 Qlok(Jiang & Leung, 2012). &, 3=r
AUMAES 3 TVE LS Fslo] Ad) B4, 9
= g8l EE 93 dolxagde AU 4
4TS Asiolel, o BHL Bolol A3l9) e
FHUST A4S RS Bl Ae)4 A
£ d1A} 5= A EQAtt(iang & Leung, 2012;
Xu, 2007).

2. Attitudes toward Korean fashion products

Hl== 7iRle]l 54 didel diste 7HAl= ek
o BHoE ARl YL ST 4 Yt Fast
T2 AAEHYeH, g2 AdPATolA
% tH(Bagozzi, 1981; Petty & Cacioppo, 1981). =,
vz} 7jQlo] B4 AlE Ex H:To| tigt 593
Aol £24E 1 AEN BAE o) B 2
Q1 TAYE 59 thF P52 olold 5o
oA ek,

= o AAIEC] et B AR}
R = B ] s B e R L s e
A A7E 9 2HA4E9 B TVEH
Al gt 3841 HE o I
T AL HolETH(Yoo, 2007; Jun & Zhang, 2012).
o] AL TekEao]Z(mere exposure theory)
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(Zajonc, 1968, 2001)°] oJsfiA d8d 4 Ut =,
AEL HHEH0 R LEH iAol diste] 384
9] o]u]x]E 7}A]A| E™(van Reijmersdal, Neijens, &
Smit, 2007), O|FA =EH AFE L AlF] gt E
< = HE7F FAET] Holghe AvAHER o
= A=A =AXA shH, T2 Q1 oju]A] FAgol
S F7 Fch(Hekkert, Thurgood, & Whitfield,
2013).

TVEZt: dABES BP9 AEYE AlAS
of AIFAEONA Bt Zssta A HIgith wet
A TVERZHEE &3t Al &2 FIFEE 5t
= Bt o 2AHol L AAE WA CR AF FIE
g 4 Q1A stk (Karrh, McKee, & Pardun, 2003). TV
Coplo] wad g2 AUAEL 97, SYAE ©
Aselo] wel £, S4A9] oy © =4t 4
5o} AFAAA AAHERZ, AFAENAE =
H AlFo] QARG e A& ave EE} A
AYsHA AZgARe] mE|<&o] FollAl Eth(Busselle &
Shrum, 2003; Shrum & O'Guinn, 1993). £3] oA A
Fo S} 29030 92 @ W BEdo) Ho,
Tejupol 7Hg gol kEHE= A 5 SstuEA =2
ul A% HlEof J3FE 9HA "rh(un & Zhang, 2012).
wpetA], Tele & G 3F0]E(Zajone, 1968, 2001) 2 A

ﬁ—_;L(Hekkert et al., 2013; Jun & Zhang, 2012)&
vlgto g eyt 2o 3L 7 4 9} s
TvVEZto]| ¥IHEHA LEE e AHALSE &
e 5 U3 4 £HY % mua 43
o] g Aolv, ol B WA A5 I A

B AU B BAAE G T4
2 it o 3FS F Aol

o e T

Il

I

[¢)

l-ﬂH:l
Bl

HI: g5 TVE} AHS 53 20250 3=
AR Eo] Tiet Bzl A(he] @S vld Aoltt.

3. Perceived similarity

A ZVE A (perceived similarity)2 tQA7F 7
YAl oA Aol diste] =AA= fARM A
T 9u]stch(Rogers, 2005; Rogers & Bhowmik,
1970). £ AFoA AZtE SAMgolgt 22 AvRE
o] B TVEfulo] e gl SRS} £
HSITRL L7l AEE W, ARUACNE of2

zi:m
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THRogers, 2005). Ak
HA BT & URol, AFRFES ERlo] TAE
A|&5hs AFET JAFSASE 54 T 7l
AOIA FARE HE WASE Sh(Gilly, Graham,
Wolfinbarger, & Yale, 1998). X|&E+= Ao Z-g0]| o]
FolAl= BAE HoR FARE F3F AtojolA
E34e ARYAHo| o] 2olx7] ol

2 Az deld ARUAelEeA Az
A &3} o] 2(Rogers, 2005; Rogers & Bhowmik,
1970)% g E2hte] 54 JIEET S5 ARAE
Atolo A9 TVEZHE &8 ARUACIA Aol
A-gstleh. AFyA A AgollAl Aol thstod
L= fAHEE AFEAISHY S48 otz 93
A B4 9 7HA#E HRe thFet EACNA AT
+ 7119 3] F7lo|th(Rogers, 2005). TVE=HE
9] FAUEC] et W2 wjAoA BojR= 5%
AEEY AFH 54 E AEYE B34 “AA=
7H o] 9157 & Zolth. &, TVEFHHE B3t A
FUACAoA = AHIAES 55hs s
of thafiAl 2r & 7R disiA JAAE T Ao

w2 oox

i

AgEe @aRstad she ARUACIA e
AFEA AET 4 s AReIA A0l =2 A

w5l Aol 9lom (Rogers, 2005), 4|2}
H fAMgol 248 AR & B3t LA FHol A
Rl do] mr} gatelA £WH T, FHo| @R
6% 3] 0|20l Aol YUrkMakela, Kalla
& Piekkari, 2007; McCrosky, Richmond, & Daly,
1975). &, =t TVEE g B9 &gt ARUA-]
Ko A% F il AHFS B2 AHAE0| L7
L Sohit S8R GAY BAT 4L Sl
o EQ 3= TVEETLE ASste 55 AlBA=
< S TVESF AR 9 SARIEEN] A4
A @ FES F7ek Aol UEol(Choi of al.
2012; Jiang & Leung, 2012), $t= E2tilE A H=
%% 265 194 gL AuAEd] usd 57
QeS| FAS AL, WETS 12 Rolet
Mg 4 ok B%ol, 9eeEai} o] E(Zajonc,
1968, 2001)°] W=, BHEE =S| Histe] AlEE

&g - ol 35

< =" g9 Aol disiA o M58kl o<
SHA L7A "o &, = EFkE A Hdhe 5
= 2&HAE2 OEA 2 &v[AEC] WSt =g
opo]l 574Rt =S 9 gl ZRA| o] s
FAME Hoh @ol =72 Zlolot. webA o] 7t
e ANE 5 A

H2: @ TVERH} %S A2 ol $A4o
B 4 1 el

H3: @ TVERH} A% A2k 743 $A4o
B0 4 1 el

4. People image

oju A= ofd thitol disiAl 7He
dolu QI 5= EU=E o YA Ao EA, 77l
ojn A= ER=7Fe] ARIEC] a4l 7ile] 7HA]
= Aol €29 FAloIth wRlolm A= 54 =
7holl digt AL o] x|l =7} o|u|XE FAst
= S8 4AE F sluo|th(Laroche, Papadopoulos,
Heslop, & Mourali, 2005; Yoo, 2007). A13§¢1=1o] u}
=249, & st9] 82lE9 Blste] FHloju]x]7} £35]
g =7 Aol gt A=dTt AE 7ol f9gt
J3kS u]ZTKShin & Kim, 2007). o] gt Z7}o]
=19 o|u|A7} A= I IYEC] TE AFE T2
Aol Q= AFol gt Brtol| JFS vt A
Ho]&rh(Parameswaran & Pisharodi, 1994).

TVEZLe] SARES I3 22 AEY
£ ANAZI= Bt v, /1E, AEF 7L o] A
ABAESY] EYE EolAl HIL, o= AAFAE0] 5
ARIE E= AlFC] tisto] Hot 2932 B=E %
Aot dFE A doh T 42 2HAES
GO = g AFolA Yoo(2007)= T Etmt A1
F 7ol wet 4BRHEC] fh=o] Histe] T ©9]
Aog 7], g=of et FAA Hx 4 P59
L7t F7he As HojFqlth 59| g =efuto]
Al BojA= 5RIE 9 g AFEEY olnAlE F
=0 HlsiA & © e 2PH AGst E AlA 5
FFor AldE ZAIRte] R5T FAo ofAord
o] AEHN FAQ w53t A, Aol &,
B, wE 5ol Mg Fe dAHtY 7HXE vt

Gty B U5k th(Jiang & Leung, 2012; Kim et

-
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al,, 2009). 2t YA ol AFBtE] o] 7H= = A
3o A AejH oA qt ofrlot AFO] HAE ZHA AL
U T kY] AR E ARPAR stolg 5
JUES Ao, Gl 42 7o) 54 sk gt
(Kim et al., 2009). 85t olyzl, d-Egito|2
(Zajonc, 1968, 2001)0] WEH, HHE o] &0 &
ARIES B8 T=QlEo] et As=7t S7FsHA
B3, o] ARHAQl gk =4l olu]X] F/gdol FIF

2 m)3 Zoltt.

Ha: 9 TVERL AHE 53 AR50 9
=l ofu|xo] (1l FFE ulF Zoltk

5. Effects of perceived similarity on people image
AL S o] Z(similarity-attraction theory)ol] 2|5}
, AR 21§ ARolA digs =713 £
Ste 448e =74 "k(Byme, 1971). ol AF
2 I g Aol BEE L st
o] | Wj&Eo]t}(Choi et al., 2012). FA-TE
20| AAE olF B2 AT AFEo] il o
QR Fi= 7hA| ol tigt A 4H ARl 224
5 10| i3t 390l BH7FR olojXtt: A& Ho
FtH(Davis & Silk, 1972; Evans, 1963). 5t A5
ATE AP LI YA Aol chstel =
e RARE ABY BAE EoR AEe A
gFo] Q] O w(Shilinger & Plummer, 1972; Simpson,
Snuggs, Christiansen, & Simples, 2000; Szybillo &
Jacoby, 1974), A|ZHEl SAHHS 2§AFEC] 7%
2 o] gt F7to] oA FARSHT AL L7
= Aol S EoF3tH(Buckley, 1983).
TVEZHL 94 FoA 7P S40] He AL 5
ARlEole & 4= vk AR ARl FARRE Q1
=l disto] 284 ¥ EAthRyu, 2013). Choi
et al.(2012)Z = =Efute] Q17]7F ©@es] HRA
EFE9] Q1719 Z]QIgt Aolehr] Hihs tEefulof] &
Aot AHY] 9 SAAETS FAMICE Q% 33
< &9 B8E & Uth= AZ HolErh oA Zf,
At AH4le] o 9 3k AN 7= A
ol tisto] Mok =7 23S L7l Aoltt
(Kastenholz, 2010; Ryu, 2013). £3] &9 AT
o] At = AHAENA % gAThEE

oX i 2 rE
—_

30 2

N

o,

<k

o= fAAE B Fh0 v 9F

wAgolT

2L Wakt e 53 2 THQ weg do
2 Foltk. wetq F3 2u|AHE0] TVEHIE &
A4 AeA B = 5HAESTte X7E 9w
9 7H] 9AHo] B84E Blo] Tjstol ek 2

5949 olv]Ag FA4T Aol

-l_-%

HS: 3% A4S A24E AR fAHL W
29l ofulAlo] P2l FFE v Aolch.

He: 3% &S] A24E 7 fAL 9
29 ojulAe] (e FFS vA Folek

-l_-%

6. Effects of perceived similarity on attitudes toward
Korean fashion products

AZE SRS Bgd ARUACIAE Fo) A
=g Ao I v|A t(Janis, Kaye, & Kirschner,
1965; Rogers, 2005). 2194 S92 olje}, 44, &
o 2 ] QoY GARRS A met o
A ol 4= A= ZAE ATsto] thE ARES
H 23 Al oldfish= H] E2& FA =7 "ol
o o &F0NA A ZE FAMEES AR A
FUACld &2 £, 4HA HE 40 ¥
U AA Hs Aolth. FulggolA LHAEY A
H fAY dFe B AFE AAHUH. HA,
FaATolA FEAne] AZE FAMIS FAL
1S ST AS Bk &, Zd &
ATt AL O 330 B AE] gigh 7]9jo]
I, ol I 31 B AlEo] Higt 3944 He
2 o]ojA = AL WAsFYTHKwon et al., 2009;
McCroskey, et al., 1975; Rogers, 2005; Shlinger &
Plummer, 1972; Simpson et al., 2000; Szybillo &
Jacoby, 1974). T3t LulgAolA W% wof izl
RS LASE PR} Sobe wHshe)
(Brock, 1965; Churchill, Collins, & Strang, 1975;
Evans, 1963; Woodside & Davenport, 1974).

mltjo} Aol AHAE0] Hlejofo] S4sHE
ST A LSS T 5] g &
< AlF9F 29AQl FrHE YErilen, e
EAS wet ol AT EcH(Hoffner & Buchanan,
2005). o]o]| tjall Hoffner and Cantor(1991)2 A|HA}
7H B BEANAA ol RS S At
A =W Az Sabgel 1 gEANY B 4 ok
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L gzo Asw FeATHT Ak =, AFAES0|
TVE} 22 ultjolo] Lo S4elEo] diska of
w % 249 =

L 3= v/\h’:}% 1:7717ﬂ HH I SAJEA
0

74‘/} -a-LHLHF’J} 0}— viglo= ?ﬂéﬂ% Aot
(Hoffner & Buchanan, 2005). 9]& 4 =
HAAE2 2-EAE Botske ofF dAE

dol w2 S EA TERS] FAM 1] toll S22

gt
A5+-S 5}31(Buckley, 1983), Hli & A mutet 4
=

N
)
>,

PRes BYAS 398 A G o
9433 54 % B o] =
A obujet, gl et xma 2
FHl FFS FE WAAFeIG BAS
37t G  Aolth. mebal, 3 AvlA
So] TVERIE A FeteA S ABET £
ATt A4S 5L G 0
AFl cistel EojzQl WIS F Ao

_l

_4

o
flo 10

Noox
-0,

=

M = O do ox %0 U
(CT= R« A
i,

_‘N Olﬂ

o,

H7: 5% AR AzE du fAML T
RAFA Gt B=ol B2 FFL v1F Zolet.

H: 55 AR AzkE A fAML B
AAF et Bzol B FFL vlF Zeolet.

7. Effects of people image on attitudes toward
Korean fashion products

=7rlu| A7} s =712 AlF Ee EHEO 1
A= 9T F7rluA 9 &3¢ AdK(halo effect)
= &3 Z(summary construct) 0] &g o|-&3d}o] 4
He 4= QIth(Han, 1989; Kleppe, Iversen, & Stensaker,
2002). FHEIE AE BrtolA F7tolm| 7} AE
o) T2 457§ shtel AE 40w 285
of AlF He Aol FF= F= IS At
(Huber & McCann, 1982). $¢1=% 0|22 =Z7}ou]
A B HAE o|u]x)7} s 57k9] AlFol digt &
QI wet 7]Eo] Hof AlF Ik Pl AAel
JFe u|AA Hrhy Hsich(Han, 1989). 338
= Aol it AR 7F 755 AsshA] 2 Al
F B719] 4% F25HA Z-E3tth(Han, 1989). 3=
cahil w52 Q8 ol Awo] AEET} Qe F
Au)RFEOlA o] g ZtolulA|7h @t wA
AlFol tigt Bz vl ¥ FFaAETGE F

O

AY - ol 37

FFZE olB2 v o R A¥Y 4 U+ ol HT
o2, 3= tigt g7kl |7} St wjAdAEel o
Sk ol Al JFE nE Aol AT

At
Floju] A Frtolu| S FAHFHE 72 89 F
ShtzA, sig=vte] Aol et Blo] 53] Fagt
g stth(Ha & Hwang, 2014; Shin & Kim, 2007).
Shin and Kim(2007)°| A+ =7}9] FA|& oju]x] U
BAA ou|A= AF] Het Aol Fofet ¥
AR ek Wb, =lojul x| k= AlFol et
o FofRt YIS vA= AoE YT A1
o7 FHloln|A|= o= AlEol tigt AFE =0l
ASE=E FIAVE 238 Bt &, 2= A
gho] Z&3k JRA, 7S&5F, 1 vijgA 5oz
T4E = FRIow|A|7F A= jh= ARl e
L, Rk AR AvE Aol tigt Bt ddF=
A= Aot gt djAAEe] ditt AgAolA
© T3 &HAREo] = SRS HfAdGZo] Hol
Ut =255 b= jaAlEe] gt 293 o
TAE BYloH, o= e desEe] ¥ 9
Ssithal =AS5E k= AlEo] Ho dgAgy
28

l

11

]
=

=
3T

HAlo] &t} 715t tHHa & Hwang, 2014).
Aoz, = FHE] gt omA7}t 2245 =
HAAF et B7PF wokAE AS HolFih
APATE HFo® e FHlonX|& 3= A
Aol et Beo] AHAA FFS 1A Aol
7HdE AAE 4= Ak

HO: 2= =Rl oA = o A Eol et =
= Fhe FFe 31014.

. Methods

1. A proposed model

2 ATE 33 25 9 et Algos
A Azt AT GAMT Fylolux] L
olz gt = WAA|EFNY HE=E dgstaAl o
Atk 7 o2y} HYATE B9 AT St A
3 A, AzrE 9w fAH, AztE 7H fAH,
HolmA] 9 gt= i AAFN Y Bl= 7Ho] JTF oA
£ 2H57] Ao 7HEE AAegon, olF vigo
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2 (Fig. )3} 2L AFRLL AAsioAc

2. Measure

2 AFEYPY BE Bps APALE HIECE
S Ach 2= TVET A2 Jun and Zhang
(2012)9] &= TVEZ} k&0 gt Y EgT}

L Bgos 2gaigt A7 AR f44 2 7
FAMF-E McCroskey et al.(1975)9] |2+ 524 (per-
ceived homophily) A9 2% 24 % 92 G4
(appearance homophily) @ 7}x] -3-AFd(value homophily)
AP 2HEFS 74 oJu]EH(Semantic Differential)
HLeg AMgSto] 45kl =1lo]m|X](Shin & Kim,
2007) & oA A|Eof st e =(Han, 1989; Oyunkhuu
& Park, 2015 HQI7-5 w0 ® Y5 Bl
e 59 RS B 74 Liket 22 245k

3. Data collection and sample characteristics

2 QoA AN ATEY @ e A58
37] 9Jste] anl AEERAE AASHAch TR
o 3T A4 WU BAT 5T AYRA A4
£ olg3lo] HEEZZPHL olg3to] Letel 4
o AASA ATTAL B Setnt D A
g B Ho| Q= F AF 20t 2HAE A3HstA
CARAL WA 922 349§ gF] L $3
olg TARRHE T 9| Welje] Slste] ool 3
B2 AR S50 A=AE MIstlH S50 =

Ae 53 AREANEE ARPIEE o]8sto] 281l

n1m Sl

i)

Perceived
appearance
HS5
H2
K-Drama H4
Exposure
H3
Hé6
Perceived
value
H1

o= RAAE B A0 viAe 9T

wAgolT

o7 JPElon, T 31780 dud HEA} 4
A= At

SEHAY ALEATE EALZ dotE7] |5t
SPSS21& o]&sto] RIEEAE AHAsHgch S&EA
o] AL YA 1567H(49.2%)T o4 16178(50.8%) 2.
B FAAEo] JEHES HStglon, B AgS
25A|(Fagk=21, Hdig=30)0]d. St eES 49
Al HEt AeS E= SA9(74.1%)°] 7HF =%oH,
I thgo = AR Ast e EU(14.2%), A
dots = EU(82%), 1153t =Y °I5k3.2%),
AR B E(03%)9] <1t AL A
(A, Y, 238 5)°l 28.7%E 7P BUL
o, AR QAL HRA, A9, 15, 1AL ZTt
5)(23.3%), sHY(16.1%), FFL AT FoFL, 7]
AR}, 71 THE 5)(15.8%), 2 (4.7%), B4t
2](4.4%), ABA(3.5%), 718t A U(2.5%), F0.9%)
9] AR Yyt €87 £52 250099t o4
5,000919F mlvketal g9t SEAF HlEo] 334%= 7}
A =9kow, 1 the o= 500099k o4 10,0009t
112H30.0%), 2,5009]Qt T17H20.5%), 10,0009IQt o]
A} 15,000919F 1]9H(10.4%), 15,0009]9F ©]4F 20,000
Q]ot H|TH(4.1%), 30,0009]<t ©]4(0.9%), 20,0009t
o] 25,00091%t HTH(0.6%)9] o= e

IV. Data Analyses and Results

ATEYES L FHEFE Flslol AMOS2IE A
25to] €914 Q QlE-4(Confirmatory Factor Analysis:

H7
1Y Attitude
Komi:; pzoxalc towards
g Korean fashion
H8

<Fig. 1> A proposed model
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CFA) 9 28 A B X(Structural Equation Model-
ing Analysis: SEM)Z AA|o}Ft}.

1. Assessment of measurement model

2 A 7HEESA ¥4 e 39
AZve QR FAMY, A7 7HR] FAMY, =Rlelw] A,
S s AR Eo] it Bi=e] Aol gt Al
= (Composite Reliability: CR) @ E}FAS HA5}7]
Sstol CPAZ AAlSISITh TARAE Bl BA)
Hold % 719 EE AT 3 4E SHuge
2J5F519.01(x*=132.44, df=70, p<.001, CMIN/df= 1.89,
TLI=.96, CFI=.97, RMSEA=.06), /tA%=9] 44
(Table )3} Zth. &, BE 799 HFEAREY
(Average Variance Extracted: AVE)2 .51 o]A}o]iL
A=) 76 ol4olglon, 7 TAhde] diat 29l
nelgre EAHoR fofsiu, 65 ooz et
SRS HOlFHT. Eat (Table 2)04] HEo],

<Table 1> The result of confirmatory factor analysis

7: %]_ .

o] 73] 39

7k 704 9] AVE 3 72+ 30T A A Al
@l Mg B9 WEErAe shlstoltk(Fomell
& Larcker, 1981).

2. Hypotheses testing

A5l SEMS HAg 2
7 RAHRTE S8 7HsT $EOR UETh’
=208.75, df=81, p<.001, CMIN/df=2.58, TLI=.92, CFI=
94, RMSEA=07). A2l tigt A5 2= (Fig.
)4 & 4 Slth
Hl, H2, H3 9 H4&= 3= AuAEY gkt =t
et = s AAIEol HiEt e H), =2t
of 5743 S=IETS X7t QR {AMI(H2), 7t
A FAMIH3) E gh=elof] thgh =Rlo]u]X|(H4)o] 1]
e TS YotEE Aol B4 43, 3+ &
HIAE9] =t Eetnt AR =t s AAIEol digt
Bl (B=.16, =5.54, p<.001), A7t QH A (8=

A

17
I

Construct Item Std. fé.lCtOI' t Cronbach’s ¢ | AVE | CR
loading
looks different from me / looks similar to 74 1327
me
Perceived have the different size than I am / have
appearance . .65 1147 76 51| .76
S the same size 1 am.
similarity : -
have appearance unlike mine / have 75 13,45
appearance like me.
se)?ual att.ltudes. unlike mine / sexual 71 13.02°"
Perceived attitudes like mine
value doesn’t share my values / shares my value 17 14.38" 76 52 77
similarity doesn’t treat people like 1 do / treats .
. .68 12.20
people like 1 do
Korean people are well-mannered. 76 15.28™
Korean people are well-educated. .66 12.84™
K 1 o
orean Peopie g orean people are honest. .84 18.04 .90 .60 .88
image o
Korean people are sophisticated. .84 17.82
Korean people are considerate. 76 15.08"
I like Korean fashion products. .86 17.78°
Attitude toward | I have great interest in Korean fashion 39 19.04°"
Korean fashion | products. ' ’ .85 .68 .86
products I feel sense of closeness toward Korean .
. 71 13.90
fashion products
p<.001

-39
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<Table 2> The squared correlations and AVE of variables

1 2 3 4
Perceived appearance similarity (1) S1°
Perceived value similarity (2) 36 .52
Korean people image (3) 22 .36 .60
Attitude toward Korean fashion products (4) .14 12 32 .68

% Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
°. Numbers below the diagonal are squared correlation estimates of two variables.

Perceived
appearance
similarity .13(2.08) *
21(3.37)%**
.23(3.60)***

K-Drama .14(2.43)* Korean people A47(6.33)*** Allitu:lc
. towards
S B Korean fashion
26(4.11)%**
.50(7.18)***
Perceived n.s.
value
similarity

30(5.54)***

<Fig. 2> Resulted model. Numbers are standardized regression weights and Critical Ration (CRs) in parentheses.
p<.05, ""p<.001. n.s=not significant

11, =3.60, p<.001), A7+ 71X A (B=12, = ol T A T= AS Ao Fhatol oigt
4.11, p<.001) & Fh=t 7lo] gt ofm]x](4=.06, = ofux] F ARgtol tigt o|m|A| 9] JTS FAH o R
2.43, p<.05)°] BF {5t JFS v|A= AL Kol HolFqlot. o] T2 A= AR HHEE0R 1o
o, ¥k Safu A1 g THE BE 7HAHL, 5 iAol digiA A%she 7|3, O AR ot
H2, H3, H4yZ ARSI &, 3= St A= SHA "Hrhs @& 87} o]&(Zajone, 1968, 2001)
o] I7ILSFE F=t AnAEY = AR FA o < A A5k, o] o]Zo] TV WiAE B3 Hol= B
sto] Hrp 594Q1 =g Hlthes A& e std9] ol mixE Fggo] dafiAE e 5= 9l
S $h= St A Eo] SUFERE S AR =2 B3l

52 = Sejutol] S 6ks SeRlEd EET H59} Ho= S AH|[AHEC] Egfuto] Aoh=
oz, 7k2jo] Aol E FAPIH L 7= RS & SIS o E 7hR]of] QlojA] fAlsITEAL 7
5 Atk H&o] 3= Ertuh A F7e dEt £ A=t =Rl gt oju] Ao v FFE B
Q1 gkt =ylof| gt SoJAQ1 ofm| ] Gl HF A 7Fot= Zoldth. 454, S+ AHIAEY A72t"
Ql G HA= A HAET Yoo(2007)2] At QIE FAMI(B=20, =3.37, p<.001)¥} X2t 7HA]
A gh= EEtul AT SERIE9 ghato] tigt A AMA(B=51, +=7.18, p<.001)Z T = =Hlo] of
4 9 olmz] PO FHARA JTFE b= A gk om o] F9gt FFE v[A= A= UET
Hoxled, £ die 3= =8t 59] St ol2fgt Ait= g TVE=mto| 54t &Sl
SARJAEE ofzh, h=elof| tigh A4 9 oju|x] & tisto] A zbE fARgo] gk = lof| gl o]m|%] g

il

=
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Aol FHAQ Ge Fohe A Rolzth T
o el 298 oisk e e £449 X
Zo] S RO G HAE e Holx

ol 573 7t 9] o, BESE 32, e 5
2 =g $A502 Bt ojulx]el Ful oju)y
Y40 tha TAV Bolnol Eelul SAQIBel
4G fAM % 7 fAo] B BFL 1A
The 2 HolEth ook e A 1A o|E F
SHLESL fAL-eE ol E(Byme, 1971)& AI7]3t, of

o]ge] TV WA & &3 =7t AFUAeld a4
5 A89e BolEt

F LH|RE0] A5 Egtul SAQIEET)
o 8l 7R A Arrt o= Al Hiet
B o] mX= el Bt H7 Heof ittt HS 4
I, AZtE qu FAMSS T s AAIEo] gt
ol §93F FTF(B=.14, =2.08, p<.05)S Fth=
st oL, 248 A gAe] HXE fo
b RS wskA) 2atsick. ot H7S s
oL, H8 712 ESith felet AT ek 9w
OA]-@,Q,] AFLe = AH|AEO] T tehut 5&
JETlo] PRH 0T QAR LALE W2 o
AR EC Hhate] Kt 5949 BES XL et

Holzth 2u%e] W AAE hat Bl
o] AAH B4, HRA, old 5 oA
a5k, aREo] 2gst duht ol
xl 7} Z83 aolo] ek, wetd, FF Az
cole AHSEA SAARET F3
Qlogx_,g Akl L Ars sk
oA g Bz ol 3t IFL & % 9
Holzth SR AzE 7H] fAe
6o“’ le 3=, olek g2 2%
FAHE AAA] QIE9] Tt &4
S 9349l —1% o] 7px|e} 22 A9l JFHE Tt on
AZol digt e 3ol o %
= HolEnh A7 2o 1‘413 7}
, WAAES] S AaAEel o
H WA 7HA] FET= [l 2
91 AlFo] ol&d = A7t HE 8% 8
& A% Zoltt. spAEE, & dAFofAs A ¢
= iz—]—a].z] 01—01-0 ooy o]
ze FJr7} ”H/qxﬂﬁ;’i-’] S/l 7IRigtohar &y

I

ok mlo
rO
>i Eu

l

4

T
Ob mlo e

o,

2 0
HI

i

g O N

&4

o ot 2o e

7
fe r

<
of fo g

O_La

r<>l

- ol 3l 41

St71= of"th waEbA, olof disiME & At
2% Aol

oAg o g F= ABRHEC] A7 ok ke =1l
of thgt oW A= T s AAE e Bzl 5o
St JH(b=.54, 1=6.33, p<.001)2 "|X|= AOC=Z Y&t
U HOL AA Sl Z, F5 AvlxiEo] HEele]
gold BelHos WARLE A WHAAEES B
o 23HoR AL 402 yrhgrh o] Az
Z3LZ 0] Z(Huber & McCann, 1982) U A3
E(Jun & Zhang, 2012; Shin & Kim, 2007)°4] =71
ojux|7} AF B7I A& ¥ HolE Ay 1
o] dAoh, & AoA= S22 oA Althet
2] MYt 2 AlA RS FFS wol AL ARt 20
o ST S AAES R IAEE
Hol:Qlth. HEE AFQistel FHsks ARRE #9171
ZollA Ak 20t F= AHAEOAE §F =719
AAZE] e B FAhole T vt ARl digh
ojux|7} F2% ATLZ 3t AS HAFQH &
= 7Hdol tiet A5 23 2°F2 (Table 3)0A A
AlSFATE.

V. Conclusion and Discussion

£ A7E 200 35 A5 95 Sefo A3
o] 9=t WAAE THet Bzl wA Qo] ol
A gotriA stgom, F3 tulAEo] Sepuig
B9 SAABET Yok ARUACIAY T
A o] B NSt Stk B A7H A
L A7Ege 3A 53 46459 Sebt A%
o HE FU} 3 SuAE) SYIEEA 43
o Ll Aol TN JRrow A =
ol O] TE L Pz olEe o
83to] Myetud stgom, F3 dulAEo] A%
SHe fAMS] e JRe fAkuolee ol 8s
of Mnstaat shoict.

A7FNE aokstd thewt 2o WA, ¥ =
el Alggo] SoldiE A2E A, W Ful
oful A, §H WAAEA that 5K WA BY
& % otk EF FF 2n|REo] ¥ Sep}
FRARET 98 % x| wasitn =2

= Aut 35 S| cfstel K9l WIS B

flo

4> 1o o
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<Table 3> Results of structural equation model

Structural paths Standardized coefficient S.E. t
K-Drama exposure — Attitude .30 .03 5.54"™"
K-Drama exposure — Appearance similarity 23 .03 3.60"
K-Drama exposure — Value similarity 26 .03 4117
K-Drama exposure — People image .14 .03 243"
Appearance similarity — People image 21 .06 337
Value similarity — People image .50 .07 7.18™
Appearance similarity — Attitude 13 .07 2.08
Value similarity — Attitude -.08 .09 -1.03
People image — Attitude 47 .09 633"

p<.05, ""p<.001

ok S 9 AR e Bl A7
olu AR ROIT JaEE Uekow, 74 84k
g9l FFL G gokeh. vhgto.E, W T
of that ojulAL $H WAAES] HHA FFS
A ¢ % A olge] AE EdE g
e B2 W AN ANT & Utk

AR, F= =l 1Yol Az KAV, ¥

F°

39 ololA] 2 B AT P HHA
FE B i 0B ANFE Holkth &, =
St wsgo] Z/lstEA SHARC] e AR
ohet, Qubgel gHHlo] sk oful A B WAAE
o Tig BHQ i G4 BS AF BHE
o gIstgon, o] ik B £ wulzo) v

o HFATES Vel ARATEN} 1

At A B 3 A1g50] AE ojux] Ax

=
fijo
ot
N
=)

o1% B FAH TN 7|otel, T LekE oA
Y $EHOR o] g3 YA, # AL AEE )
Aoz 53AESY B4 0 A4 ol nasl

2 @ BojFL Cejule 22 wo} FEx oA A
E Y e B9 444 G A0E & dee
HojE

A, & ave Agar
A5 Cetg vEY A5 1
% ol Au|AHESl WA S8ol T Hed
2 F71tuAt Stk oY 5% ¥4 E- AR
of et AnlR} WEOIA L 7| AE olR 2uAE
o W whgo] Tt olsh T 2E% WEO 5

71& ¥ole dAtEY § 8% 4 Uth(Oberecker
& Diamantorpoulous, 2011). o]of] 2 3= =gta}
AZgolA S aH|AEC] AZ46he QR FAMY R
7HA] FAd el AehE AASHL, A7 FAMI O] A
T=7F Gut gk=elof tigt ofufA] 2 gk s A A Eo
gk B AHAQ FF2 AT AL HojF
o=H, gAY o2 AASHT FA A2
IFE F+= Ut 2 A EMcCroskey et al., 1975)
FolH 2 AT 1A QAR offet, 7
FrAMgol =7l olm| Ao ARt FFE v = A B
oF=dtt. S5 AHAEA TvEY] S41lE
S0l Uet vt BZhe skal, &84 94 4 el
< Hsk= H= 5ol fAithe =245 =2kt A
Z=7ke] b SRlEof diste] Het i-f]ﬁ"] °
A BE%TE Ae &+ Atk ol 54
ot T e e BAA i%ﬁ’)r
A AdEes w9k 240 digk A
o AA|ZFeh(Ryu, 2013). S22 & T}tﬁ’&}
3l&of A o] Aol vlasiA ZH1Ao|aL AR
| ZAEYZ ok A 200 AH|AEAE
A= gt ofu]x] FriollA Foie] 7Hx| o]
f5ith= otk WA, S5 LBAES 45
= WA 7192 B BRSS9 7Ex| ol Higt o]
7} Z8stal, vHAE AFyYAel oA o]F Hhy
o} &+ Aot}
AR, S= AHAES Edut 5= gt
AZte QB fAMYo] EZ4E e wjdAIEe] o
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g FAARI B=E HolFQlt) o= AZtd 9E
AMgol F= AHAEONA FEAE ©A(heuristic
cue)Z ol-8F & ke AL HojEoh ’\E]Z}—~
Eﬂxﬂﬁ‘oﬂ tisto] B=S
A=, 744, B3, HE 5
5 295y Bot 7|2 02 248 FUAY @
A7F 2A Zrgste] AR B Aol AR oR
Zr8-5}7] wEo|t}(Chaiken & Maheswaran, 1994).
oloh B WHL B AL HFL AV 7Y B
so] 2350 H]sto] AAE A holistic) AL 4%
= 7 %A 319 S5 LBAIAA § ol

7&% 4 Atk (Monga & John, 2007). £3] o] A=
PAAEFS 2840 P4 2 AFHe] x5}
7t F 8517100, WiAE 3l EEHe AFEC it
B7PA AES d2 SR FERIEET A
< Blusto] ofb Hro] fAPdo] HHE ) Kt} &
O]l A|Fol Het B7IE o]ojAl= ALE ol
T AUtk

UA, S=F 2HIAEY = AAE] RSt e
= =yloju|x|o] oJsf et e Weths it
S Rlo] it o|w|X|7F AAA 7Hx| 9 T =™,
S AAIA 588 Q4= AS Holgth &,
2 A9 A =l gt ol A= AlF EHE
B0l S8 AFPKllolng wiAY ARYA A
oA 83 4 Y= £33 34YLS FRIIH

oA o 2, B Ao A Z4E E FAME F
= AHAEY] S s AAEo] gt "ol WA=
FFE HoAFAAT, AZ4E 7= Fott dAE
HolF2] Zohqict. AgAolA= Fa 5, o
9, = U5 S0 ARE fAMdo] #E AlE
g7t FFE FHAL skloH, & AFE A ¢
3 FAMRR] -9t FFS Holqlnh o]9F T
golet 2E HIF o2 FAMol thet thegRt SH
8215 F 4% = ARl w2t A or JFS
A 7FsEs LEE o Atk &, HAAEEolA
= 28R THAHETE 94 84t H 8T
= AZ Aot HHA:]XﬂTE‘o” et e 2AoN= 2
|40l o, o 9l §o] M, A EAo] HjHAE
o] Aetd o A4t} 0155'4“ A7k 85tk & A
T g4 9 o AlETol tiet aHA HieE £F
SR ten=, fAO AE SheladdERe] &

m

==

o

—_

- o3l 43

e

AL & % Ytk FF A ABZLAAY Ay
Y Aolg MmARE A7t LAY Zolck

olgo ANE EYE FI LMAEL Sepng
B4 5N GAHY HES A4S, 4
i) gt olsh2 st o2 B WAAED 2
o FEAR o P PHITE AL T 5
U 2, 5 AL TV HAE 5 5HA%
Sat ARUACIAS S, o8 Edjz el 9
@ Bl Tl BAE ek g 4 ek B
o A4 ANE A&Ho2 FAH] PR &

AR odet, AMAQl ARUAEE BB F3

AR5 Eatet AFo] e there deld e
o ot olsi7t Agslolor Zoltt.

2 a7 thew g2 wAHe AUz gemw
£ AT ATE 4T ) Tsor & Aolct. B
A9 g A7E g Ade e 2ok A,
ATE BOLEEZUS ASHAL, AT By
209ete SASIGonE, AR 4u4 dHos
Qustel Bl Fert 92 4 Atk B3l Fust
L 53 AR ANASS iR Aol et A
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A BAE =F A% 5 3 Gasold olst
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seietol Weie SuAE) 17
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a4 22 AuAE9] = TvE=E Ao

o, AFSE9)7]9] Hgte] wEk W £k e A
ot ok w7142 B ABjRE ] ZERA ARl
et A&AQ A7 aF Aol &S FF Al
g Fokes 7HA AAS = =S A B A&
HlA} i) BAE Aohe Zo] 28T Zolth

Ao 2, At FolA AQER A EE 9
QAHA Hi7, =Eete] kmE =Tt Adolsitt. o]
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