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Abstract

With rise in economic activity of fandoms, fashion brands often collaborate
with K-pop stars such as BTS to enhance brand preference and sales. This
study analyzes why people engage in fandom activity and its effects on
collaboration fashion brand preference by focusing on BTS and fandom ‘Army’.
This study aims to provide information to establish marketing strategies by
identifying the influence of fandom culture related to the Korean Wave and
the fashion industry, and empirically analyzing factors affecting active customer
formation for long-term growth. The data were collected from BTS fan club
‘Army’ and a total data sets were analyzed using SPSS25.0 statistics program.
The findings of this research were as following. Frist, BTS fandom motivation
were identified as Need for Approval, Communication Need, Professionalism
Need, Need to Belong, Consumption Need and the BTS fan groups were
categorized into 3 groups. Third, comparing BTS goods values and collaboration
brand preference an excess in each group was revealed. This study is significant
because it provides essential data for the marketing strategy of fandom market
by comparing marketing effects of BTS with the characteristics of fandom
consumers and identifying the different desires of each group. As a result of
this research, it can be seen that BTS an influential leading brand, has been
adopted, and the research direction of empirical analysis has been presented. In
practice companies can select specific fandom targets by using the sub-levels of
fandom types that have become clear and implement marketing strategies of
the fandom market.
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Table 1. Instrument

Number of

Research Construct ltems References
BTSE)F(;)r?criignmceAgivity 13 Park et al(2019)
Need for Approval Lee et al.(2014a), Lee et al.(2013), Ma(2018)
Communication Need Lee et al.(2014a), Park and An(2019)
Fandom Motivation Professionalism Need 47 Cho et al.(2018), Seo et al.(2018).
Need to Belong Lee et al.(2013), Ma(2018)
Consumption Need Lee, Shin, and Lee(2014b)
Unigueness
BTS Goods Values Meaningfulness 14 Park and An(2019)
Attractiveness
Collaboration Brand preference 12 Yang, Kim, Kim., Kim., Bea., Chan, and Yang(2012)
Demographic Information 6 Chun, Ko, Lee, and Ko(2013), Authors

gk BTS 2l

Fl

| 29 ‘Map of the Soul:

ER2FEWE olgsto] HE

Wsol A= Hofshs BT

e

W7} (www.cafe.daum.net/
BANGTAN)e] 7}Igt 10tH~50tE oS dide=z #Ho

AN, AREAE

FAPAFAA ] AASFA,
20199 109 HEE AZH ‘Love myself FESTA'®F 2020

7o) Aol ghH

22](12¢

2019.11.4.~7, 22} 2020.2.8.~12) AdPstgct. HEzHoz

2445 ol
Aol gt

qEgYAe] QTFANASHOR  dAYe,
18.5%, 20t 29.9%, 30tH 23.1%, 404 23.51%, 500§ ©]

A 5.0%0 18 BxE

PATAA ool 4
olFAk S,

N
b

227 ZYsto] 18.1%

9.3%, thst & 49.5%,

2 e

r}uu{

H7} )24 1 01—3—

o EY 14.9%, gt

sHS Al & 282

28 7

1007}

Bt Park and An(2019)¢] A
= AHRE] ditkrt 300 AelA
TE= 549 @Eﬂtﬂ‘fﬁw

E7ﬂ PN

St Ast 3.9%, st £
ot 43%2 BIES] AA 67%7 tistw At oo

2
o
oln
N
o
el
2
X
|_o
HT:
Jx
ny
K

= A
otR7| 9Jste] ZABBAT Varimax 3|AH| ©2 9l
RS AARI, AFEdAs Ak WY F7 1%
9148 (Cronbach’s «  =.856), FARFYAlolHAL
(Cronbach’s a =.847), ARAIFHE(Cronbach’s «
=849, 4%8F(Cronbach’s o =.808), AHE&T
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Table 2. Factor Analysis of Fandom Motivation
Construct ltems Factor | Cronbach’s | Eigen | Variance | Cumulative
loading a Value (%) Variance (%)
| do fan activities because .818
| want to be noticed by people
around me.
| do a lot of fan activities .748
because | do a lot of fan
activities.
| do fan activities to participate in 747
xeetjof/c; conversation with my friends. 856 3601 17.147 17.147
PO | do fan activities because 746
| don't want to be left out.
| do fan activities because .720
| want to look more special than
others.
| do fan activities because of the 648
recommendation of other fans.
| do fan activities to exchange 866
opinions with people.
| do fan activities to communicate 849
Commu- with people.
nication | do fan activities to build 316 847 2.880 | 13.717 30.864
Need ;
consensus with others.
| am a fan activity because .705
| can tell others my feelings
Fandom honestly.
motivati- My singer is good at writing and 925
on composing.
. . . .897
Profess- My singer is good at producing.
iosali;m My singer has a lot of knowledge 716 .849 2.828 13.465 44.329
ee about his field.
My singer has the ability to do 713
what he wants to do.
| feel bad when | feel that other 878
fans don't accept me.
[t's painful when I'm not part of 798
Need to another fan's plan.
Belong I am distressed when 755 808 2.603 | 12.395 56.723
communication with fans is
impossible.
When other people don't like me, 651
I'm embarrassed.
| am willing to buy the product 879
that my singer advertises.
Consu- | have an urge to buy the 838
mpt|c(>jn product that my singer advertises. 833 2423 | 11.538 68.261
Nee If | need a product now, .822
| will buy the product that my
singer advertises.
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Table 3. Factor Analysis of Values of BTS Goods

Factor Cronbach’ Eigen | Variance Cum_u iz
Construct Items " 5 Variance
loading sa Value (%) -
(%)
| prefer creative products to
.865
other goods.
| prefer my singer's goods
product to the regular one .806
because it is original.
Unigue-
ness When | buy goods, | value 831 2.652 29.475 29.475
Uniqueness design differentiation 767
more than other goods.
| prefer original products that
express the characteristics of 736
idols in a fun way.
BTS
Goods I buy goods through goods
Values because | feel like my singer is 810
next to me.
Meanin | think the meaning of the
9 character of my singer goods 768 676 2.070 22.997 52.472
-fulness S
product is important.
| prefer products released for
purposes such as events, events, 742
anniversaries, etc.
| value the design value of my
; singer's product 807
Attractiv- : - 695 1972 | 21910 | 74382
eness | prefer visually beautiful
770
products.

A Al 7] Mo B st sl EAREA Rt
A AE ARRHAS A Al e BF HEA
Fapel AHl8oA B o] =2 H4.0)0] =&
7] 2ol WES VEHes P J|EZHeF Il
o] HEHQ RS Yoty g UetdH Aol HAH
oz gt gk XUEFE YA st dote AL
& 4= ol v, LT} A58 RE W ofshe]
w2 gho] ZEEQIET ol ted WY &% st
AN DAZFOl te FolF=rt 3] gEelgt & &
At &, FFHo=2 WES utjolof gt A st
EdAntols AEERIHUES T 249 FAGE HF=x
e AL M 2 2Hog 7| gRo|(Jung & Ha,
2020) Mg Wellxle] Efjle] AZkE TEshs A=t W2
Holgt & 4 Utk

TAHoR FH12 ddHez o2 o Hla) A&
ot A48 w2d ezt AQle] HFE Fhota

A she gEE T oo oEell deed F

Vo WS, oSS MIABEL Bo) A4lo] o}

she 29 WEstugt st wpt Roeld @St SA
off Mol Adelo] THUET WA Helo] Lrl A
BRe dachid o Aeld 54 B ol e
B34S FEstn PAL RS 2] A
£ 719 JoRgn 92 Het mgo] 57 gros A
2HcHMa, 2018). 242 71 WY S04 e A

ool Hjsf grides &

H
% e gro] Yehi] mEe] 4
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Table 4. Results of Cluster Analysis based on Fandom Motivation

Construct Cluster 1 Cluster 2 Cluster 3 F
(n=92) (n=109) (n=80)

Need for Approval 1.84 (A) 1.24 (O 1.49 (B) 26.988*x %
Communication Need 3.16 (B) 1.97 (O 4.10 (A) 264.019%**
Professionalism Need 4.77 (B) 478 (B) 493 (A) 5.535%%

Need to Belong 2.97 (A 1.54 (O 1.78 (B) 147 455%%x

Consumption Need 431 (O 454 (B) 462 (A 7.009% *

*%xp<0.001, **p<0.01, Duncan’s multiple range test: A>B>C

BISE 7Me2de] AEA R4S £330 oS3 vl
g AR 9 ANAGE, EAE, @0Y 5)E AHs

sk opao] EEaiAlA) vekii,

3. MES7|E AT Q0| 02 BTS 22 71X U HY
BE MBE sto| £

$lste] dYufz] EAHEA (One-way Anova)S A
flom 1 A= Table 59 Zoh g 7+ QnA
(p=.01D)7 iz (p=.008) QololA FJ3t zpol7} QU=
Ao vt B SEA(p=.649)A= Hd 1+ 79
gk zpol7b YERA] it ol WEo] ZZE Fullste

o7t AurARl A Pulst BATE A Al 7
Au}

I~

~

B4 AN F7e] GEoln ol Aokl BAHS 2
T ggel AEH olFe] AEe] BAA A5 4
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=
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Table 5. Differences of Values of BTS Goods

Psychological Factors | Passive Activity Actn{e .
o Communication
Construct Seeking Group Group F
(n=92) (n=109) e
(n=80)
. Mean 3.6658 (B) 3.7477 (A) 3.6281 (B)
Unigueness (SD) (8289) (.9997) (8778) 0.433
BTS Goods . Mean 4.0978 (B) 4.1254 (B) 43417 (A) .
i Meaningfulness (sD) (5100) (5840) (6386) 4,551
. Mean 4.1685 (B) 4.2844 (B) 44813 (A) "
Attractiveness (SD) (6599) (6468) (6724) 4.894.
*%p<0.01, *p<0.05, Duncan’s multiple range test : ADB
Table 6. Differences of Collaboration Brand Preferences
Psychologlc_a : Passive Activity Actn{e .
Factors Seeking Communication
Brand G Group F
roup (n=109) Group
(n=92) (n=80)
Anti Social Mean 2.75 (B) 2.97 (B) 3.24 (A) 3877+
Social Club (SD) (1.034) (1.142) (1.265) ’
Foreign brand = 8 @
. Mean 353 (B 367 (B 404 (A
Dior (D) (978) (1.139) (.849) 0848
Mean 3.55 (A) 3.12 (O 3.76 (A) .
smart Club (SD) (1.278) (1.438) (1.214) >.897
Domestic brand
Mean 4.00 (B) 429 (B) 438 (A) .
Puma (SD) (961) (:800) (832) 4330
*%p<0.01, *p<0.05, Duncan’s multiple range test: A>B>C
o7 Yo AsnE Bt ol Aall F g2 & V. 28
HlA77} F1 Wehe B el Aajeh AFgete] WHEs
of Qo 2et B AE U HACO] BAH Svuct @Y 2 ATE BISY WY ol(ARMY)E oz WEE
o 2w g oug £1 ggos ARTC, 715k BTS 2274409] a}9iaie seket &, WMe$7]o] of
9lo] Azt gol xnldel Mol weh APt WY B ARYDL Y, ARYDE BTS F=oHAe dgn
F5 PYE2 7P, PY BAS Hsw)o] HAs] Aok W= MImo] Folg 2Astrk. FAIH ATacke of
ATk e WY Yo AuPSe] ek FAHH a7t 2w gk
Tg93he HojErd Wy Z2s 2EEE B Azt A, 2 AFhgRte] QAR E4oR, A% 20
Tl A9t Aol whet 2]3fele Wy Sl xfol7t qick (29.9%)8t  40t1(23.51%)7F, =€ digtw 9
uha 471G olE 1Ee Y ARold AHA 52 (49.5%)7v 7V w2 Aoz Uesth ol Mgdsat X
AT A BAE oulAE Fojor T Wask 9l 24w FFS FEAle 100 959 FFo| ohe, 1

WEHEYCR BTS
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Fzol| gt Tt WAEFo] Jgo] B2 Aoz A U, degE7 A o2 BTS 22 71 9 g B
gEh &, 100959 SRR3R A4AA $d WE T A3nrt ztolg 24t 2y, e o2 BTS 2= 7}
o] oAl sl tiFEstz AEwidsty deS ¥ &2 oudat Anldg 1esiylen] §9], A5HARUA
Art. ol Hyek2 Urui 1 T B oujgdzt wiggdS 9]

A, BTS W 5719 spatede AFL+4, ARFUAC] £ H7F A A verdth oldY Jd 1 A%
AL, ARAQFTEE, £E584, 21 AHER UE zpo] 7} UrEM—t— AL FigFoz Aok FAAA A
ok oligt A= 7P 71x2HQ €% 571E Ushie Aol AJoloHA| FGE A7) wEeln] E3] A7) YAtE BE
fFEolv I 22 HFH A AdE dol BT # 3t Folshe AFH AFE HILE A5 apo)7t aA
AE 27] St ArRlA ol Zpile] Folsle AFA U 9188 glgh 4 QIek(Y. Kim, 2020). £3] o]
AAHeR sty §Igt M7t wrd" Aeolgt B 4 9L gol FujAlElE AEoke ol T4t AL YerEd], o
ot ol WE F7]ol et shetEe AeE agloly & £ e AES 99 ofolE AES AN /et §4
Alo] &ote EAXTS] JFee ] wRolze APd < & HAFY] g AHRREe] MIgthe AYAT
9 A3t H(Lee et al., 2013). o= RE o] WY = (Park & An, 2019)¢] F3tE gF AA|gt}. &, o= WE
< sk dlell T olfE A A2 oMER, 4 7] | 225 stz st AL dut AR g =
Pt WEHEE Beolke 719l Wl §FS A=ot] 4 o] B4 tigt AL fddths Aoz, Aetete] ATdS
F As FHdloF & At &S AKXt g A dopt JHREAE $8T JE0R AetE AL FEA
ol Adoloty W F7= depd 4 Q7] fiEe] AF 2 4 ook Wge ohedt 4RI} ofel ApAle] Hae
e T EXE TESTE 7199 OlUlZMl &8s & £ g4zoa Zolstn wWAEL e 2HE IFo=
S vAR e R AAs] ol §-8 Aol olof whet A BHES] Wo| Eo] teFet SE 9 Hde Fof U4
2Ete] Mg BHES] WMo 27k FHAL 4 & A & WHA &40l =2 s34, A2t Hiz sl
o= At} 59 LA ol W = A% 71EHe= 714

AR, W Frlo 2 AREES Al = H, T 917] wiEoltk(Yeo & Chung, 2019). E3F, E3H g
AT S JE, FIEARUACNA AF R ERE 7] o] IE Y sfABIHE gt 4Dk 2ol
Aot FAHeR el 2 e WEE5S I 7 E BAS A 9] 4719 BIE RRoflA {o3t Zpo]
Alo] Eolots At PFotaat st Hizb R/l mHst 7F Qe ACE UeHTh oAy AEtet W] ARk ot
WA A MR ALEle] TYUET A Ello] 7] 2 golgt AH[ejer} ﬁé*é % 4 9710l 719 ¥ BEEE
£ A3 HEE fastazt ol AEE EAL Kt 28 nARE A of Wy Anzke] 715e 845 A
ol 7iQle] B FESIT AAH HEE 2 oA ofalfstal FHAA # QLS ZALY] ofm| 2] e} gh=
Aol WE Y] AeAg 9E Ae7h ERo] =7 2el, J83 2B @A #1 gEe WY AL nF
i EolctMa, 2018). 4£3% &F 2 W o aajsior g "art glrth 9], tfr|de FFH AR
ot7|E okAgh AgtE oz AFAQl HEE Hols ¥, & Aol AS FHo7 Nre 7S AT & Je &
=S4AFUANA A2 WEDFe H=40ln &FHol g ABoly AHIAE ANdsfof gt RHE AT &%
W A%t ok HEE Hlth X3k BTSE 71424 A2 2&AQ0 HRE AlFste] BHE JAAEE Fol1
o] AR BHE E55H o5 THH AR ¢ A 3849 BHE oA E PASHEE ofof & Ho|rh
A(FEZ2, ZAE, Mold 5B 4HstIAl SHe o] F ofolE E3RRI M2 o ol Aol B ARl 34
T o]gA kst &F TS Hole WES Fl o] Esht HIFR E3Pt ofd, diFEse] & FES A
olF0] B2 FEARKAY $FH 29|, F Gt FFoI ot AlAF o= XMM FFE vAe B3t Ao H
9 252 glolu ddie] diFEstel gt A4rEl E53 At voprt =7F B3] S-S gaor olfuyin
A2t " As E 4 Stk o|24 My FESta 1 718k DRI AT 38R dFS PE 4 A H
E& oldfole A2 a7t Haty OHZ*Oﬂ 7115k 224 At w2l ﬂHﬂOETEi

ZA)2 ol=R ofolE M
=go] @ Hole} AmEn

99 el Lvle e ot
5



176 DHH|=RL|A 253 12

H Wy =7 o

st
re
-
Y,
i)
i
T ,

[¢]
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Azl WS AN A 11 9o S 4 o
ES et 2IEE Bae AH 591 WE2 Al
w2} 2]3kehe WE ol ztel7t Atk wheEbs 792
AT ARYAA FEE F4o2 A2 7HKE AT
g 5 e FY ABOIU AHIAE AU, 254 &5
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