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s Eetg Rl A AAG 2021 F7tolnA] AR Aol ostH =l SHARS] 80.5%7F thEH
o ] Ao ¥rIgth K-POP ¥ K-Zel=9] A MA A ggedo] ZA o|u|x|o] 3A 7]
o3 Ao g YT, K-POPH F3t T FE3H229%)7 7 & HISES AAPH 1 HFo =

AF/BAE13.2%), A FF(10.2%), F3F-7249.5%), TN (B.6%). A3 A 2~8l(7.8%), FEZ2(7.6%),
éil F36.2%), =AA $36.3% Y £o&2 VT o] Irlolu Ao FAA FFES Wz

=9 HEl(Top 10)91M = SHFAE) 6WOoZ 71 2L HES 2A5l1 Yt AoZ e,
o] FollA 19+ WekAdThBTS) O]t}

K-POP %2 Y&, T, H= 5 oMrokE TAHOE 200013 thol] A &elA, Y&l 2Z3st] tiA
33 HoKBoAE Allfii 39 M&EL 7HESEAEE H2ode obMokE W FEY v T Al
TAAME K-POP #Zo] FNE U TKMeza & Park, 2015). K-POPS| E4t3} $HA] ShFo] thokslr) o] &
AAHA, =2, §} FE o, A, W8 5 £3 dAEY R Bel sowa, 49 S 04
FA Fh=r e A HF PFo) 77}§E2Eﬂ, K-POP ZE}E CFY oJHIEC]| 7]&3h= &7 mHAIE
3 HtHJang & Paik, 2012; Siriyuvasak & Hyunjoon, 2007). ©]+= K-POPo| T}aksl SHH& ﬁw/\]?]tt]
= 7to]u| A& A 1L8kal K-POP 9] %7} B FolE S PHeS UEie Aot

ol gt s & AFFelAe] K-POP & ZIth ool et 382 BrtE 9 F <l %‘xﬂ@ u}
va24E 7ML, 53] HAE Uﬂﬂla B3 22l A gl E I U5 rtESET . & ¢
th YHE, KPOP ~EHEC] KPOPS AT AA &S s Agzor FAnYee] F=d
Fi A WA, oled M wle FAH ol AH=SZ<Q WY
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7t Aol ARFA R IS vA Aolgtaes AASH] ofHoh o] 1+5E K-POP 2Ehel| gk FA}
312 JACNA A do AR FAEE B F3S IR ARAF 9hgell HRE TekRE AT
7} Aol gkl go} - dhul, 2019, o] 24, 2021, Xiang, Zheng, Lee, & Zhao, 2016), =7} Aol
et T2 =oolA K-POP WHS| FAE A #AE= =71 HA FFe & + e £2ZEH
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Tl - 0[F2 / K-POP HEI} ot=2| =7t Fd: O|=2| BTS ™ S &

2Efe] =7} BA tig #AAR S ARSI ok g 723 Rz AAF V]S ARl
< @49 K-pOPogt & F 3, ol EIEEolae F83 FEOE K-POP WO FAE
AE AEFOZH 7t B AE A TFEE AL + AS FAskE Holh wEhA
AT A= KPOP 2~ERI BTSH-S o2 Adu|t]o] o] &3 o, T8|u #A3]A Ao #&
e Bl w7 BA ALE AT WIH gu)E =&8 Rz g

_Bi rr
e o o

2. 0|25 HjZ
1) =710|0|X|2t =7 Fd, K-POP HES| &Y

Zrlolu A ol B4 #71E AANe W ol 450 Mo 1 Fle] AwrHel ax
5, = AR, AA, A4, £, 9@, A, 2¥x So| a4rl BgHon Agale e $44
o] 7] o] thRoth & Diamantopoulos, 2009). HT o] F0}7l 8|7k AFo] Had FrloluAE & v}
o) gret AA, B8, AA7 GRS T 4 Aok WA FWIS AT ool 9ok &
3 %7} WA ARG 2EALANE F28 94 Aol & & 2 THBuhmann & Ingenhoff,

SHEZA YR F7toln|A] dAe tdetA o] FolA ke, BAT BokdMe FE FEeu
o Ad= —‘?_]' st FA| AN AFE L ATHLeonard et al., 2002; Schatz & Levine, 2010; Vickers,
2004). s AAQ =7t WAL FAAA NN FFY ol E FXI8taU(Wang, 2006), =7F] HX|F Y5
TEE PTG E HolA AF7F o] FoA YTHVickers, 2004). 714 F7toln]| Ao Fa7 P
AMA ouA AL, S FAAAANA F7He AZENLE FAskE =7t £ sEAA E
4 AUTHNye, 2004).

AFUACIA FHolA FT7lelv| A= F2 FAZTUA AR vH o] FHl=, wtjo] ae} A
sl A7} o] Fo & $THGolan & Wanta, 2003; Wanta et al., 2004). PR G Yo A= =7}o|n|x] A
of gt #ale A eIATL & 5 A=H(Dyke & Verdie, 2009), L AFAES TH &Fo] vl
22 BEOA Z7}o]u]R|(Zhang & Cameron, 2003)2} & E(Kiousis & Wu, 2008)0l 82 G vzl

= Ae BAFAT T 70| m] A (Kunzik, 2003)$F =7 A (Wang, 2000 ¥l ¢Fst7] g+ 774
Aol kol that A7} o] FolAV|E ot FRb AASZE IAPRANA FAF =7to|n]A] <]
g4 MY ARES FASH FTtomA Ad 58S 93 2ES AA Y THBuhmann & Ingenhoff,
2015). °o]E2 ATE T3l FUIoIW|A 434d BEE AA Y=, o] BEA FrloluAE B4 Al
A dukAQl o w FAE =7kt =7t gk olsi#AAY] HERE 7|ed, A, HehE, A

rlo
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A ALE BT A 2102 Fojdn

B dAFoMe 7l ARG =7} A olgte Jidel 7Rkt A5 Ystuat ek ek
ClAIZEE o]w|X|(image), A (personality), ™HAJ(reputation), A A(identity)d} 7ro] =7folm]x]o] FA}
137 £85e &od sl F MY F& 7€ ZHdYs 74 A% THBuhmann &
Ingenhoff, 2015). &, =71 tf FAAQA 3 <14 of AFUAIHolg= F 7Y FE& M= 4
N 2ot FAEEH, A4 FTtolu A= IA Aol QlXolgk= ARl = WA, =7 WA
A Aol FAFUAelde bl L3t o] Ao =rtoluAlE £ =7t tiEk o= 359
FHA B E(subjective attitude)?] ¥FH =7} HAAL AukslE e} 93 FF HIHpublic estimation)g}
= zke]7h ek

=7F A 7l tig =o= E‘r%kf& Bl A o] FoIA SiTHYang, Shin, & Lee, 2008). 3 WA
Hilo] FFLu wokoltt. FFLue AFET oyt Z7bE tiEste Rt FA 5 =7FE oW
she AA7Y sje) 35S AFuA l AS v O A= tig s ARAE AsFoEn 9
WHAE SR =7 WA ATAA A ABAA A= FFEE Foiske uEsolt
(Brown, 2012; Cull, 2008). F-3-2|a& =7HERE ofuel Hizto] A7} Hof 93 A4S &8sk,
SElvetolA 7 gl Z8EI e ol 35 7We g & Zloltt ol &shv 7HAE 7wt

§j

o= st ZAe dxE olE e I £ZERYE utt B Staso] AZENSE

N

|

2|

of

Fone) AU BT AZENIE JTE GF ARGl B 5 ALE AAAT @ v &
TERYE BRA 27k 94 B o8 nPW £ Qonz 9T FF vhee Y F7te )

g5 & Agslior & o] ke 2o thiNye, 2004).

T A #do] EES FriHAY o ThAnhol, 2002, 2007). }FEEE H7W7} 7ol T
= A 559 229 HASE BesEw ) WS Sdstn BEser sty AT B ¢
TollMe FEue Aol =7F WA HeEkHola FAIAQ o] o]FolA gtk= Aol 7]
Shoj(abdol - 21389, 2020; Angell & Mordhorst, 2015; Schatz & Levine, 2010; Van Ham, 2008.) =7} X
o S FE 2ZERYH A4 EA K-POP AF| HZetaAt ik

WS o= Ao MY dojub= RO E WS Fo 3= HAE A A HHZJH R g
A 2% P9k AHs Tl B AruAeld AAE FEAKELA, 202D). “?E 3
AFFAZ A3 AAs WP 7 & F 7HA AR mYo] o] &3 FEA PSS {4
(Jenkins, 2006). B dAF9} ##Ao] HH K-POPL Y FEAZ A st HEL thafdl A
< &3 K-POP 2ERe} Foatgsin 157 3f 235 At 53] ARFN7|E9] T
Ul a3tz A HY it 7o E BaugelAd - $4A, 2013), o] HollA ;R Fa3 ARy

Aol AEQl L8rHod= HFY Fart vt F AP EAY UWOI = 2B 4%
T3 2vE A fHilo]l sk AA ABUES T AIES &83 HEH FEAES

<)

-

rEi e
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rul
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Bohsl7] WZo Thleung, Cheng, & Tse, 2017). HZol= 221 AFUE ] A3} thrpeo] o ¥
TS AEL PRESS AYAE 58 FFol B F el ALH7IE HTHHuchins & Tindall, 2016).

= N R, & dyede WY, TAH SR BTS e Adnto] o] &3t o7} =] =7h
B o FFE PIAA FotHuA tee ATEAS AU

AFEA 1. BTS Ao &A8r|to] o] &3} Foje o] =7} B o G v AUt
2) K-POP Ho| 440|C[0f O|&x &0 2|10 FAEH 2

2wt oje) Y vjAsh Beultels] 282 B
A Ak 53 anidels 1QlimiA e Ao e BANE 7S5
Uobrt B4 olgel o #4S A Wk U olojina ¥ & Uk

b ARE st Wrs ARUA A %Eol g

(¢}
Paslga, AR BEGo] AANTh BEPS Do 4Pen 5w BalE Fxdh

TolMe A8rHo] o] &3 Fofrt W] FAEA A FEFE WA Aozt FAE
TEAA 2A8nTo] M-S 3l I150] $A4se 2Etel tigk ARE A1, HA Aol
Foste 5 advdols A PSS At 7tudEdS ste ASE Uehgr] wEolthy
T FEE - EAA, 2019; HeS - AL - oA, 2020 &A2vHo] o= 24T e
Vs & EleE* B3 ekl ARYAoMolA ol 4 9tk B ATl BAsA =
2l FoPFo g AR, Mo 284 FoJdPFL AH|(consuming), 7] (contibuting)
(creating)®] A 7FA WP o2 YEPATHMuntnga et al, 2011). AR ®Bat oz} 7|3t
Ae 713 E AFste L48v|Hos WEAA "IEY ‘:”HE A AAReR A +

ok

oo %H
B
_|N_5
oot I 2 orfo g rlo

A 83} (Cestare & Ray, 2019, p. 11), ZENA B Sitte =78 Fr= A o) thLaughlin
MacDonald, 2010). ©] A A@r|to] Foj= —f—/\}ﬂ@ A FEE dSE F Je Y Wl

ol & 4 3tk
AR A BAE 19568 EER &9 w2 ruAel AT EARIE 4EAE AFelA g Ah
'O E(Horton & Wohl, 1956), A4 Faag-2 #8218 1=, AR e mH ol 3 Al
e BARL Bolud ofsia] AT HTOE AR A WA i ATE Tl
B FHOE olFod v, ATolt 9 UBFANHL s 2AvIHe Tox A4,
B nte, EQE Ao &l t3k A4 43AE-AT7E o] Fo{A AL QUTHChen, 2016; Daniel
et al., 2018; Vonderohe, 2016).
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—

A A e Ag FAE B FARE Jide R tRolA A vk ey 29 St A
H3tE Jidolgta TSt FARSA JEAE FAEA BAG Aol ot o] AHIY
(Dibble et. al., 2016; Hartmann, 2016). A3 A A5 228 m|t)o]E AH|ste EF0 mt)o] SAUE
of ek 82k §hgoll ARRE7] AR W, FAS| A AAlE AIFATE mio] &H] FXHER of
Ut &M 3wt AYES} FAgke A71AQ fidolth o3k T mEW FAEA dS
282 mTo] &M ke g ARMEE 540 ARE FAEE #A= WY o] 4AMlE oA wY
of A Elo] el wHEH FARSA AsAgo] Algto] Adel wEt FASA BAE vkE 4 Qo
zto] o] QlthSchmid & Klimme, 2011).

aAnto oA AFshs 71Ed 7lee B8l A o] 8A ol FAHE FASH BAE
E3F dFolxe BAY AFdo] $-A(friendship), ©]3(understanding), &Y Al(identification)?] Z1-& =<l
(Chung & Cho, 2017), Z=AMSZ 32| o3 A IA 73, & A8 A= Y
A LN, EAE, TN, 4, F5AE, oldl, 34, EUYSE T¥STHChung & Cho, 2017;
Parks & Floyd, 2005). £ AFollAe EAS|A BAC tigk 353 7dstel S4o] asitta 343
B0 27)19] FAbol| 7)Wkst LA}l K Tuchakinsky, 2010).

TR~ A5 B8 SAEE #AE FASEEH, 89 A AE Tk vk d
A A A 34 ARE PR AR AFE T8 SAEE WAE dold mto] a3E v
Nehe ohddk #A 73S 28 Qe ZoE Ut o] dTe AYe] 4248n o] o] &3

ERTN

o7k Tt BA o FFE VAL Ash Beste] ArITe] o] &3} FoIE 5 YT AAY
o oohgd WP TR 2Avicle] o] g3} Folt ITo] FHHE TN WAL IS v
4 5 gom, olgd AN WAL D] MR 2Eke] T W4 JFL M 5 YA

GotEaA ek ol te] ATFEAE =&

CBTS o] 2Arjo] o g3} e BTS ARl FAHY WAS 2 Bl )

AT g2 vTo ASEstal = BTS HOZ ojnlE HEZAEAFQ] Mechanical TurkE 0] 831
Fol= 28l HERAE IPsith A7 =W AFste BTS WEE oA x50 7%k



Tl - 0[F2 / K-POP HEI} ot=2| =7t Fd: O|=2| BTS ™ S &

1%

5

3k, wl= AR RS S A PFAE T3 FAth BTS #H HAEH “AlL BT S
Urkrel kA X3 kAl 2AIA A3

2020 12€ 259 HH 28U7HA] sYTE A HEZRAL] A& AR 79T A2 4
BAAE SHH SFAIRLl AUAA #e AHAE At ¥ 19589 HolHE HF &4
o7 At AT FAA T 9HG0.8%)°] HAolal, FofAte] Ht yol= 7 3745A(FRgE 3241)
2 9k 204 FE] 66M7HA BEEO] Utk QIF WMelo] 109HG5.9%FE 7 B T ¥leR
628(31.8%)01 Atk SBAF FE(1919, 97.9%)°] FEFUCZ AN ES 3t vk Fl9a, uS

P Uit £43389, 70.8%)°] THE AABATH (<E 1> FHXF).

B 1. ZAHERS] AR SASH £EN%) (N=195)
A 99 (50.8)
L
o4 96 (49.2)
20-29 74 (37.9)
30-39 68 (34.9)
ik

40-49 7 (3.6)
sod o]/ 45 (23.6)

IE v 1 (0.5)

1F ol 0 (0
AFFE 3t F5 32 (16.4)
& 138 (70.8)
gt E o] 24 (12.3)

A 3 (L)
24 2740 191 (97.9)
72 1.(05)
o 110 (56.4)

8|23y, g, 272

oS 85 (43.6)

ofml |7k ATigh me U2t AFR 18 9.2)
opx|o}A 62 (31.8)

ofaz gzt op |zt 6 3.1)

e stofo] AW T 7|E HHY A FR 0 (0)
el 109 (55.9)

71t 0 (0
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I

Fol 8%, Brsete] EAIS)H WA, Fe] #7} WA

=i
=
P A

dujtjo] o]g & BTS WUXHESI AR Y3 EZ} #E|stAY BTS W AU AA 5
12714 &4 11'401 AdE dup} B2 LEERE «ad "9} «78z gz =AY 12719 &
GEH

aryols 1 HSE AE, FRE BTS Al «iek Tv,” #Ho|2~E Holx], ELE Y {3 E
BTS A%, E9IE9] BTS 7iQl AE, d2etad, v a}o] dukxd, v golH 2~ A, F4 A
7H, dlolB, €&, 18a j¥zeltt. 7h go] RS AL frFH BTS Al “HETV R

SEA F F 134%67.7%7F 229 ATk 127) AR EFE BRSEE $HARE 7HG.6%)°
AT, BE SHAL Aol sht ol AHE TR SHIYL, Wi 347709 ARE L=

(2) BTS #¥A A4nto] 3o &5 (Engagement)
Schivinski$} Christodoulides (2016)7} AF83F Bale #d oz Qg =TS A FASte] BTS
#4 2AvYo] FAdS5S 43 TE BTS A AAv|to] #Fo&F2 “AH](consumption)” FHH 5

YT o
£ “7](contribution)” # 7E%}, “A|ZH(creation)” H

I 2. ‘U= 28 god AAE BTS AXNES 8=t “Ue= BTS #H L AE Sa=s
“Ui= BTS I X2®E AAG £89 $HAEE s J8X grbdA & 29714 53
AT ZE A3} THCronbach’s a= .87).

(3) BTS2 FAL3]E #A
Tuchakinsky(2010) 7} #|QHet EALS A BAE B Ao 2A AT SFAEE “FAF A=
(physical love)”, “A| A2 A (supportive friendship)”, “AFS]Z] 9-H(social friendship)”, “4Z Al#Hemotional
love)’, 502, §F 38L& ‘As oot Gtk g Ak 7tA sH HA=E AT
= BTIS7} &A1 o2 vjgzo|ty, U7} ek BISE 7Aooz gsittd 153 £ A& w
T Ao, “uve= BIS7F Wl X97F 2 ¢ dokal ARy, “BTSe WA SlojA ehddt =g 3

HYd ¢ o 52 283 &= 187802 =A 3N THCronbach’s a= .90).
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¢4) =9 =7} ¥4

=7} MAL Kang? Yang(2010)2] ZAHTE} Passow?} HBE (2005)0] Aot FEEL nHlglo R

A3tk =7 WY sheAS 28 A wiEr, <&efF oy, <A oy, <gugd g, <&
s} wgra “ARSE wjgro] Qo =4 Fi ‘U s Foldtr, “dha ol THE Folth,
“Pm A7 £2 ooy, “d=e & ¢ & 33 GAE AR TR Y

dolry, “p=e 22w AFdA AY e FALoIPE EHE % 2040 Bos 2R
(Cronbach’s a= .89).

N
S
G
)
2
%0,

TR ZAF = SPSS 25.03 AMOS 20.0 ZZIlo g BEAMsIc AR Zrixie] dutd EXy =

A Wl V|&ed EA= P, TFHAE A=Y =4 Hel 71 A#BAA|E Pearson’s correlation
coefficientE F3 B3P, ©|F AMOS 21.08 o] &35ty wi/fHSFE Eg mde BN B4

=
=
< 93 Tz wdo] AL HuAEtA S

Ql FrolAFH(x D), Bl L&A 43(Comparative Fit Index:

CFI), ¥4 A9 (Normed-fit index: NFI), 18] 37 =8 3}A]4x(Incremental Fit Index: IFDE &Q1s}$th

B AFoAe BIS #H 4
.]

arto] o]&3t BIS #d 2dvtjo] Fojd-go] =71 Al mA=
ZEskal, BTS W] SA8E AAI7F =71 %43
2

FFE of thgk BTS Mo AAdrm|tjo] o] &3} 3o
£ viisteA Lot ok ol2fd AFREFS AFe] S8, AR dele A HUED
o] FAAAE B FA AT

ATRgol AT Hr} A}, x2=3.664, df=82, GFIx= .92, NFIx= .90, [FI7} 932 Yehd, A72g
of AR=s AT el AAHUY. AT FadAe <& 2>9 2o
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PHEFHD SMU SME PSR CR
SMU 351 (2.580) 1
SME 4.17 (.492) 187%% 1
PSR 4.15 (.508) 170% 953 1
CR 413 (475) 194+ 7264+ 678%% 1

* p<l05, #* p<.01, *H* p<.001
SMU: social media use(A/AR|T]o] ©]&) SME: social media engagement(A/d1]T]o] Z+a]) PSR: parasocial relationship
(A8 A A, CR: country reputation(=7} T Ad)
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Abstract

K-POP fandom and Korea's national reputation:

An analysis on BTS fans in the U.S.

Soojin Kim
(Adjunct Professor, Division of Communication & Media, Ewha Womans University)

Hye Eun Lee”

(Professor, Division of Communication & Media, Ewha Womans University)

Objectives: This study aims to discover how the spread of K-POP and the diversification of the Korean Wave affects
Korea's national reputation. K-POP stars are diversifying their interactions with fandom by creating an online space to
consume various products and services related to their stars and engage in fan activities. Because of this, this study
aims to examine the relevance of K-POP to national reputation through a parasocial relationship with K-POP stars by

fandom forming a community and utilizing media.

Methods: An online survey was conducted in English using the Amazon survey company Mechanical Turk for BTS fans

living in the United States. A total of 195 people's data, excluding incomplete responses, were used for the analysis.

Results: It was found that BTS fans' social media participation activities themselves did not directly affect Korea's
national reputation. But the mediating effect of BTS fans' parasocial relationship was found. That is, BTS fans' social
media participation activities had a positive effect on their parasocial relationships with BTS which in turn had a
positive effect on their national reputation.

Conlusions: The use and participation of BTS fans in social media in Korea's national reputation has no significant
effect on itself, but it has been found that it affects the national reputation through forming parasocial relationships.
From the study results, the parasocial relationship of K-POP fans can be used as a strategic mechanism to enhance the

national image and Korea's national reputation.

Keywords: K-POP fandom, national reputation, parasocial relationship, public diplomacy, digital cultural public diplomacy
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