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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
B2 Kol (Mulligan, 2015), A|AARNA 1 %
FES HojEth E9], $79 17t 97 AFS
Zot AgS A A, AAY BAED 2
= AA| 9 Al EFt, w2 AYES
o]l 9Jth(He, Ling, & Li, 2013; Sun, 2015). 3] =}
offtE-Z 9%t QE T E Tt &H] EokE A AT}
= 59 A (vanity) 4H] EofolA= Ad 59 &<t
15.6%9] =2 HA5S 712353 9h(Kuo, 2015).
ol¢} Z2 A2 A HHAH 7A=olA F=o] Wi
ufE ARl AU HojETh

Al v S AGA= S HAAF
oA gt BT S5 £H|ARE0] 3 E 3=A]
Fol dhisto] Blud =ojAQl F7HE Hol= A%
QJOH(Kim & Park, 2004; Lim, Lee, & Kim, 2013),
F= AHAEY = Ao et T2 28]
uj 9 gk g PO R o]ofX|1L ik Fa 4H]
XF—«I S Al Foll et 2ojAQl Bk 90 o]
A4E R JaFo] EATTE. olof ths w2
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’}}&6} Aogx &
% Sty

55 AvlAe] gL

= H oy rlo

I-EO{N

-lol

r.
0l

k5ol gt A4y ?ﬂ‘—rL Sﬂﬁ_‘%ﬂi, 1%
NAE 3 TVE e} 94% Tavael B g

SUAZ gt 321 olw|A] F/dol FF= v
k= A Hoj&t(Jun & Zhang, 2012; Yoo, 2007).
2= 3% 4v4Ee 4R Copl waw o

7:

- o3 33

B3t T 28 9 AlEol e ARl AE2
o] gt o|m|A] FAgo| FFE A =HH, FA
oju| A= gt A|lEF H BT thgt oA &2
A= Aol &= % ﬂH LE EE RS
ol IE AAH aHE Hole A —TL—
mg HFH(Kim & Ahn, 2012), 3 AH|A
287} =7} o]H]|R] B SR ﬂrﬁ‘ﬁ &l
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)°] J3F= utA
A} wEhA TVERHE 573R1E9] A4 oJu| A& o}
Y}, SAR1ES g o 7l Ag7Fol ¥ = o
AA == fAAES 28R o|n|A|e} A B}
F Zlolth. &, = St AP0 & Qg T 4|
AE0] b= g AdAEol gt BiE B9 Aol
Eefuto]] 54T JAEE0l et AAA E= 7R
of that 14]of whgt ¥hgo] UZ ZolH, 5 QA&
of Thgt QI gh=elo] gt Hrlol=E FIFe &
o S Aol oo & A= T AHAEY T
= Egjut AJ%o] g s A Eol et Bl Pl
H|2= JFel it 2EES =ol7] flste, S+
2HZEY AYH AR F = EErte] 54
A& 9 2 =Hlof| thgt Q1419 AES Lot 1zt
Skt

o
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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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g U= Ad F shta & 4 9l

25) ARASS 97 TVERE B3 1 48]

ofet cheret Ab8) Ak} ol2 o) T choke 2

|ZAEE A T 4 2™ (Xu, 2007), Etat

= RS 9% 4o] g sl 2 AT o
Al ®th(Jiang & Leung, 2012).

3 Sejulo] ot AT B, 9 Sl A

S vigro g ofgrhe AAE el oSl
ATET T AMA AdETh= HAE AgS 53
2794 B doithe 542 BaltChoi, Lim, &
Meng, 2012; Jiang & Leung, 2012; Kim et al., 2009).
W st ot 54 FHe 45 o155
A &3] 3Hs oY, =2ts B9 ddiA
]l sto]ZAeRdo] diet Az IFA7I= H ol&
E7|= Stc}(Jiang & Leung, 2012).

23 AvAEe] Aol 4o e Seio) 2]
52 2, fAAgHols o Mrgo] gl A%
A=olA 3= =ftuks ARRlEke] =72 ol EHE 4
&S #AS 4 Qltd(Jiang & Leung, 2012). =, 5=
MRS = TVESURE F5to] @ w4, 9f
= B8}, B 9% ol xartde 1EEUSL 4
4TS AsitE, o] AL Bolod Alsle) o
FAAST A0 APAL Bl A4 QAE
£ d1A} 5t= A EQAtt(iang & Leung, 2012;
Xu, 2007).

[¢]

2. Attitudes toward Korean fashion products

Bl 7lQlo]l 54 ti4doll thste] 7Rl e
2 oz AAY FFL ST 4 Uk FRA
T2 AAEAoH, B2 APAToA
A th(Bagozzi, 1981; Petty & Cacioppo, 1981). =,
vz} 7jQlo] B4 AlE Ex H:To| tigt 593
Aol #2545 I AFY BEHE ) B 3
A FHYPE 59 GBI P52z olojd TsAdo
EoHAA €t

= o AAIEC] et B AR}
HAAE] diste] 7HA= ARkl 3%
AR A= = 2HAEY = TvEHt
S AlEl et 37842l Bk FAo] FF=
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 =,
AFFEL RHEHo R wad iAo diste] 34
9] o]u]x]E 7}A]A| E™(van Reijmersdal, Neijens, &
Smit, 2007), O|FA =EH AFZ 1 AFl et ¢
< = HE7F FAET] Holghe AvAHER o
= &5 “AAA s, 2921 o]u]x] g
S F7 Fch(Hekkert, Thurgood, & Whitfield,
2013).

TVEZih= I48ES
of AIFAEONA Bt Zssta A HIgith wet
A TVERZHEE &3t Al &2 FIFEE 5t
= 2ot o :rLXﬂZ—iO] Add Tz AE FuE
g 4 Q1A stk (Karrh, McKee, & Pardun, 2003). TV
Tefto] EH S fAAES v, SARIE 9
AR w2t &F, SHUE Sﬂrﬂ‘ﬂ 4 —411-7} A
g E]o] AR A AAHEZ, AFAEAAE =
g AFo] QAL T A4 anE EE} A
AYstA AlZgARe] mE|<&o] FollAl Eth(Busselle &
Shrum, 2003; Shrum & O'Guinn, 1993). £3] oA A
Zo e} 2olze] 4% 9 oA BeAgo] ok,
Tajupol] 7Hg gol kEEHE A 5 StUEA =2
up A1 Rlkof JFS A Hok(Jun & Zhang, 2012).
o2hA], el =8 7102 (Zajone, 1968, 2001) I Al
Y AL(Hekkert et al., 2013; Jun & Zhang, 2012)5
H]—El—oi 1:} jq. 71—0 _,,};H KX 7]-;<4 3 A 011;}. 5_1—5'1-
TvVEZto]| ¥IHEHA LEE e AHALSE &
U B U A4 £ej9 ) sl A7
o] g Aolv, ol B WA A5 I A

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

Nl

o e T
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HI: 95 TVEdnh A48 53 Auase o5
A E her el He] FFL vA Aol

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} £
AT LAl RS Wt AFUACNA ofE

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 7HAHE HRe thFet EACNA AT
+ 7119 2] F7lo|th(Rogers, 2005). TVE=HE
9] FAIEC] ek WS wjA|o|A HoiA= 5%
AEEY ABH &4 4 AEFYE B34 “AA=
7H o] 91571 E Zoltt. &, TVEFHHE B3t A
FUAIAoA S5 AHIAES 545hs ads
of oAl 2x & 7R disiA JAAE T Aol

w2 oox

i

AFEL AFoHLAF sk ARUA A A=
= oA fAMdel =2 &
gFo] Q1o m(Rogers, 2005), Azt
H fAMgol 248 AR & B3t LA FHol A
FryAleldo] Hoh gitstA £3Eal, JHO| Wi
& g% 9] o]Folx= FFo] UthMakela, Kalla,
& Piekkari, 2007; McCrosky, Richmond, & Daly,
1975). &, =t TVEE g B9 &gt ARUA-]
A9 AR F SRl AFFS S5 AFAE0] 7
< =2t SARIERS] A BATE A2 Ao
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
9T % itk ESol, Bedas o] E(Zajonc,
1968, 2001)0] TFE R, WHEE w2 tloto] AlTE

&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] oAl 7ile] 7HA]
£ Aol €29 FAloIth wRlolmAlE B4 =
7hol gt A< ofu] x|l =7} o|u|XE P45t
= SIYQ4AE F sluo|th(Laroche, Papadopoulos,
Heslop, & Mourali, 2005; Yoo, 2007). A1d§ d-tof wh
29, OE 5t9] 82150 Hlste] =vlo]u]x]|7} 53
g =7 Aol gt A= 7 AE H7te] f9gt
J3ke uAtkShin & Kim, 2007). o] & =7}o]
Z9lo] ofu] A7} 4% 1 FYSo] WE AE Bo
Aol Q= AFol gt Brtol| IS ot 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]
Aoz 73, o] gt A4 HE 4 PFY
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
Ue T EEpte] AR = AIYAE stofg B4
JAES AgatH, Gl 42 7o) £4 37|k gt
(Kim et al.,, 2009). #qt olyd}, dEqio|2
(Zajonc, 1968, 2001)0] WEH, HHE o] &0 &
ARAES BT s et A&7t F716HA
=1, o= A¥kAQl k=t =4l o|u|x] Aol FF

2 m)3 Zoltt.

Ha: 9 TVERL AHE 53 AR50 9
=l ojulHjo] H(+e] I A Rolch,

5. Effects of perceived similarity on people image
AL S o] Z(similarity-attraction theory)ol] 2|5}
, AR 29§ ARlA Wigs =713 £
R 28e L7174 EckByme, 1971). ol A%
Bolst §A Aol B1E LA e
o] Q17] w&o|th(Choi et al., 2012). F-AF-1jE
o]Zo] AAH o]F H2 AF AEo] Aol o
S R T= 7RO i3t A ZE fAR ] #E5
2 0] et 5959l Bz olojAk: A Hol
FRtH(Davis & Silk, 1972; Evans, 1963). 5 A5
A= AHAL n77F D Aol diste] =
7 RARE ABH E4E ARoR AE: 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] %t = AHAEA e @okthEe &

1)

[¢]
-
ol

oM,
% rlo

_é-—]_:—LIL Eﬂﬁxﬂ% EHE ﬁ‘g/\éoﬂ U] ‘].“—f Og‘c’;‘c}: E‘Q—E—i}ﬁ—?

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
29 ojulAe] (e FFS v Holek

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, &
# 9 s GloiA o] SAREES ATige Bt
7 olsg 4= A= ZAE ATsto] e ARES
H| 23 A= olsfishs H =e2 A H7] weol
o T &F0NA A Z4E FAMEES aHAREES] A
FUACld &2 £, 4HA HE 40 ¥
O ZA H Aol FulggolA LHAEY A
H FAMEY dFe w2 AR AAEAT WA,
BaAFolA Fardne] A7E FAMIS F3L
IS ST AS Bk &, 2d1 &
ATt AL O 330 B AE] gigh 7]9jo]
£, ol 1133 B AlE] it 29F2 Hx
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

7%‘% FLHLHF’J} 0}— Higog ?ﬂéﬂ% Zlolc}
(Hoffner & Buchanan, 2005). 9]& 4 =
A EL 284S Prsts ol HAE &
dol ' TARA FEA] HAH x1 Tl Z8.%
A5+-S 5}31(Buckley, 1983), H|i& HA mutat 4

=

N
)
>,

npoz BaRel Fog B4 Wrk 1;"4
494 B4 % X Hato] =
AP obulek, el oie xma 2
T G F= AR EoI BA=
37t G = Aolth. kA, 3 Al
So| TVERRLE AYSEA SR ABEL §
At mA%4E SAEY Aude 47 B4
A%l ko] ZHel WS T Ao

_l

_4

o%
flo 10

Noox
-0,

=

% O do ox 30 4
RN SRR
5

o,

H7: 5% AuAE0] AZE du fAL
2AFN et =0l F)2) FFL 01 Zole.

H: 55 AHAEO] AzkE AN fAL T
2AFN et ol B FFL v1F Zole.

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

- ol 37

§7% 0|28 Wigos 4RT 4 Utk olF
o=, gh=of gt =7tolw| |7} g s A F o
S Hi=of - Al FFE A Aol AT 5
Atk

=HloluA] = F7telnAE P45t F2 28U T
SIUEA], sid=7te] Aol digt B7tel E3] 583t
g stth(Ha & Hwang, 2014; Shin & Kim, 2007).
Shin and Kim(2007)o| A& =719 FAA|A o]u]|x] &
BAA olu| A& AlFel Het QAo FoJRt dF=
v|3|A] Qe e, FelojulAlE & A% o
o fold APS UL A0E et FAA
oz Fuloln AL ¥ ARl gt A=E FolT,
A4ES PP 2318 HolRolt =, 95 A
wol &Y, 444, BR4E, 1%, Wl Soa
48 o= Tl A% 8% Aol BEA
U, 9 A uE Aol ga Bl Jue

o2& Aok, FHt wjAAE] gt AP Aol 4
L, 23 260 4T FUES R0l Hol
Yot LGS 9 fdR g g 20)%9l of

HAg BYoH, 3 FREC WESE] 1 ¥
Sty LASE B AZe] Kot IFAYL
o] kil B7HsHithHa & Hwang, 2014). 2E
Aoz, 9 FUEC ot ol N7t £24E T
S AE ek WAt ok AE HolRalc
AYATE vitom 33 SlojuA: B A
AE] e o] APA AFS 1 Aojehe
Hae AT % ek

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

. Methods

1. A proposed model

B a7l 33 20250 9= Sehl AgoR
A Azt AT GAMT Fylolux] L
olz gt = WAA|EFNY HE=E dgstaAl o
At B o2 HPATE B A= Seju} A
3 A, AzrE 9w fAH, AztE 7H fAH,
HolmA] 9 gt= i AAFN Y Bl= 7Ho] JTF oA
£ 43| Yol g AAstgom, ol vgko
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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 BRon 2galac A28 9% fA4 L 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) ¥ sf A Fol gt B (Han, 1989; Oyunkhuu
& Park, 2015)= APATFE v o= € &3l
3t 9] LS B 74 Likert L2 24519t

3. Data collection and sample characteristics

2 AoA AN ATEY @ e 4584
5t7] fIste] AR AERARE AAISHIH FA1H
o 33 A4 HUS BAT 5T AYRA A4
£ olg3lo] HBLZZWH S olg3to] Letel 4
2 AXstgch. AT 3 Sefot U oA
g B Ho| Q= FI AF 20t 2HAE A3t
ARAL WA 922 34E § IF0] 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 Moo

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]
AL 719 THE 5)(15.8%), B2 (4.7%), A4k
2](4.4%), ABA(3.5%), 71Bt A U(2.5%), F50.9%)
9] £AZ Yetydth €87 A52 250099 o4
5,000919F w|gktar ©5t SR H]&0| 33.4%= 7}
A =otom 1 T2 o= 500099k o4 10,0009t
117H30.0%), 2,5009]Qt T1¥H20.5%), 10,0009IQt ©]
A} 15,000919F 1]9H(10.4%), 15,0009]QF ©]4F 20,000
Qlot u|TH(4.1%), 30,0009]<t ©]43(0.9%), 20,000t
o] 25,00091%t B]TH(0.6%)9] o= LB

IV. Data Analyses and Results

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

H7
1Y Attitude
Komiz; 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
A7k 9w AL, 2|7 7] SAMY, BRlolal A
= AAEel gt "= A HRt A=
= (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
AF &= 76 oldele, 2+ g7l digt a2l
nelgre EAHoR fofsiu, 65 ooz et
THEAS HoF=th B3 (Table 2)0f4] H%o],

<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

A3l SEME HAlgt A
I RIHAEE £ e £E0E YT
=208.75, df=81, p<.001, CMIN/df=2.58, TLI=.92, CFI=
94, RMSEA=07). A2l tigt A5 2= (Fig.
)4 & 4 Slth
HI, H2, H3 9 H4E 3= AHAE9] = =eit
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]
A= FAFS Dot Aot £4 A, F= &
HIZHS 9] Skt =etuh AR gk sjAAEo] it
2 (8=.16, =5.54, p<.001), A= Q& GA(p=

A

17
I

Construct Item pd- 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 / h .
appearance R Size than T am / hNg 65 11.47 76 51| 76
L. = 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



40 3 2UAEY 42 TVEE AFo] B WAAE B GOl WAL IF  BARSNAT
<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 47(6.33)*** A"“"r‘jf
. towards
NEposure Tmage 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, o

11, £3.60, p<.001), AZ=E 712 SAM(=12, =
4.11, p<.001) L sI= =710 st o|u]R|(B=.06, =
243, p<.05)°] 2% F2J3t JFL vjAE AL Ho]
m, % Sehuh Yo Yt BEE BE ML
H2, H3, H4)& AR5}t =, st= =ahat A|AFF
o] ZHA5E 33 AuAEY AT AR o
sfo] Kt 3979 HES Holtk= AL Uehith
E @ Seul A G| ZAASE FF 2u%
o 33 Sehulo] S5k BRAST omant
ofet, 7He] YoIHE fAIHL LAl A &
% 9tk Bgo] @ Sejuh AlY9 7k Uury
o] = =710 st 59121 oju]x] FAJof AAHZH
Jl ¥F= vAE AZ EAFEH Yoo(2007)2] 7]
A Rt Edbut AR SRRlEl] Sl dist o
g E olulA Bl SHAR] I == Ae
Hol3oled, # A7 = St 55 =2t
SAUEE oy, T=lof Higt A & on|A] 3

il

=

=

p<.001. n.s=not significant

ol Y Tt
olu]z] F Apgol tgt o
Ho|Fltt. ojet 22
S5 gl disiA F=ehsS
sHA "ote delEa 7 o]%(ZaJonc, 1968, 2001)
< A A5k, o] o]Zo] TV WiAE B3 Hol= B
std9] ol mixE Fggo] dafiAE e 5= 9l
& HoFd

H59} Ho= S AH|[AHEC] Egfuto] Aoh=
SIS o E 7hR]of] QlojA] fAlsITEAL 7
£ A=t =Rl gt oju] Ao v FFE B
7Fot= Zoldth. 454, S+ AHIAEY A72t"
Qi S AFA(8=.20, =337, p<.001)T} x| Z+E 7}x] &
AMS(B=51, =7.18, p<.001)Z B5F Sk =Hlof] o
gk om o] F9gt FFE v[A= A= UET
ol2fgt Ait= g TVEEulo| 54 JAEE
tisto] A zbE fARgo] gk = lof| gl o]m|%] g

—5—1__
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Fe o= A Hojzoh 7AH

Aol 2491 9
o el 298 oisk e e £449 X
Zo] wE o3t 4FL WAL AL RelF

ol 57 7k 20 e, BESE 32, e 5

< Bz £XHog Brlsti o]u|x|Ql 2yl o]u]X]
B4 oA %74]7]' 01 o]t tglu} =202 9]
34 M o 9a}Ao] B Hke ulA
e AL HojEoh 19} 2o A= 14 o2 F
3htQl GARTE o] 2(Byme, 1971)& A|A|5HH, o]
o]Zo] TV WXl & B3t F7Ixt AFUA A @4
= H8HE HAFET
23 Av|AEo] Nzl Eahut SARIEETHO]
o 9 71X QAN Aws} sk mj A Zo] st
Bl =0 m] A& JFol w5t H7 Heoll st AE 2
o Azt AR fAHIR T shaAEe] et
Lol 893t ATF(B=14, =2.08, p<.05)S FT= A
& BAsAoY, AZ4E 7RRAMe] mAE §9
o JFF2 WASHA FotAch webA HTS AEE S
Oou}, H8L 7|2 Siet. foj3t At UEhd o
LAl R = AH|RISo| 3k Sabut S&F
AETY] QPgHoz JAITY LASE gt o
"“ﬂ%"ﬂ st} Hr} 50129 s 7HX 1 Uk
BojZoh AR S AR Eol gt Brto]

OI

l

ol

%31‘8"7‘]'-4 AR EA mBA Fojd S QA
f9lo] Fa3k1, A Ee] Zgtet duhit o
L= X7} 293 g9lo] =t} uabA], 2 AH|A
o] 3= talulE AHYSIEA SHANBET F3
So] 9FgHog GAasitiy Ly AL
A Z] st Bl FAo Aot 9FS = 5+ A
t 2g BolErh s A4" 7] §AbE
ogt e u|x|A| FEFPo|, o]g} 7o An

ot
<,

150 et GA AZA] ABS] Thorgl 4
HQl EAo] 7HX|9} 22 7H A BFHET 5
AEl gt = Bl o et
S HojEoh A3 Ao digt 7}
, HAAES E44 fAAEA o
H QA 7H AgHEE AR
491& 9} AEol olgele A7 b F8% 8
% 9 Zolth sHAEh £ AFolAe HA ¢
Az ot e 5.140]—7(] oromag o
At A B2 EA0) ZIletch By

i
::l

my B oot 9 o of O o off Jo &L & o mln i)
o
ol

r]o r]ru me

SRA - P ad

- o3l a1

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 HOE= AAEHUY &, S5 aHAREC] T4l
disiA 2ojHor Hrldes St fAAES B
o 3440 g Hrlshs ACRE Yyt o] 2=
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 o
AA ol st B FAhoe 1 vt =w] gk
01”17\]7} 8% goS Ftte AL HoFdrh 2
= 7HEol tigk A5 23 8°F2 (Table 3)0A4 A
Al5FAT

V. Conclusion and Discussion

£ ATE 200 FF L0145 95 St A3
o] @ WHAF that ezl v A= FFol o)
A goluug SHoH, 33 2u4F0] Setls
B9 SHARET Y5k ARUA ] Bl
A o] L BekuAt Shrk. B AT A
L ATRge 2 33 265 Seu A3
o ME I FF AvI4E] SHABE
o L7l fAMgo] vAE GO THHYU £
ool A3l e G Pendadt ol of
goto] st shgom, 3 gl A2
She RACl IHE G SARuEolES o8l
of ekt ssict

ATARE R et Pk WA, B =
eot A3Fo] 5o1I4E AR G4, BF
oA, % WAAE] et el BrhE B
& 5 e EF FF Au)AEo] I Seh
S4AEET 9B © sHHe] vt 17
= Qb A% =] Hhete] TolHel rhE S

rlo

4 1o mlo
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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

o StAE, = s dAIEe] St Hieole A4d 718 Wole d7EY § $28F 4 Urh(Oberecker
R FAMIRE Foltt g HEHR e, 7HA] fA & Diamantorpoulous, 2011). °f°f & A= E&nt

Ho) A GolstA Qkth mhAToR, @ FE AN B3 AvuAEo] A4S 9m $444 2
of Tt olm AL B MAABO] AAAL AFS  AX BAY AL AL, A2 §AE 3
e & & otk oo Aue Eoiz hed  Esb Ak ARl tiet ofulx] 2 Sk AR B
e A% 9 AN AN & Utk det HEel A4H9 A wATHe AL HolE

A, @ St Aggo] A2E SA, o

ﬁJ

oK, §ARTY o2 XAtk S Az

=7 oju|R] 9 3= sjAAF HX= AFHAA F FFS F= ISt 8 4EMcCroskey et al., 1975)
FE GekeEa2Y oS AXYS HojEh £, & FoA 2 AFollM= B FAMIE ofyzt, 714
gt LeEgo] S7IeHEA SAQIE] iR AZR FAMdo] =4l ofm| Ao Fot FFE HA = AZ B
ofuzt, kAl gh=elof thgt ojw|#] & s HAF o=tk S AHAENA TVEZ] SAE
of tigt o9l Hx JA| F7RHE A5 #HS & S°] Yot vtk 7S skaL, &84 94 9 Bl
o gelstelon, o] A= ThF £35F Fdl=9 tf < tsk= HiE 5°] fAfStthE =245 =t A
o g adE el AATE 1 9 A St Zh=710] dut wRlEo] diste] Hot -2-’]}4 Q1 ou
Ak A g2 = 71dEC] AlF olWA Al % A BE%HE Ae & ¢ Atk ol SHUECA
ol5 Bt AAA AIE 7|, g AN HHAl ot T e e BAA i%h’z} 53
B $HOR o] gstal YA, £ A= AEYE H oAl AdE e 2ot 2Rl iRt APA+
BoE TRIEEY 54 ‘3‘4 AA A1 go]AERY o AA|ZFeh(Ryu, 2013). S22 & %%6}"1& AF
= W HojRe Tepmie 22 23t Edlx A A 3|&of A o] Aol mlasiA ZjQlA )AL ZAl
F He 2 53l BAA adE Vi 5 U= Zo|ZAEY-E Fot= @A 200 AHAENAR
Holgoh QUEo] et ofu]x] HrloA Aol 7]'i]i]f°] %

A, & A7 APAFoA FEFA FEQ [sithe Holth WA, S5 AHAES 950l &
e EFukE BIRS jHRT ]’ A& Bkl vA= B = WA 7192 B &HRS] ZER| EH°]’ o|3f
& HFollA 4vAES] WA wEgof it FAET 7F Zasta, mAY AFYA oA ol F wHFH

g z7)ela} sl olAY 4 #4 Ex AE o ¥ Aot

of that Auld WA L /IHE o)k AMAE AR, FF 2HAEL Setl SHABSC] B
o A wheo] e olsl e AuA WEO 5 AZE 9 $AHo] 2S4S B MAAES o
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3 G2 =S HofF3ln ol A4E R &

Aol S ABAEANA FYAE A (heuristic
cue)2 °]-§d & QUth= AL HojEth AHAES
Eﬂxﬂﬁoﬂ iste] HeE 24T o AEY 54, B
A, 744, Fo, JE T B2 3AE BN Hx
£ 245 Eve 7|8 22 BT fEaY ©

A7F 2A Zrgste] AR B Aol AR oR
Zr8-5}7] wEo|t}(Chaiken & Maheswaran, 1994).
olh 2O WL BAH A ML b ATE 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
’ﬁﬂoﬂ/ﬂ AEFS 42 AU SJAEET A
H|wste] o] FEo] fAMgo] B E o Heh ©
O]l A|Fo] Het B7IE oJojAl= ALE ol
- Atk
JA, S5 2HIAEY] o= flAAEo] et e
= =Hloju|R|of oJsf 7Fet e Weths Bt
= Rlo] thgt o|w| x| 7F AAA 7HX| 9 T =,
= BAIA 588 4= AS Holgt S,
2 A9 23 =9 gt olm A= AlF HE
B0 S8 AFPQRlo|ng wiAY ARYA A
oA &8st £ Qe 93 24YLS PRI
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] &

_l

==

o

—_

- o3l 43

e

AE & 5 Ytk FF gFS AEFolAY At
FFY Aol vl EE A7t QT Aot

oo AE EUE I3 AH(ES SEute
Bl SARJNES A =g A Zota, ot
o] digh oJsiE s, o] Bl HAAES &
2 AFAE g HeE 8T A g+
Atk &, S+ Nﬂlx}—~ TV WA & 53l 54AE
£ ARYAIAE oL, olE EUE =l ¥
=t AlEo] disiA 1147}— gota g 4 Qlek o
o] AAY aIE N&EHO=E FAH] YAME F
AR ofEl, ]l ARYAHAE Bl
AHIAEC] =etut Ao gt ohget AEF whe
of tigt ojaf7} Ag=]ojok Holct.

B d3E o2y 22 AHES Ay glomg
B 3 A3E 4T o msfol & Aol HA
;é—l] jui] 6(}6 oq;[‘LE-'. _(Hﬁ]— xﬂ 0 1:}031,} 71—1;} i%zz]]
£ ATE HOYREFEHS AHESHE, AF Ay
< 200hS SRSt onE, HA| AuA APoR
gutslote die FE7F S 4 Stk 535 FHst
£ 3 A A AHAES Tkt Ao whet Ab
S| 7314 Wi, =2ht ASw, 2314 744, 34 o
A BHE w2 AL 5 FQ PS4 Ao|gt
HsE HY 5 °% Aoltt. wetA, FF A+ H
1= £ djste] Bt Jugt d7E
a7 JE Aol

=4, & A7 = AR AeE

O,

l'l

ru°1'

=7437] 9

Y A
2 ]EHHH , Bl A1 AR 5

& ol Aol o] Liet

ERi: aolu} ctet, olsk 28 Sk A3t
7 AstAY, HrE] 9L

24 ool e 4via
LI} 5/‘}6‘ &42 ofjuz 7jel 4wl A%t

fﬂ AT Selstol denfe SuAE) 17

om Jorch. w0l A 208 LsAEe] A
£ R9XE PAHOR & 47b gick whE Ak
slo] weh AslEstd o FWsHs ASlolA A
o] AATL AR AolalA eRE 4 9o



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]
et AuAEe] 7R 3 Y SAE ol ¢
AT SFAEE, 2 Aol As A HQE Aol AEEHA|
getenz, FF AQd Aolg ity Hot A
AA A77F 7FsE Aol
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