
Chapter 1 

Introduction 

1.1 Background of the Study 

South Korea has been spreading its “wave”, which is called 

“Korean wave”, since mid 1990’s (Shim, 2006). He said that at first, 

Korean wave expanded Korean contemporary culture and cultural 

products only in East Asia, but since late 1990’s, the “wave” has 

attacked Southeast Asia, such as Vietnam, Thailand, Malaysia, 

Singapore, and Indonesia. Moreover, it even starts to reach Europe 

and all over the world recently. This phenomenon, which is also 

called Hallyu (Korean version of the Korean wave, which refers to 

Korean television drama, films, and pop music), first appeared in 

Taiwan in 1999 and in the mainstream Japanese Newspaper, “Asahi 

Shimbun” in 2001 (Ogura, 2005, in Yasumoto, 2006). Korean wave 

or Hallyu can be described as the rapid expansion of the Korean 

contemporary culture and cultural products throughout East Asia 

since the mid-1990s (Chung, Young, and Seung, 2005). On the other 

hand, Ravina (2005), in Lee (2011), mentioned that the Korean wave 

refers to a surge in the international visibility of Korean culture, 

beginning in East Asia in the 1990s and continuing more recently in 

the United States, Latin America, the Middle East, and parts of 



Europe. Furthermore, the Korean wave is also recognized as an 

American pop culture in Korean style which is the combination of 

local and global culture (Miller, 2008). 

At the beginning stage of the mid-1990s, the factor behind the 

widely expanding of Korean pop culture is the big Korean companies 

like Samsung and LG which became sponsors of TV dramas (Cho, 

2005). It is stated that those companies distributed copies of Korean 

dramas to Asian countries for free in order to promote their products. 

The result was amazing; people are not only able to enjoy the 

dramas, but they are also able to find Korean stuff everywhere. 

According to Lee (2005), nowadays the range of Korean products is 

growing. It includes the increase of Korean tourism because of the 

films’ settings. Besides tourism, the exported Korean products have 

increased significantly because of Hallyu. Therefore, the government 

tried to apply media to convey Korean culture towards other 

countries as it was said that “The best marketing media is drama 

series” (Tada-amnuaychai, 2006). This statement was supported by 

Shim (2006), who stated that Korean exports, such as popular music, 

cinema, animation, food, cosmetics, fashion, and electronics has 

spread widely through East and Southeast Asia.  

Former studies showed that Korean wave has influenced the 

sales of Korean products in China, Japan, Vietnam, and Thailand. 

The influences are as follow:   



Affected 

Countries 

Influences toward Korean products 

China The country which has contributed around 70% of 

Korean products’ total revenues (Ramesh, 2005). 

Japan The demand by fans for Winter Sonata’s (one of Korean 

TV dramas) merchandises has created a great industry 

which gives 2.3 billion US dollars annually by 

producing clothing, accessories, jeweleries, stationery, 

magazines, books, DVDs and supports fan clubs. 

(Yasumoto, 2006). 

Vietnam Korean TV dramas also became popular in Vietnam 

especially in young Vietnamese and influenced their 

ways of living. Vietnamese youth tried to imitate Korean 

style by buying shoes, hats, clothes, hairstyle and 

cosmetics in order to look like their favorite stars. Also, 

there are several Korean stars who were acting as 

presenters of Korean brands to promote their products 

and customers in Vietnam (Nguyen, 2005). 

Thailand One of the Korean products that became popular is 

cosmetics as now there are many Korean cosmetics 

brands such as Missa, Laneige and Etude which use 

Korean stars as a presenters/models/spokesperson 



(Tada-amnuaychai, 2006). 

Table 1. The effects of Korean wave toward some Asian countries. 

 

Because of those phenomenons, the success of Korean wave 

definitely gives a great impact toward South Korea’s economic status. 

The Hallyu had contributed to 0.2% of its GDP with amount of $USD 

two billion in 2004 (Roll, 2006). In addition, many Korean brands in 

various kinds of products such as cosmetics, automobile, and so on 

are growing continually. The number of tourists travelled to South 

Korea, particularly in the shooting locations was estimated to be 

about 500,000 people in 2005. The revenue of Korean films from 

overseas box office had earned $USD 75 million in 2005 (Ramesh, 

2005). Along with those evidences, like what has happened in 

Vietnam and Thailand, Tada-amnuaychai (2006) argued that the 

Korean wave has an effect toward South Korea’s economic status by 

applying some Korean stars to be ambassadors or spokespersons to 

promote their products or brands, such as computer, mobile phones, 

cars, and any other electronic gadgets. So, he concluded that the 

success of Korean dramas derived from planning very well, applying 

marketing strategy in targeting audiences and the coordination 

between public and private sector in building and supporting the 

Korean wave. 



Nowadays, in Indonesia, most people can see that more and 

more Hallyu fans buy and use various Korean products. Logically, 

like what has happened in other Asian countries, the sales of Korean 

products in Indonesia should have been increasing because of 

Korean wave. Moreover, Tada-amnuaychai (2006) found that the 

fans of Korean drama have impressive perceptions towards Korea 

and its product, as their products are usually tied-in with the 

Korean TV Dramas, so generally most of them will consume these 

products and think that all of the products that made in South 

Korea are good. However, there are only few and limited studies 

which explore about the impacts of Korean wave in Indonesia. Most 

of them only analyze its impacts toward culture and lifestyles, but it 

is very hard to find studies which analyze Korean wave’s impacts in 

Indonesia. Therefore, this study is aimed to find out the impacts of 

Korean wave towards Indonesian people’s decisions to buy Korean 

products by applying the Theory of Planned Behavior (TPB). 

The theory of Planned Behavior (TPB) is an extension of the 

Theory of Reasoned Action (TRA) proposed by Ajzen (1991). As 

discussed by Liska (1984) and other researchers (Sheppard et al., 

1988), the theory of reasoned action cannot deal with behaviors that 

require resources, cooperation, and skills. In response to the 

criticism about the model, Ajzen (1985) proposed an adjusted model 

called “Theory of Planned Behavior.” The theory argues that an 



individual’s intention to perform a behavior is influenced by a 

combination of behavioral attitudes (i.e. a person’s beliefs about the 

desirability of behaviors); subjective norms (i.e. a person’s perceived 

relevance and importance of opinions of significant others); and 

behavioral control (i.e. a person’s sense of control over behavior) 

(Ajzen 1991). The TPB is widely used in empirical studies for the 

forecasting of human behavior (I. Ajzen, 1991; Mathieson, 1991; 

Sparks & Shepherd, 1992; Walker et al., 2006) and has received 

broad support in empirical studies of consumption and social 

psychology related literature (Ajzen, 1991; Ajzen & Driver, 1992; 

Ajzen & Madden, 1986; Taylor & Todd, 1995). In the case of 

behaviors that are difficult to perform, TPB has been proved to be 

more applicable than the TRA. In comparison with TRA, TPB adds 

perceived behavioural control (PBC) as a determinant of behavioural 

intention. In this paper, it is expected that the TPB, which by 

previous research successfully has been applied for the purpose of 

understanding consumer e-shopping behaviour (Hansen et al., 2004; 

Ramus and Nielsen, 2005; Wu, 2006), may be suitable to analyze 

the relationship between the Korean wave and Indonesian people’s 

decisions to buy Korean products.  

 

 

 



1.2 Statement of Problem 

 The researcher was eager to find out the impacts of Korean 

wave towards Indonesian people’s decisions to buy Korean products 

by applying the Theory of Planned Behavior (TPB). Whereas in other 

countries like China, Vietnam, Thailand, and Japan the sales of 

Korean products have been significantly increasing, this study would 

observe whether Indonesian people are also willing and finally decide 

to buy Korean products since the previous studies which analyzed it 

are still very limited.  

 

1.3 Research Question 

The major concern of this study is to answer these following 

questions: 

1. Do Indonesian people who understand about Korean wave 

and frequently see, listen, and look for any information about 

Korean products have more positive attitude towards Korean 

wave more than those who do not understand and frequently 

search everything about it? 

2. Do Indonesian people who have positive attitude towards 

Korean wave want to buy Korean products more than those 

who do not have positive attitude towards it? 



3. Are Indonesian people who understand about Korean wave 

and frequently see, listen, and look for any information about 

Korean products influenced to buy  Korean products by the 

important people in their lives more than those who do not 

understand and frequently search everything about it? 

4. Do Indonesian people who are influenced to buy Korean 

products by the important people in their lives want to buy 

Korean products more than those who are not influenced? 

5. Do Indonesian people who understand about Korean wave 

and frequently see, listen, and look for any information about 

Korean products have greater confidence that they are able to 

buy Korean wave more than those who do not understand 

and frequently search everything about it? 

6.  Do Indonesian people who have greater confidence that they 

are able to buy Korean wave want to buy Korean products 

more than those who have less confidence? 

7. Do Indonesian people who have greater confidence that they 

are able to buy Korean wave decide to buy Korean products 

more than those who have less confidence?  

8. Do Indonesian people who have greater resources (money, 

time, requisite information) have greater confidence that they 

are able to buy Korean products more than those who have 

less resources? 



9. Do Indonesian people who have greater resources (money, 

time, requisite information) decide to buy Korean products 

more than those who have less resources? 

10. Do Indonesian people who have stronger intentions to buy 

Korean products decide to buy Korean products more than 

those who have weaker intentions to buy it? 

1.4 Objective of the Study 

The goals of this study are: 

1. To find out whether Indonesian people who understand 

about Korean wave and frequently see, listen, and look for 

any information about Korean products have more positive 

attitude towards Korean wave more than those who do not 

understand and search for everything about it or not. 

2. To find out whether Indonesian people who have positive 

attitude towards Korean wave want to buy Korean products 

more than those who do not have positive attitude towards it 

or not. 

3. To find out whether Indonesian people who understand 

about Korean wave and frequently see, listen, and look for 

any information about Korean products are more influenced 

to buy Korean products by the important people in their lives 



more than those do not understand and search for 

everything about it or not. 

4. To find out whether Indonesian people who are influenced to 

buy Korean products by the important people in their lives 

want to buy Korean products more than those who are less 

influenced or not. 

5. To find out whether Indonesian people who understand 

about Korean wave and frequently see, listen, and look for 

any information about Korean products have greater 

confidence that they are able to buy Korean products more 

than those do not understand and search for everything 

about it or not.  

6. To find out whether Indonesian people who have greater 

confidence that they are able to buy Korean products want 

to buy Korean products more than those who have less 

confidence towards it or not. 

7. To find out whether Indonesian people who have confidence 

that they are able to buy Korean products decide to buy 

Korean products more than those who have less confidence 

towards it or not.  

8. To find out whether Indonesian people who have greater 

resources (money, time, requisite information) have greater 



confidence that they are able to buy Korean wave more than 

those who have less resources or not. 

9. To find out whether Indonesian people who have greater 

resources (money, time, requisite information) decide to buy 

Korean products more than those who have less resources or 

not. 

10. To find out whether Indonesian people who have stronger 

intentions to buy Korean products decide to buy Korean 

products more than those who have weaker intentions to 

buy it or not. 

 

1.5 Scope of the Study 

 This study focused on analyzing the effects of Korean wave 

towards Indonesian people’s decisions in buying Korean products 

by using the Theory of Planned Behavior (TPB) proposed by Azjen 

(1991). Korean wave involves Korean dramas, Korean music 

(songs), Korean singers (solo, boybands, girlbands), Korean 

actors/actreeses, and Korean food. On the other hand, the Korean 

products which will be analized in this study are: CD/DVD 

(Korean songs and Korean TV dramas), Korean accessories and 

cosmetics, Korean clothes (fashion), Korean merchandises 

(posters, booklets, magazines), and Korean food. Because Korean 



wave attacks not only teenagers, the respondents of this study 

involved teenagers and adults (12-40 years old). 

 To avoid discussions from being too broad, this study does 

not analyze Korean products which have been popular before 

Korean wave invasion, such as electronics products (Samsung, LG) 

and cars (Hyundai, KIA, Daewoo).   

 




