
Chapter 2 

Review of Literature 

 

2.1 Theoretical Framework: The Theory of Planned Behavior 

Francis, et.al.,(2004) explained that theory of planned behavior 

is a theory which predict whether a person intends to do something. 

It is said that to analyze it, we need to know: (1) Whether the person 

is in favor of doing it („attitude‟), (2) How much the person feels social 

pressure to do it („subjective norm‟), and (3) Whether the person feels 

in control of the action in question („perceived behavioral control‟). 

The Theory of Planned Behavior proposes a model about how human 

action is guided and predicts the occurrence of a specific behavior 

provided that the behavior is intentional (Ajzen, 1991). The model is 

depicted in Figure 1. 

 

 

 

 

 

 

 

 

Figure 1. The Theory of Planned Behavior (Ajzen, 2006) 
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Here are the explanations of each variable: 

2.1.1  Korean wave 

 “Hallyu” or the term  of  “Korean wave” is  used for describing  

the popularity of Korean popular culture  (K-popped, 2007).  People 

are influenced by the Korean  pop  culture which became a  

phenomenon  that  spread out in other Asian countries such as 

China, Hong Kong, Taiwan, Singapore, Japan, the Philippines, 

Thailand, and Indonesia. They widely watch Korean TV Dramas, 

movies and listen to their pop music. As a matters of fact, these 

media factors are the beginning of an overwhelming so-called  

Korean Wave and the consequences of these factors have turned out 

to be  superb as people who perceive these media products are also 

willing to spend their money for buying products that are used in 

the TV dramas or presented by their favorite actors  or singers, for 

instance, cosmetics, mobile phones, merchandises, etc  in 

pursuance of getting  close or even being  able to  look  like their 

favorite actors or actresses. Moreover, people are taking further 

steps by being interested to eat Korean cuisine and  traveling to 

South Korea especially visiting the places where the famous Korean 

TV dramas or movies shooting and this later became the norm for a 

Korean fanatic. (Huang, 2009) 

 A study held by Lita and Cho (2012) investigated about the 

impact of the media on the export of the Korean wave to other 



cultures, specifically in Indonesia and they attempted to analyze the 

acceptance of Korean culture and products through the effects of  

hallyu. They stated that the indicators of Korean wave are:  

- Awareness  

- Knowledge 

- Understanding 

- Perception 

- Feeling (passion)  

- Frequency 

 However, to make it less complex and avoid any multi-

dimensional effects with other variables, there would be some 

adaptation in this study‟s questionnaire. Since awareness, 

knowledge, and understanding are in line, this study would only use  

“understanding” as the main indicator. Besides that, perception and 

feeling (passion) have been included in Attitude variable. Therefore, 

the indicators used to develop in the measurements of the 

questionnaire are only understanding and frequency.  

  

2.1.2  Attitude  

 Attitude toward a behavior is the degree to which performance 

of the behavior is positively or negatively valued (Ajzen, 1991). Later 

on, in 2006 he stated that attitude toward the behaviour can be 

defined as „a person‟s overall evaluation of performing the behaviour 



in question‟ (p.5). Besides, Jung (1971), in Voon, Ngui, and Agrawal 

(2011), defined attitude as a psychological construct which 

represents an individual‟s readiness to act or react in a certain way. 

Furthermore, Hoyer and Maclnis (2004); Rokeach (1973); Dossey 

and Keegan (2009), in Voon, Ngui, and Agrawal (2011), stated that it 

is a relatively enduring evaluation of an object against alternatives, 

and is based on an individual‟s thoughts (cognition), beliefs (values) 

and emotions (affection) toward the object.  

 From those definitions, it can be concluded that attitude is a 

person‟s overall evaluation (positive or negative) which represents 

his/her readiness to perform certain behavior based on his‟her 

thoughts (cognition), beliefs (values), and emotion (affection) toward 

it. 

 

2.1.3  Subjective norms  

 Subjective norms concern the perceived social pressures to 

undertake or not undertake a behavior (Ajzen, 1991; O‟Neal, 2007, 

in by Voon, Ngui, and Agrawal, 2011). Subjective norms are the 

social determinants of intention and reflect social pressure 

perception in respect of a given  behaviour  (Fishbein and Ajzen,  

2010, in Bachleda, Fakhar, and Hlimi, 2012). Subjective norms refer 

to an individual's perception of whether people who are important to 

him or her think that he or she should or should not perform the 



behaviour in question (Ajzen and Fishbein, 1980, in Atilgan-Inan 

and Karaca, 2011). They are the function of how a consumer‟s 

referent others (e.g., family and friends) view the regarding behaviour 

and how motivated the consumer is to comply with those beliefs 

(Lim and Dubinsky, 2005, in Atilgan-Inan and Karaca, 2011). 

 From those definitions, it can be concluded that subjective 

norm is an individual‟s perception of whether he/she should do or 

not do a behavior based on social pressure or what their important 

persons (family, friends, spouses, teachers, etc) think. 

 

2.1.4  Perceived behavioral control 

 Perceived behavioral control refers to people's perceptions of 

their ability to perform a given behavior (Ajzen, 1991). Underlying 

such perceptions is their beliefs about the relative ease or difficulty 

in performing the behavior and the extent that performance is up to 

them (Ajzen, 2002, in Voon, Ngui, and Agrawal, 2011). Perceived  

behavioural  control (PBC) is reflected by an  individuals‟ perception  

of how easy or difficult performance of a given behaviour  is likely to 

be (Azjen 1985, 1988, in Bachleda, Fakhar, and Hlimi, 2012). 

Perceived behavioural control is defined as an individual‟s 

confidence that he or she is capable of performing the behaviour 

(Ajzen, 2006).  



From those definitions, it can be concluded that perceived behavioral 

control is a person‟s perception or confidence that he‟she is capable 

of performing a certain behavior and to measure whether the 

behavior is easy or difficult for him/her to perform. 

 

2.1.5  Actual behavioral control 

 Actual behavioral control refers to the extent to which a 

person has the skills, resources, and other prerequisites needed to 

perform a given behavior. Affordability by conventional definition 

concerns the ability to bear the cost without serious detriment to the 

capacity for action. Foster and Cadogan (2000), in Bachleda, Fakhar, 

and Hlimi (2012), said that suggest price is the most important 

consideration for the average consumer when purchasing products.  

Factors such as skills, abilities, time, and requisite information play 

a significant role in predicting and performing the behaviour.  

2.1.6  Behavioral Intention 

 Behavioral Intention is an indication of a person's readiness 

to perform a given behavior, and it is considered to be the immediate 

antecedent of behavior (Ajzen, 1991). Behavioural intention depends 

on three major factors – attitude towards performing the behaviour, 

subjective norms, and perceived behavioural control – and 

represents the individual‟s subjective probability that he or she will 



engage in that behaviour (Wu, 2006, in Atilgan-Inan and Karaca, 

2011). 

 From those definitions, it can be concluded that behavioral 

intention is an indication of a person's readiness to perform a given 

behavior and it depends on attitude, subjective norms, and 

perceived behavioral control, so that it is considered to be the 

immediate antecedent of behavior. 

2.1.7  Behavior 

 Behavior is the manifest, observable response in a given 

situation with respect to a given target.  

 In this study, the research model which involves Korean wave 

and The Theory of Planned Behavior adopted a previous study held 

by Dommermuth, Klobas, and Lappergard (2011). In their study, 

Dommermuth, et.al. analyzed about parents‟ intention in having a 

child. They also used the TPB as the role model while adding the 

background factors as an additional variable which had direct lines 

to attitudes, subjective norms, and perceived behavioral control 

variables. This study adapted the modified model of TPB done by 

Dommermuth, et.al. because their study had significant results. 

Therefore, the model of this study can be seen as follows:  
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Figure 2. Korean wave and The Theory of Planned Behavior 

 

2.2 Hypotheses 

 Ajzen (1991) stated 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). 

According to the TPB, the more positive people‟s attitudes and 

subjective norms, and the greater their perceived behavioral control 

regarding a behavior, the more likely people are to intend to perform 

that behavior. Similarly, the stronger people‟s intentions, the more 

likely they are to perform the behavior (Rivis and Sheeran, 2003). So, 
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based on TPB model and its application towards Korean wave, there 

are seven hypotheses which can be elaborated as follows. 

 

2.2.1 Korean wave towards Attitudes and Attitudes towards 

Behavioral Intention 

 The Korean wave, consisting of two forms of media  -  

television series and pop music (Ravina, 2010)  - indicates the 

development of the  recognition  of South Korean culture (hallyu)  

around the world. According to Mariani (2008), the Korean wave has 

caused increasing consumption of Korean goods and products and 

increased travel to South Korea. This phenomenon has spread 

throughout the world, especially among teenagers, who especially 

appreciate South Korean popular culture, such as TV drama, music, 

and games, and who embrace several aspects of Korea, including its 

culture, products, and people (Mariani, 2008). Some countries, such 

as China and Vietnam, are importing more South Korean products, 

such as cosmetics, fashion goods, and electronics. This phenomenon 

is also spreading to other regions, such as Indonesia.  

 According to TPB studies, attitude towards behavior generally 

affects the intention more than the dimensions of subjective norm 

and perceived behavioral control (Ajzen, 2008). Krueger et al. (2000), 

in Atilgan-Inan and Karaca (2011), suggested that intentions 



successfully predict behavior and attitudes successfully predict 

intentions. 

 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. 

 

H1 : The more Indonesian people understand about Korean wave 

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

Korean products, the more positive their attitudes towards Korean 

wave. 

 

H2 : The more positive Indonesian people‟s attitudes toward 

Korean wave, the more likely they intend to buy Korean products. 

 

2.2.2 Korean wave towards Subjective Norms and Subjective 

Norms towards Behavioral Intention  

 A cultural wave, as defined by Mariani (2008), causes the 

increased consumption of products of, increasing interests in the 

culture of, and an increase in travel to the country of origin, as 

shown in the media. This phenomenon has drawn the world, 

especially teenagers, to appreciate certain aspects of popular culture, 



such as TV dramas, music, and games, and to embrace everything 

about the country and culture, including its products and people 

(Mariani, 2008). 

 Typically, an individual is  influenced by other people with 

regard to his/her  attitudes, attentions, norms, and buying behavior. 

Subjective norms, an external variable, are social influences capable 

of affecting  specific actions  of consumers  (Ajzen, 1991). A person 

has a sense of  others‟ expectations as to which specific way  he/she 

should or  should not act  (Ajzen and Fishbein, 1975). These 

influencers and referents, such as, for example, family, friends, 

coworker, social status, or media, are part  of  the customer‟s 

decision making. The affectability of interpersonal relations is 

considered as one crucial factor for studying the purchase behavior 

of customers. In  Thailand, a collectivist society, there is  a  strong 

group-orientation  tendency  (Hofstede, 1980). Thai people  pay  

great  attention to  interpersonal relationships and  others‟ wishes  

and feelings (Albert, 1996). This is basically almost similar to 

Indonesia. 

 Thorbjornsen et al.(2007) indicated that subjective norms may 

be more important for young people. In addition, several previous 

studies such as, for instance, research by Chung and Pysarchik 

(2000) or Summers et al. (2006),  have asserted that subjective 



norms are an important factor in terms of contribution  towards  an  

individual‟s behavioral intention. 

 Nguyen (2005), in Potipan and Worrawutteerakul (2011), 

stated that the Korean TV dramas became popular in Vietnam 

especially in young Vietnamese and influenced on their ways of 

living. They tried to imitate Korean style by buying shoes, hats, 

clothes, hairstyle and cosmetics to look like their favorite stars. 

Rising in Korean fever makes many girls,  even married  women,  do 

plastic surgery to have Korean beauty, according to director of an 

aesthetic surgery clinic in Ho Chi Minh City. There are many foreign 

cosmetics companies that  built their plants in Vietnam in order to 

take profits from  the  Korean wave. Even Korean style photo sticker 

service also became  a big  hit for the teenagers in Vietnam.  There 

are several Korean stars who  were acting as a presenter of Korean 

brands to promote their products and customers in Vietnam. 

 Besides that, according to a magazine named Daejang geum 

(2005), in Potipan and Worrawutteerakul (2011), the Korean fever 

has also strongly impacted  on Chinese youth because they tried to 

imitate Korean hairstyle, fashion and lifestyle. Besides that, the 

number of Chinese tourists traveling to South Korea had risen after 

TV dramas aired in China particular in location of shooting film. In 

addition, Jiakr (2009), in Potipan and Worrawutteerakul (2011),  

also noted that there are many Korean dramas broadcasted on both 



large and small TV station throughout country. Some cannot wait 

for watching the favorite series through public channel they go out 

and look for buying  DVD instead.  

 

H3 : The more Indonesian people understand about Korean wave 

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

Korean products, the more they are influenced to buy  Korean 

products by the important people in their lives. 

 

H4 : The more Indonesian people are influenced to buy  Korean 

products by the important people in their lives, the more likely they 

intend to buy Korean products. 

 

2.2.3 Korean wave towards Perceived Behavioral Control, 

Perceived Behavioral Control toward Behavioral Intention, and 

Perceived Behavioral Control toward Behavior 

 The perception of volitional control or the perceived difficulty 

towards the behaviour will affect intention (Chang, 1998, in Atilgan-

Inan and Karaca, 2011). Keen et al. (2004), in Atilgan-Inan and 

Karaca (2011), investigated the consumer‟s retail format preferences 

and found that perceived behavioral control as one of the key 

elements in the consumer purchase decision-making process.  



 People are influenced by the Korean  pop  culture which  

became a  phenomenon  that  spread out in other Asian countries 

such as China, Hong Kong, Taiwan, Singapore, Japan, the 

Philippines and Thailand. They widely watch Korean TV Dramas, 

movies and listen to their pop music. As a matters of fact, these 

media factors are the beginning of an overwhelming so-called  

Korean Wave and the consequences of these factors have turned out 

to be  superb as people who perceive these media products are also 

willing to spend their money for buying products that are used in 

the TV dramas or presented by their favorite actors  or singers, for 

instance, cosmetics, mobile phones, attires, etc  in pursuance of 

getting  close or even being  able to  look  like their favorite actors or 

actresses. Moreover, people are taking further steps by being 

interested to eat Korean cuisine and  traveling to South Korea 

especially visiting the places where the famous Korean TV dramas or 

movies shooting and this later became the norm for a Korean fanatic. 

(Huang, 2009, in Potipan and Worrawutteerakul, 2011)  

 

H5 : The more Indonesian people understand about Korean wave 

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

Korean products, the greater their confidence that they are able to 

buy Korean products with their resources. 

 



H6 : The greater Indonesian people‟s confidence that they are 

able to buy Korean products with their resources, the higher their 

intentions to buy Korean products. 

 

H7 : The greater Indonesian people‟ confidence that they are able 

to buy Korean products with their resources, the more likely they 

are in deciding to buy Korean products. 

 

2.2.4 Actual Control toward Perceived Behavioral Control 

 Foster and Cadogan  (2000), in Bachleda, Fakhar, and Hlimi 

(2012), suggest that price is the most important consideration for 

the average consumer when purchasing products. Price refers to 

what a consumer gives up (measured in monetary terms) to obtain a 

desired good or service (Zeithmal, 1988, in Bachleda, Fakhar, and 

Hlimi, 2012). As such higher prices are likely to negatively affect the 

probability of purchase (Lichtenstein et al., 1993, in Bachleda, 

Fakhar, and Hlimi, 2012). Korean TV dramas can be seen as a new 

and indirect way of advertising. Kubey and Csikzentmihalyi (1990), 

in Huang (2009), criticized that the main concern of television 

programmes is to sell advertising. It seems to them that watching 

television is a sort of motivation, as people are motivated to earn 

money to buy the products that are promoted.  

 



H8 : The greater Indonesian people‟s resources (money, time, 

requisite information), the greater their confidence that they are able 

to buy Korean products with their resources. 

 

2.2.5  Actual Control toward Behavior 

 Unless control over a behaviour exists, intentions will not be 

sufficient as the predictor  of the behaviour (Sahni, 1994, in Atilgan-

Inan and Karaca, 2011). Factors such as skills, abilities, time, and 

requisite information play a significant role in predicting and 

performing the behaviour. However, Thorbjornsen et al. (2007), in 

Atilgan-Inan and Karaca (2011), highlighted this argument and 

stressed that external control factors such as financial resources 

might be more important for young users than internal control 

factors such as abilities and skills. 

 In 2003, Winter Sonata, the Korean TV series was first 

broadcasted in Japan staring  by Bae Yong Joon as the main actor. 

This drama became a big hit by getting at least 20% of prime time 

viewers in Japan and aired it again in 2004 with 24% of the viewing 

rate. In this case, it has been known that the GDP and GNP of 

Japanese are quite high, so the DVD series was sold out within four 

hours when it released. (Yasumoto, 2006) This series had played an 

important part in expanding the Korean wave in Japan and other 

Asia countries (Kocca, 2010, in Potipan and Worrawutteerakul, 



2011). According to the New York Times, Bae Yong Joon was called 

the $2.3 Billion Man since the drama can sell and generate revenue 

to the country from a wide range of products related to the series 

and the actors such as mobile phone strap, teddy bear, box lunch, 

coffee mug enclosed with the Bae‟s face. The effect also speeded out 

tourism which had increased in 40% from 2003 to 2004. 

 

H9 : The greater Indonesian people‟s resources (money, time, 

requisite information), the more likely they are in deciding to buy 

Korean products. 

 

2.2.6  Behavioral Intention toward Behavior 

 In TPB, behavioral intention is an immediate antecedent of 

behavior (Ajzen, 2008). Behavioural intention depends on three 

major factors – attitude towards performing the behavior, subjective 

norms, and perceived behavioral control – and represents the 

individual‟s subjective probability that he or she will engage in that 

behavior (Wu, 2006, in Atilgan-Inan and Karaca, 2011). In addition, 

Lwin and Williams (2003), in Atilgan-Inan and Karaca, 2011, also 

emphasised that the stronger the intention to perform a behaviour, 

the greater the likelihood of the individual engaging in that behavior. 

 



H10 : The stronger Indonesian people‟s intentions to buy Korean 

products, the more likely they are in deciding to buy Korean 

products. 

 


