
Chapter 6 

Conclussion 

 This study investigated the impacts of Korean wave towards 

Indonesian people’s decisions in buying Korean products. This study 

specifically applied the theory of planned behaviour (TPB). There 

have been plenty studies that discussed about Korean wave in other 

Asian countries, such as Thailand, Japan, China, Vietnam, etc. 

However, the studies about Korean wave in Indonesia are still very 

limited and almost none of them which applied TPB.  

6.1  Summary 

 In summary this research suggests that there are some 

factors which affect Indonesian people’s decisions in buying Korean 

products; i.e. understanding towards Korean wave, attitude, 

subjective norms, perceived behavioral control, actual control, and 

intention. The people who buy Korean products consist of 

Indonesian people with various ages, jobs, educational background, 

incomes, and expenses. However, the finding which can be seen in 

Figure 9 clearly concluded that the main line of Korean wave 

towards the decisions to buy Korean products is through Attitude. 

Hence, the results of this study modified the basic form of TPB.   

This study revealed that:  



1. Korean wave significantly affects Attitude. It indicates that 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.  

2. Attitude significantly affects Behavioral Intention. It indicates 

that the more positive Indonesian people’s attitudes toward 

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

3. Korean wave does not significantly affect Subjective Norms. It 

indicates that although Indonesian people understand about 

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

information about Korean products, they are not influenced to 

buy Korean products by the important people in their lives.  

4. Subjective Norms significantly affects Behavioral Intention. It 

indicates that if Indonesian people are highly influenced by the 

important people in their lives, their intentions to buy Korean 

products will be higher. 

5. Korean wave does not significantly affect Perceived Behavioral 

Control. It indicates that although Indonesian people 

understand about Korean wave and frequently see, listen, and 

look for any information about Korean products, it does not 

make them feel more confidence that they are able to buy 

Korean products with their resources. 



6. Perceived Behavioral Control significantly affects Behavioral 

Intention. It indicates that the greater Indonesian people’s 

confidence that they are able to buy Korean products, the higher 

their intentions to buy Korean products. 

7. Perceived Behavioral Control (PBC) does not significantly affect 

Behavior. However, since PBC significantly affects Behavioral 

Intention and Behavioral Intention significantly affects Behavior, 

it can be concluded that PBC indirectly affects Behavior. It 

indicates that Indonesian people’s confidence that they are able 

to buy Korean products does not directly affect their decisions in 

buying Korean products. 

8. Actual Control significantly affects Perceived Behavioral Control. 

It indicates that the greater Indonesian people’s resources 

(money, time, requisite information), the greater their confidence 

that they are able to buy Korean products. 

9. Actual Control does not significantly affect Behavior. However, 

since Actual Control significantly affects PBC, PBC, significantly 

affects Behavioral Intention, and Behavioral Intention 

significantly affects Behavior, it can be concluded that Actual 

Control indirectly affects Behavior. It indicates that the amount 

of Indonesian people’s resources (money, time, requisite 

information) do not directly affect their decisions in buying 

Korean products. 



10. Behavioral Intention significantly affects Behavior. It indicates 

that the stronger Indonesian people’s intentions to buy Korean 

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

products. 

6.2  Theoretical Implication 

 The results of this study indicates that the model of the study 

(Figure 2) which represents the modification of the TPB is not 

entirely accepted. From ten hypotheses, there are four hypotheses 

that are not accepted; two of them are because Korean Wave does 

not affects Subjective Norms and Perceived Behavioral Control (PBC), 

and the other two are PBC indirectly affects Behavior and Actual 

Control indirectly affects Behavior. It means that the TPB itself is not 

entirely proven. The new model of the study can be seen in Figure 9.   

6.3  Managerial Implications  

 Based on the results of the study, there can be some 

managerial implications. Since it is found that in Indonesia, attitude 

has a very important role to encourage the people to perform certain 

behavior, the marketing departments should prepare some strategies 

to make the people in Indonesia get attracted to their products. If 

they are attracted to their products, they will try to look for as many 

information as possible about the products and start to have positive 



attitudes towards the products. Later, their positive attitudes will 

develop into intention, and finally they will decide to buy the 

products. It can be applied by advertising the products in medias 

(TV, internet, newspapers, magazines, etc) or promoting their 

products by using special strategies, for example hiring a favorite 

Korean actor to be the icon of the products. In fact, catching the 

attention of consumers and convincing them to buy is a real 

challenge for marketers.  

 On the other hand, it is also possible for the Indonesian 

marketers to create Indonesian wave in Indonesia or in other 

countries. First of all, related to the results of this study, they have 

to encourage people to have positive attitude towards Indonesian 

products, for example Batik. If the people have had positive attitudes 

towards Indonesian products, it will definitely enhance their 

intention to buy Indonesian products and later, they will decide to 

buy Indonesian products. Thus, it does not impossible if Indonesian 

wave will be a competitive rival to Korean wave someday. 

 6.4  Limitations and Suggestions for Further Research  

 Although some elements of TPB were supported by the data, 

this study also has some limitations. First of all, the first question in 

the questionnaire contains double barred questions (see and watch, 



hear and listen, search and looking for) that can make ambiguous 

undersstanding and answers. Also, this research was conducted by 

using accidental sampling methods, in which most of the 

respondents were females (because the questionnaires were posted 

in the groups of “Komunitas Make-Up & Beauty Indonesia” and 

“Indonesian Beauty Blogger”) and most of them are High School and 

Bachelor’s Degree graduates. Besides that, there was only one 

respondent who got Doctoral’s Degree and one respondent who 

works as a doctor (medical).  

 In addition, future research can apply the same model with 

this research, in order to test the stability of the results of this study. 

However, it is also possible that there are other factors related to the 

impacts of Korean wave towards the purchasing of Korean products 

that are not specified by the TPB. Therefore, the future study can be 

conducted by using other theoretical frameworks. Lastly, it is 

recommended that future research include some opened questions 

that ask the reasons why, for example if a respondent claims that 

she always look for information about Korean products, but she 

does not want or decide to buy them. By providing some opened 

questions, it is expected that the future researchers can present 

more accurate results and reasons if there are some hypotheses that 

are rejected.   


