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REFLECTION OF THE HALLYU EFFECT ON TURKISH CONSUMERS'
INTENTION TO PURCHASE KOREAN PRODUCTS!

Tugba BORAZAN KARADENIZ? Nur OZER CANARSLAN?
Abstract

Popular culture has become the soft power policy of countries and has been used as an important tool for promoting
their own culture in other countries. In this study, it is aimed to investigate the effect of the Korean effect
(Hallyu/Korean wave) which is an element of popular culture, which is increasing in Turkey, especially on social
media, in parallel with the world, on the purchasing behavior of Korean products along with the country image and
cultural proximity. For this purpose, data were collected from 280 people in groups consisting of k-pop and k-drama
fans on social media. All three hypotheses formed as a result of the analyzes were accepted as similar to the studies in
the literature. As a result of the study, it was revealed that k-pop and k-drama elements and Hallyu effect, country
image and cultural proximity significantly affect the intention to purchase Korean products.
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HALLYU ETKIiSININ TURK TUKETICILERIN KORE URUNLERI SATIN
ALMA NiYETIi UZERINE YANSIMASI

Oz

Popiiler kiiltiir, iilkelerin yumusak gii¢ politikasi haline gelmis ve kendi kiiltiirlerinin diger iilkelerde tanitilmasi
anlaminda 6nemli bir ara¢ olarak kullanilmistir. Bu ¢alismada giliniimiizde 6zellikle sosyal medya iizerinde diinyayla
paralel olarak Tiirkiye’de de artan popiiler kiiltiiriin bir 6gesi olan Kore etkisinin (Kore dalgasi/Hallyu), iilke imaj1 ve
kiiltiirel yakinlikla beraber Kore tiriinlerini satin alma davranmiglar: tizerindeki etkisinin arastirilmasi amaglanmigtir. Bu
amag dogrultusunda sosyal medyada k-pop, k-drama fanlarindan olusan gruplarda 280 kisiden anket yoluyla veri
toplanmustir. Yapilan analizler sonucunda olusturulan ii¢ hipotezin ii¢ii de literatiirde yer alan caligmalarla benzer
olarak kabul edilmigtir. Calisma sonucunda k-pop ve k-drama unsurlariyla Hallyu etkisi, iilke imaji ve kiilttirel
yakinligi Kore {irlinleri satin alma niyetini anlamli sekilde etkiledigi ortaya ¢ikmustir.

Anahtar Kelimeler: Popiiler Kiiltiir, Hallyu Etkisi, Ulke Imaji, Kiiltiirel Yakinlik, Satin Alma Niyeti

JEL Kodlari: M30, M31

1Bu ¢alisma Anadolu Universitesi Sosyal Bilimler Enstitiisii Isletme Anabilim Dali’nda Dr. Ogr. Uyesi Nur OZER CANARSLAN danigmanliginda
Tugba BORAZAN KARADENIZ tarafindan “K-pop, K-drama unsurlarmin Tiirk tiiketicilerin Kore iiriinleri satin alma niyeti iizerine etkisi” baslhg
ile tamamlanarak 19. 07. 2022 tarihinde savunulan Yiiksek Lisans tezinden tiiretilmistir. Bu ¢alisma i¢in Anadolu Universitesi Etik Kurulunun
13.12.2022 tarihli ve 24.12.2021 sayili toplantisinin 230226 nolu karari ile etik kurul onay1 alinmistir.

2Uzman Yardimesi, Giineydogu Anadolu Thracatei Birlikleri, borazantugba@gmail.com , https://orcid.org/0000-0002-1009-8051

3 Dr. Ogr. Uyesi, Anadolu Universitesi, A¢ikdgretim Fakiiltesi, nurozer@anadolu.edu.tr, https://orcid.org/0000-0003-3091-6012

306


https://orcid.org/0000–0002–1009-8051
mailto:nurozer@anadolu.edu.tr
https://orcid.org/0000-0003-3091-6012

Reflection of the Hallyu Effect on Turkish Consumers' Intention to Purchase Korean Products

INTRODUCTION

Cultural elements, which we call popular culture, is an element that is rapidly adopted by societies
in other countries and can spread rapidly all over the world as a result of digitalization in mass media.
Countries want to introduce their own cultures to the societies living in other countries and increase their
visibility in this way. For many years, countries spread their own cultures, wars called hard power, economic
sanctions, etc. Especially in the post-Cold War period, the concept of soft power was introduced and
countries have started to pursue the goal of being recognized by other countries with cultural elements such
as TV series, movies and music. As a result of all these processes, the concept of popular culture has gained

importance, and this concept has also created significant effects in the field of marketing.

The South Korean influence or Hallyu has started to show its influence all over the world, especially
in Asian countries, since the 1990s (Kim, 2007, p. 121). It has been shaped by the popularity of Korean
dramas and Korean music by consumers and as a result, the increased interest in South Korea. In 2010, with
the enactment of the "Content Industry Support Law" by the South Korean government, the use of this effect
as an export item-culture export became more regular (Binark, 2019, p.146). At the same time, "talent
agencies" in South Korea are also working systematically to promote South Korean culture and attract
attention from the international media. Elements such as Korean pop music (K-pop) or Korean TV
series/movies (K-drama), which are also called South Korean popular culture elements, which form the
basis of this study, also have an impact on the purchasing behavior of people who consume and follow these
popular culture elements. People want to dress like the characters they see in the Korean series and/or
movies they follow through television or internet channels, and want to wear make-up just like them, and

as a result, the demand for South Korean products in their own countries is increasing.

In the literature review, it was seen that the effects of various popular culture elements on the
consumers' intention to buy the products of those countries were investigated. In the article of Rinjani and
Rinuastuti, (2019), the effect of South Korean TV series on the purchasing of South Korean cosmetic
products by female students at Mataram University was examined, at the same time, the effects of the
"country of origin" image were also investigated and the effect on consumers' purchase intentions was
examined. It has been emphasized that the "brand image" effect of female students in the university has lost
its "brand image" effect after watching Korean dramas and tending to buy Korean cosmetics. In the articles
of Lee and Robb, (2019), South African people's tendencies towards South Korean products were examined,
and then the "country image" element was also examined by deepening the research. In that study, especially
on ethnic groups in South Africa, primarily companies located in South Korea and seeking new markets

were targeted. Tjoe and Kim (2016), on the other hand, examined the effect of the Korean Wave (Hallyu)
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in Indonesia and the effect of this effect on purchase intention was investigated. In the study conducted with
227 people through an online survey, it was concluded that the consumption of Korean products increased
with the spread of the Korean Wave in Indonesia. In addition to these studies, although there are many
factors that affect consumers' purchasing decisions, the effects of country image and cultural proximity
elements, which are the subject of this study, on the purchase intention of South Korean popular culture
elements are also discussed. In the literature review, it was determined that there was no research about this
topic on Turkish youth. Also, although Turkey and Korea are geographically distant countries, they are
thought to have close cultural values due to the fact that they have common historical memory established
with the help of the Turks in the Korean War. Therefore, investigating the effect of cultural proximity
variable on purchase intention in the context of Turkish youth will add a novelty to the literature. As a result,
the lack of knowledge of the effect of the Korean effect (Hallyu/Korean wave), cultural proximity and
country image on the intention to purchase South Korean products of Turkish youth in the context of K-pop
and K-drama has created the problem of this research. The aim of this study is to investigate the effects of
Hallyu effect, the country's image and cultural proximity on the purchasing behavior of Korean products of

Turkish consumers who consume K-pop and K-drama elements.

For the purposes of the research, firstly, after the conceptual framework of the concept of popular
culture, Hallyu effect, cultural proximity, and country image was presented, the research method was

explained, the research results were discussed, and suggestions were made.
LITERATURE REVIEW
Popular Culture and Hallyu Effect

After the Cold War, when the military (hard) power used by the countries while competing with
each other was replaced by the soft power, there were developments in the field of culture industry. The
concept of soft power, first used by Joseph Nye, defines the struggle of countries with concepts such as
culture and economy when they are in conflict with each other in the international arena. Cultural elements
used as soft power also aim to attract the public of other countries and arouse interest in the relevant culture
(Nye, 2004, p.120). Hallyu is also used as a successful soft power element by South Korea. On the other
hand, Macit (2018) saw the factor behind Hallyu's success as important works that he included in the sense
of nation branding by the Korean state, and Hallyu is a strategic element that enables South Korea to promote
its own national brand through popular culture tools. Governmental agencies such as the Korean Tourism
Board and the Korean Culture and Content Agency utilise “Hallyu” as a consumer cultural product and are

a mainstay for tourism on many of their media outlets, especially on-line media (Trolan, 2017). One of the
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major steps was to open Korean cultural centers in many foreign countries, which aimed to provide
opportunities for experiencing Korean traditions and history through specialized programs for the general
public (Rhee, 2014).

Hallyu, which spreads layer by layer like a wave and goes through various developments until the
last moment; has been affected by many factors such as political, economic, social and technological and
has undergone updates. It has gone through new processes with the digitalization of mass media. For this
reason, in order to better understand this process in academic terms, these processes are divided into sub-
headings as Hallyu 1.0, 2.0, 3.0 and recently added 4.0. The spread of Hallyu in Turkey between these
periods covers the third period, the process that started in the mid-2000s and continued (Yoo, 2019). Yoo
(2019) states that the reason why Korean dramas and Korean beauty products are more prominent in the
Hallyu trend in Turkey is that the Korean TV series in the Korean Wave have a greater reputation in Turkey
and the popularity of Korean cosmetics in the country through these TV series is also increased. For this
reason, the establishment of cosmetic websites has become widespread so that consumers in Turkey can
access the products more easily. In addition to cosmetic products, consumption of Hallyu popular culture
elements has also become widespread in Turkey. As Yildirim and Gog (2021) explained in their studies, in
terms of the extent to which the elements in Hallyu popular culture products spread in Turkey arouse
interest, they mentioned that the young people in Turkey like the music in the TV series more than the
scenarios and contents of the Korean TV series as Hallyu content. However, with the widespread
consumption of these popular culture products, a large Hallyu fan group has emerged in Turkey and these
fan groups have started to use social media channels, which are the environment where they can interact
with each other, with great care. Hallyu, which has been popularized by the mass media, has moved to social
media with digitalization. However, these developments in the field of social media, the rapid spread of
Hallyu, have been described as an expected situation because social media platforms speeding up interaction
between people (Oh, Chae, 2013).

Cultural Proximity

Cultural proximity is a concept that can accelerate the interaction of societies with each other or
enable them to be accepted more quickly by each other. Straubhaar explained cultural proximity as ‘..the
tendency to prefer media products from one’s own culture or the most similar possible culture’” (Straubhaar,
2003, p. 85). The origin of the term cultural proximity has been shown as a response to the term cultural
imperialism. According to this, especially with the digitalization of mass media, the distribution of cultures
and their consumption by other societies have been seen as a cultural imperialism and economically or

politically developed countries, the example given among these countries is usually the USA. It has been
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evaluated as a domination mechanism that they will establish (Ksiazek and Webster, 2008). However, the
spread of South Korean popular culture, which is also the main subject of this study, does not quite fit the
definition of cultural imperialism, which is frequently used in the literature. For this reason, there is no
evidence that the spread of culture takes place from developed countries to less developed countries, and it
is accepted that this situation occurs reciprocally (Ksiazek and Webster, 2008). We can also define the
concept of cultural proximity as a sense of common identity and belonging, and the degree of similarity
between two countries or societies (Felbermayer and Taubal, 2010 p. 279). This degree of similarity divides
societies into social, economic, political, etc. can affect all areas. Cultural proximity not only affects
societies in every field, but also affects the extent to which other societies will be affected by the social or
political life styles of another society. In other words, it is easy for a society to include an element that they
feel culturally close to in their own society. To summarize briefly, cultural proximity explains why the
spread of culture between societies, which is accelerated as a result of digitalization in mass media today,
does not have the aim of imperialism and why some cultures are adopted more quickly by some societies as

a result of an inevitable interaction.

To summarize briefly, cultural proximity explains why the spread of culture between societies,
which is accelerated as a result of digitalization in mass media today, does not have the aim of imperialism

and why some cultures are adopted more quickly by some societies as a result of an inevitable interaction.
Country Image

As consumers, we want to have information about the products we want to buy before purchasing.
Although this is a very natural situation, we expect the service or product we receive to be of high quality
and satisfy us, despite the cost we incur for the product we want to buy. At this point, we first consult with
our close friends who have used the product we want to buy while exhibiting purchasing behavior. However,
there are some products that no one in our immediate environment has bought before, or the complexity of
the product is an important obstacle to our perception of its quality. In this case, Onay (2008) defined country
image as the concept that plays an important role as a decision maker in the purchase of especially complex
products, where the concept of complex is used to mean that a product has a complex structure. For example,
since most of the consumers do not know exactly what parts a computer consists of, the most important
factor affecting the purchasing decisions is the country of origin of the product. In fact, the concept of
country image, which we all know very well, can be defined as establishing a relationship between a product
and a country, or a product group produced by any country directly in our minds before purchasing it.
According to Kurtulus and Bozbay (2011) country image is an important variable in terms of the competition

of products in the international market. Country image can be understood as “consumers’ general
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perceptions about the quality of products made in a given country (Han, 1990, p.24). Another definition, of
country image from Knight and Calantone (2000, p.127) is defined as ' a consumer’s perceptions about the
quality of products made in a particular country and the nature of people from that country™. The image of
the country, which plays an important role in the purchasing decision, is affected by factors such as the
people living in the country, social, political and economic factors, but it can also change over time (Onay,
2008). The most obvious examples of country image are; can be given as the matching of technological
products with Japan, the car industry with Germany, the fast-food sector with America, the carpet with Iran,
and the Turkish delight with Turkey.

METHODOLOGY
Research model and hypothesis

The figural model of the study conducted to determine the effect of Hallyu, country image and

cultural proximity on intention to purchase Korean products is shown in Figure 1.
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Figure 1. Research model

In the study conducted by Tjoe and Kim (2016), the effect of the Korean Wave (Hallyu) on the
consumer purchase intention of the Korean product in Indonesia was examined, and it was also investigated
whether the image of Korea would have an effect on the intention of Indonesian consumers to purchase
Korean Products. As a result of the study, it was concluded that "Korean Wave", "Ethnocentrism™ and

"Country of Origin Effect" significantly affect the consumer purchase intention for Korean Products in
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Indonesia, while the "Country Image" in the purchase intention does not significantly affect the purchase
intention. As a result, they argued that not only the concept of "country image" affects Indonesian
consumers' intention to purchase Korean products, but this concept should be strengthened by positive
product image and Korean cultural wave. Another study was conducted by Truong (2018), and the effect of
Hallyu 4.0, social media, and consumer ethnocentrism on the purchasing decision of Generation C Korean
products in Vietnam was the subject of research. The study concluded that Hallyu 4.0, social media and
consumer ethnocentrism's intermediate variables, namely trust, attitude, and behavioral intention, affect the

purchasing decision.

Based on these studies, which indicate the effect of Hallyu effect on purchase intention, the first

hypothesis of the study was formed.
H1: The Hallyu effect significantly affects the intention to purchase South Korean products.

H1la: Consumption of the K-pop element of the Hallyu effect significantly affects the intention to

purchase South Korean products.

H1b: Consumption of the K-drama element of the Hallyu effect significantly affects the intention

to purchase South Korean products.

Wang et al. (2012), emphasized the effects of concepts such as country image and product image
while examining the factors affecting purchase intention. The authors divided country image into cognitive
and emotional country image and included them in the study. As a result, it was concluded that the cognitive
and emotional country image had different effects on the purchase intention of the product. They argued
that cognitive country image influences purchasing through product image and emaotional country image
have a direct effect independent of the product image. In another study by Vijaranakorn and Shannon (2017),
many aspects of country image, cognitive and affective dimensions were developed to evaluate the
perceived luxury value and customer’s purchase intention. As a result of the study, it was revealed that the
image of the country has both symbolic and emotional importance for consumers. In Lee (2020)'s study, it
was investigated how the green country image of Korea was affected by the purchasing intention of the
Vietnam Z generation, and as a result of the study, it was found that the Vietnamese Z generation residing
in Korea compared to the ones residing in Korea's green country image. It is found that he has a more
positive perception of his intention. However, the data of Generation Z living in Vietnam showed that
cognitive green country image had an effect on purchase intention. In contrast, emotional purchasing image
had a significant effect on green trust. Based on these studies, which concluded that country image has

various effects on purchase intention, the second hypothesis of the study was formed.
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H2: South Korea country image positively affects the intention to purchase South Korean products.

In the study conducted by Han, Park and Lee (2022), referring to other studies investigating the
effect of the Korean wave on purchase intention, they also mentioned that these studies ignore the cultural
proximity factor, and in their own study, they investigated the effects of Korean stars and cultural proximity
on purchasing behavior. As a result of the study, it was concluded that Chinese consumers were influenced
by both the Korean Wave (Hallyu) stars and the cultural proximity factor when purchasing Korean products.
It is understood that Korean wave stars and cultural proximity positively and significantly affect on purchase
intention.

H3: Cultural proximity positively affects the intention to purchase South Korean products.
Research Method and Sampling

Considering the purpose and scope of the research, a universe was determined to represent all
consumers living in Turkey, having internet access and following Korean culture closely. For this purpose,
in order to reach the Turkish sample that closely follows Korean culture, a survey link was shared on
Instagram and Facebook Korean culture pages. In the survey there is also a filtering question whether the
respondent follow Korean culture closely. The sample of the study consisted of 280 people who gave the
answer | absolutely agree and agree to the filtering question and gave complete answers to all other
guestions.

Data Collection Technique and Scales

Although the research method to be carried out changes according to the type of the study, the online

survey method was used in this study.

A “Parent Consent Form” was added to the beginning of the survey for participants under the age
of 18, and as a result of this approval, participants under the age of 18 were allowed to start the survey.
Ethics committee approval was provided by the Anadolu University Research Ethics Committee
(13.12.2011, n0:230226).

The first part of the questionnaire consists of demographic questions such as age, gender, income,
occupation and graduation status of the participants. In the second part of the questionnaire, there are
statements about the variables in the research model. The Hallyu effect (k-pop, k-drama elements) variable
in the research model is based on 10 expressions from the study of Kim, Lee, Kim (2020). Country image

variable is based on the study of Yoon and Lee (2018). The 4 expressions used to measure the cultural
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proximity variable were used by Kiillii-Siilii (2014) in his study, which was developed by Chen and Starosta
(2000) and translated into Turkish by Bulduk et al. (2010) adapted from the scale. The variable of intention
to purchase South Korean products was adapted from the study of Yoon and Lee (2018). Response options
are given on the basis of a 5-point Likert Scale. A preliminary information was given to each participant
before the survey, and their consent was obtained to indicate that they volunteered to participate in the
research. In this context, the data collected in December 2019 were coded and analyzed in SPSS 24 statistical

software.
RESULTS

The descriptive statistics for demographic and personal questions such as age, gender, education,

income, occupation and the size of the city in which they live are given in Table 1 below.

Table 1. Demographic characteristics of participants

Demographic Factor F % Demographic Factor f %
Gender Size of the city
Woman 186 67,9 Small city 32 11,7
Man 80 46,7 Middle-sized city 43 15,7
Other 8 2,9 Big city 199 72,6
Education Age
Primary school 12 4,3 18 < 15 55
Secondary school 73 26,6 18-25 118 43,1
Undergraduate 159 58,1 26-33 117 43,7
Graduate 30 11 34-41 16 5,8
42 > 8 2,9
Profession Personal income
Public official 46 16,8 1500 TL and less 34 12,4
Private sector employee 103 37,6 1501-2500 TL 35 12,8
Student 95 34,7 2501-4500 TL 53 19,4
Unemployed 30 10,9 4501 TL and more 152 55,5

In the gender distribution of the participants included in the research, it is seen that the density of
women is 67.9%. While the most common education level is undergraduate graduates, in the profession

distribution where private sector employees and students predominate, and the participants live in big cities
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frequently (72.6%), 18-25 and 26-33 age ranges are the most common (43.1% and % 43.7), more than half
of the personal income is 4501 TL and above, and 72.6% of participants living in big cities.

Table 2. Descriptive of variables

Variable Indicator Standard Mean Cronbach  Reference
Deviation Alpha
K-Pop I like K-pop lyrics and melodies (k-popl) 1,53 3,02 0,951 Kim, Lee,
. . Kim (2020)
I like the appearance of K-pop artists. (k-pop2) 1,53 2,82
| often watch K-pop music videos. (k-pop-3) 1,53 2,97
I have purchased K-pop music. (k-pop-4) 1,21 1,89
I want to attend K-pop concerts (k-pop-5) 1,69 2,86
K-Drama | am very interested in K-dramas. (k-drama-1) 1,49 3,39 0,941
| often watch K-dramas (k-drama-2) 1,53 3,07
I think the storylines of K-dramas are unique.(k-drama3) 1,38 3,37
I get immersed in the acting of K-dramas. (k-drama-4) 1,46 3,12
I recommend K-dramas to other people.(k-drama-5) 1,43 2,91
Purchase Iintend to buy Korean products (Purc_int_1) 1,37 3,55 0,893 Yoon and
Intention I will buy Korean products if needed (Purc_int_2 1,16 3,92 Lee (2018)
1 will keep buying Korean products (Purc_int_3) 1,38 3,35
Country Korea has good reputation (Coun_img1) 1,63 3,38 0,846 Yoon and
Image Korea is a reliable country (Coun_img2) 1,70 3,17 Lee (2018)
Korea is a country that has high level of cultural heritage 1,14 3,97
(Coun_img3)
Korea overall has a good country image. (Coun_img4) 1,12 3,89
Cultural I enjoy interacting with people from different countries. 0,83 4,59 0,729 Chen and
Proximity  (Cult_prox2) Starosta
. . (2000)
I respect the values of people from different countries. 0,72 4,73
(Cult_prox3)
I find it easy to talk to people from different countries. 0,80 4,69
(Cult_prox4)
I have a feeling of enjoyment towards differences 0,73 4,65

between my culturally-distinct counterpart and me.
(Cult_prox5)

Table 2 shows descriptive statistics for all variables. In order to measure the reliability of the answers
given to the questionnaire, a reliability test is applied to the study. In this study, the reliability of the answers
given by the participants was measured with the Cronbach Alpha test. The Cronbach Alpha coefficient
varies between 0 and 1. The generally accepted minimum Cronbach Alpha coefficient is 0.7 (Hair et al.

1998, p.118), and the closer this coefficient is to 1, the higher the reliability of the scale. In this case,
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according to the measurement results of the Cronbach alpha values in the Table 2. above, it was concluded
that the scales are generally highly reliable. This shows that the study constructs all have adequate internal
consistency

Explanatory Factor Analysis

The results of the EFA as shown in Table 3 were all above the recommended value of 0.5 (Byrne, 2001).
The result of exploratory factor analysis shows 0.943 KMO (Kasier Meyer Olkin) value for all the variables,
which does not exceed 1.0 value and is above the commonly recommended value of 0.6 and the Bartlett’s
test of sphericity had a p-value of less than 0.05 (x? =7298,568, df=378, p=0.000) which indicated that an
EFA was possible for all constructs (Byrne, 2001). Therefore this result signifies an appropriate factor
analysis value for the study. In the analysis, it was seen that there were 5 factors with an eigenvalue above
1 and these factors explained 76,881% of the total variance. The factor analysis results of the scale are given
in Table 3.

As a result of the explanatory factor analysis, an item related to cultural proximiy was excluded from
the analysis because it was loaded on a different variable and with a low coefficient. In order to determine
whether the resulting variables showed a normal distribution, the skewness kurtosis values of all variables
were examined and it was accepted that the skewness kurtosis values of all variables were between -1.5 and

+1.5 values, and therefore showed a normal distribution (George and Mallery, 2012).
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Table 3. Rotated components analysis

Dimensions
Indicator 1 2 3 4 5 % Variance Explained
k-pop3 ,814
k-pop-4 779
k-pop-5 , 756
k-pop-2 , 746
k-pop-1 ,718
k-drama-1 ,844
k-drama-2 ,780
k-drama-5 775 12,29
k-drama-4 773
k-drama-3 , 743
Purc_int 1 ,801
Purc_int 2 ,789
Purc_int_ 3 ,694
Cult_prox1 ,567
Coun_img4 ,827
Coun_img3 ,805
Coun_img2 727
Coun_imgl ,696
Cult_prox4 879
Cult_prox3 874
Cult_prox5 ,859
Cult_prox2 197

47,19

8,13

5,04

4,21

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization.

Testing hypotheses

After the validity and reliability analyses of the data and normal distribution assumptions were
provided, regression analysis was started in order to determine the relations between the variables and to

test the hypotheses.
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Table 4. Pairwise correlation values

Independent Variables K-drama K-pop Country Image Cultural Proximity

K-drama 1 ,142* ,736* ,451*
K-pop 1 ,665* ,395*
Country Image 1 ,512*
Cultural Proximity 1

* p<= 0,01 diizeyinde anlamh

Before starting the regression analysis, multicollinearity evaluation is the first step. This procedure is
necessary to ensure that the coefficients estimated by regressing the independent variables on the dependent
variable are not biased One of the indicators of the multicollinearity problem is the correlations of 0.80 and
above among the independent variables (Kumari 2008, p. 91). When the correlation values between the
independent variables in Table 4 are examined, it is seen that the highest value is 0.742, so the correlation
values indicate that there is no multicollinearity problem in the model. Another indicator of multicollinearity
is that the Tolerance value is less than 0.10 and the VIF value is greater than or equal to 10 (Cokluk et al.
201, p. 35). Tolerance and VIF values for the independent variables in Table 5 indicate that there is no

multicollinearity.

Testing whether there is autocorrelation in the model is performed with the Durbin Watson test.
Generally, a D.W test value of around 1.5 — 2.5 indicates no autocorrelation. In analysis, D.W. As can be

seen in Table 5 the test result is between 1.5 and 2.5 values, so there is no autocorrelation.
Three separate regression analyzes were performed to test the three hypotheses.

As can be seen from the Table 5, for the test of the first hypothesis, K-drama and k-pop variables
were analyzed as independent variables and purchase intention as the dependent variable, and it was
revealed that the independent variables affected the dependent variable positively and explained 26% of the
total variance. In the regression analysis conducted for the test of the second hypothesis, country image was
considered as the independent variable and purchase intention as the dependent variable, and it was revealed
that the independent variable affected the dependent variable positively and explained 48.5% of the total
variance. In the regression analysis conducted for the test of the third hypothesis, cultural proximity was
considered as an independent variable and the purchase intention as a variable, and it was found that the

independent variable affected the dependent variable positively and explained 3.4% of the total variance.
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Table 5. Regression analyzes

Model Beta Std. Std. t Tolerance VIF R? p Durbin
Err. B Watson
Constant 2,237 141 15,824
K-drama 244 061 ,302 3,834 449 2228 262 ,000 1,121
(Independent)
K-pop 236,062 ,290 3,999 449 2,228

(Independent)
Purchase Intention (Dependent)
Constant 1,105 ,164 6,747

Country Image ,689 ,043 ,698 16,063 1 1 ,485 ,000 1,864
(Independent)

Purchase Intention (Dependent)

Constant 1,193 /513 2,325
Cultural 352,109 ,192 3,235 1 1 ,034 ,000 1,34
Proximity

(Independent)
Purchase Intention (Dependent)

CONCLUSION AND DISCUSSION

This research revealed the effect of Hallyu effect (k-pop and k-drama), country image and cultural
proximity on the intention to purchase Korean products in the context of a quantitative research conducted

with 280 consumers who are members of Korean fan groups in social media living in Turkey.

The Hallyu effect, country image and cultural proximity which is discussed in the study, has been
added to the research model as variables in many studies conducted in different consumer groups that try to
predict the purchase intenttion of Korean product (Han, Park and Lee 2022; Lee, 2020; Vijaranakorn and
Shannon, 2017; Wang et al. 2012, Tjoe, Kim, 2016; Truong, 2018). According to the findings of the
research, k-pop and k-drama elements of Hallyu effect, country image and cultural proximity affect the
purchase intention positively. The finding that the Hallyu effect affects purchase intention positively and
significantly is supported by the studies of Tjoe and Kim (2016) and Truong (2018). The finding that country
image has a significant positive effect on purchase intention was found by Wang et al. (2012) paralleled the
work of Vijaranakorn and Shannon (2017) and Lee (2020). The finding that cultural proximity affects

purchase intention positively and significantly parallels the studies of Han, Park, and Lee (2022).
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The main contribution of this study to the literature is that for the first time in the literature, the
Hallyu effect, country image and cultural proximity were investigated as factors affecting Turkish
consumers’ intention to purchase Korean products. With the increasing awareness of South Korean products
in Turkey, this study has some practical implications and provides useful data for brands that have not yet
entered the Turkish market. People follow Korean popular culture elements with more interest and create a
positive perception towards Korean products. Unlike the studies on South Korean popular culture elements
in the literature, this study deals with the perception of Turkish consumers about Korean products or how
effective K-drama and K-pop elements are in purchasing Korean products. In this research conducted on
Turkish consumers, it was concluded that South Korea was met with a positive perception in terms of both
country image and product quality. It is also discussed how South Korean cultural elements are successfully
involved in cultural export as a soft power. At this point, this study will be useful for people who want to
take the South Korean model as a base, although some studies in the literature examine how TV series,
movies and digital content in Turkey can take place in other country markets as cultural exports. At the
same time, as we can see in the South Korean model, unlike the fact that only Turkish TV series or films
are involved in the cultural export, the fact that pop music is an export item with its stage performances and

the attractiveness of its lyrics can set an example for Turkish pop music.

The present study had its limitations. First, this study was carried out through the survey link shared
on social media and forums between January 2022 and March. Due to the limited time, only online
environments and a sample with a certain demographic structure were selected. Second, since the sample
size was not large, it was somewhat difficult to generalize the research results. Therefore, in future studies,
it is necessary to increase the size of the sample in order to generalize the research results. Finally, despite
the fact that there were various preceding factors that could affect the purchase intention of Korean products
such as materialism, ethnocentrism, country of origin and satisfaction with Korean Wave contents, these
factors were not sufficiently controlled in this research model. In future studies, it will be necessary to

include various variables in the model that may affect the purchase intention of Korean products.
AUTHOR STATEMENT

Researchers have jointly contributed to the article. Researchers have not declared any conflict of

interest.

A “Parent Consent Form” was added to the beginning of the survey for participants under the age

of 18, and as a result of this approval, participants under the age of 18 were allowed to start the survey.

320




Reflection of the Hallyu Effect on Turkish Consumers' Intention to Purchase Korean Products

Ethics committee approval was provided by the Anadolu University Research Ethics Committee
(13.12.2011, no:230226).

REFERENCES

Binark, M. (2019). Kiiltiirel Diplomasi ve Kore Dalgast "Hallyu" Giiney Kore'de Sinema Endiistrisi, K-
Dramalar ve K-pop. Ankara: Siyasal Kitabevi.

Bulduk, S., Tosun, H., & Ardig, E. (2011). Tiirk¢e kiiltiirler arasi duyarlhilik 6lgeginin hemsirelik
ogrencilerinde dlgiimsel 6zellikleri. Turkiye Klinikleri J Med Ethics, 19(1), 25-31.

Byrne, B.M. (2001). Structural equation modeling with AMOS, EQS, and LISREL: Comparative
approaches to testing for the factorial validity of a measuring instrument. International Journal of
Testing, 1(1), 55-86.

Chen, G. M., & Starosta, W. J. (2000). The development and validation of the Intercultural Sensitivity Scale.
National Communication Association.1-22.

Cokluk, O., Sekercioglu, G., Biiyiikoztiirk, S. (2012). Sosyal bilimler igin ¢ok degiskenli istatistik: SPSS ve
LISREL uygulamalar: (2. baski). Ankara: Pegem Akademi.

Felbermayr, G. J., & Toubal, F. (2010). Cultural proximity and trade. European Economic Review, 54(2),
279-293.

George, D., Mallery, M. (2012). SPSS Statistics 21: Step by Step. Boston: Allynand Bacon.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (1998). Multivariate data analysis
. Uppersaddle River. Multivariate Data Analysis (5th ed) Upper Saddle River, 5(3), 207-219.

Han, G., Park, J., & Lee, J. E. (2022). The Effects of Attachment to Korean Wave Stars and Cultural
Proximity on Chinese Consumers’ Purchase Intention of Korean Products. Business Communication
Research and Practice, 5(1), 4-13.

Han, C. M. (1990). Testing the role of country image in consumer choice behaviour. European Journal of
Marketing, 24(6), 24-40.

Kumari, S. S. (2008). Multicollinearity: Estimation and elimination. Journal of Contemporary research in
Management, 3(1), 87-95.

Kim, Y. (2007). The rising East Asian ‘wave’. Media on the Move, 121.

Kim, W. H., Lee, C., & Kim, S. (2020). The influence of Hallyu on Africans’ perceptions of Korea: The
moderating role of service quality. Sustainability, 12(8), 3245.

Knight, G. A., & Calantone, R. J. (2000). A flexible model of consumer country-of-origin perceptions: a
cross-cultural investigation. International marketing review.

Ksiazek, T. B., & Webster, J. G. (2008). Cultural proximity and audience behavior: The role of language in

patterns of polarization and multicultural fluency. Journal of Broadcasting & Electronic
Media, 52(3), 485-503.

321



Anadolu Universitesi iktisadi ve idari Bilimler Fakiiltesi Dergisi, 23(4), 306-322

Kurtulus, K., & Bozbay, Z. (2011). U}ke imaji: Japonya ve Cin’in iilke imajlar1 agisindan
karsilagtirilmasi. Istanbul Universitesi Isletme Fakiiltesi Dergisi, 40(2), 267-277.

Killi-Siila, A. (2014). The role of native English speaking teachers in promoting intercultural sensitivity
(Yaymmlanmamis Doktora Tezi). Ankara: Bilkent Universitesi

Lee, Y. K. (2020). The relationship between green country image, green trust, and purchase intention of
Korean products: Focusing on Vietnamese Gen Z consumers. Sustainability, 12(12), 5098.

Macit, M. (2018). Kore dalgas:: Kiiresel popiiler kiiltiir fenomeni HALLYU/Kore dizileri. Istanbul: Bir
Yayincilik.

Nye Jr, J. S. (2004). Soft power and American foreign policy. Political science quarterly, 119(2), 255-270.

Oh, C. J., & Chae, Y. G. (2013). Constructing Culturally Proximate Spaces through Social Network
Services: The Case of" Hallyu"(Korean Wave) in Turkey. Uluslararasi iliskiler/International
relations, 77-99.

Onay, A. (2008). Ulke orijini kavramu ve iilke imaj1. Selcuk Iletisim, 5(2), 102-112.

Rhee, W. (2014). Inter-ministerial Policy Coordination for Digital Content Technology Development:
Korean and Japanese Cases. STI Policy Review, 5(2), 96-121.

Straubhaar J.D. (2003). Choosing national TV: Cultural capital, language, and cultural proximity in Brazil.
In: Elasmar MG (ed.) The Impact of International Television: A Paradigm Shift. Mahwah, NJ:
Lawrence Erlbaum, 77-110.

Tjoe, F. Z., & Kim, K. T. (2016). The effect of Korean Wave on consumer's purchase intention of Korean
cosmetic products in Indonesia. Journal of Distribution Science, 14(9), 65-72.

Trolan, J. (2017). A look into Korean popular culture and its tourism benefits. International Journal of
Educational Policy Research and Review, 4(9), 203-209.

Truong, N. X. (2018). The impact of Hallyu 4.0 and social media on Korean products purchase decision of
generation C in Vietnam. The Journal of Asian Finance, Economics and Business, 5(3), 81-93.

Vijaranakorn, K., & Shannon, R. (2017). The influence of country image on luxury value perception and
purchase intention. Journal of Asia Business Studies.

Yildinim, H. M., Gég, E. (2021). Z kusaginin seyahat tercihlerinde popiiler kiiltiiriin etkisi: hallyu — kore
dalgasi. Sivas Interdisipliner Turizm Arastirmalar: Dergisi, 4(2), 125-146.

Yoo, J. S. (2019). Kore Savag1 (Kan Kardesi), Kore Dizisi ve K-beauty (Kore Kozmetigi) Merkezinde
Tirkiye’de Kore Akiminin Giiniimtizdeki Durumu ve Gelecegi. KARE- Uluslararast Edebiyat, Tarih
ve Diigiince Dergisi, 19-48.

Yoon, S., & Lee, H. (2019). Empirical validation of the country-of-cultural origin model: does cultural
experience affect purchase intention?. Journal of International Consumer Marketing, 31(1), 53-65.

Wang, C. L., Li, D., Barnes, B. R., & Ahn, J. (2012). Country image, product image and consumer purchase
intention: Evidence from an emerging economy. International Business Review, 21(6), 1041-1051.

322




