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Abstract
This research1 presents two main streams of discourse on managing an interesting cultural export 
product that has earned phenomenal worldwide attention: (1) The influence of fan passions on 
consumer engagement (CE) behaviors; and (2) the theoretical and practical value of perceiving 
CE as a process, analyzed within the context of the Hallyu, or Korean Wave, phenomenon, 
specifically for K-pop and K-drama fans. Analyzing 6,755 survey responses from Philippine fans, 
the multiple regression results find that fan passions are indeed favorably significant drivers of 
online CE behaviors of pop cultural content consumption, community formation, conversation 
making, and commerce behaviors. Furthermore, this research lends empirical support that pop 
cultural content consumption is central to this CE process. Additional bootstrapping analyses 
show that this process is not strictly linear, and that other phases within the process can 
amplify each other to produce more favorable behaviors and outcomes. This research provides 
quantitative empirical results supporting key areas for scholars regarding the application 
of theory-based CE on particular pop cultural products and consumer segments, and for 
organizations on how to strategize towards maximizing the benefits of good CE management 
involving pop cultural product consumption.2
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INTRODUCTION

South Korea’s rise to the world stage through Hallyu, or more commonly known 
as the Korean Wave, has been a phenomenon in a number of different ways (Bae 
et al.; Capistrano; Choi and Maliangkay; Kim et al.; Kwak; Soesmanto; Wee; Xu 
and Hahm). From its small-scale and struggling early stages in the early 2000s to 
finally breaking into the global scene around a decade later (Shin 511; Siriyuvasak 
and Shin 113), a 2018 Korea Foundation report now recorded more than 89 million 
fans in more than 1,800 fan clubs worldwide, up to 22% from 2017 (Kwak) while 
a 2018 Korean Foundation for International Cultural Exchange report valued the 
2017 cultural exports at US$8.2 billion (Xu and Hahm). K-pop and K-drama, two 
of Hallyu’s most popular pillars and the focus of this research, are now significant 
components in the East Asian pop culture sphere, intensely competing with Chinese 
and Japanese content (Wee). There are also numerous examples of celebrities being 
credited to influencing significant short-term boosts in sales of other South Korean 
consumer goods (Bae et al.). This global reach has been buoyed by globalization 
(Siriyuvasak and Shin), and significant information technology use (Capistrano; 
Choi and Maliangkay; Ryu et al.; Soesmanto), more notably the digitalization of 
content (Lee), and social media use (Choi and Maliangkay). Furthermore, the 
South Korean government is planning on investing US$222 million for future 
Hallyu-inclined innovations (Soesmanto).

It is becoming more obvious that consumption is expected for fans (Stanfill 
77). In recent years, organizations’ marketing efforts have evolved from achieving 
transactional objectives of selling products and services to engaging and emotionally 
connecting with customers (Demiray and Burnaz; Florenthal; Graffigna and 
Gambetti; Pansari and Kumar), sparking continuous calls for more customer 
engagement (CE) research (Dolan et al.; Gupta et al.; Harrigan et al.; Kim et al.), 
especially on contexts involving introducing products to other cultures (Gupta et al.; 
Lam et al.; Nam and Kannan), and recognizing that fans can be prolific consumers 
(Stanfill 77). Furthermore, organizations are also making concerted efforts with 
media channels and online spaces in an attempt to intensify their activities to 
connect with customers (Duffet 388). However, how to more effectively and 
efficiently capture consumer attention and turn it into valuable CE is still difficult. 
Despite technological advancements, consumer attention is still fragmented due 
to the proliferation of content (Chen et al.; Gupta et al.; Kumar et al.), which can 
actually vary in whether they are competing or complementary (Duffet; Stanfill). 
In addition, these difficulties are more observable in emerging economies having 
less structured markets (Kumar et al.). For this research, the discourse on social 
media-driven CE is applied to the Philippine K-pop and K-drama market, which 
has received comparatively little academic discourse to date (Capistrano 65; Ryu 
et al. 236). The Philippines experienced one of the largest growths of fans, at 394 
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times within one year in 2018, standing at almost 1 million fans (Hicap), higher than 
the worldwide average growth rate of 22% (Kwak). Furthermore, the Philippines 
has been experiencing increases in K-pop live events over the last ten years, from 
merely two major concerts in 2010 to at least twelve concerts and fan meetings 
in 2017 (Capistrano 64), and at least 37 in 2019. All in all, this research intends to 
contribute to both theory and practice through:

Proposing an integrated model to analyze CE: CE is an emerging research 
field, despite it being a buzzword (Chen et al. 315), where debates are ongoing 
involving CE strategizing (Gupta et al. 13). This research is an exploratory 
study applying CE discourse towards K-pop and K-drama consumption in 
particular. Furthermore, as with some related marketing-themed fields on 
fan studies, there are currently little efforts to conceptualize, define, and 
measure fan passions (Wakefield) and CE (Hollebeek et al.; Leckie et al.; 
Yoshida et al.), especially pop culture online consumption. 

Extending CE research to other markets: While there have been attempts 
to test these on consumer products and services (Gupta et al.; Harrigan 
et al.; Leckie et al.), context-specific cases dealing with more intense 
consumer behaviors have been largely concentrated in the sports industry 
(Apostolopoulou and Papadimitriou; Vale and Fernandes; Wakefield; 
Yoshida et al.). Fans consuming pop culture content should be examined as 
well (Duffet; Stanfill; Stevens). This research focuses on another significantly 
relevant pop cultural product, K-pop and K-drama, where there has been 
little quantitative discourse on the matter (Capistrano 65; Ryu et al. 236). 
This sheds further light on Hallyu consumption discourse, complementing 
past qualitative and descriptive efforts explaining this phenomenon’s 
development, growth, and expansion to become one of the more interesting 
areas for research.

Internet technologies present an interesting context, as it redefines how fans 
can exhibit their behaviors (Duffet 382; Jenkins 18; Stanfill 82). The digitalization 
of K-pop and K-drama production and distribution created opportunities to 
continuously explore ways on how revenue streams and customer loyalty can be 
enhanced (Lee), increasing scope, scale, and reach (Nam and Kannan). Furthermore, 
understanding consumer behaviors in other contexts is a significant and continuous 
phenomenon that demands sustained attention (Ryu et al. 236), especially from an 
interdisciplinary lens. Therefore, the research questions for this discourse are:

RQ1: What can frame and describe K-pop and K-drama fans’ CE behaviors?

RQ2: What factors best explain K-pop and K-drama fans’ CE behaviors? 
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Furthermore, this research proposes the following framework, based on the 
subsequent theoretical discussion and practical applications of fan passions and 
online CE (see fig. 1: Proposed research framework):

Fig. 1. Proposed research framework

LITERATURE REVIEW

The Rise of International Hallyu Consumption

Hallyu’s rise is documented through numerous researches (Bae et al.; Capistrano; 
Ryu et al.). The 2000 estimates of $500 million in total cultural content exports was 
a significant jump from $188.9 million in 1998. Reports in 2015 estimate that out 
of the $4 billion to $5 billion in cultural exports, Hallyu accounted for $2.8 billion. 
Later reports valued Hallyu’s total economic assets at $83.2 billion.

In addition, Hallyu’s digitalization has redefined how fans consume content, 
creating new ways to take advantage of their passion towards K-pop and K-drama, 
new modes for fans to express themselves and communicate with fellow fans, and 
even document entire life experiences (Lee; Siriyuvasak and Shin). These, in turn, 
have made it easier for international fans to enjoy K-pop and K-drama (Siriyuvasak 
and Shin), and for companies to produce and distribute content (Shin). As a result, 
the recent years have shown a meteoric rise in the number of fan communities with 
intensifying consumption behaviors (Kwak; Wee). However, lingering issues and 
concerns regarding its sustainability have also been highlighted (Capistrano; Choi 
and Maliangkay; Kwak; Ryu et al.; Wee). Hence, it is important to generate useful 
insights on how to further exploit the digitalization phenomenon targeted at two 
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variables: Fan passions towards K-pop and K-drama content, and their penchant to 
engage with the content and with their fellow fans in a variety of ways. 

Fan Passions and the K-pop and K-drama Fandoms

The focus on fans, rather than mere consumers, is an important consideration for 
this research. Fans and fandoms, aside from being a common feature in popular 
culture and aside from being consumers and customers in the first place, exhibit 
a wide variety and degrees of behaviors in their consumption of popular culture 
artefacts and in their demonstrations of being a fan (Fiske 30; Hills 9). Furthermore, 
fans’ behaviors can be centered around consumption, and they can be personally 
and emotionally invested in this consumption of pop culture content (Stanfill 77; 
Stevens 201). What makes this more interesting is that many scholars have also 
pointed out that online spheres have exerted a great variety of influences on how 
fans consume and behave in ways that are different from ordinary consumers 
(Duffet 46). This makes them a very interesting and rather unique set of consumers 
to be examined and analyzed, simply because of how much they can be engaged 
with the target popular culture artefacts.

A number of studies have pointed to the concept of passion to explain why fans 
can be very engaged. Passion, defined as a strong internal disposition (Thomson et 
al. 80) towards an activity that people like or love (Vallerand 1), motivates a variety of 
responses, including CE (Harrigan et al.; Hollebeek et al.; Wakefield). Passion makes 
fans hold special meanings with the product purchased beyond their functional 
roles, fueling feelings of enjoyment, identification, pride, and loyalty towards the 
product, and perceptions of value towards experiences using the product and 
relationships with the product and with fellow customers (Apostolopoulou and 
Papadimitriou 538), thus redefining the brand’s value propositions (Wakefield 230). 
Indeed, these arguments are consistent with the descriptions and explanations on 
how productive fans can be. Fans can have an entire set of productive activities 
based on whatever meanings that they derive from the popular culture that they 
engage with (Fiske 40). They can also explore other venues and opportunities to 
exhibit their fan engagements beyond mere consumption (Jenkins 21; Stanfill 84). 
In recent years, fan passions towards a wide range of Hallyu content, particularly 
on K-pop and K-drama, have garnered significant academic and practical attention 
(Bae et al.; Capistrano; Choi and Maliangkay; Ryu et al.). 

Especially for commercial purposes, converting passions to profitable 
consumption patterns is a great marketing opportunity (Kumar et al. 74), where fans 
exhibit emotional attachments and more intense consumption patterns towards 
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the brand (Apostolopoulou and Papadimitriou; Siriyuvasak and Shin). Indeed, fans 
are consumers, and can be very loyal ones (Hills 11). Highly passionate fans are also 
more focused on activities that benefit their favorites and their fellow fans, rather 
than themselves (Siriyuvasak and Shin; Yoshida et al.). These consumers, especially 
in groups, exhibit significant CE behaviors, such as sharing and exchanging 
information to exhibiting favorable purchase and repurchase behaviors (Choi and 
Maliangkay; Haikel-Elsabeh et al.).

Just as how personal dispositions can influence consumer behaviors (Lam et al. 
56), and how fan behaviors in general can develop (Fiske 36), K-pop and K-drama fan 
behaviors start off as something very personal, which then become more outward-
oriented towards fan communities. These sentiments are also very important 
for this research, especially on how these fan behaviors translate into favorable 
consumerism (Hills 6). In other words, fans can be very active and proactive in 
their consumption of pop culture content, and in exhibiting other behaviors as 
a result of this consumption (Stanfill 80). More importantly, such consumption 
goes beyond financial transactions, extending to connecting with other fans and 
creating identities (Duffet; Jenkins; Stevens). But eventually, these interactions 
from the surrounding environment develop into commercial opportunities, such 
as word-of-mouth (WOM) and purchase and repurchase intentions (Ryu et al.). As 
argued, fans are individuals captivated by an object of interest, and then eventually 
come together in groups and engage in some behaviors beneficial to the said object 
(Haikel-Elsabeh et al.; Vale and Fernandes; Wakefield; Yoshida et al.). Therefore, 
the following hypotheses are proposed as:

H1a: Fans’ passion is positively related to their content consumption.

H1b: Fans’ passion is positively related to their community formation.

H1c: Fans’ passion is positively related to their conversation making.

H1d: Fans’ passion is positively related to their commerce behaviors.

Consumer Engagement (CE): Concepts and Theories

Conceptually, CE describes a consumer’s transactional, non-transactional, or long-
term cognitive, emotional, and behavioral activities around contextual consumer 
and brand interactions beyond purchase behaviors (Hollebeek et al.; Yoshida et al.). 
Over time, these discussions have led to debates on CE being a static or dynamic 
phenomenon, positing a number of direct and indirect effects (Gupta et al.).
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However, an interesting take on CE discourse is perceiving it as an intensifying 
process of assuring satisfaction, building emotional bonds to encourage more sales, 
and ensuring long-term profitable loyalty (Florenthal; Graffigna and Gambetti; 
Pansari and Kumar), triggered by consumers’ reactions to brand-related stimuli 
(Chen et al.). One study argued that it starts at identification, going through 
experiences of enthusiasm, attention, absorption, and finally interaction (Harrigan 
et al. 598). Another described it as a process of activation-affection-cognitive 
processing (Hollebeek et al. 151). Another described it as a process of initial purchase, 
experience, emotions and satisfaction, and engagement (Gupta et al. 8). In social 
media contexts, this process is defined as consumption-contribution-creation, at 
increasing intensities (Dolan et al. 266; Nam and Kannan 29).

Previous researchers have employed some theoretical foundations to explain 
CE’s influence on brand performance. For one, based on service-dominant logic 
and consumer-culture theory, CE is a result of consumer-brand relationships 
based on interactions, shared values, experiential content, rewards, and incentives 
(Leckie et al. 560). This service-dominant logic was even extended to explain WOM 
behaviors in brand communities (Zhang et al. 840). Secondly, through uses and 
gratifications (U&G) theory, CE is developed via a series of favorable consumer 
activities (Florenthal; Vale and Fernandes). Thirdly, through commitment trust 
theory and interdependence theory, CE is a co-creation process involving products, 
services, and communication messages (Pansari and Kumar 296). Overall, these 
theoretical arguments agree that CE is the consumers’ proactive and self-initiated 
participation towards the brand based on previous consumption experiences. 

CE is also present in online spheres. For fans, these online spheres do not merely 
provide an alternative venue to exhibit behaviors, but an opportunity to intensify 
them (Hills 135). Technologies such as websites, forums, and social media have 
empowered consumers to exhibit various degrees of engagement of their choice 
(Chan et al.; Chen et al.; Dolan et al.; Florenthal; Gupta et al.; Haikel-Elsabeh et 
al.; Harrigan et al.; Hollebeek et al.; Nam and Kannan; Vale and Fernandes; Zhang 
et al.). Online CE adopts two perspectives of CE (Chan et al. 84). The marketing 
perspective supports CE as the consumer’s physical, cognitive, and emotional 
presence in the relationship with the brand while the IS view defines CE as the 
intensity of the state and the flow of pleasure and involvement in an activity.

Hence, online CE becomes a process that has a number of observable touchpoints 
and leads to more measurable outcomes, such as satisfaction and loyalty (Harrigan 
et al.; Hollebeek et al.; Nam and Kannan). Hence, there should be discrete phases 
facilitating the development and flow of attitudes and behavioral intentions 
through this process, with an observable beginning and ending. Doing so will aid 
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in identifying value-adding touchpoints to ensure that consumers can enjoy their 
experience with the brand (Haikel-Elsabeh et al.; Nam and Kannan).

This research’s thrust towards the process-oriented CE adheres to the reasoning 
on fans’ behaviors. As previously stated, fans in general can undergo several phases 
during their consumption of pop culture content and exhibiting other favorable 
behaviors along the way (Fiske; Hills; Stevens). Hence, K-pop and K-drama fans’ 
experiences are not that different, where online CE is widely exhibited by fans who 
are technologically savvy, peer-steered, and participation-conducive (Choi and 
Maliangkay). Furthermore, much of these contents are distributed online (Kim et 
al.; Lee), earning millions of fans all around the world (Bae et al.). What is also 
interesting about online Hallyu-themed CE is that this enables free or extremely 
affordable channels for content consumption. The digitalization of such content has 
enhanced experiences and encouraged a greater diversity in the way fans consume 
such content, opening many opportunities for a variety of possible interactions 
(Lee). This is something that is very critical to the Philippine market. Unlike its 
Southeast Asian neighbors that have domestic companies and the domestic mass 
media actively marketing K-pop and K-drama content (Siriyuvasak and Shin), 
local media distribution channels carry very little K-pop and K-drama content 
compared to domestic and Western content, forcing bulk of Philippine fans to turn 
to online channels, to exhibit CE-like behaviors (Capistrano; Ryu et al.). It is only 
very recently that there has been an upsurge of such content, albeit still limited in 
variety, to be consumed via local media distribution channels.

CE: From Content Consumption to Community Creation

As previously discussed, CE revolves around some contextual focal point 
(Graffigna and Gambetti; Hollebeek et al.), in this case a brand and its content 
(Chen et al.; Florenthal). In online landscapes, content related to the brand is the 
stimulus triggering CE processes (Florenthal; Hollebeek et al.; Kim et al.; Zhang et 
al.). Particularly for K-pop and K-drama, media is a very powerful and dynamic 
context. Media has a very deep vested interest in fans and fandoms, and would 
therefore be very keen on how content is produced and distributed more cost-
effectively (Duffet 382; Stanfill 37). Content is created in various formats (e.g. 
videos, music, pictures, artworks, opinions, and testimonials) and delivered across 
multiple channels to maximize scope and reach (Haikel-Elsabeh et al.; Nam and 
Kannan). On the production side, this has been made possible by the significant 
vertical and horizontal integrations of companies to encompass more genres other 
than music and drama, and other channels aside from radio and television (Lee; 
Shin; Siriyuvasak and Shin). On the distribution side, YouTube allows for free 
consumption of K-pop music videos. Instagram and VLive allow for free interactions 
with K-pop idols. Viu and Netflix enable affordable consumption of K-dramas. 
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Spotify enables free consumption of K-pop songs and K-drama soundtracks, while 
MelOn, the biggest music streaming site in South Korea, does it for an affordable 
subscription fee. In addition, media outlets such as English-language website 
Soompi and South Korean portal Naver provide news and updates. These have all 
significantly contributed to the community creating and building processes that 
have led to numerous fandoms (Wee).

Service-dominant logic and engagement theory imply that consumed content 
brings together like-minded individuals to form communities. Consumption of 
content enhances individual and group participation (Fiske; Hills; Morgan and 
Hunt; Stevens; Vargo and Lusch). Given where and how K-pop and K-drama 
content can be consumed, forming communities becomes much easier, as many of 
these online platforms enable community building in various ways and means as 
well. Therefore, the following hypothesis is proposed as:

H2: Fans’ content consumption is positively related to their community formations.

CE: From Communities to Conversations

An important consideration in fans and fandoms are the conversations borne 
out of these communities (Fiske 38). Along the same thread, groups of similar 
individuals have been important in many marketing decisions (Lam et al. 58). Such 
communities engage in conversations that provide insights and inform audience 
interests, especially on social media (Demiray and Burnaz; Florenthal; Haikel-
Elsabeh et al.). Additionally, fandoms are manifestations of such communities 
(Duffet; Jenkins; Stanfill; Vale and Fernandes). These realities make community 
formation an integral part of CE. For instance, K-pop fandoms that have exhibited 
significant content consumption behaviors are widely recognized as communities 
who exhibit love for the genre in many different ways (Capistrano; Choi and 
Maliangkay; Kwak; Ryu et al.; Wee).

U&G implies that gratification borne out of consumption fuels relationship 
building (McAlexander et al. 44), prompting consumers to look for fellow 
consumers and interact with them. As mentioned, much of Philippine K-pop and 
K-drama consumption are found on online platforms that empower them to search 
for fellow consumers and form communities, and then later on participate in 
conversations. Furthermore, being in communities amplify consumers’ tendencies 
to converse with each other (Duffet; Graffigna and Gambetti; Lam et al.; Ryu et al.). 
Therefore, the next research hypothesis is stated as follows:

H3: Fans’ community formations are positively related to their conversation 
making.
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CE: From Conversations to Commerce

Brands cultivating CE hope to forge more favorable and profitable ties with their 
consumers (Graffigna and Gambetti; Gupta et al.; Kumar et al.). Conversations 
are easy venues for WOM (Lam et al. 56), more so in social media (Demiray and 
Burnaz; Haikel-Elsabeh et al.). Conversations facilitate information exchanges for 
product and service evaluations, leading to actions that have short-term and long-
term commercial and non-commercial benefits (Florenthal; Pansari and Kumar; 
Vale and Fernandes; Yoshida et al.). Furthermore, these conversations are made 
easier within communities of fellow consumers (Demiray and Burnaz; Florenthal; 
Haikel-Elsabeh et al.; Ryu et al.; Vale and Fernandes), especially because of shared 
interests, values, and norms (Duffet 398). Hence, conversations, especially within 
communities, generate commerce-related behaviors such as qualifying leads, 
influencing decision-making, creating calls to action, and encouraging actual 
action.

Consumer-culture theory captures this part of the process where consumers 
develop and communicate their perceptions based on their experiences with a 
purchased product (Arnould and Thompson 870). Fans, in particular, are very 
active in exhibiting this particular behavior  (Fiske; Hills). This becomes an involved 
process of generating and sharing feedback, expressing purchase and usage 
intentions, and hinting at long-term loyalty (Leckie et al.; Stanfill). In this research, 
much of the intensity towards these commerce behaviors is observed in how Hallyu 
fans generate and share content online (Capistrano; Choi and Maliangkay). And 
this is further bolstered by similar behaviors found within their communities of 
fellow consumers, which is espoused in the following proposed hypothesis:

H4: Fans’ conversation making is positively related to their commerce behaviors.
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METHODS

The data was collected via the survey method. The main question items were 
derived and reworded from previous studies: Eight items on fan passion (Vale and 
Fernandes; Wakefield; Yoshida et al.), six on content consumption (Wakefield), four 
on creating conversations (Vale and Fernandes), nine on community formations 
(Vale and Fernandes; Yoshida et al.), and eleven on commerce-based behaviors 
(Leckie et al.; Vale and Fernandes; Yoshida et al.). The five-point Likert scale 
survey was administered online, executed in partnership with a culture marketing 
firm and tapping into the different Philippine-based fandoms. Respondents were 
incentivized with a raffle to K-pop concert tickets and merchandise. This yielded 
6,755 usable responses out of 6,998 (96.52%). SPSS 21 statistical software was used 
for all of the analyses of the data, and evaluation and interpretation of the results 
followed standard rules of thumb (Hair et al.).

ANALYSIS

Respondent Demographics

Half of the respondents are 21 years old and younger, and with college degrees, 
mostly female and single. Almost half of the respondents are students, while another 
similar portion are employed. These are typical demographics of Hallyu fans in 
the Philippines (Capistrano) and globally (Choi and Maliangkay; Kwak; Ryu et al.). 
More than half are from the National Capital Region (NCR), where Metropolitan 
Manila, the main venue for K-pop concerts in the Philippines, is located (see table 
1: Respondent demographics).

Table 1

Respondent demographics

N Dist.

Age
21 and younger 3,428 50.75%
22 to 30 2,873 42.53%
31 to 40 392 5.80%
41 to 46 43 0.64%
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Table 1

Respondent demographics

N Dist.

47 and older 19 0.28%
Gender at birth
Female 6,322 93.59%
Male 433 6.41%
Location
NCR 3,681 54.49%
Outside NCR 3,074 45.51%
Marital Status
Single 6,585 97.49%
With live-in partner 16 0.24%
Married 136 2.01%
Separated 13 0.19%
Widowed 5 0.07%
Highest educational attainment
Elementary graduate 875 12.95%
High school graduate 406 6.01%
Some college 1,716 25.40%
College graduate 3,570 52.85%
Post-college graduate 188 2.78%
Current occupation
Student 2,816 41.68%
Employed/worker 2,910 43.08%
Self-employed 397 5.88%
Unemployed 558 8.26%
Retired 74 1.10%
Monthly Income (In USD)
195.81 and below 3,383 50.08%
195.83 to 391.62 1,501 22.22%
391.64 to 587.43 1,072 15.87%
587.45 to 783.24 397 5.88%
783.26 and more 402 5.95%
Years being a fan
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Table 1

Respondent demographics

N Dist.

Less than 1 205 3.03%
1 to 3 1,612 23.86%
4 to 6 1,741 25.77%
7 to 9 1,617 23.94%
10 and above 1,580 23.39%
Member of a fan club
Yes 4,963 73.47%
No 1,792 26.53%
Hours per day consuming Hallyu content
0 to 2 257 3.80%
2 to 6 3,341 49.46%
6 to 8 1,310 19.39%
8 to 12 1,176 17.41%
More than 12 671 9.93%
Hours per day engaging in Hallyu via social media
0 to 2 1,175 17.39%
2 to 6 3,432 50.81%
6 to 8 969 14.34%
8 to 12 808 11.96%
More than 12 371 5.49%
Hours per day creating Hallyu-related content
0 to 2 3,091 45.76%
2 to 6 2,227 32.97%
6 to 8 485 7.18%
8 to 12 438 6.48%
More than 12 514 7.61%

Most of the respondents have been fans for at least one year, with more than one-
fourth being fans for over ten years. Almost three-fourths are members of at least 
one fan club. Roughly half disclosed that they spend anywhere from two to six 
hours consuming and engaging in Hallyu content via social media, but only two 
hours at most in creating their own content. 
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Descriptives, Validity, and Reliability

Because this research is exploratory, and is the one of the first foray into Hallyu-
related fan behaviors, which is an entirely different context compared to the cited 
previous research, exploratory factor analysis (EFA) was utilized to generate the 
descriptive statistics and to evaluate the validity and reliability of the research 
variables (Hair et al.). The analysis yielded acceptable validity and reliability levels 
(see table 2: Descriptive statistics), as well as acceptable correlation figures (see 
table 3: Correlation matrix), which also indicates minimal common method bias 
issues. These results indicate enough confidence to proceed with the interpretation 
of the EFA, and later on with the hypotheses testing.

Table 2

Descriptive statistics

Item Code Question Item  Mean S.D.
Std. 
Load. 
(>0.600)

KMO 
(>0.500)

Cum. Var. 
(>60%)

Cronbach 
α (>0.700)

PERSONALITY-DRIVEN FAN PASSION (FPPER) 0.684 74.109% 0.824

FPPER01 I am passionate about the Hallyu 
content that I follow 4.312 1.109 0.904

FPPER04
I consider myself to be a “real” 
fan of the Hallyu content that I 
follow

4.329 1.094 0.867

FPPER02
I feel that I put in more time and 
effort on Hallyu content that I 
follow above other interests

3.904 1.094 0.808

FPPER03 I feel that I cannot live without 
the Hallyu content that I follow 3.287 1.243 Deleted

ASSOCIATION-DRIVEN FAN PASSION (FPASS) 0.713 74.883% 0.832

FPASS03
I associate the Hallyu content 
that I follow with some 
important events of my life

3.634 1.233 0.891

FPASS04
I can express myself better 
through the Hallyu content that 
I follow

3.725 1.277 0.852

FPASS02
I feel that the Hallyu content 
that I follow is important to me 
because of my personal attitudes

3.620 1.184 0.852

FPASS01 Watching the Hallyu content that 
I follow makes me happy 4.476 1.052 Deleted

CONTENT (CONT) 0.641 62.591% 0.691
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Table 2

Descriptive statistics

Item Code Question Item  Mean S.D.
Std. 
Load. 
(>0.600)

KMO 
(>0.500)

Cum. Var. 
(>60%)

Cronbach 
α (>0.700)

CONT05 I “like” official content related to 
the Hallyu content 4.575 0.879 0.848

CONT06
I share and comment official 
content related to the Hallyu 
content

3.974 1.064 0.767

CONT01
I watch appearances of the Hallyu 
content that I follow on screen 
(TV, internet, DVD, cinema)

4.410 1.021 0.756

CONT02
I listen to broadcasts of the 
Hallyu content that I follow on 
the radio or Internet (livestream, 
podcasts)

3.767 1.098 

Deleted
CONT03

I read the activities of the Hallyu 
content that I follow in print 
publications

3.354 1.222 

CONT04 I visit websites related to the 
Hallyu content that I follow 4.021 1.145 

COMMUNITY (COMY) 0.821 61.052% 0.840

COMY08
I want to influence the 
community related to the Hallyu 
content that I follow to do 
something

3.769 1.155 0.808

COMY09
I feel good about myself when 
other community members share 
my ideas and comments related 
to the Hallyu content that I follow

3.980 1.120 0.797

COMY05
I often advise other fans on how 
to support the Hallyu content 
that I follow

3.278 1.216 0.786

COMY06
I spend time on social media by 
sharing information with other 
fans of the Hallyu content that I 
follow

3.840 1.173 0.767

COMY04
I often interact with other fans to 
talk about issues related to the 
Hallyu content that I follow

3.872 1.173 0.746
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Table 2

Descriptive statistics

Item Code Question Item  Mean S.D.
Std. 
Load. 
(>0.600)

KMO 
(>0.500)

Cum. Var. 
(>60%)

Cronbach 
α (>0.700)

COMY01

I look forward to talking, 
discussing, and sharing 
information with others that 
also like the Hallyu content that 
I follow

4.381 0.977 

Deleted
COMY02

I actively take part in organizing 
and leading community events to 
support and promote the Hallyu 
content that I follow

2.917 1.223 

COMY03
Being a part of this community 
makes me feel more connected 
to the Hallyu content that I follow

4.130 1.057 

COMY07
I attend events related to the 
Hallyu content that I follow to 
share my experiences with other 
fans

3.472 1.300 

CONVERSATION (CONV) 0.660 65.509% 0.736

CONV02
I post pictures, videos, art, or 
personal images related to the 
Hallyu content that I follow on 
social media

3.703 1.222 0.857

CONV01
I initiate posts related to the 
Hallyu content that I follow on 
my social media

3.432 1.243 0.806

CONV03
I add labels or hashtags on 
my posts related to the Hallyu 
content that I follow on social 
media

3.654 1.205 0.762

CONV04
I write reviews, forum threads, 
and personal opinions related to 
the Hallyu content that I follow 
on social media

2.898 1.287 Deleted

COMMERCE – LOYALTY (CMLOY) 0.500 77.206% 0.704

CMLOY02
I wear apparel which represents 
the fans of the Hallyu content 
that I follow even if it is not active

3.171 1.275 0.879

CMLOY01
I wear apparel and purchase 
items only if it represents the 
Hallyu content that I follow

2.983 1.356 0.879

COMMERCE – INTENTION (CMINT) 0.809 60.597% 0.833
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Table 2

Descriptive statistics

Item Code Question Item  Mean S.D.
Std. 
Load. 
(>0.600)

KMO 
(>0.500)

Cum. Var. 
(>60%)

Cronbach 
α (>0.700)

CMINT06
I will buy official merchandise 
related to the Hallyu content that 
I follow again

4.344 0.964 0.849

CMINT05 In the future, I will be loyal to the 
Hallyu content that I follow 4.481 0.896 0.800

CMINT07
The Hallyu content that I follow 
will still be my first choice in the 
future

4.353 0.971 0.762

CMINT02
I am most likely going to 
purchase official Hallyu 
merchandise within the year

4.165 1.111 0.739

CMINT01 In the next year, I plan to attend 
another Hallyu event 4.632 0.884 0.737

CMINT03

I am most likely going to spend 
on Hallyu items and events if 
they come with “fan perks” (i.e., 
soundcheck, send-off, posters, 
photo cards, albums, etc.)

4.248 1.083 

Deleted

CMINT04
I am most likely going to 
participate in contests to win 
official Hallyu items and/or 
attend events

4.123 1.201 

COMMERCE – WORD OF MOUTH (CMWOM) 0.500 83.072% 0.796

CMWOM01
My friend considers me as the 
person who always introduces 
them to new Hallyu content

3.977 1.130 0.911

CMWOM02
I am influential person in my 
group because of the Hallyu 
content I follow

3.585 1.191 0.911
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Table 3

Correlation matrix

Mean SD FPPER FPASS CONT COMY CONV CMLOY CMINT CMWOM

FPPER 4.181 0.945 1 .502** .441** .299** .273** .152** .406** .237**

PFASS 3.659 1.065 .502** 1 .297** .320** .281** .167** .362** .232**

CONT 4.319 0.779 .441** .297** 1 .478** .523** .234** .538** .352**

COMY 3.747 0.911 .299** .320** .478** 1 .620** .369** .484** .527**

CONV 3.593 0.989 .273** .281** .523** .620** 1 .329** .401** .389**

CMLOY 3.076 1.156 .152** .167** .234** .369** .329** 1 .307** .322**

CMINT 4.395 0.750 .406** .362** .538** .484** .401** .307** 1 .394**

CMWOM 3.781 1.058 .237** .232** .352** .527** .389** .322** .394** 1

Based on the EFA results, fan passions as a construct requires some redefinition. 
Hence, this is further divided into two distinct categories–-personality-based 
and association-based. The first one describes individuals’ personal dispositions 
influencing their expressing fan behaviors. The second one describes how they 
can use their relationships in expressing fan behaviors. These reflect the degree 
of consumers’ individual intensity and their desire to participate in cultivating the 
brand to increase awareness and consumption.

The respondents widely agree that they consider themselves as real fans. But 
what primarily defines their personality-based fan passions is the degree of their 
following of their target K-pop or K-drama content. They also agree most with 
watching such content making them happy, but this was not even a consideration in 
their definition of what association-based fan passion is. Instead, what is foremost 
in their minds is the association of this content with some important events in 
their lives. This in itself is something worth further exploring in order to further 
encourage fan passions towards a certain commercial direction.

The EFA results generated one factor each for content, community, and 
conversation. For content, “liking” official K-pop or K-drama content is both the 
most often act of content consumption and its foremost indicator. This means that 
this is the most prominent and observable thing that Philippine fans do to exhibit 
their K-pop and K-drama consumption patterns, which is also the easiest to do. 
However, the more proactive actions defining content consumption that require 
more effort are not even considered. This can be attributed most likely to the lack 
of access to broadcasts, the lack of local coverage by Philippine media, and the lack 
of credible English-language content websites.
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For community, the desire to influence is the main reason to join the community. 
However, this is not the most frequent community-based activity that they do. Also, 
looking forward to talking, discussing, and sharing Hallyu-related information is 
not even a significant part in community formation. This presents yet another 
opportunity to enhance the quality of community formation, since these are very 
important marketing channels.

For conversation, posting Hallyu-related pictures, videos, artworks, or personal 
images proved to be both the most common act of conversation, and also its main 
driver of initiating conversations. But the most involved action of writing reviews, 
forum threads, and personal opinions is not a consideration. What is even more 
interesting is that this research variable received scores that are in the lower-middle 
range of the five-point Likert scale. This presents significant opportunities later on, 
as it is obvious that some efforts to entice more valuable conversations must be 
made.

Similar to the construct on fan passions, the EFA results suggest redefining 
commerce behaviors as well. Three factors were extracted for commerce behaviors: 
Loyalty, purchase intention, and word-of-mouth. For loyalty, fans are concerned 
more about wearing apparel that is representative of Hallyu. This shows a certain 
affinity for the content, the fans, and the community. For intention, the results 
show that buying official merchandise related to the Hallyu content that they 
follow is the most important for them. However, planning on attending another 
Hallyu event the following year is the most frequently done intention-based action. 
Lastly, for WOM, being considered as the person introducing Hallyu content to 
others is both the most frequent and the most important WOM activity. All in all, 
as far as commerce-related issues are concerned, there seems to be a lot of affinity 
towards the community. But there needs to be a lot of work to encourage more 
of these behaviors, as cultivating loyalty and encouraging word-of-mouth are still 
challenging given the low mean scores earned.

Hypothesis Testing

Multiple regression was employed to test the direct effects hypothesized in 
this research. The results show good fit across all criteria, presenting very little 
problems hindering their respective interpretations. However, due to the extracted 
factors for fan passions and commerce behaviors from the EFA results, some of the 
hypotheses have to be restated (See Table 4: Changes in the hypotheses due to the 
EFA results and Table 5: Regression results).



Capistrano, Patent & Bergania-De Vera / Exploring Fan Passions� 117

Kritika Kultura 39 (2022): 117–133� © Ateneo de Manila University

<https://ajol.ateneo.edu/kk>

Table 4

Changes in the hypotheses due to the EFA results

Original hypothesis Restated hypothesis
H1a: Fans’ passion is positively 
related to their content consumption.

H1a: Fans’ personality-driven passion is positively related to their 
content consumption.
H1b: Fans’ association-driven passion is positively related to their 
content consumption.

H1b: Fans’ passion is positively 
related to their community formation.

H1c: Fans’ personality-driven passion is positively related to their 
community formation.
H1d: Fans’ association-driven passion is positively related to their 
community formation.

H1c: Fans’ passion is positively 
related to their conversation making.

H1e: Fans’ personality-driven passion is positively related to their 
conversation making.
H1f: Fans’ association-driven passion is positively related to their 
conversation making.

H1d: Fans’ passion is positively 
related to their commerce behaviors.

H1g: Fans’ personality-driven passion is positively related to their 
loyalty.
H1h: Fans’ personality-driven passion is positively related to their 
purchase intention.
H1i: Fans’ personality-driven passion is positively related to their 
word-of-mouth behavior.
H1j: Fans’ association-driven passion is positively related to their 
loyalty.
H1k: Fans’ association-driven passion is positively related to their 
purchase intention.
H1l: Fans’ association-driven passion is positively related to their 
word-of-mouth behavior.

H2: Fans’ content consumption is 
positively related to their community 
formations.

No changes made

H3: Fans’ community formations 
are positively related to their 
conversation making.

No changes made

H4: Fans’ conversation making is 
positively related to their commerce 
behaviors.

H4a: Fans’ conversation making is positively related to their 
loyalty.
H4b: Fans’ conversation making is positively related to their 
purchase intention.
H4c: Fans’ conversation making is positively related to their word-
of-mouth behavior.
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Table 5

Regression results

Y(CONT) Y(COMY) Y(CONV) Y(CMLOY) Y(CMINT) Y(CMWOM)
R2 (>0.10) 0.202 0.264 0.453 0.155 0.392 0.295
Adj. R2 

(>0.10) 0.202 0.263 0.453 0.154 0.392 0.295

D-W (1.5-
2.5) 1.994 1.963 2.019 1.988 1.979 1.984

F-value 
(>4.00) 855.413*** 806.280*** 1396.537*** 246.684*** 870.495*** 565.868

β(FPPER) 0.390*** 0.023(n.s.) -0.025(n.s.) 0.011(n.s.) 0.126*** 0.036**
β(FPASS) 0.101*** 0.186*** 0.057*** 0.032* 0.120*** 0.034**
β(CONT) 0.413*** 0.292*** 0.020(n.s.) 0.322*** 0.092***
β(COMY) 0.469*** 0.254*** 0.246*** 0.426***
β(CONV) 0.149*** 0.012(n.s.) 0.058***

***=p-value<0.001; **=p-value<0.01; *=p-value<0.05; n.s.=not significant

Personality-based fan passions have a statistically stronger relation towards content 
consumption, intention, and word-of-mouth. Association-based fan passions 
have a statistically stronger relation towards community formation, conversation 
making, and loyalty. All in all, these lend some support for Hypotheses H1a to H1d. 
The results also lend support for Hypotheses H2 and H3. Conversation making 
has a statistically strong relation towards loyalty and word-of-mouth, but not on 
intentions, lending support for Hypotheses H4a and H4b, but not on H4c. All in all, 
the results show much empirical support for this process-based view of CE (see fig 
2: Revised research framework based on results).
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Fig. 2. Revised research framework based on results

However, despite the theoretical arguments supporting the process-based view of 
CE, certain realities dictate that not all fans go through each step. For instance, 
some would not engage in deep conversations, and would immediately search 
out existing communities to belong to, would set up new communities, or even 
immediate exhibit commerce behaviors (Hicap; Kwak). Even some theoretical 
arguments advocated that there is no single correct path towards fans being 
consumers of pop culture content (Hills), and that there are a variety of ways to do 
so, some even serving as mediating steps in the process (Stanfill). But nevertheless, 
even the mere knowledge that such conversations and communities do exist 
can potentially influence other CE behaviors. Therefore, to reflect these realities, 
further multiple regression with bootstrapping via SPSS was employed to test 
for the implied mediating effects of this research (see table 6: Bootstrapping for 
indirect effects).

Table 6

Bootstrapping for indirect effects

Mediating Effects Indirect Effect Lower-Upper Limits
FPPER ▶ CONT ▶  COMY 0.503 0.470-0.535
FPASS ▶  CONT ▶  COMY 0.492 0.461-0.520
FPPER ▶ COMY ▶ CONV 0.641 0.617-0.664
FPASS ▶ COMY ▶ CONV 0.641 0.618-0.662
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Table 6

Bootstrapping for indirect effects

Mediating Effects Indirect Effect Lower-Upper Limits
FPPER ▶ CONV ▶ CMLOY 0.363 0.333-0.389
FPASS ▶ CONV ▶ CMLOY 0.358 0.330-0.388
FPPER ▶ CONV ▶ CMINT 0.238 0.218-0.260
FPASS ▶ CONV ▶ CMINT 0.247 0.227-0.269
FPPER ▶ CONV ▶ CMWOM 0.375 0.347-0.402
FPASS ▶ CONV ▶ CMWOM 0.376 0.350-0.402
CONT ▶ COMY ▶ CONV 0.520 0.495-0.547
COMY ▶ CONV ▶ CMLOY 0.189 0.154-0.226
COMY ▶ CONV ▶ CMINT 0.125 0.102-0.145
COMY ▶ CONV ▶ CMWOM 0.108 0.078-0.139

 

Based on the rules of thumb of examining the indirect effects vis-à-vis their 
lower and upper limits (Hair et al.), the results show that all implied mediating 
effects are significant. This means that being exposed to content, conversations, 
and communities has some correlation towards fans exhibiting more favorable 
behaviors as they go through this CE process. This is especially important for 
personality-based fan passions, where it does not exhibit statistically significant 
correlations towards community formation, conversation making, and loyalty. 
But it also shows that the process is not strictly and straightforwardly linear as 
initially proposed. Overall, these results lend further empirical support as to how 
individual varying experiences going through the process of CE can significantly 
and favorably help in achieving beneficial, and preferably commercial, outcomes.

Posthoc Analysis

Analysis of Differences of Means

It was previously mentioned that the marketing perspective posits that CE is 
a process (Harrigan et al.; Hollebeek et al.), while the IS perspective posits  that 
CE is an online flow representing the extent of pleasure and involvement in an 
activity (Chan et al.). For the marketer’s perspective, it is therefore important 
that consumer interest is sustained, and that some momentum is built during 
the CE process. And since this is an online sphere, evaluating the effectiveness of 
online touchpoints is also important (Nam and Kannan 29). Furthermore, there 
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are developing arguments that fans demonstrate more intensive and interactive 
consumption behaviors (Stanfill), especially when proactively going through 
the process of showing dedication and loyalty to the pop culture content (Hills; 
Jenkins). Consequently, this research makes some additional analysis to test if 
there is at least a sustained momentum in the flow from fan passions all the way 
to commerce-related behaviors, consistent with what these two perspectives argue 
(see fig. 3: Analysis of significance of differences). 

Fig. 3. Analysis of significance of differences

The expectations are that these means will increase as fans go through the CE 
process, signifying that the previous step encourages fans to exhibit more intense 
CE behaviors along the way. But fans apparently lose some momentum when 
they get into communities and conversations. Furthermore, conversations can 
potentially lead to better demonstrations of purchase intentions and WOM, but 
not so much on loyalty. Overall, as much as CE can be perceived as a process, there 
are also several varying degrees of intensity of CE that should be recognized (Chen 
et al.; Graffigna and Gambetti). These results provide empirical justifications on 
what marketers can look out for in order to sustain the momentum of individual 
experiences going through the CE process.

Analysis of Variance (ANOVA)

To resolve certain conflicting arguments that fans’ CE can be dictated by certain 
demographics on the one side (Apostolopoulou and Papadimitriou; Stevens; 
Yoshida et al.) vis-à-vis Hallyu fan behaviors knows no socio-economic boundaries 
(Bae et al.; Capistrano; Choi and Maliangkay), additional ANOVA was made to 
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determine its influence on the research variables (see table 7: ANOVA results 
[Demographics]). To reiterate, this research has two sets of demographic variables: 
Those that usually describe the respondents and those that describe their behaviors 
of being a K-pop or K-drama fan.

Table 7

ANOVA results (Demographics)

Age Gender Loca-
tion Marital Educa-

tion
Occupa-
tion Income

Years 
being a 
fan

Member of 
a fan club

Hours 
per day 
consum-
ing

Hours per 
day engag-
ing

Hours per 
day creat-
ing

FPPER 2.315 1.954 1.300 1.002 5.325*** 2.267 1.898 7.270*** 27.833*** 33.399*** 20.676*** 10.209***

FPASS 5.688*** 1.788 1.000 3.193* 1.329 0.467 0.193 4.223** 20.516*** 34.540*** 32.314*** 13.930***

CONT 2.086* 1.566 1.828 0.544 3.452** 1.017 1.174 4.345** 53.678*** 55.742*** 58.878*** 30.804***

COMY 54.336*** 5.489* 4.939** 5.533*** 32.895*** 27.640*** 25.306*** 3.728** 366.027*** 98.453*** 140.462*** 223.862***

CONV 16.744*** 0.275 4.227** 4.519** 8.864*** 4.189** 6.003*** 6.377*** 237.273*** 98.793*** 148.375*** 301.636***

CMLOY 2.815* 1.478 3.006* 1.210 1.135 7.320*** 2.555* 3.571** 163.942*** 29.359*** 46.053*** 73.517***

CMINT 2.218 1.772 1.689 2.252 4.532** 1.993 6.034*** 2.264 124.232*** 53.896*** 51.319*** 19.926***

CMWOM 25.834*** 9.275** 1.945 0.442 8.656*** 8.657*** 2.429* 26.582*** 159.616*** 58.055*** 68.547*** 80.837***

***=pvalue<0.001; **=pvalue<0.01; *=pvalue<0.05

The results show that their current status and behaviors as a fan exert very 
significant effects over the research variables, rather than age, gender, education, 
and income, among others. These results lend further support to the fan passions 
part of the research, as variables such as years being a fan and number of hours 
spent consuming, engaging, and creating are additional reflections of the level of 
passion and intensity that these fans exhibit towards K-pop and K-drama (Choi 
and Maliangkay). Moreover, these results also lend support to the arguments that 
fans and fandoms regarding closer examinations of their behaviors across certain 
demographics and backgrounds (Fiske).
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DISCUSSIONS

As much as Hallyu has created a significantly impactful phenomenon that transcends 
borders and cultures, there are still much to be analyzed and discussed, whether 
it is via a single disciplinary view, or adopting a multidisciplinary perspective. As 
of late, it is the extensive use of information technologies, most especially social 
media, that creates an interesting research sphere for Hallyu studies, as this has 
enabled Hallyu content to be consumed all around the world in many different 
ways. Therefore, this research extends the empirical discourse of fan-driven 
consumer behaviors in the context of consumer engagement, integrating these 
two perspectives together and applied to further analyzing Philippine K-pop and 
K-drama fans’ behaviors. This research provides complementary insights derived 
from a theoretical underpinning and supported by empirical data explaining Hallyu 
from a consumer behavior point of view. 

The emergence of online CE is greatly beneficial for Hallyu. Many experts 
believe that Hallyu is at a phase where it needs to consolidate its worldwide gains, 
but is facing sustainability issues (Bae et al.), and this research shows that online 
CE is a powerful tool to do so. The number of content is growing at an increasing 
rate, intensifying the competition for fan attention, and fans are yearning to get 
more engaged with the content that they consume (Choi and Maliangkay; Hicap). 
K-pop and K-drama companies must therefore recognize that they have a good 
opportunity to capitalize on these intense fan passions and induce more value-
adding CE to compete in an increasingly crowded industry. Aligning these fan 
passions and behaviors with the proper strategies that companies should employ 
should be seriously considered (Stanfill).

RQ1: What can frame and describe K-pop and K-drama fans’ CE behaviors?

Online CE behavior is cultivated through a process of consuming content, and 
then using that to form communities, which in turn encourages conversations 
among individuals sharing similar sentiments and behaviors within the community. 
Afterwards, this results to favorable commerce-like behaviors of loyalty, purchase 
intentions, and word-of-mouth. Ideally, there should be a gradually increasing 
intensity of consumer behaviors through this CE process  (Dolan et al.; Florenthal; 
Graffigna and Gambetti; Hollebeek et al.; Kumar et al.; Leckie et al.; Pansari and 
Kumar; Vale and Fernandes; Zhang et al.). However, these behaviors observed 
either intensify or wane. Instances of intensifying behaviors should be exploited, 
while incidences of waning should be addressed.

Furthermore, depending on individual consumer preferences, fans can opt to 
skip some phases in the CE process. Practical considerations suggest that it is 
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not mandatory that to get the full value of CE, each phase in the process must be 
experienced. The results suggest that individual fans may even go ahead and exhibit 
commerce-like behaviors without joining communities or making conversations. 
This may also explain the intensifying and waning of consumer behaviors.

RQ2: What factors best explain K-pop and K-drama fans’ CE behaviors? 

Fan passions can potentially be very good antecedents in facilitating CE 
behaviors. Personality-driven fan passions have a larger positive correlation on 
content consumption, purchase intentions, and word-of-mouth. But association-
driven fan passions are more potentially effective in the CE process, being more 
strongly and positively correlated towards community formation, conversation 
making, and loyalty. This is because personality-driven fan passions are mostly 
sourced from fans’ individual dispositions, which are most likely different from 
one another. One the other hand, association-driven fan passions seek to create 
relationships where individual fans form identities that are relatable to the fan 
community.

However, fan passions are just the start. Content consumption is critical to form 
communities, make conversations, and exhibit commerce-like behaviors (Chen et 
al.; Ryu et al.). But conversation making is strongly and positively correlated with 
loyalty and word-of-mouth, and not purchase intentions. Overall, similar to how 
fans can have a multitude of interacting variables influencing their consumption 
behaviors (Capistrano; Choi and Maliangkay; Lee; Ryu et al.; Shin; Siriyuvasak 
and Shin; Wee), recognizing several interplays of fan passions and CE behaviors is 
important for Hallyu content providers to consider. 

Also, the demographic variables on expressing fannish behaviors such as 
identifying with a fan club and exhibiting consumption, engagement, and creation 
behaviors do matter in the demonstration of fan passions and online CE. The 
results show that these fannish behaviors do favorably intensify fan passions and 
online CE, implying that the more fans demonstrate these fannish behaviors, the 
more they exhibit their fan passions and engagement with the K-pop and K-drama 
content that is being consumed.
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Theoretical Implications

This research presents an alternative theoretical approach to understand K-pop and 
K-drama fans’ consumption patterns, providing empirical support to the proposed 
research framework involving fan passions, content consumption, community 
formation, conversation making and commerce behaviors, based on a synthesis of 
theories explaining online CE as a process. By putting the spotlight on the fan, this 
research provides a demonstration of the environment where fans being perceived 
as consumers of a particular pop culture content can lead to a number of beneficial 
and interesting effects that can even go beyond mere consumption (Duffet; Fiske; 
Hills; Jenkins; Stanfill; Stevens). Service-dominant logic and engagement theory 
posit that content consumption is where every CE-based behavior is anchored 
to trigger engagement. Additionally, according to U&G, to further enhance CE, 
there must be clear motivations and incentives to attain gratification, in this case 
the motivation to join communities and the incentives to create conversations. 
From communities and conversations arise certain consumer cultures, where the 
theory dictates that it can exhibit some relations with commerce-like behaviors 
of communicating purchase intentions and feedback. Furthermore, this research 
also lends some conceptual directions on how to create interesting touchpoints 
to cultivate favorable consumer behaviors. Overall, this research contributes to 
the pool of knowledge on this topic by providing a theoretical avenue wherein 
marketing management and consumer behavior theories and concepts can be 
employed in the examination of a particular group of consumers, the fans, who 
carry out comparatively more intense consumer engagement activities.

Fan passions as a possible antecedent to CE is an important theoretical implication. 
The importance of converting consumers and customers into fans cannot be stressed 
enough, especially in contexts where emotions play a significant role (Capistrano; 
Ryu et al.; Vale and Fernandes; Wakefield; Yoshida et al.). This research shows that 
fans and fan passions can enhance the overall robustness of the CE process. CE can 
be cultivated in so many ways, and not just as a single, linear process. This presents 
a more holistic and dynamic theoretical foundation for marketers who want to 
reinforce every aspect of their CE-based endeavors to enhance their relationships 
with their customers. However, one interesting touchpoint in this process is on 
the community. It has been conceptualized that communities provide the know-
how, skills, and structure where individual fans can feel that they have much to 
contribute to the interactions and conversations (Jenkins). Therefore, in light of the 
additional research results showing that the intensity of behaviors varies through 
the CE process, examining if such communities adequately provide what individual 
fans need to express themselves and contribute may prove to be an interesting and 
valuable discourse.
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Managerial Implications

Indeed, fan behaviors are very important to the commercial interests of those in 
the business of producing and distributing popular culture (Fiske; Hills). Tapping 
into the rich pool of fan behaviors’ desire to consume content should be an obvious 
industry objective (Stanfill). It is therefore important for K-pop and K-drama 
companies to appreciate the critical role of cultivating these engagements, rather 
than seeing these behaviors as snapshots to be near-instantaneously realized. 
However, there is a risk that consumers will lose momentum along the way. These 
risks should remind marketers that encouraging CE requires close, continuous, 
and involved attention. Marketers have a significant responsibility to ensure that 
fans are constantly provided with motivations and incentives to exhibit CE-themed 
behaviors that are favorable, and preferably with increasing intensity, until such 
time that they contribute to the profitability of the consumed content.

It is also important to encourage specific CE-based activities within certain 
touchpoints that require more effort and involvement that result in more value-
adding outcomes. Strengthening and empowering fan communities may prove 
to be useful in this matter, where certain incentives and support systems can be 
developed to encourage more fans to be more active (Jenkins). The results of this 
research show that the easier and more passive activities such as simply joining fan 
clubs and posting and sharing others’ content, rather than actively participating in 
fan club activities, discussing issues with fellow fans, and creating their own user-
generated content, are at present being done more frequently. However, to foster 
genuine and sustainable CE, especially in encouraging fans towards commerce-like 
behaviors that translate into commercial profitability, these more involved activities 
should be encouraged (Vale and Fernandes). For starters, the results show that 
engaging in conversations is not enough to induce purchase intentions. Fans must 
be able to engage in communities as well if purchase intentions are to be cultivated.

Lastly, in profiling the Hallyu market, looking at actual behaviors reflecting 
people’s degrees of engaging in fannish tendencies rather than age, gender, 
educational background, and income, is more useful in understanding Hallyu 
consumption dynamics. The results provide an alternative on how special-interest 
markets that have relatively highly engaged consumers can be segmented, but this 
would require more involved market research into what behaviors they exhibit, 
and how they actually exhibit these behaviors.

Overall, this research suggests one comprehensive approach towards inducing 
favorable CE, adding that there are also several nuances that should be expected to 
happen along the way. As much as marketers want consumers to be converted to 
fans, and hence intensifying their engagement with the brand, marketers must stay 
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vigilant as well, constantly and continuously providing consumers motivations to 
become fans, and incentivizing fans to remain and progress in their fan clubs.

Limitations and Directions for Further Research

Recognizing the diversity of CE in a global context (Gupta et al.; Kumar et al.; 
Nam and Kannan), this research acknowledges some limitations and proposes 
some directions for future research. The Philippines, although very dynamic 
and fast-growing, is still a small market, especially when compared to the rest 
of its Asian neighbors. Hallyu is consumed internationally, even globally, and 
yet certain limitations based on the domestic geographical dynamics occur, and 
has even produced some differences in local consumer behaviors across different 
target countries (Ryu et al.). Therefore, testing the robustness of the conceptual 
framework, and hereby validating the results of this study, is an obvious direction 
for future research, starting with the Philippines’ ASEAN neighbors that are bigger 
Hallyu markets such as Thailand, Indonesia, and Vietnam. Additionally, testing this 
proposed framework for causality effects in future research will further validate its 
robustness. Doing so will also provide additional valuable marketing insights that 
would help support Hallyu’s continuous foray in the international stage. It will also 
give recognition on the possible cultural and social differences that may affect both 
theoretical and practical approaches and perspectives in the continuing discourse 
on Hallyu.

Also, this research is one of the first attempts to extend the fan-driven behaviors 
studied in sports management to another field of study, which is Hallyu consumption. 
Its exploratory nature has merely opened the doors for richer examinations along 
these lines of fan passions and consumer engagement. Furthermore, this research 
only covers K-pop and K-drama, whereas there are many other aspects of Hallyu 
that are included, such as food, fashion, cosmetics, skin care, and movies, to name 
a few. The consumption behaviors of these other aspects of Hallyu are supposed 
to be dissimilar because these are different product and service categories; many 
are even tangible household products, apart from K-pop and K-drama. Therefore, 
replicating this research to these other aspects of Hallyu and comparing the 
resulting insights would prove valuable for the overall picture.

Lastly, because of the fact that modern-day Hallyu has been around for at least 
20 years, there might be some significant changes in consumer behaviors that 
might result to some generational gaps, especially due to the phenomenal rise of 
digital technologies in the latter half of the 2010s as a significant driver of K-pop 
and K-drama consumption. Therefore, future research may consider examining the 
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dynamics surrounding these different generations of fans as well. These limitations 
present future research directions to further test the robustness of the proposed 
research framework.
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