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Abstract. This study aims to analyze the influence of the Korean Wave and Marketing 

Public Relations on the purchasing decisions of Seventeen merchandise among Instagram 

followers of @weverseshop.id in Indonesia. Using a quantitative method with a descriptive-

verificative approach, this research involved 84 respondents selected through purposive 

sampling. Data were collected via questionnaires, interviews, observations, and literature 

reviews, which were then analyzed using multiple linear regression and hypothesis testing. 

Descriptive analysis results indicate that the Korean Wave, Marketing Public Relations, and 

purchasing decision variables are all within the "excellent" category. The research findings 

prove that, partially, the Korean Wave has a positive and significant influence on purchasing 

decisions (tcount 2.006 > ttable 1.989). Similarly, Marketing Public Relations partially 

exerts a significant influence on purchasing decisions (tcount 5.253 > ttable 1.989). 

Simultaneously, both variables have a significant impact with a contribution of 50.9%, while 

the remaining 49.1% is influenced by factors outside this study. This study concludes that 

the synergy between global cultural appeal and effective marketing communication 

strategies is the key driver of K-Pop fans' consumptive behavior in the digital era. 
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A. Introduction 

In Indonesia, one of the main drivers of massive shifts in consumer behavior is the influx of 

South Korean popular culture, known as the Korean Wave or Hallyu. Hallyu is immensely popular 

among the youth, who are captivated by Korean music, dramas, films, and even culinary culture [1]. 

This phenomenon is an example of consumer behavior where purchasing decisions are influenced by 

others, specifically through the entry of Korean culture into Indonesia, commonly known as the Korean 

Wave. In Indonesia, the spread of the Korean Wave, or Hallyu, occurs through various channels, 

including Korean dramas, films, music, culinary culture, cosmetics, and fashion [2]. Based on 2024 

data, Indonesia is the country with the highest level of enthusiasm for the Korean Wave, reaching 

86.3%, surpassing other countries such as India and Thailand. The dominance of this culture is reflected 

in the popularity of K-Pop music, which offers an attractive visual blend, dynamic choreography, and 

highly innovative marketing strategies. This influence has given rise to loyal fan groups or fandoms 

that have strong emotional attachments to their idol artists. 

The Korean Wave phenomenon is not merely a cultural attraction; it has also become an 

effective strategy for influencing consumer behavior, particularly in product purchasing decisions. 

Products associated with Korean culture, such as cosmetics, fashion, and food, have experienced a 

significant increase in buying interest due to the impact of the Korean Wave [3]. The influence of the 

Korean Wave also generates strong fanaticism among fans, which drives consumptive behavior as a 

form of loyalty and support for the culture. This fanaticism is a crucial factor that strengthens the 

Korean Wave's power to affect consumer purchasing decisions [4]. Therefore, understanding the 

influence of the Korean Wave on purchasing decisions is essential for companies in designing targeted 

marketing strategies, especially for products related to South Korean culture [5]. 

The phenomenon of the Korean Wave, or Hallyu, has transformed from a mere cultural trend 

into a global economic force that dominates various industrial sectors, including the creative and retail 

industries in Indonesia. The emotional attachment built through K-Pop music creates a unique 

consumer loyalty, where the purchase of products or merchandise is no longer solely based on product 

function, but rather serves as a form of identity and support for the idol [6]. In today's digital ecosystem, 

social media platforms such as Instagram play a crucial role as a communication bridge between 

product providers and fan communities. The @weverseshop.id account has become one of the primary 

mediators utilizing digital communication strategies to reach the K-pop fan base in Indonesia. 

One of the idol groups with a significant fan base in Indonesia is Seventeen, with a fan 

community known as Carat. Carats always have many ways to support their idols [7]. For Carat, 

owning official merchandise or physical albums is not just an economic transaction, but a form of 

loyalty, appreciation for artistic work, and a means of obtaining personal happiness. Purchasing albums 

is considered a form of their loyalty and a way to appreciate their idols as artists. This high level of 

interest has led to a significant increase in sales of items related to the group every year. Seeing this 

potential, companies and entertainment agencies utilize Marketing Public Relations (MPR) strategies 

to optimize market reach and build a positive brand image. Through social media such as Instagram, 

particularly the @weverseshop.id account, MPR strategies are implemented by sharing educational 

information, creative promotions through reels and stories features, and organizing online pop-up 

stores. This strategy aims to strengthen consumer trust and encourage purchasing decisions through 

persuasive yet credible communication.  

Success in triggering purchasing decisions in the digital era highly depends on how a brand 

manages its public relations through Marketing Public Relations (MPR) strategies. MPR functions not 

only as a promotional tool but also as an instrument to build credibility and trust through informative 

and persuasive content [8]. The synergy between cultural appeal (Korean Wave) and credible 

communication management (MPR) is strongly presumed to be the primary determinant driving the 

consumptive behavior of fans in acquiring official merchandise. Therefore, this study aims to evaluate 

the extent to which the intensity of the Korean Wave and the effectiveness of Marketing Public 

Relations exert a significant impact on consumer purchasing decisions, both simultaneously and 

partially [5], [9]. 

Each member of Seventeen has a distinct fanbase, and the competition in merchandise sales is 

very prominent. The popularity of members such as Jeonghan, Mingyu, and Wonwoo often results in 

their merchandise selling out faster than others, depending on the specific market and country. This 

consumptive behavior typically arises from an excessive affinity for something, leading individuals to 
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go to great lengths to acquire desired items, even when there is no urgent need for them [10], [11]. 

Consumer behavior is inherently dynamic as it involves complex interactions between 

emotional and cognitive aspects, as well as the influence of a constantly changing social environment. 

In the context of popular culture, this tendency often leads to consumptive behavior, where individuals 

are willing to go to great lengths to obtain desired items to satisfy a deep sense of passion, even when 

not driven by an urgent need. This phenomenon is clearly visible within the K-Pop fandom ecosystem, 

such as Carat, who perceive the ownership of physical albums and official merchandise not merely as 

an ordinary economic transaction, but as a form of appreciation, loyalty, and a significant source of 

personal happiness. This high symbolic and emotional value creates a unique "currency" within the 

collector community, where product exclusivity often triggers competition among fans and drastically 

increases sales volume every year. Therefore, the presence of digital platforms such as the 

@weverseshop.id Instagram account becomes crucial as a space for cultural interaction that bridges 

the relationship between idols and fans, while simultaneously serving as a primary channel for 

distributing Hallyu values globally.  

This study fundamentally aims to conduct a comprehensive analysis and explain how the 

dynamics of the Korean Wave phenomenon and the effectiveness of Marketing Public Relations (MPR) 

strategies play a role in influencing the purchasing decisions of Seventeen merchandise within the 

Indonesian market [12]. More specifically, this research seeks to examine the partial contribution of 

each variable to identify which factor exerts the most dominant influence on the consumption behavior 

of @weverseshop.id Instagram followers. Furthermore, a simultaneous test is performed to prove the 

extent to which the synergy between global cultural appeal and digital marketing communication 

strategies can collectively drive purchasing actions among the K-Pop fan community. 

The author observes that the Korean Wave and Public Relations Marketing significantly influence the 

purchasing decisions of Seventeen merchandise on the Instagram account @weverseshop.id. The 

entire framework of thought and analysis is comprehensively presented in this study, titled  "The 

Influence of Korean Wave and Marketing Public Relations on Purchasing Decisions of 

Seventeen Merchandise". 

B. Method 

This study employs a quantitative research design with a descriptive-verificative approach. The 

application of the verificative method enables the author to determine significant relationships between 

the variables under study, thereby generating conclusions that clarify the characteristics of the research 

object. The population in this study consists of followers of the Instagram account @weverseshop.id 

residing in Indonesia. The author utilized a survey method, which involved drawing samples from the 

population and using questionnaires as the primary instrument for data collection. Given that the exact 

population size is unidentified, sampling was conducted using a non-probability sampling technique 

through the purposive sampling method. This involved selecting respondents based on specific criteria 

relevant to the research objectives, resulting in a total sample of 84 respondents. The use of this sample 

size is considered representative in providing a comprehensive overview of the target population's 

behavior in marketing management research. 

In addition to the use of questionnaires, primary data collection was further strengthened 

through direct observation of communication and promotional activities on the @weverseshop.id 

account, as well as conducting interviews to gain a deeper understanding of the research problems. To 

support the credibility of the study, the author also collected secondary data through a literature review, 

examining relevant scientific literature, books, and journals, while conducting internet research to 

broaden the scope of information regarding the latest developments in the K-Pop entertainment industry. 

Primary data were gathered through structured questionnaires measured using a Likert scale to 

accurately capture respondents' perceptions. The data analysis procedure was carried out through 

several systematic stages, beginning with instrument testing (validity and reliability tests) to ensure the 

accuracy of the measurement tool, followed by classic assumption tests as a prerequisite for regression 

analysis. The statistical analysis technique employed was multiple linear regression to examine the joint 

influence of independent variables on the dependent variable. Hypothesis testing was conducted using 

the t-test for partial influence and the F-test for simultaneous influence at a 5% significance level. The 

entire statistical computation process was supported by SPSS software to ensure the accuracy of the 

data calculation results [13].  
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In operationalizing the research variables, the author divided the independent and dependent 

variables into measurable dimensions and indicators to ensure the validity of the collected data. The 

Korean Wave variable (X1) was measured through dimensions of visual appeal, cultural identity, and 

global influence, while Marketing Public Relations (X2) was operationalized through publication 

strategies, events, and community involvement conducted by the @weverseshop.id Instagram account 

[14]. For the Purchasing Decision variable (Y), the measurement focused on the stages of need 

recognition, information search, and post-purchase behavior [15]. All obtained data were then 

processed using multiple linear regression analysis with the model equation Y = a + b1 X1+b2X2+e. 

Before hypothesis testing, the data underwent a series of classic assumption tests, including normality 

tests to ensure normally distributed data, multicollinearity tests to ensure no correlation between 

independent variables, and heteroscedasticity tests. The accuracy of this model was assessed through 

the coefficient of determination (R2) to determine the magnitude of the simultaneous contribution of 

the Korean Wave and MPR in explaining the variance of consumer purchasing decisions in Indonesia. 

C. Result and Discussion 

T-TEST 

The partial test (t-test) aims to determine the use of each independent variable on the dependent 

variable. The decision-making criteria in this test are that if the p-value is < 0.05, then Ha is accepted. 

Conversely, if the p-value is p-value ≥ 0.05, then Ha is rejected. The t-test basically shows the extent 

to which the use of one explanatory or independent variable individually explains the variation in the 

dependent variable. This test aims to examine whether the independent variable has a partial or 

separate effect on the dependent variable. 

Research Results on the Influence of the Korean Wave on Purchasing Decisions 

H0 : β = 0      :  Korean Wave   does not   have an effect on purchasing decisions. 

Ha : β = ≠ 0   : The Korean Wave's Influence on Public Relations Marketing and Purchasing 

Decisions. 

 Table 1.  Coefficient t-test 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.496 2.780  1,977 .051 

Korean Wave .323 .161 .211 2.006 .048 

Public Relations 

Marketing 

.386 .073 .554 5,253 .000 

a. Dependent Variable: Purchasing Decision 

Source: SPSS (Statistical Program for Social Science) 26.0 

 

Based on the data shown in the table, it can be seen that , for the Korean Wave variable,the t-

value is 2.006 and the t-table value is 1.98969. Because the t calculated value is greater than t-table 

(2.006 > 1.98969 with a significance value of 0.048 < 0.05), H0 is rejected and Ha is accepted. This 

means that the Korean Wave has a significant effect on the on Purchasing Decision. 

Research Results on the Use of Public Relations Marketing on Purchasing Decisions 

H0   :  β  : 0    : Public Relations Marketing does not affect purchasing decisions. 

Ha   :  β : ≠ 0 : Public Relations Marketing has no effect on purchasing decisions. 

 

Based on the data shown in the table, it can be seen that for the Public Relations Marketing 

variable, the t-value is 5.253 and the t-table value is 1.98969. Because the t-value is greater than the t-

table value (5.252 > 1.98969) with a significance value of 0.000 < 0.05, H0 is rejected and Ha is 

accepted. This means that Public Relations Marketing has a significant effect on purchasing decisions. 
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F-TEST 

The F test is used to see how the independent variables simultaneously or together affect the dependent 

variable. To determine whether the hypothesis is accepted or rejected, an F test is conducted with the 

following hypothesis: 

H0= There is no significant effect between the Korean Wave variable (X1) and the Public Relations 

Marketing variable (X2) on the Purchasing Decision variable (Y). 

H1= There is a significant effect between the Korean Wave variable (X1) and the Public Relations 

Marketing variable (X2) on the Purchasing Decision variable (Y) 

Table 2. F Test Results 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 748.023 2 374,011 42,011 .000b 

Residual 721,120 81 8,903   

Total 1,469,143 83    

a. Dependent Variable: Purchasing Decision 

b. Predictors: (Constant), Public Relations Marketing, Korean Wave 

Source: SPSS (Statistical Program for Social Science) 26.0 

Based on the table above, the results of the simultaneous hypothesis testing obtained a 

significant value of 0.000 < 0.05, so H0 is rejected. In addition, the comparison between F calculated 

and F table shows that the value of F calculated is 42.011, which is greater than F table 3.09 (42.011 

> 3.109), so H0 is rejected and Ha is accepted. This means that it can be concluded simultaneously 

that the Korean Wave and Public Relations Marketing variables have a significant effect on the 

Purchasing Decision variable. 

The simultaneous regression test results show that the significance value obtained is 0.000, 

which is smaller than the significance level of 0.05 (0.000 < 0.05). This means that H₀ is rejected and 

H₁ is accepted, so it can be concluded that the Korean Wave and Public Relations Marketing variables 

simultaneously have a significant effect on the Purchasing Decision variable for Seventeen 

merchandise among followers of the @weverseshop.id Instagram account in Indonesia. These results 

indicate that the two independent variables have an important contribution in influencing consumer 

behavior, particularly in the context of popular culture and digital marketing.  

Based on the results of hypothesis testing, it was found that the Korean Wave variable 

partially exerts a positive and significant influence on the purchasing decisions of Seventeen 

merchandise. This indicates that a stronger consumer perception of the appeal of Korean culture leads 

to an increased tendency to purchase products. This finding is aligned with the theory proposed by 

[1], which states that the Korean Wave is not merely a cultural product but an emotional force capable 

of shaping the identity and consumption behavior of its fans. This emotional attachment makes fans 

feel that owning official merchandise is a form of self-validation within the fandom community. 

Furthermore, [1] adds that in the digital era, the dissemination of cultural values through social media 

strengthens the influence of Hallyu in driving purchasing decisions based on loyalty to idols. 

The results of the analysis indicate that Marketing Public Relations (MPR) conducted through 

the @weverseshop.id account significantly influences purchasing decisions. MPR activities, which 

include the dissemination of credible product information and educational content, have proven 

effective in building consumer trust. This phenomenon is supported by [1], who emphasizes that MPR 

functions as a credible communicator to foster consumer confidence through honest and engaging 

information. Empirical research by [1] also confirms that MPR strategies on digital platforms are 

effective in reducing consumer hesitation and accelerating the decision-making process due to 

informative two-way interaction. 

Simultaneously, the Korean Wave and Marketing Public Relations contribute 50.9% to 

purchasing decisions. This result proves that the combination of strong cultural appeal and effective 
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marketing communication strategies creates a massive consumption drive. This is in line with the 

view of [1], who state that purchasing decisions are the final result of various external stimuli, where 

cultural and marketing stimuli work together to influence consumer perception. These findings imply 

that to increase sales in the K-Pop market, companies must not only rely on the popularity of the 

artists but must also manage digital public relations to maintain consumer trust and enthusiasm. 

D. Conclusion 

Based on the results of the research data analysis, it can be concluded that the variables of the 

Korean Wave, Public Relations Marketing, and Purchasing Decision for Seventeen merchandise are 

in the excellent category. This is reflected in the characteristics of the 84 respondents, who were 

predominantly female (75%) with a majority age range of 19–25 years (31%), who had a deep 

understanding and positive view of Korean culture. The Public Relations Marketing strategy 

implemented through the @weverseshop.id account is also considered highly effective, especially in 

terms of social activities that add emotional value to the product in the eyes of its followers. 

Respondents showed strong purchasing decisions due to a sense of pride in using products with a 

positive brand image as a representation of their social identity.  

The results of the partial hypothesis testing show that the Korean Wave variable has a positive 

and significant effect on purchasing decisions, indicating that the higher the fans' involvement with 

elements of Korean popular culture, the higher their intention to consume idol merchandise. Similarly, 

the Public Relations Marketing variable has been proven to have a significant effect on purchasing 

decisions, demonstrating the important role of credible communication and emotional interaction in 

encouraging the consumption action. Simultaneously, these two variables contribute 50.9% to the 

purchase decision variable, while the remaining 49.1% is influenced by other factors outside the scope 

of this study. The synergy between global cultural appeal and targeted marketing communication 

strategies is a key factor in determining the consumption behavior of followers of @weverseshop.id 

on Instagram in Indonesia.  

Furthermore, the significant influence of the Korean Wave on purchasing decisions 

underscores a shift in consumer behavior, where the boundaries between fan adoration and 

consumerism are increasingly blurred. This phenomenon suggests that for respondents, purchasing 

merchandise is not merely a transaction but a ritualistic activity that validates their membership within 

the fandom community. The effectiveness of Public Relations Marketing in this context lies in its 

ability to facilitate this ritual, transforming the abstract desire to support an idol into a tangible action 

through accessible and reliable platforms like @weverseshop.id. By capitalizing on the high 

engagement levels inherent in the 19–25 age demographic, the marketing strategy effectively 

leverages the "fear of missing out" (FOMO) and the desire for exclusivity, which are characteristic of 

the Korean Wave, thereby converting cultural enthusiasm into measurable economic value. 

In a more profound sense, this study concludes that the dimensions of visual appeal and 

cultural identity within the Korean Wave phenomenon serve as the primary drivers in building a strong 

emotional bond among Seventeen fans in Indonesia. The data findings indicate that the loyalty formed 

through the consumption of these cultural contents provides a solid foundation for the effectiveness 

of the Marketing Public Relations strategies implemented by the @weverseshop.id account. The use 

of Instagram as a social media platform does not merely function as an information channel but has 

transformed into a digital interaction space capable of minimizing consumer hesitation through the 

delivery of credible and educational messages. This proves that the synergy between global cultural 

trends and targeted public relations management can create a highly responsive market environment, 

where consumers feel that purchasing official merchandise is a tangible contribution to their idols' 

success. Consequently, strengthening the aspects of information credibility and the consistency of 

creative content on digital platforms becomes the key to maintaining and increasing the volume of 

purchasing decisions amidst the current intense competition in the transnational entertainment 

industry. 

In the broader context of the digital economy, these findings also highlight the critical 

importance of trust-building in transnational commerce. Since the study reveals that nearly half of the 

purchasing decision (49.1%) is influenced by outside factors, the controlled variables—namely the 

cultural appeal and marketing communication—become the primary anchors for business stability. 

The ability of @weverseshop.id to maintain an 'excellent' category rating amidst a competitive market 

https://doi.org/10.29313/bcssh.v1i1.23651


Bandung Conference Series: Social and Humaniora  https://doi.org/10.29313/bcssh.v1i1.23651  

 

Vol. 1 No. 1 (2026), Pages: 95-102   ISSN: XXXX-XXXX 

 

indicates that their Public Relations strategy has successfully acted as a buffer against potential 

consumer skepticism. This reinforces the notion that in the K-pop industry, a brand's longevity is not 

solely determined by the popularity of the artist but is equally dependent on the marketer's ability to 

maintain a consistent narrative that aligns with the fans' values and expectations, ensuring that the 

commercial interface remains as appealing as the cultural content itself. 

As a suggestion for further research to produce broader benefits, researchers can develop this 

model by including mediating variables such as emotional attachment or brand image to explore 

consumer psychological mechanisms in more detail. In addition, it is recommended to expand the 

range of respondents and compare different types of fandoms to see different consumption dynamics. 

From a practical standpoint, businesses are advised to prioritize storytelling strategies and two-way 

interactions through interactive content such as polls or product design collaborations with fans. Given 

that 49.1% of the influence still comes from other factors, future research could also explore external 

variables such as price perception and after-sales service quality to refine findings in the field of 

marketing management. 

Acknowledgement 

Praise and gratitude to Allah SWT for His infinite blessings, mercy, and guidance, which 

provided the author with the strength, patience, and perseverance required to complete this scientific 

work. The author is deeply aware that this journey was not walked alone, and this achievement is the 

result of the support and prayers of many extraordinary people. 

The author wishes to express the deepest and most sincere gratitude to my beloved parents 

and family. Your boundless affection, countless sacrifices, and the silent prayers you whispered every 

day have been the strongest foundation and the greatest source of energy throughout every step of this 

process. This work is a small tribute to the immense love you have always given me. 

The author also extends heartfelt thanks to the person who has been a constant source of light 

during the darkest and most exhausting moments of this writing process. Thank you for being the best 

listener, for understanding the unspoken words, and for providing a sense of calm when the world felt 

overwhelming; your presence and unwavering encouragement were the primary reasons the author 

was able to persevere until the very end. Furthermore, profound gratitude is expressed to the previous 

researchers whose intellectual contributions and theoretical foundations paved the way for this study, 

allowing it to be developed with a more comprehensive perspective. 

Heartfelt appreciation is also given to all colleagues and friends who shared their time to 

exchange ideas, provided motivation, and offered laughter that made the difficult days feel much 

lighter. Deepest gratitude is also extended to the respondents who participated and shared their 

valuable insights, ensuring this study possesses objective and high-quality data. Finally, the author 

would like to thank all parties who assisted directly or indirectly in the completion of this article. May 

this work provide meaningful contributions and benefits to the future development of science.  

 

REFERENCES  

[1] Digjaya Nata Nagara and Hendrati, “Pengaruh Bauran Pemasaran terhadap Keputusan 

Pembelian Produk Pakaian dengan Kualitas Pelayanan Sebagai Variabel Moderasi,” Jurnal Riset 

Manajemen dan Bisnis, pp. 55–61, Jul. 2022, doi: 10.29313/jrmb.v2i1.1001. 

[2] Nyi Raden Sheila Salsabilla and Mochamad Malik Akbar Rohandi, “Pengaruh Content Media 

Marketing dan Brand Trust terhadap Purchase Intention,” Jurnal Riset Manajemen dan Bisnis, 

pp. 55–64, Jul. 2025, doi: 10.29313/jrmb.v5i1.6587. 

[3] Shuling Huang, “Nation-branding and transnational consumption: Japan-mania and the Korean 

wave in Taiwan,” Media, Cult. Soc., vol. 33, no. 1, pp. 3–18, Jan. 2011, doi: 

10.1177/0163443710379670. 

[4] T. P. Pramadya and J. Oktaviani, “Hallyu (Korean Wave) as Part of South Korea’s Cultural 

Diplomacy and Its Impact on Cultural Hybridity in Indonesia,” J. Din. Glob., vol. 1, no. 01, pp. 

87–116, Jun. 2016, doi: 10.36859/jdg.v1i01.16. 

[5] S.-H. Kwon and J. Kim, “The cultural industry policies of the Korean government and the 

Korean Wave,” Int. J. Cult. Policy, vol. 20, no. 4, pp. 422–439, Aug. 2014, doi: 

https://doi.org/10.29313/bcssh.v1i1.23651


Bandung Conference Series: Social and Humaniora  https://doi.org/10.29313/bcssh.v1i1.23651  

 

Vol. 1 No. 1 (2026), Pages: 95-102   ISSN: XXXX-XXXX 

 

10.1080/10286632.2013.829052. 

[6] P. Putri, F. D. P. Liany, and R. Nuraeni, “K-Drama dan Penyebaran Korean Wave di 

Indonesia,” ProTVF, vol. 3, no. 1, p. 68, Jun. 2019, doi: 10.24198/ptvf.v3i1.20940. 

[7] W. Ryoo, “Globalization, or the logic of cultural hybridization: the case of the Korean wave,” 

Asian J. Commun., vol. 19, no. 2, pp. 137–151, Jun. 2009, doi: 10.1080/01292980902826427. 

[8] Ayqina Mafazania, “Peran Idola K-POP Seventeen dalam Meningkatkan Self-Esteem dan Self-

Forgiveness pada Mahasiswi Usia Dewasa Awal,” Pendek.  J. Pendidik. Berkarakter, vol. 2, 

no. 06, pp. 35–41, Feb. 2025, doi: 10.51903/pendekar.v2i06.604. 

[9] H. Isabel, J. H. Setiawan, and A. R. Marwati, “The Importance of Friendship; Storytelling in 

Korean Music Industry by SEVENTEEN,” J. Commun. Public Relations, vol. 3, no. 2, pp. 19–

37, Jul. 2024, doi: 10.37535/105003220242. 

[10] C. Daymon and I. Holloway, Qualitative Research Methods in Public Relations and Marketing 

Communications. Routledge, 2010. 

[11] C. H. Botan and M. Taylor, “Public Relations: State of the Field,” J. Commun., vol. 54, no. 4, 

pp. 645–661, Dec. 2004, doi: 10.1111/j.1460-2466.2004.tb02649.x. 

[12] C. Hirschman and M. B. Holbrook, “Hedonic Consumption: Emerging Concepts, Methods and 

Propositions,” J. Mark., vol. 46, no. 3, pp. 92–101, Jul. 1982, doi: 

10.1177/002224298204600314. 

[13] P. Kumar and B. M. Ghodeswar, “Factors affecting consumers’ green product purchase 

decisions,” Mark. Intell. Plan., vol. 33, no. 3, pp. 330–347, May 2015, doi: 10.1108/MIP-03-

2014-0068. 

[14] Budiyanto and E. Minulyawati, “THE INFLUENCE OF THE KOREAN WAVE AND EVENT 

MARKETING ON PURCHASING DECISIONS SEVENTEEN MERCHANDISE (STUDY 

ON FOLLOWERS OF THE X ACCOUNT @CARATSTALK),” Int. J. Multidiscip. Sci., vol. 

3, no. 1, pp. 21–26, Feb. 2024, doi: 10.56127/ijml.v3i1.1214. 

[15] U. H. Huda, A. J. Karsudjono, and R. D. Darmawan, “Pengaruh Content Marketing Dan 

Lifestyle Terhadap Keputusan Pembelian Pada Usaha Kecil Menengah Di Media Sosial,” Al-

KALAM  J. KOMUNIKASI, BISNIS DAN Manaj., vol. 11, no. 1, p. 69, Jan. 2024, doi: 

10.31602/al-kalam.v11i1.3453. 

[16] J. E. Grunig, D. M. Dozier, and J. E. Grunig, Excellent Public Relations and Effective 

Organizations. Routledge, 2003. 

[17] Constantinides, “The Marketing Mix Revisited: Towards the 21st Century Marketing,” J. 

Mark. Manag., vol. 22, no. 3–4, pp. 407–438, Apr. 2006, doi: 10.1362/026725706776861190 

  

 

https://doi.org/10.29313/bcssh.v1i1.23651

