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ABSTRACT

This study investigates how Hallyu culture influences Malaysian attitudes and behaviours,
focusing on K-pop, K-dramas, Korean culture, and style. Hallyu, or the Korean Wave,
encompasses South Korean music, dramas, fashion, and cuisine, globally. By distributing
surveys on social media platforms, the research gathered data from 219 respondents on
demographics, Hallyu engagement, and consumption patterns among Malaysians. Results
showed a strong preference for K-pop and K-dramas, with streaming platforms being the
primary access method. Many respondents also embraced Korean cuisine, fashion, and beauty
products influenced by Hallyu. The study highlights Hallyu's significant impact on Malaysian
society and culture, emphasising varied engagement levels from digital consumption to active
participation in cultural events. Future research could explore specific aspects like K-pop
fandom using qualitative methods for deeper insights.
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INTRODUCTION

The name “Hallyu” (Korean: ) originated from Chinese and means “Korean Wave”. It
describes a remarkable growth of Korean popular culture which includes music, movies,
drama, online games and Korean food. Originating in other Asian nations in the late 1990s, the
Hallyu phenomena quickly spread to other regions of the world primarily to the internet and
social media. The beginnings of the Hallyu phenomenon may be traced back to the 1997 Asian
financial crisis, which prompted the South Korean government to increase funding for its
entertainment industry. In 2004, Korea’s GDP benefitted from the export of Hallyu cultural
products to the extent of 0.2% or almost USD1.87 billion. In 2018, Hallyu provided USD9.5
billion to the Korean economy, in 2020, that amount increased to USD 12.3 billion, a 22.4%
increase from 2018, according to the Korea Foundation for International Cultural Exchange
(Martin 2021; Huang 2020). With the aid of the Hallyu, the Korean economy reached USD
12.45 billion as of 2021 (Park, 2023).

Korean drama (K-drama), one of the Hallyu culture’s creations, was the first to expand
throughout China (Kim and Akilli 2023). Afrianda (2023) reports that the K-drama titled "What
is Love" attracted 150 million Chinese viewers due to its immense popularity. Seoul Music
Room, a Beijing-broadcast radio show, attracted the attention of Chinese teens the same year
to popular music. Although initially noticed by the Chinese, the trend eventually became
popular among Koreans (Jang 2012). Numerous scholars examined the impact on East Asia,
the Middle East and Southeast Asia due to its wide range of popularity. Their findings revealed
the existence of fandom movements that support the growth of Hallyu culture (Martin 2021).
A survey conducted by the Korea Foundation in collaboration with 152 overseas missions
indicates that as of December 2023, there were 156.6 million followers of the Hallyu (Kim
2022).

In South Korea, Hallyu particularly is a practical form of soft power (Moon 2024). By
providing worldwide visual attractions, South Korea took over its influence and indirectly
increased its competitiveness on the global stage. The overall impact of films, music, dramas,
and games on the Korean economy and its reputation as a nation in the region has been
overwhelmingly beneficial.

It did not, however, avoid criticism from the anti-Hallyu group, who argued that the
phenomenon had a negative impact on Malaysia’s pre-existing cultures. Certain media and
religious institutions have declared that K-pop and other forms of Korean popular culture
include “negative influences” (Ahmad and Adrian 2016). Hallyu was viewed as a "low"
cultural product in a research by Ainslie, Lipura, and Lim (2017) because it did not adhere to
modern and sophisticated standards. According to Mujani, Yoan, and Kim (2022), from a
sociocultural perspective, Malaysians should maintain their identities and avoid being overly
influenced by foreign culture. This includes Hallyu and any other foreign culture.

Although a lot of research has been done on how people became interested in Hallyu
products, more research is still required to examine how the phenomena has affected
Malaysians’ attitudes and behaviours. Thus, this study aimed to investigate how Malaysians’
attitudes and behaviours are affected by the Hallyu phenomenon.

122



eJOMS - Journal of Media and Society
Volume 7 No. 3 | Year:2024 | ISSN: 2682-9193

LITERATURE REVIEW

Evolution of Hallyu: Hallyu 1.0 - Hallyu 4.0.

Hallyu was rapidly recognised as a developing economic trend and soft power by the Korean
government, the market, and the news media, all of which have contributed to its promotion.
Hallyu was acknowledged as a key term in the public domain or policy (Kunkunrat, 2024) and
the economic market (Park 2023; Jang and Chang, 2023) as well. Academics (Mujani, Yoan,
and Kim 2022; Ganghariya and Kanozia 2020; Kim 2015), the media (Kyung 2020), and the
government (Kwak 2020; Song 2020a; Song 2020b) all contributed a discourse summarising
Hallyu’s history, from “Hallyu 1.0” to “Hallyu 4.0,”. The term “Hallyu 1.0” describes the
beginning and development of Hallyu in relation to the popularity of K-drama throughout a
number of Asian countries. With the release of “Hallyu 2.0” in the middle of the 2000s,
Hallyu’s influence was expanded to encompass K-pop’s growing popularity across more
regions of the world. The “Hallyu 3.0 policy,” or “K-culture,” was introduced in 2011 by the
Ministry of Culture, Sports, and Tourism. It included Korean culture as a whole. Recently,
“Hallyu 4.0,” which is predicted on the promotion of “K-style”, has been discussed in a number
of industries, including the government and media.

The Global Influence of Hallyu

The Hallyu phenomenon has become extremely famous and influential worldwide,
demonstrating the broad popularity of South Korean cultural products in a variety of industries
including entertainment, food, fashion, and beauty. According to Anwar and Mohd Nor (2020),
this cultural movement includes an extensive range of exports such as K-dramas (television
dramas), K-pop (music), K-food (Korean cuisine), and K-beauty (Korean cosmetics and
skincare). Researchers have examined how media platforms such as television broadcasting
(e.g.: Jiang 2024; Jang, Kim, and Baek 2024; Nareswari and Mahardika 2024), online
streaming services (e.g.: Upham, Lee, and Park 2023), and social media (e.g.: Putri and Dilia
2023; Li 2023; Triansyah and Ilham 2023), contribute to the dissemination of Hallyu content
to audiences around the world. They have examined the ways in which media channels promote
the narratives, cultural values and aesthetics seen in Hallyu cultural products. The global spread
of Hallyu has also been aided by government measures (Kim and Akilli 2023; Ganghariya and
Kanozia 2020) to promote Korean culture. The Hallyu phenomenon is frequently addressed in
relation to soft power diplomacy (e.g.: Samosir and Wee 2024; Lale 2020; Kim, Kim, and
Conolly 2016), which refers to a nation’s capacity to influence others without the use of force
Or coNOMIcC resources.

Impact of Hallyu on Global Societies

The impact of Hallyu on worldwide communities has been thoroughly studied by academics,
who have documented its reception and consumption in a variety of cultural contexts and
situations. Research has demonstrated how Hallyu influences cultural diplomacy (Mustafha
and Abdul Razak 2020), cultural norms and practices (e.g.: Dewi, Pawito, and Satyawan 2023,
Lee and Zhang 2021), influencing consumer behaviour (e.g.: Sun and Jun 2022; Mohd Zaini et
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al. 2020; Kim, Lee, and Kim 2020), shaping perceptions of South Korea (Bajenaru 2022),
encouraging cross-cultural understanding and appreciation (Abdullah and Ubaidillah 2023),
and fostering cross-cultural communication (e.g.: Saaida 2023; Samsudin 2019).

Global fan communities as a result of the popularity of K-pop music and K-dramas
(Suratmi 2024; Jang 2023), which has helped shape transnational youth cultures and identities.
South Korea can improve its image abroad, attract tourists, and develop closer diplomatic ties
with other countries by exhibiting its entertainment and cultural sectors. In addition to
strengthening the South Korean economy, this coordinated effort to promote the Hallyu also
provided an opportunity for cross-cultural dialogue and mutual understanding (Safaat,
Bachtiar, and Zainal 2022).

Perceptions and Motivations of Hallyu Audiences

The perceptions of the audience towards Hallyu content vary depending on regions, the
location, and cultural backgrounds. Studies have examined the impact influencing audience
perceptions, such as cultural authenticity (Salsabila and Rahmadhani 2023; Fibrianto et al.
2020), narrative themes (Khedun-Burgoine and Kiaer 2022; Ju 2020), and production quality
(Osman and Ismail 2022; Kim et al. 2022; Kim et al. 2021). The reason why people motivated
for consuming Hallyu content range from cultural curiosity (Sridhar and Jaggi 2022; So and
Kim 2020) and social identification (Maros and Abdul Basek 2022; Sridhar and Jaggi 2022) to
escapism (Chandra 2022; Halim and Kiatkawsin 2021) and entertainment (Rai and Pooja 2021;
Hernandez and Lee 2021).

Any addiction is typically harmful. It was discovered in Indonesia that young people’s
imitating behaviour was impacted by K-drama addiction (Fortunata and Utami 2021).
However, Yoke and Jamil (2022) discovered that while K-drama emotionally connected
viewers with a passion for the series, it can be used to assist improve knowledge, attitudes and
behaviours. Establishing an understanding of these perspectives is crucial to appreciating
Hallyu’s attraction and how it affects audience behaviour.

Behavioural Impact of Hallyu: Consumer Preferences and Fan Communities

Consumer behaviour, lifestyle choices, and cultural practices have all changed in response to
Hallyu content. Research has looked into how Hallyu affects consumer preferences, such as
fashion trends (Kim and Ho 2023; Muhaditia, Narawati, and Lisnawaty 2022), beauty standards
(Dahroni 2024; Wahidah et al. 2023), and dietary habits (Moon and Cha 2023). Through
activities like buying products and merchandise, and interacting online, fan communities, or
fandoms, have significant effects on consumer behaviour and cultural participation (Sara
2022).

Hallyu in Malaysia: Popularity and Societal Impact

Scholarly research has recently focused on the acceptance of Hallyu and its effect on society
in Malaysia. Scholars have investigated the factors that lead to the extensive adoption of Hallyu
content by Malaysian viewers, especially those in the youth and urban demographics (Yoke
and Jamil, 2022). K-pop music, K-dramas, and Korean cuisine are just a few examples of the
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Hallyu content that Malaysian audiences have demonstrated a keen interest in (Wong 2023;
Loke 2020; Tajul Arifin 2020). Local media industries (Loh and Gilmour 2022), cultural
identity (Lee et al. 2020), and intercultural communication (Mohd Zaini et al. 2020) are among
the effects of Hallyu globalisation on Malaysian society. Analogies with other Southeast Asian
countries or regions offer important perspectives on the distinct dynamics of Hallyu acceptance
and consumption in Malaysia. Furthermore, delving into the role of cultural intermediaries,
such as local media distributors and influencers, might provide additional insights into how
Hallyu content is mediated in the Malaysian context.

METHODOLOGY

Population, Sample Size & Sampling Technique

Respondents who are currently residing in Malaysia and range in age from 12 to 39 comprise
the population of this study. Due to their participation in Hallyu and consumption of its popular
culture, they had comparable backgrounds. There are 219 respondents made up the sample size,
which allowed Malaysians in the younger age range to be fairly represented. Sending the
Google form via direct messages to a select few Hallyu fans on Instagram served as the basis
for a purposive and snowball sampling technique.

Data Collection

An online survey has been distributed via social media, specifically Instagram, to participants
who are actively involved in the Hallyu trend, popularly referred to as "fandom.” They are
expected to take part in the survey because the fandom movement is very active on both social
media platforms. A total of 219 respondents, or 73% of the total, answered the online survey
out of the 300 Instagram users who received it.

The online survey, which was created using Google Form, included both closed-ended
and open-ended questions in order to gather important information on the respondents'
demographics, the most popular Hallyu cultural products in Malaysia, and their attitudes and
behaviours regarding these products. The data visualisation and tables produced from the
survey results served as the main source of information for the analysis.

Questionnaire Design

The questionnaire comprises four sections aimed at gathering insights from respondents. Part
A focuses on gathering demographic details essential for understanding the sample population.
Part B explores user preferences and engagement patterns across different Hallyu culture
categories. Part C examines how exposure to Hallyu culture influences respondents' behaviour,
including buying habits, involvement in fan communities, and perceptions of South Korean
society. Part D delves into how exposure to Hallyu culture shapes respondents' attitudes toward
Korean culture, society, and values.
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FINDINGS AND DISCUSSIONS
Table 1 provides an extensive overview of the demographics of the respondents, including the
total number of years they have engaged with Hallyu, broken down by age group, and their
experience with the genre.

Table 1. Respondents’ Demographic

Age Range Gender Experience Frequency Gender Age Range
(Years) with Hallyu ® Frequency  Frequency
(Years) (fn) (fA+fB)
12-19 Female 6-10 15
Total Female (fA) 15
Male 6-10 3
Total Male (fB) 3
Total Age Range  Frequency (fA+fB) 18
20-29 Female <1 6
1-5 27
6-10 42
11-15 75
16-20 9
Total Female (fA) 159
Male <1 3
1-5 9
11-15 12
6-10 12
Total Male (fB) 36
Total Age Range Frequency (FA+fB) 195
30-39 Female 11-15 2
16-20 1
Total Female (fA) 3
Male 16-20 1
21 => 2
Total Male (fB) 3
Total Age Range Frequency (FA+fB) 6
Grand Total (Zf) 219
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The data reveals varying levels of engagement with Hallyu products across different
age groups and genders. Among 12 to 19-year-olds, 83.33% of female respondents (15
respondents) have used Hallyu products for 6 to 10 years, indicating strong interest. In contrast,
male respondents in the same age group show less frequent engagement. In the 20 to 29 age
group, both male and female respondents demonstrate diverse levels of experience and
engagement with Hallyu content. However, interest appears to decline slightly among females
aged 30 to 39, possibly due to shifting priorities. Overall, while younger demographics,
especially females, show robust engagement with Hallyu, interest decreases slightly among
older age groups, highlighting Hallyu's broad but evolving appeal in Malaysia.

Monthly Income and Total Spending

Table 2 outlines spending patterns on Hallyu products across different income brackets,
classified as B40, M40, and T20 according to the Department of Statistics Malaysia (Saieed,
2024). It shows that the majority of respondents in the B40 category, comprising 92.24% (202
respondents), spend varying amounts on Hallyu products monthly. Similarly, 5.48% of
respondents (12 respondents) in the M40 category engage in spending on Hallyu items, while
only 1.37% of respondents (3 respondents) in the T20 category do so. Overall, the table
provides valuable insights into consumer behaviour related to Hallyu products across income
brackets.

Table 2. Monthly Income and Total Spending on Hallyu Products.

Category of Monthly Income Monthly Frequency Monthly Category of
Income (RM) Spent on ® Spent Income
Earners Hallyu Frequency  Earners

Products (fn) Frequency
(RM) (Zfn)

Undisclosed  Undisclosed 0-100 2

Total Monthly Spent Frequency (fA) 2

Total Category of Income Earners Frequency (Xfn) 2

B40 0000.01-1,312.49 0-100 54
0000.01 - 1,312.49 501-1000 3

Total Monthly Spent Frequency (fA) 57
1,312.50 - 2,624.99 0-100 39
1,312.50 - 2,624.99 101-500 24
1,312.50 - 2,624.99 501-1000 4

Total Monthly Spent Frequency (fB) 67
2,625.00 - 3,937.49 0-100 42
2,625.00 - 3,937.49 101-500 18
2,625.00 - 3,937.49 501-1000 6

Total Monthly Spent Frequency (fC) 66
3,937.50 - 5,249.99 0-100 9

127



eJOMS - Journal of Media and Society
Volume 7 No. 3 | Year:2024 | ISSN: 2682-9193

3,937.50 - 5,249.99 101-500 3
Total Monthly Spent Frequency (fD) 12
Total Category of Income Earners Frequency (Zfn) 202
M40 5,250.00 - 6,892.24 0-100 6
Total Monthly Spent Frequency (fA) 6
6,892.25 - 8,534.50 0-100 4
Total Monthly Spent Frequency (fB) 4
8,534.50 - 10,176.75 0-100 2
Total Monthly Spent Frequency (fC) 2
Total Category of Income Earners Frequency (Xfn) 12
T20 11,819.00 => 0-100
101-500 2
Total Monthly Spent Frequency (fA) 3
Total Category of Income Earners Frequency (Xfn) 3
Grand Total (Zf) 219

Table 2 illustrates spending patterns on Hallyu products across different income
brackets. Within each bracket, varying proportions of respondents allocate different amounts
of money towards Hallyu products. For instance, in the income range of RMO0.01 to
RM1,312.49, 24.66% of respondents (54 respondents) spend between RMO to RM100, with
additional spending reported in higher ranges. Similar patterns are observed across other
income brackets, reflecting consistent spending trends across income ranges.

Most Preferred Hallyu Product

Table 3 presents the most preferred Hallyu products based on the frequency of their
consumption. The data indicates that among the surveyed respondents, K-pop, categorised
under Hallyu 2.0, emerges as the most preferred product with 138 respondents (63.47%).
Following closely is Hallyu 1.0, represented by K-drama, which garnered 57 respondents
(26.03%). Subsequently, Hallyu 3.0, associated with K-culture, is favoured by 18 respondents
(8.22%). Lastly, Hallyu 4.0, denoted as K-style, is the least preferred product, with only 6
respondents (2.74%) indicating its preference.

Table 3. Most Preferred Hallyu Product

Hallyu Product Frequency (f) %

Hallyu 1.0: K-drama 57 26.03
Hallyu 2.0: K-pop 138 63.47
Hallyu 3.0: K-culture 18 8.22
Hallyu 4.0: K-style 6 2.74
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Total (Zf) 219 100.00

This data provide insights into the popularity and preference levels of different Hallyu
products among the surveyed population.

User Preferences

Hallyu 1.0: K-Drama

Table 4 presents the frequency of K-drama viewership among respondents, ranging from rare
or never to daily viewing. While a minority witn 9 respondents (4.11%) rarely or never watch
K-dramas, a significant portion with 84 respondents (38.36%) watches several times a week.
The table reflects diverse viewing habits, from occasional to daily consumption, highlighting
the varied engagement levels among respondents.

Table 4. K-drama Viewing Frequency

Scale Indicator Frequency (f) %
1 Rarely or Never 9 411
2 Occasionally 36 16.44
3 Once a Week 30 13.70
4 Several Times a Week 84 38.36
5 Daily 60 27.40
Grand Total (Zf) 219 100.00

Figure 1 depicts how individuals engage with K-dramas, showing a preference for
streaming platforms by 95.89% of respondents (219 respondents). Traditional TV remains
relevant for 43.84% (96 respondents), while 24.66% (54 respondents) engage in online
discussions or fan communities. Additionally, 16.44% (36 respondents) purchase DVDs or
digital downloads, and 13.70% (30 respondents) attend fan events or screenings. The figure
highlights diverse engagement behaviours among respondents.

How do you typically engoage with K-dramas?

Watching Kogean dswmae oo televeson clumnels that i i J

bromdenst them

Stresmung Koreun dovmas on oodme platforms (e g
Netflx, Vin, Viks

Purchsang DV ar digatal downloade of Korean

denimas

Partcigating m cnline dascssaons or tan

cammmntses dedicated to K- Dnma

Attemdding fan events or soreenmngs related to Koreun

drnmas

S0 100 150 200 144

Rewpanilunta

Figure 1: Engagement Method with K-Drama Among Respondents.
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Hallyu 2.0: K-Pop

Table 5 analyses the frequency of K-pop song listening among respondents, showing that a
majority, 73.97% (162 respondents), listen to K-pop songs daily. This is followed by 19.18%
(42 respondents) who listen several times a week and smaller percentages for occasional and
weekly listening. Overall, it provides insights into the diverse engagement levels with K-pop
music among the surveyed participants.

Table 5. K-pop Engagement Frequency

Scale | Indicator Frequency (f) %
1 Rarely or Never 3 1.37
2 Occasionally 6 2.74
3 Once a Week 6 2.74
4 Several Times a Week 42 19.18
5 Daily 162 73.97
Grand Total (2f) 219 100.00

Figure 2 illustrates how individuals engage with K-pop songs, with online streaming
being the most popular method among 98.63% of respondents (216 respondents). Watching
music videos on platforms like YouTube closely follows, with 87.67% of respondents (192
respondents). Additionally, purchasing albums or digital downloads, attending concerts or fan
meetings, participating in online fan communities, and creating covers or performances of K-
pop songs are also significant engagement methods. Overall, the figure depicts the diverse ways
in which people interact with K-pop music, reflecting the complex nature of K-pop fandom.

How do vou typically engage with K-pop?

Lastenmg 10 K-pop somgs tnough onluse slreamuig 26 |

platforms (e g, Spotify, Apple Music, YouTube
Purchasmg K-pop nlbums or dygatal downdonds 126 ’
Watching K-pop muse videos on platfommas like 193
YouTube =
Attenling K-pop comcerts o fin meetmgs 120 '
Participating m calme fan commmmibes dedicated to e
K-pop
Creating covers or performances of K-pop songs. | 18 |
L e B B L I e S S S S B R e T S S B S ]
0 0 100 150 200 X
Respoadents

Figure 2: Engagement Method with K-Pop Among Respondents.
Hallyu 3.0: K-Culture

Table 6 outlines the frequency of Korean food consumption among respondents. A minority
(12.33%) with 27 respondents reported rare or no consumption, while a majority (53.42%) with
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117 respondents engaged with Korean food occasionally. Additionally, 17.81% (39
respondents) consume it weekly, 13.70% (30 respondents) several times a week, and 2.74% (6
respondents) daily, indicating varied levels of consumption.

Table 6. Korean Food Engagement Frequency

Scale Indicator Frequency (f) %

1 Rarely or Never 27 12.33

2 Occasionally 117 5342

3 Once a Week 39 1781

4 Several Times a Week 30 13.70

5 Daily 6 2.74
Grand Total (Zf) 219 100.00

Figure 3 illustrates various ways individuals engage with Korean food. Most
respondents with 198 respondents (90.41%) dine at Korean restaurants, while 49.32% (108
respondents) cook Korean dishes at home. Additionally, 64.38% (141 respondents) watch
cooking shows to learn about Korean cuisine, and a small minority with only 3 respondents
(1.37%) attend cooking classes. This highlights diverse engagement with Korean food,
including dining out, home cooking, online learning, and formal education.

How do you typically engage with Korean food?

Cooking Koren disdies at hoomse sng rocapes of

s
mgredients wspired by Korean cussme
Danmg al Korean restanmnts o eatestes that offer
Rogeun cusaine

|

)
Partscapating m Korean cooking chsees or workewops 1

to learn abomt Kosean culmary technigues and dashes. ™ |
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Watchimg cooking shows or caline videos featurmg |~
Korean esasine to lexm shoot Koresn recgpes and 141

cooking methods
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Figure 3: Engagement Methods with Korean Food Among Respondents.

Table 7 outlines how individuals engage with Korean traditional arts, with the majority
of 132 respondents (60.27%) rarely or never participating. However, 28.77% (63 respondents)
engage occasionally, 8.22% (18 respondents) once a week, and 2.74% (6 respondents) several
times a week. Interestingly, none reported daily engagement, indicating varied levels of
involvement among respondents.
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Table 7. Korean Traditional Arts Engagement Frequency

Scale | Indicator Frequency (f) %
1 Rarely or Never 132 60.27
2 Occasionally 63 28.77
3 Once a Week 18 8.22
4 Several Times a Week 6 2.74
5 Daily 0 0.00
Grand Total (Zf) 219 100.00

Figure 4 illustrates how respondents engage with Korean traditional art. The majority
of 180 respondents (82.19%) watch documentaries or online videos about it, while 15.07% (33
respondents) attend cultural events or performances. Additionally, 13.70% (30 respondents)
visit museums or cultural centres, and 5.48% (12 respondents) participate in workshops or
classes. These diverse engagement behaviours highlight a broad interest in Korean traditional
art and culture among respondents.

How do you typically engage with Korean traditional art?

Attgrnheg cultusal events or performances featonng -

Kocoun tradshomal arts (e 2., dunce. masc, theatio)

Participating m woekshope or chisses 10 dearn about
Kecean tradstional asts (¢ ., trnditional damce, Korean |2
callgraphy

Vastlong museusns or cultural centres that showcase .
Kovean tradetional arts and artefacts

Watching documentanss or onkme videos abont %0

Komwan trachitronal arte and caltiral hesttage
"

|

0 50 100 150 200

Reapondents

Figure 4. Engagement Methods with Korean Traditional Art Among Respondents

Hallyu 4.0: K-Style

Table 8 outlines the frequency of engagement with Korean fashion among respondents. It
shows that while a notable proportion rarely or never engage with it (23.29%, 51 respondents),
a larger subset occasionally do (30.14%, 66 respondents). Additionally, some engage once a
week (13.70%, 30 respondents), several times a week (23.29%, 51 respondents), or on a daily
basis (9.59%, 21 respondents). Overall, the data highlights varying levels of interest and
participation in Korean fashion among respondents.
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Table 8. Korean Style Engagement Frequency

Scale | Indicator Frequency (f) %
1 Rarely or Never 51 23.29
2 Occasionally 66 30.14
3 Once a Week 30 13.70
4 Several Times a Week 51 23.29
5 Daily 21 9.59
Grand Total (Zf) 219 100.00

Figure 5 provides insights into how individuals typically engage with Korean fashion.
The most common method, reported by 150 respondents (68.49%), is following Korean fashion
trends on social media or fashion websites. Additionally, 147 respondents (67.12%) purchase
Korean fashion items online or from local stores. Moreover, 54 respondents (24.66%) watch
fashion shows or runway presentations, while 78 respondents (35.62%) create Korean-inspired
outfits. Overall, the figure highlights diverse engagement behaviours, including trend-
following, purchasing, observing fashion shows, and personal styling, indicating a multifaceted
interest in Korean fashion among respondents.

How do you typically engage with Korean fashion?

Following Korean fashion trends on social media 150
platforms or fashion websites £

Purchasing Korean fashion items (clothing,
accessones, etc.) online or from local stores

Watching Korean fashion shows or mnway
presentations

54

Creating Korean-inspired fashion looks or outfits 78

I T T 1
0 50 100 150

Respondents

Figure 5: Engagement with Korean Fashion Among Respondents.

Table 8 outlines the frequency of engagement with Korean beauty among respondents,
indicating diverse levels of involvement. While 15 respondents (6.84%) rarely or never engage
with Korean beauty, 57 respondents (26.03%) do so occasionally. Additionally, 27 respondents
(12.33%) engage weekly, while 48 respondents (21.92%) engage several times a week.
Remarkably, 72 respondents (32.88%) engage with Korean beauty daily. Overall, the data
highlights varying levels of engagement, suggesting widespread adoption of Korean beauty
practices among the surveyed Malaysians.
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Table 8. Korean Beauty Engagement Frequency

Scale | Indicator Frequency (f) | %
1 Rarely or Never 15 6.84
2 Occasionally 57 26.03
3 Once a Week 27 12.33
4 Several Times a Week 48 21.92
5 Daily 72 32.88
Grand Total (2f) 219 100.00

Figure 6 highlights how individuals engage with Korean beauty practices. Among
respondents, 179 (81.74%) incorporate Korean skincare products into their routines, reflecting
widespread adoption of Korean skincare methods. Additionally, 123 respondents (56.16%) use
Korean cosmetics for makeup, indicating a significant interest in achieving Korean-inspired
looks. Moreover, 117 respondents (53.42%) follow Korean beauty influencers for tips, while
126 respondents (57.53%) watch tutorials and reviews online to learn about new products and
techniques. These findings demonstrate a diverse interest in Korean beauty, encompassing
skincare, makeup, influencer guidance, and online learning.

How do you typically engage with Korean beauty?

Using Korean skincare products (e g, cleansers

Toners, mostuneers, surmme) ax pot of my «Kmcury

Toutine [
Usng Kogean cosmotice (e.g., makoup prodocts, BB

Following Korean beaunty miboencer or bloggers Lot =
beanty tups and recommendations z

Watching tutenals or revsews of Korean beauty | » e
products on cmhine platfomow (€8, YouTube 12¢

creatie, enalijons) a3 part of my makeup rontse

Instagram)
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Respondents

Figure 6: Engagement with Korean Beauty Among Respondents.

Impact of Hallyu Culture on Malaysian Behaviour

Hallyu Celebrity Endorsements and Product Purchases

Data on purchasing products endorsed by Hallyu celebrities or featured in Hallyu content
indicates its significant impact on Malaysian consumer behaviour, with 72.60% of respondents
(159 respondents) reporting such purchases. This reflects associations with quality and
trendiness (Awuy, Lapian, and Wangke 2024; Umi 2024; Jayanti 2024; Saputri, Safriyanti, and
Yuliana 2024; Cheriyah and Hadi 2024). Conversely, 10.96% (24 respondents) did not
purchase Hallyu-endorsed products, citing factors like personal preferences or product
efficacy, as indicated in previous studies (Pardede and Aprianingsih 2023; Suleman et al. 2023;
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Pham and Han 2023). Additionally, 16.44% (36 respondents) expressed uncertainty, possibly
influenced by price or availability (Andriani, Hardini, and Digdowiseiso 2023; Dewi et al.
2023; Sun and Jun 2022). These findings highlight Hallyu culture's varied influence on
Malaysian consumers' behaviour, underscoring the complex interplay between cultural
influences and consumer choices.

Adapting Fashion and Beauty Preferences to Hallyu Trends

Insights from the data on changes in fashion or beauty preferences to align with Hallyu trends
reveal significant influence of Korean cultural influences on Malaysian behaviour, particularly
in fashion and beauty domains. Nearly half of the respondents, 102 (46.58%) reported altering
their preferences to match Hallyu trends, indicating widespread adoption of Korean fashion
styles (Sintowoko 2020), makeup techniques (Khalid and Wok 2020), and beauty products
(Aldilla Audy and Hapsarani 2021). This suggests that Hallyu culture, which includes trends
in fashion (Kanozia and Ganghariya 2021), beauty standards (Widyaningrum, Ramadhani, and
Lestari 2023), and aesthetics (Dinningrum and Satiti 2022) propagated by Korean celebrities
and media, also has had a significant influence on a considerable segment of the Malaysian
population.

However, a notable portion of 45 respondents (20.55%) indicated no change,
suggesting that Hallyu culture may not resonate with everyone's fashion and beauty choices.
Additionally, a third of respondents, 72 respondents (32.88%) expressed uncertainty, reflecting
varied levels of engagement with Hallyu-inspired fashion and beauty influences in Malaysian
society.

Influence of Hallyu Culture on Dietary Habits and Korean Cuisine Exploration

Yap (2023) suggests economic shifts have led to Malaysians increasingly preferring Korean
food. Research by Chee and Yazdanifard (2021) confirms Malaysians' love for Korean food
due to the popularity of Hallyu, often choosing it over other ethnic options. While many Korean
restaurants lack Halal JAKIM certification, it is believed they may pursue it soon (Mohd Amin,
Zakaria, and Abdul Rahim, 2020).

Data on dietary changes due to Hallyu exposure reveals that 39.73% of respondents (87
respondents) have altered their eating habits or tried Korean cuisine. This indicates significant
motivation among Malaysians to explore Korean food (Osman and Ismail 2022) influenced by
Hallyu culture due to curiosity (Moon and Cha 2023), fascination with Korean culture (Md Nor
and Kamaruddin 2021), or exposure to Korean cuisine through media (Samosir and Wee 2024).
However, 35.62% (78 respondents) have not changed their habits despite exposure, citing
limited access (Shim 2020), dietary restrictions (Lee 2023), or personal preferences (Zainal
Abidin, Che Ishak, and Ismail 2020). Another 24.66% (24.66 respondents) are undecided,
possibly due to unfamiliarity (Yang, Kim, and Lee 2021) or taste concerns (Che Mohd Alemy
et al. 2019). This reflects varying levels of impact and interest in Korean cuisine among
Malaysians.
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Engagement in Hallyu Fan Communities and Events

Hallyu events provide fans with a chance to explore various aspects of Korean culture,
enhancing their immersion beyond popular culture (Mokkoji Korea 2022; Mathan 2022).
Among respondents, 58.90% (129 respondents) actively participate in fan communities or
attend such events, reflecting strong interest and affinity for Hallyu culture (Chua 2023; Kamal
2023; Rakuten Viki 2023; Fatinah 2023). However, 32.88% (72 respondents) do not engage,
citing reasons like financial constraints or disinterest (The Malaysian Insider 2015; Choi 2023).
Another 8.22% (18 respondents) are undecided, possibly due to mixed feelings or hesitation
(The Malaysian Insider 2015). This indicates varying levels of involvement and influence of
Hallyu culture on Malaysian behaviour.

Engagement in Cultural Exchange Activities between Malaysia and South Korea
Participation in cultural exchange programs between South Korea and Malaysia reflects
individuals' engagement in fostering mutual understanding. While 27.40% (60 respondents)
actively participate, 68.49% (150 respondents) do not engage, citing possible constraints such
as time or limited access (The Malaysian Insider 2015). Additionally, 4.11% (9 respondents)
are unsure about participation. The findings highlight both the interest and barriers to
promoting cultural exchange, underscoring the need for ongoing efforts to leverage Hallyu
culture's influence in enhancing cross-cultural communication and cooperation between the
two nations.

Satisfaction with the Influence of Hallyu Culture on Behaviour

The data on satisfaction with the influence of Hallyu culture on Malaysian behaviour reveals
diverse attitudes. While 49.32% (108 respondents) express neutrality, 34.25% (75 respondents)
are satisfied, and 13.70% (30 respondents) are very satisfied. Only a small percentage, 1.37%,
(3 respondents) are dissatisfied. These findings suggest a range of perceptions, from
ambivalence to strong endorsement, regarding Hallyu's impact on behaviour. The results
underscore the complexity of individuals' attitudes toward Hallyu culture and highlight the
need for further research to delve into this phenomenon (Badrul Hisham, Ahmad, and Chang
2022; Ariffin, Abu Bakar, and Yusof 2018).

Impact of Hallyu Culture on Malaysian Attitude

Influence of Exposure to Hallyu Culture on Attitude towards South Korean Culture

The data reveals that exposure to Hallyu culture largely influences Malaysian attitudes towards
South Korean culture positively. About 50.68% of respondents (111 respondents) expressed a
positive attitude, while 13.70% (30 respondents) showed a very positive attitude. Notably, no
respondents reported a negative view. However, 35.62% (78 respondents) maintained a neutral
stance. These findings suggest that while Hallyu culture fosters appreciation for South Korean
culture, it may not sway all opinions. Overall, the data aligns with Othman and Aini’s (2021)
findings, indicating a predominantly positive impact of Hallyu culture on Malaysian attitudes
towards South Korean culture.
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Impact of Exposure to Hallyu Culture on Understanding of South Korean Society and
Values

The data reveals that exposure to Hallyu culture significantly enhances Malaysian
understanding of South Korean society and values. About 71.23% of respondents (156
respondents) reported an increase in comprehension, indicating Hallyu's educational value
(Mohd Jenol and Ahmad Pazil 2021). However, 26.03% (57 respondents) expressed
uncertainty, while only 2.74% (6 respondents) felt no improvement. These findings emphasise
Hallyu's positive role in promoting cross-cultural exchange and deepening Malaysian
appreciation for South Korean culture.

CONCLUSION

In conclusion, this study sheds light on the pervasive influence of Hallyu culture on Malaysian
attitudes and behaviours. Across diverse demographic profiles, it is evident that the majority
of respondents exhibit a strong inclination towards various facets of Hallyu culture, with K-
Pop emerging as the most prominent and influential aspect. This finding underscores the
significant impact of K-pop on Malaysian society, highlighting its widespread popularity and
cultural resonance among Malaysian respondents. Additionally, the study reveals varying
levels of engagement with other elements of Hallyu culture such as K-drama, K-culture, and
K-style, indicating the multifaceted nature of Hallyu's influence on Malaysian audiences.
Overall, the findings underscore the profound impact of Hallyu culture on shaping the attitudes,
preferences, and leisure activities of Malaysian individuals.

Moving forward, future research study should delve deeper into understanding the
motivations and behaviours of K-pop fans in Malaysia. Conducting in-depth qualitative
research, such as interviews and focus groups, can provide deeper insights into the emotional
connections, fandom cultures, and consumption patterns of K-pop fans. By exploring the
nuances of K-pop fandom, researchers can uncover valuable insights that can inform marketing
strategies, fan engagement initiatives, and cultural exchange programs.

Furthermore, it is essential to conduct qualitative research to gain a more
comprehensive understanding of Malaysian attitudes towards Hallyu culture. Qualitative
methods can offer rich contextual insights into the underlying perceptions, values, and beliefs
that shape individuals' engagement with Hallyu content. By adopting a qualitative approach,
researchers can capture the complexity and diversity of Malaysian attitudes towards Hallyu
culture, providing a nuanced understanding of its impact on Malaysian society.

Incorporating these recommendations into future research endeavours will enable a
deeper understanding of the intricate dynamics between Hallyu culture and Malaysian
audiences, contributing to the broader discourse on cultural globalisation, media consumption,
and cross-cultural exchange.
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