Journal of Korea Multimedia Society Vol. 25, No. 11, November 2022(pp. 1601-1612)

https://doi.org/10.9717/kmms.2022.25.11.1601

Aol ofol o] ohulet g 43

+ T+t
Aol

o o

+
HIS X' 22A

Cl

ERIEE

=)
QlAl F-4

Analysis of Usage Types of K-pop Idol Avatar
and Fandom Perception

Eunjung Bang*, Sindy Wu”,

ABSTRACT

Soyeon Kim'™"

As human brands, Idols, the central members of K-pop, are actively engaging in various industries
based on the support of their fandoms, greatly impacting the national economy. In particular, due to the

development of digital devices and technologies, they are active both online and offline, and idol avatars

are a significant part of their activities across diverse contexts. Therefore, this study aims to categorize
avatars used in various contexts and explore fandoms’ perceptions according to each type. Based on
case studies and literature review, idol avatar usage was categorized into products, supplier-led content,
and interactive content, and accordingly, surveys and in—depth interviews were conducted. As a result,
regardless of category, fandom showed a negative perception of idol avatar usage, as shown in the or-
der of interactive content, supplier-led content, and products. Regarding human brand characteristics of

idol avatars, attractiveness was evaluated higher than intimacy and likeability. However, the attachment
to real-life idols showed a higher correlation with the characteristics of intimacy and likeability than
attractiveness. This study is significant as it looked at the future directions of idol avatar usage by an-
alyzing the fandoms’ perception of avatar usage in the K-pop industry from a human brand perspective.

Key words: Idol, Fandom, Avatar, Human Brand, K-pop
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Table 1. Idol Avatar Usage Context Types.
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Table 2. Previous Studies on Human Brand Characteristics,
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Descriptive Statistics M SD

1. Intimacy 2.7 1.56

2. Likeability 3.0 1.83
Products B

3. Attractiveness 3.3 1.80

4. Idol Attatchment 2.7 1.63

1. Intimacy 2.4 1.41

) 2. Likeability 29 1.63
Supplier-led Content -

3. Attractiveness 3.2 1.68

4. Idol Attatchment 2.3 1.37

1. Intimacy 2.3 1.66

. 2. Likeability 2.6 1.78
Interactive Content -

3. Attractiveness 2.8 1.83

4. Idol Attatchment 2.4 1.64

M-mean, SD-standard deviation



‘ololE dEE HuA 2 oputelr} A%
wol7hs 2 ZokA FA HolA fdeu

‘Aol ZEILEAY ofolgs Hil 4lojA T
m ek el optEE e A2 ol ¢
AR

“BEo] YL AAL, ZAE 2 0] BhRE B
o] LECGLL, o¥ Z5o] ojuiet U FET

Fv MEe] Fulge Wojmela, ohubel
AR ofolEolg) AojA o YT A 5 glo)

TS S g

il

HHUAHEA} olol ES B 59

Ase A 2
2% Fuissy) 943 ohieE FEEs) 83
o ololEg FUHOE ol §she AOE oA, opnp
B Bgol 24 A4 BT w= DR A
HoE B4eE Y1 ofo| % £FHLA e 5
e AUE FEAYl S P, Wed) TR
S HES AuSHE FEH ANAR AAHE A
Lol WY E4S weshA gthn B

o o
A obubet B gl ths) FAHOE ANsE OB
vhebget,

“opube} 2zt Fol AT AT Aol 4 o
Z

Z101E OtoI=2

| OlHIEI 28 R& A #gol 0lAl BM 1607

Fee ol 14 otgats 1
237 Eoi7HA

AR BEo] AR ool Bl U7t JHL Swroz
a17) W, olol B L thAsHE opulElE Boas
2] 3 AP AurH oz B o) Ag 1Y
et ol oS 282 mow ofo] &
o] tAA7} olel, BEle] B
E %LEO §]—7<]—0]_“r 1]0_]227__,_ _/[: 1___ H} & _/] El/‘\lio]

Syhsofof .

4.2 Of0|= OfHiEt 28 FEE Hln

ofo] & otulEle] FHl B EX3} AA ofol®
of gk ofzte) glojA &8 FFE Aol E AR
Qs LYl E4AHEA(ANOVA)S S3sA T
O AT AWA (F(2, 254)=5.855, p<.01, np’=.044),
24 (F(1.898, 240.988)=5.816, p<.01, np’=.044),
B8 A (F(2, 254)=11.527, p<.001, np’=.083), olo] &
o) & (F(1.898, 236.515)=7.894, p<.01, np’=.059) . &
28 79 T FAS A7t e AR =Wt
(p<.01).

28§ obutet 543 ofolE of2he| Aol&
BEoh FAF R AvRy] 95 AAE EHEY o

=k AARSHEe A2l =T % ¥ 7 Z=(Bonferroni Pairwise Comparisons)2]
“(AEHEE ZHl= FolA NPCHE &85+ AR e g
ofutERe] 5 FdA Swe] Astar, e Y=ot WG e ojutele] &8 F¥S wESy FH B
Eojziths AZhe ok Eofa” A= B9 WA, B2l s E gL g
“RE QB M= ol R A = AR AL A o2 o] FrElgth AZH o= dvht ojE Q)
23 gol U= 42U AAR 184 3 A= ves S50 A Ol o] WrIE AT
A = Abs AFEEO] obF Bouzk 29 A HollA, B oputete] A1ZHA Fdol| 2H& FaL
FobA A= Al okl 3¢ A A =40 ¥ AAFTH B = 9tk 28y Al A BA F 0
23 A 12 G o] @A sk A7F AlojA o A4S v 24 FrHg Sl EFsty, #EL of
b & o= glelr.” rebe] TelE TR QoA lH s, EHe
“opulerg ol g4 BAE 1YL AL mdE W 5 AR R oA wY) B3, BP9 o
S0 o 5 flol Abok @ A 21 Fefsfor T At A ofol B RAAAYA T T3}
Table 4, One Way Repeated Measures ANOVA,
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Attractiveness 16.565 2 8.545 11.527 0.000 0.083
Idol Attachment 12.325 1.862 6.618 7.894 0.001 0.059
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Table 5, Bonferroni Pairwise Comparisons,

Pair MD SE p-value

Supplier-led Content - Interactive Content 0.088 0.114 1.000

Intimacy Products - Supplier-led Contentx* 0.285 0.103 0.020
Products - Interactive Contents 0.373 0.124 0.009

Supplier-led Content - Interactive Contentx* 0.339 0.124 0.021

Likeability Products - Supplier-led Content 0.102 0.131 1.000
Products - Interactive Content 0.440 0.150 0.012

Supplier-led Content - Interactive Contents* 0.377 0.110 0.002

Attractiveness Products - Supplier-led Content 0.107 0.096 0.798
Products - Interactive Contents s 0.484 0.111 0.000

Supplier-led Content - Interactive Contents: 0.428 0.112 0.001

Idol Attachment Products - Supplier-led Contentx* 0.299 0.122 0.048
Products - Interactive Content 0.129 0.096 0.545

#p<.05, **p<.01, **+xp<.001, MD-mean difference, SE-standard error
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Estimated Marginal Means
3.400
3.200
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2.400 \
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2,000

Intimacy Likeability Attractiveness Idol Attachment

=@=Supplier-led Content  ==@==Product Inter active Content

Fig. 1. Comparison of Human Brand Characteristics and
Idol Attachment between Idol Avatar Usage
Types.
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Table 6, Human Brand Characteristics and Idol Attach—
ment Intercorrelation,

Comeation | 1 | 2| 3 | ¢
Intimacy 1.00
Likeability 093 | 1.00

Attractiveness 0.76% | 0.83%x* 1.00

Idol Attachment | 0.86%* | 0.86%* | 0.73** | 1.00

#x%p<.01, M-mean,

SE-standard error
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