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Study on the Use of K-Pop Social Media in Indonesia based
on Expectation-Confirmation Model
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Abstract Korean Wave is now internationalized through the internet by social media, which have no
space-time restrictions. This research examine the continuance use of K-Pop promotion using social
media in Indonesia. In this study we apply the Expectation-Confirmation Model to analyze the effects
of individual self-efficacy and perceived enjoyment on perceived usefulness, confirmation, and
satisfaction of Social Media. As a research method for that purpose, the conformity of the model and
the research hypothesis were verified using the structural equation model. As a result, it was found that
the perceived enjoyment positively influences perceived usefulness, self-efficacy has a positive influence
on perceived usefulness. We also found that confirmation positively affects both perceived usefulness
and satisfaction, and that perceived usefulness positively affects satisfaction. Finally, satisfaction was

found to always have a positive effect on intention to use.
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