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<ABSTRACT> 
The current address of K-POP 

and A study on the Future Development 

Strategies for Advancing America and 

Europe to K-POP Market 

Based on success stories from Japan and China 

Cho Kyu Hyun, 

Postmodern Studies at Kyung Hee University 

Professor Lee Woo-chang 

 

Thanks to the popularity of K-POP, which is spreading globally, this research analyzed the 

globalization strategy of K-POP, which is spreading horizontally not only in Asia but also in 

Europe and America. Based on actual cases, strategies that previously successfully moved to 

China and Japan were explored, and based on these strategies, K-POP moved to the future US 

and Europe. In China and Japan, the success of K-POP is explored by producers (agencies’ 

systematic production systems), delivery methods (the active utilization of social media), 

consumers (IT-friendly active consumers), and content (complete content).  Meanwhile, in the 

U.S and European markets where K-POP is currently expanding, the lack of uniformity, the 

uniqueness of K-POP, and the lack of a strong commercial and systematic business model 

have led to a lack of limits in China. 

In the success stories of the Chinese and Japanese markets, K-POP is expected to make 

full use of social media and 2) music, performance, and 3) make inroads into the Europe 

through local cultures. And, above all else, it should support the efforts of establishing 

individually on the K-POP contents themselves and support the systematic privatization and 

localization strategies.  



1 
 

I. Preface 

1.1. Research Background 
 

Korea’s pop music, currently at the center of global attention, has been called K-POP 

since the 1990s and has become the center of hallyu content. Starting from Southeast Asia, 

including Japan and Taiwan, the K-POP wave is strengthening its status as Korean idol groups 

continue to advance into the world. 

 

Many teenagers in Southeast Asia are now familiar with listening to Korean music and 

becoming fans of Korean celebrities. Especially since the 2000s, popularity of K-POP has 

spread beyond Asia to major countries of cultural content such as the United States, South 

America, Europe, and this has led to a wide range of opportunities and social impact in Korea.  

The supranational influence of K-POP is not only in the cultural industry but also in areas of 

interest in various industries, and the government and businesses are willing to invest and 

support it. 

 

In fact, the K-POP and Hallyu effects which have steadily established their popularity 

in Southeast Asia, have contributed much to the industry by exporting cultural contents, 

improving the image of the Korean public and related to tourism. The government is also 

making efforts to further spread the impact of the K-POP craze through various policy support 

so as to decide whether the cultural industry should be the core incubator of the 21st century.  

 

Since 2000, the K-POP craze has spread beyond Asia to Europe, the United States, and 

Latin America, and through the opportunity for K-POP to emerge from a new market, cultural 

contents have potential. 

 

1.2 Problems 
Beyond Asian countries, the popularity of K-POP, which recently began to spread to 

Europe and the United States, is a reality where there are many questions about its identity and 

its quantitative effects. There is also a lot of controversy over my tolerance that K-POP’s 

popularity can have potential and impact in non –Asian countries. This research analyzes the 

popularity and causes of K-POP in China and Japan Asian countries, which are considered 

success cases, and analyzes the status of K-POP in Europe and the U.S., which have been 

recently been developed. 

 

1.3 Purpose of Study 
Ultimately, the purpose of this research is to drive a more successful K-POP boom in 

non-Asian countries, which is now in its stage of growth through benchmarking in existing 

gender cases, based on the status of K-POP in each country. 

 

1.4 Research Scope  
In this paper, the K-POP craze began in the 1990s, and some of the most visible Asian 

countries now have a new case of success in China and Japan. The study was analyzed based 

on various branches of prior studies and literature surveys, and the analysis data of each public 

and statistical research institute on K-POP and hallyu, as well as existing rice fields, reports, 

and newspaper articles and the magazines were the main sources. 
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1.5 Flowchart of research 
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II Theoretical background 
 

2.1 Concept of Korean Wave and K-pop 
 

2.1.1 Concept of Korean Wave 
 

Korean Wave is defined as the start of Korean culture fever in different Asian countries. 

Korean popular culture, which began from drama being exported into China in 1996, started 

extending the scope to Korean song from 1998. Foreigners who have accepted products of 

Korean popular culture were enthusiastic and yearned for Korean popular culture, and at the 

same time desired to learn the cultural phenomenon “Korean Wave” - which means the 

sociocultural phenomenon of increasing interest and preference towards Korean song, TV 

drama, movie etc. in East Asia region such as China, Taiwan, and Vietnam nowadays. 

Particularly after year of 2000, the phenomenon of preferred preference was shown in Korean 

popular culture such as TV drama, popular song and movie, together with various Korea 

related products - kimchi, red chili paste, ramen and household appliances etc, which defines 

the meaning of this phenomenon as “Korean Wave”. 

 

Nowadays, Korean Wave is transiently separated from the popular culture trend, being 

divided as one of the genres of culture and carved out a niche in China, Southeast Asia region 

and Japan, this cultural phenomenon is not only a directly and indirectly visible outcome, but 

also contribute to enhance the image of Korea national brand, as well as to have an influence 

on the role of civil diplomacy. In countries where are the main target of this spread of Korean 

wave, such as Japan, China and Taiwan, it is being evaluated that the effect of enhancing 

Korean image and the image of Korean products is achieved, not only increasing the tourism 

revenue, under the increasing export of cultural contents and cultural derivatives, this also 

enhancing the image of different Korean products, and creating a positive impact towards the 

increasing export of Korean products. In other words, Korean Wave not just limited to the 

preference phenomenon of Korean popular culture such as dramas and movies, it also creates a 

positive impact along with the increase in tourism income, dramas and movies’ OST, DVD 

and books, and CF casting of celebrities, increase of additional income by all sorts of events, 

and together with the improving the image of Korea and Korean enterprises, increase in 

Korean products purchase and expansion in the export of Korean goods. 

 

___________________ 

①Kim Sung Sub Kim Mi Joo (2009) "Understanding the Korean national image of Korean pop culture 

products from Thai society and the impact of Korean tourism" Tourism Research, 23 (4), 101-125. 

②Cho Sung Ah (2010), Master's thesis on "The Effect of Korean Wave on Korean Exports and FDI",  

graduate school of Inje University 

 

2.1.2 Definition of K-POP 

 
K-POP is a term that refers to the center of Korean popular music among Korean Wave. 

Currently, being a genre, which is leading the spread of Korean Wave all over the world, it has 

become a medium to develop culture of Korean wave, which used to be staying in a certain 

area, into a culture that trigger simultaneous response all over the world. 

 

K-POP, not only is defines as Korean Popular Music. Due to the popular music in 

English speaking countries being called pop music, or “popular music” or “pop song”, 
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likewise, J-POP, C-POP in China, T-POP in Thailand are called, attaching the initial of the 

country has happened.  

 

However, there is still no accurate conceptual definition of K- POP. This is because 

there are still many ambiguities defining the concept of K-POP and establishing the 

requirements – music made in Korean, music sang or performed by Koreans, lyrics written and 

music composed by Koreans, music invested or produced by Korean companies. For instance, 

Nichkhun in 2PM, Jia and Fei in Miss A, Victoria in F(x) etc., who sang by Korean and are 

active in Korea under Korean management companies in Korea, recently some foreign 

musicians - Lindy Robbins, Brent Paschke and Kenzie - were participated and involved in 

the album of Girls’ Generation. Also, there are many cases of foreign capital inflow into 

Korean management companies, forming domestic branch of overseas music company through 

partnership or introduction.  

 

Therefore, although K-POP is an industrially produced word in order to distinguish 

Korean popular music in foreign countries, currently through the music industry in Korea, K-

POP is defined as an international proper noun that refers to the culture of production, 

consumption and also related culture inclusively. 

 

 

2.1.3. History of Korean Wave and K-POP 

 
According to the data released from 2009, the development of Korean Wave started 

from 1997 in China can be divided into 3 phases, the characteristics of different phases is 

shown below.  

<Table 1> The development phase of Korean Wave 

 1st wave of Korean  2nd wave of Korean  3rd wave of Korean Wave  

Keyword Korean Wave Creation Korean Wave 

Development 

Korean Wave 

diversification  

Period Early 1997 – 2000s Early 2000s – mid- 

2000s  

After mid-2000s  

Major field Drama, music Drama, music, movie, 

game 

Drama, music, game, 

movie, comic, cartoon, 

Korean food, Korean 

Major area China, Taiwan, 

Vietnam 

China, Japan, Taiwan, 

Southeast Asia 

China, Japan, Taiwan, 

Southeast Asia, Central 

Asia, Africa, America 

Representative 

content 

What is love, HOT Winter Sonata, Dae 

Janggeum 

Teen idol 

Information: Go Jong Min (2009), “Hallyu, Going beyond Asia into the World” Korean Foundation for 

International Cultural Exchange, 2009, p. 30.  

 

Table 1. The development phase of Korean Wave 

 

From 1997 to early 2000s, the name of Korean wave and its impact is delivered to 

overseas consumers for the first time in the way of the 1st wave of Korean, which could be 

seen as the first time when the foreigners learning Korean culture. At that time, the Korean 

culture was spread through the drama “What is love”, which brought a novel shock and 



5 
 

longing effect to Chinese audiences because of the freedom in living environment and the way 

of expression which was not being seen in China. It was not only limited to drama, it also 

continued and led to Korean music and dance music. In the aspect of music, although the early 

released of first album of So Bang Cha - “Last night story” in 1987 was a big hit in Japan, it 

was only marginal and could not call it as Korean Wave. Despite the popularity, it did not have 

a proper export and distribution of Korean songs and thus the word K-POP could not be used 

either.  

 

At the end of the 1990s, Korean music, mainly focusing on dance music, has continued 

to extend the popularity of drama in China and Taiwan. In February 2000, the performance of 

famous dance group H.O.T. in Beijing was the first time to use the term “Korean Wave” by the 

Chinese media. After that, the concert of Korean singers gathered a lot of young people, radio 

program introducing Korean song started to appear. This could be attributed to the 

establishment of Korea big Music agency in 1990s, based on this social change, K-POP 

formally started to grow in the global market. In addition, idol groups such as NRG and Baby 

Vox started to lead the craze of K-POP in Southeast Asia such as China and Taiwan, and after 

that the second generation of idols such as Lee Jung Hyun and Shinwa constantly formed the 

fandom in Greater China, and Korean popular music has begun to spread its recognition around 

Asia.  

 

From the early 2000s to mid-2000s, it was the second wave of Korean Wave, which was 

the time where Korean drama was standing out. From 2002 to 2003, Korean drama and song 

became popular in Southeast Asia and China, while drama “Winter Sonata" made a big hit in 

Japan, the boom of Korean Wave was extended continuously. The drama “Winter Sonata” has 

evoked nostalgia to the ordinary middle-aged women in Japan and formed the syndrome of 

“cast Bae Yong-joon and Choi Ji-woo”, making it as a moment for Japan to imprint the image 

of Korea and Korean people as a sophisticated and romantic nation.  

 

After “Winter Sonata”, “Daejanggum” was spread to China, Hong Kong, Southeast 

Asia, Central Asia, Africa and Eastern Europe, and made an opportunity for Korea Wave boom 

to be spread to the globe. In addition, it was not only delivering the drama itself to these 

countries, but also delivering the globalization of Korean food and excellence of Hangbok, the 

outstanding content also served as a role in the diplomatic envoy.  

 

The second wave of Korean wave can be regarded as the prime of drama and a time 

when a good result of music and other contents was achieving, it was also the time prepared for 

the foundation of the rise of K-POP. BoA has been ranked No.1 many times on Japanese 

Oricon charts, followed by the popularity of TVXQ in Japan and China, and Rain has been 

proven to be a world-class star through overseas performance.  

 

From that time, the cultural term K-pop, which stands for Korean Pop and means 

Korean popular culture, was formed in both Korean and foreign media; In oversea countries, 

music corner introducing K-POP music has started to appear in famous music channel such as 

MTV. Especially, when there was no interest in Korean songs and through the successful local 

entry strategy, with BoA being the center of success entry of the Japanese music market, 

Korean music has been a great success, while Korea wave and the awareness of K-POP has 

also rapidly increased. After the success of BoA in Japan, Japan and China became the most 

important center of K-pop content consumption. 

 

Since the late 2000s, through the Internet-based video site such as YouTube, starting 

from Asia, K-POP has spread to Europe, South America and the Middle East area, and Korean 
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Wave became the craze in the whole world. With TVXQ, BigBang, Girls’ Generation, 

KARA, Wonder Girls, Super Junior, SHINee these idols being the center of attraction, the 

influence and concept of Korean wave were rapidly growing among 10 ~20s youngsters in the 

whole world; the center of Korean wave, which used to be movie and drama, has been re-

centered as K-pop. 

 

With the Internet and mobile-oriented channel which is beyond the physical constraints 

of time and space, in 2012, “Gangnam Style” by PSY has become popular in the world and it 

achieved the highest click rate on the video site YouTube. 

 

 

2.2.    K-POP in Hallyu Wave  

 

2.2.1 The role of K-POP in hallyu wave economic effects and policy 

implications  

 
The 2010 study that reflects the formation of the Korean wave index in various fields, 

the K-POP, which is the highest index in addition to Korean Music, has driven the trend of 

Korean culture.  

 
 

【Table 2 】2010 Korean wave in different fields          (Unit: 100 standards in 2009) 

 Music  Games Variety  Movies 
Korean Wave Index 

in various fields  

107 101 100 94 

Source:  Go Jong Min (2010)  ,  "On the verification of the number of Korean troops and the analysis 

of economic benefits", the Korean Cultural Exchange Group  
 

 

 

Table 2. 2010 Korean Wave index in different fields 

 

According to the related research, the music is maintained at 107, while for games it is 

at 101, and the broadcast is at 100. For movies, it has decreased to 94. In the third Korean wave, 

which has continued since 2010, music has been named as the leading Korean wave. 

 

According to the different studies that were conducted in 2012, K-POP has reached its 

peak in 10 years of officially entering overseas based on the analysis of the “K-POP Korean 

Wave index”, which quantifies the popularity of the Korean wave. In the initial stage, the peak 

of the Korean wave was when it reached 100 in 2004. In 2011, the K-POP Korean Wave Index 

increased sharply from 262 to 2.6 times in 7 years. And this craze has continued from 2015 to 

the present. The important information is not only on K-POP, it can also be said that it is not a 

springboard for Korean cultural information that K-POP has entered in the overseas market. 
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Figure 2. K-POP Korean Wave Index Trend 

In fact, the scale of the Korean content itself has reached 2.6 billion in US dollars in 

2009 from 1.3 billion US dollars in 2005, and has increased by 2 times in the past 4 years. 

Recording a steep growth process. In the meantime, the output of the music industry is 

showing a rapid growth trend. In the case of 2009, it increased by 90% compared to last year. 

It can be seen that this is the popularity of the main idol group of the new Korean wave formed 

in Southeast Asia and Japan. In the first half of 2010, the debut of Girls’ Generation and 

KARA became the representative of the women’s group to enter the Japanese market, and this 

continues in the year of 2011.It can be inferred that it is all about the interest of K-POP and the 

popularity that have greatly declined in both quantity and quality. 

 

[ Table 3 ] The scale of the Korean information industry 
Differentiation 2005  2006  2007 2008 2009 Increase rate Annual growth 

rate 

Sales Scale 

(Trillion) 

 

57.3 62.8 64.4 66.0 69.0 4.5% 4.8% 

Output Scale 

(Trillion) 
13.0 13.7 19.4 23.4 26.0 11.4% 18.9% 

Source: Ministry of Culture, Sports and Tourism (2010), "2010 Information Industry Statistics" 

Table 3. The scale of the Korean information industry 

 

[ Table 4 ] Korean information industry export trend                 (Unit: Million dollars, %) 

Industrial 

division  

Output Increase rate 

(08~09) 2005 2006 2007 2008 2009 

Music 22.3 16.7 13.9 16.5 31.3 89.7 

Games 564.7 672.0 781.0 1093.9 1240.9 13.4 

Variety 123.5 147.7 162.6 180.2 183.6 1.9 

Source: Ministry of Culture, Sports and Tourism (2010), "2010 Information Industry Statistics", 

Ministry of Knowledge and Statistics (2010) Export Trends, Korea Information Promotion Agency 

(2010), “Import and Export of Broadcasting Information” 

Table 4.  Korean information industry export trend                   
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III. Contents of investigation 
 

3.1.   K-POP in China 
 

3.1.1 Chinese music market trend and outlook 
 
 The Chinese music market has continued to grow since 2009, with the total music 

market growing 6.2% year-on-year to $715 million in 2013. In the future, the Chinese music 

market is expected to reach $1.78 billion with an annual average annual growth of 8.6% until 

2018 due to the declining number of Offline music and the high growth of digital music and 

performance music.  

 

Chinese music market size and outlook                                                          (Unit: Million dollars, %) 

Categories 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2013-18 

 CAGR  

Album 456 457 474 498 528 564 608 660 725 810 9.0 

Digital 

Album 

52 32 29 24 21 19 16 14 12 10 13.3 

 

Solo Album 403 425 445 474 506 546 591 646 712 800 9.6 

Performance 

Music  

145 154 163 175 188 202 216 232 250 268 7.4 

Total 601 611 637 673 715 7636 824 892 974 1078 8.6 

*Source PWC (2014) 

Table 5. Chinese music market size and outlook 

 Korean content exports to China have been steadily increasing, and K-POP has 

been booming. Since 2008, annual export growth has been around 35% between 2010 and 

2008. 
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Development of Chinese exports with major Korean content        (Unit: Thousand US Dollars) 

Categories In 2006 In 2007 In 2008 In 2009 In 2010 

Broadcast 7979 5295 4512 6339 20955 

Movie 1144 824 1305 1578 966 

Music 850 1665 1844 2369 3627 

Game 158591 241330 292062 4330529 595864 

Source: Korea cultural industry statistics (2012),<2011 cultural industry statistics> 

 
                Table 6. Development of Chinese exports with major Korean content 

 

 

3.1.2 Situation of K-POP entry into the Chinese market   

 
In China, the social and economic supply of Korean pop culture contents is relatively 

timely, without resistance to Chinese cultural needs for increased standard of living due to 

market opening and economic growth. It is estimated that the mood and sensibility that 

correspond to the change of the enemy have gained popularity in emotional aspects. In China, 

people in their teens and 20’s (It is said to be a group of people, mostly Chinese teenagers and 

young people in their 20s, who prefer Korean pop music and follow popular entertainers.)  

 

The history begins with the huge popularity of idol groups H.O.T, CLON, Ahn Jae Wook and 

babyvox in the late 1990s and early 2000s. However, local planners at the time failed to 

generate direct profits because they failed to secure a profit model despite the strong popularity 

of the Korean wave due to the high entry barriers of the Chinese market.  

 

Since the 2000s, as the Chinese market has erased cultural regulations and attempted to 

open its cultural services, Korea’s K-POP has been able to enter China market official advance 

on the juncture of the Chinese market has matured.   

The popularity of K-POP in China has shown that the popularity of K-POP has focused not on 

certain songs but on songs of certain Hallyu stars, such as Super Junior, Rain, Girls' 

Generation and Big Bang etc, the biggest reason why Korean idol singers are in the spotlight 

in the Chinese market is because of their high-quality music, excellent singing ability and 

splendid performances, and now Korean idol groups are becoming popular. 

 

Especially, the Chinese market is not equipped with transparent music market, so it is 

usually profitable through performances or events, and in the industry, SM Entertainment has a 

relatively solid partner in the Chinese market. As Korean entertainment companies' partnership 

with local agents is gradually improving, some say that 2014 will be the first year when the 

Korean Wave's main trend from Japan to China. (18) For example, in order to conduct a large-

scale concert in China, the number of administrative projects has been increasing, and although 

there have been some aspects that have been difficult to actively promote, it has been through a 

reliable partner and agent system. 

 

18: Tenasia (2014. 12. 19) HEY! 2014, Pop Music Closing Report③ “K-POP” Hallyu’s Advancement 

towards China  
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Table 7 Important performance status of domestic singers in China (2014) 

Source:  China's overall media coverage 

  Table 7. A major Chinese performance by local singers (19) 

Singer Date    Venue Ticket price  

(CNY: yuan) 

 Scale  

EXO 2014.07.18  Shanghai (Mercedes Benz cultural center) 680~1680 Estimated  

20 Thousand 

2014.07.27  Changsha  

(He Long Stadium) 

780~1280 Estimated  

50 Thousand  

2014.08.02  Xi’An (Shaanxi Province Stadium) 780~1280 Estimated  

10 Thousand 

2014.09.20 Beijing 

(MasterCard Center) 

780~1280 Estimated   

20 Thousand  

CN. BLUE 2014.07.19 Beijing  

(Beijing National Indoor Stadium) 

480~1580 Estimated  

18 Thousand  

Lee Min Ho 2014.10.26 Guangzhou (International Sports Centre) 380~1280 Estimated  

7 Thousand 

2014.11.01 Nanjing  

(Nanjing Olympic Sports Centre)  

390~1280  Estimated 

60 Thousand  

TARA 2014.12.27 Shanghai  

(Shanghai International Gymnastics 

Center)  

980~1380 Estimated  

4 Thousand  

(Plan)  

YG Family 

Concert   

2014.08.30 Shanghai  

(Shanghai Stadium) 

 

380~2999 Estimated  

3 Thousand 5 

Hundred  

2014.10.19 Beijing 

(National Olympic Sports Center) 

80~1280 Estimated  

35 Thousand  

SM TOWN 2014.10.18 Shanghai (Shanghai Stadium) 580~1280 Estimated 

56 Thousand  

2PM 2014.11.01 Beijing (Capital Indoor Stadium)  480~1280 Estimated 7 

Thousand 

Epik High 2014.11.22 Shanghai 

(Repulse Bay Cultural Center) 

680  Estimated 

1 thousand 5 hundred  

Lee Seung Chul 2014.10.04 Beijing (National Olympic Sports Center)  280~1280 Estimated  

4 Thousand  

Shinhwa (Shin Hye 

Jung, Lee Min Woo, 

Jun Jin)  

2014.07.12  Chongqing  

(Beibei Jinyun Culture and Sports Center) 

380~1280 Estimated 

3 Thousand  

Jay Park, 

2EYES 

2014.08.02  Shenzhen (Universiade Sports Centre)  188~1988 Estimated 

60 Thousand  

Shinee 2014.06.01 Shanghai (Shanghai Indoor Stadium) 580~1280 Estimated 

20 Thousand  

2NE1 2014.04.11 Shanghai (Shanghai Grand Stage)  380~1280 Estimated  

10 Thousand  

Beast  2014.03.01 Shenzhen (Shenzhen Bay Sports Center) 188~9999 Estimated 

10 Thousand 

JYJ  2014.08.23 Beijing (Capital Indoor Stadium) ------ Estimated 

8 Thousand 

Kim Hyun Joong  2014.08.16 Shanghai (Shanghai Indoor Stadium)  380~1280 Estimated 

5 Thousand 

K-POP Music 

Festival 

(2PM, EXO, SNSD)  

2014.08.30 Guangzhou (Guangzhou Gymnasium) 380~1280 Estimated 

10 Thousand 

 2014.10.25 Beijing (National Stadium – Bird Nest) ------- Estimated  

30 Thousand 
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Recently, Korean music programs have become more influential in the Chinese music 

content market through a system that utilizes the format and production staff of popular Korean 

music contents to localize them in China. For example, China version of <I am a singer>, <an 

immortal music>, <Super Star k> etc., each show is rated high on TV ratings every week, in 

addition, more than 100,000 viewers were seen each time. 

 

Based on this, China currently has the core media channel. It is easily watched on video 

sites such as Youku and Tudou. Based on this, SM Entertainment currently has an MOU with 

Baidu, the largest portal site in China, and YG Entertainment is the largest video site in China. 

In cooperation with Youku and JYP also enter the Chinese market in various ways, including 

signing contracts with Baidu sound. 
____________ 

19: collected articles from the Chinese press and referred to the data compiled by the Korea Creative 

Content Agency in 2012. 

 

3.1.3 Chinese music market success strategy    

 
As you can see in the case of its entry into China, domestic agencies that made inroads 

into China have learned the influence of the public, who enjoy music in the Chinese market, 

since the 1990s. Although not officially entered, it actively used the Chinese market, taking 

note of the characteristics of the Chinese market, enthusiastic about Korean artists and 

enjoying and imitating their music and fashion music. 

 

Although there are many factors that are enthusiastic about Korean music and artists in 

the Chinese market, two strategies that enabled the K-POP craze to spread across the Chinese 

music market could be cited as follows. 

 

Firstly, it is an aggressive strategy of spreading through SNS in China. The domestic 

talent agency made full use of the local channels through partnerships with major Chinese 

media, such as Weibo, Youku, and Baidu, which have high power of the Korean wave. In 

addition to the global SNS, the artist has launched a separate SNS, which is popular in China 

and is actively communicating with Chinese fans. 

 

Male Artists Baidu Member Count              Female Artists Baidu Member Count 

 

 

 

 

 

 

 

 

Male Ranking: GD, Luhan, Lee Min Ho, Kim Soo hyun, Kris, Lay, Tao, Sehun,  

Jang Geun Suk, Chanyeol, Baekhyun, Lee Jong Suk, Kim Heechul, KAI, Lee Joon Gi 



12 
 

Kim Woo Bin, Kim Hyun Joong   

Female Ranking: Victoria Song, Krystal, Yoona, Park Shin Hye, Jessica, Taeyeon, Suili, 

Jun Ji Hyun, Song Ji Hyo, IU, Yoon Eun Hye, Tiffany, Park Ji Yeon, Bae Su-ji (Suzy), 

Seo Ju hyun (Seohyun), BoA, Jung Da Yeon, Hyuna (Kim Hyun-ah),  

Yuri, Song Hye kyo  

Information: Baidu 

 

Figure 3.  The status of Baidu members of Korean celebrities 22 

Through this, Chinese fans can access information on their favorite idol activities 

anytime through the Internet and mobile, without restrictions on the city or space, and 

communicate with artists and fans. As domestic agencies are actively utilizing Chinese on-line 

media for marketing activities in the Chinese market, K-POP and artist's enthusiasm in China 

continues to heat up.  

 

The second reason for the success is thorough localization. Although the local channel 

provided Korean artists with intimacy, China has strong local color and culture compared to 

other markets, and has strong preference and support for its own celebrities. That is why 

Chinese idols who imitate the music and fashion of Korean idols can be more successful.  

 

Since the 2000s, domestic agencies have been actively pursuing local strategies by 

utilizing Chinese members within the group. Super Junior M (Henry, Zhou Mi), 

f(x)(Victoria), MissA(Jia, Fei), EXO(Tao, Kris, Luhan, Lay), GOT7(Mark, Jackson) etc.  

By using Chinese members strategically, the company overcame language and cultural 

differences and diversified activities such as dramas, movies, and advertisements. 23 

 

Especially considering the Chinese market from the planning stage, EXO, which 

performs both Korean and Chinese activities at the same time, not only is releasing separate 

album in Korea and China, but it is also working simultaneously with Korea. 

_______________ 
 
22: The Korean economy (2014.12.25) is the market for services K-POP, The Chinese performance 

will double next year. Benefits of SM, YG, etc. 

23: Growth Securities (2014). The place where the Korean Wave begins is China 

 

 

3.2 K-POP in Japan 

 

3.2.1 Chinese music market trend and prospect      

 
In the US’s music industry, Japan music industry’s development and future are 

dominating at number 2 and currently holds the biggest market for the K-POP industry. 

According to IFPI, Japan’s album industry is ranked at an undeniable number 1, and they are 

the 2nd largest music industry overall, such as for audio sources etc. The biggest feature in 

Japan’s music industry, is their album industry’s peak point - where there are a variety of 

additional business market formed.  

 

Japan’s market is different than the rest of the world. As compared to the music sources 

industry, the album market held an important position. According to RIAJ’s (Recording 

Industry Association of Japan) 14 years of standards, album market played an important role 
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in the Japanese music industry weighing at 85.3%. Following the investigations of IFPI, 

(International Federation of the Phonographic Industry), the global album market and 

music sources weighs equally as the benchmark of the 14 years of standards , and each of 

which stands at 46% respectively, when compared, these numbers are definitely 

overwhelming. 

________________________________________ 

 

24: Eastern securities（2015）, Entertainment Industry trends 

 

 

 

 

     

Source: RIAJ Eastern survey 

 

Figure 4. Japanese music industry’s album sales comparisons with overwhelming numbers 

Although it is a wide market, in the midst of transforming the album environment into 

digital, the numbers shows that it is steadily declining. The process of transforming albums 

into digitals will be able to replace the benefits of standardized album industry. Currently, the 

digital audio market has not seen any sort of growth, and it is still declining in scale. Thus, on 

this basis, it is reckoned that there will not be a major improvement while the future of the 

Japanese music industry spots a possibility of decline.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. The future of the Japanese music market 25 

____________________ 

25: PWC (2014). Global entertainment and media outlook, School Newspaper Securities Research   

Center 
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3.2.2  Status of K-POP entry into the Japanese Market  

 
In the current situation where K-POP entered the Japanese market, the Korean singers in Japan 

can be sourced back to a decade ago to the singers like Gye Eun Sook, Kim Yeon Ja etc. Due to the 

popularity of Korean songs, whereas trends are also quick to fade out - at the time the majority of 

Japan’s music revolved around mainly the songs which made it hard for K-POP to enter the market. 

Even though there was no commercial success, we were still able to witness the many methods used to 

bring Korean music into the Japanese market. In the midst, there was the first-generation group S.E.S, 

who had the most probable odds in succeeding. Based on this in 2001, successful Korean singer BoA 

who entered the Japanese market had also been seen great success for K-POP. From this, you could see 

that it is indeed possible to succeed in the Japanese market with a thorough and solid plan despite its 

difficulty.  

In the after years in 2003, Korean romance dramas like Winter Sonata, Stairways to Heaven etc. 

became successful, which also naturally centered around each of their OST - and these helped push the 

Korean music into the Japanese market. As compared to the atmosphere brought forth by Korean 

singers, Korean romance dramas were well received due to their romance centered OSTs which had 

kindled a bond with the Japanese audience, and this drove the success of the first-generation K-POP 

  

[Table 8] History of KPOP artists entering Japan 

BoA 2002 regular album <Listen to my heart> ORICON CHART #1 (sold 1 

million copies) 

 

2002~2008 Won GOLD ARTIST award at Japan’s BEST HIT Kayosai 

(T/N: Japan’s annual music show) for 6 years consecutively 

DBSK 2008 ORICON CHART SINGLE #1 highest record 

 

2009 LIVE DVD ORICON film department compiled list #1 (First Asian 

overseas artiste to win) 

 

2006~2009 6 consecutive ORICON CHART #1  

 

2010 Album sales reached 130 billion yen 

SNSD 2010: Debut single <GENIE> sold 40,500 copies (highest number for 

overseas girl group debut) 

 

SINGLE <GEE> ORICON #2 (highest recorded ranking for overseas girl 

group in the last 30 years) 

KARA 2010 Debut regular album (GIRLS TALK) sold 25,000 copies and was 

awarded a PLATINUM award from Recording Industry Association of Japan 

 

ORICON new artiste’s album - DVD sales achieved #1 (180 billion yen) 

 

DVD group Top1 - <KARA BEST CLIP> (Biggest feat for overseas female 

artistes) 

Source: ORICON CHART, Domestic reports data reorganization 

 
Table 8: History of K-POP Idols entering Japan 26 
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Thereafter, DBSK and BIG BANG etc. boy groups also steadily entered the Japanese 

market. Around 2010, girl groups like SNSD, KARA have also stepped into the market. Even 

though Korea imitated the idol groups that have existed around 1970s as a model for growth; 

right now, it is Japan who are imitating Korean groups as a model for growth. Specifically, the 

Japanese girl groups revealed strategies where they emphasized on the K-POP style concept 

or choreography etc. 

 It was in the 2000s where K-POP popularity soared in Japan. Even when based on 

current concepts, the intense of Japanese fans are still growing. TV station broadcast and 

digital satellite broadcast music program, Japanese variety shows would introduce K-POP or 

K-POP related topics, and these shows in particular increases by numbers. Girls’ Generation 

performance became the headline news in NHK news (’10.8.25), subscription-based channel 

Fuji TV TWO (CS digital radio) also produced several K-POP programs - they each 

represented the current atmosphere and trends.   

_________ 

 
26: The information compiled by ORICON CHART and domestic report materials was cited in the 

materials compiled by the Korea Information Promotion Agency in 2012. 

 

 

3.2.3    Success Strategies for the Japanese music market  
 

As compared to South Korea’s statistically more advanced music industry, the Japanese 

music industry success strategy lies in the idol system. Korean idols not only possess loyal fans, 

the fanbase also kept expanding, which is very encouraging.  

  

There are 2 main reasons for the success of K-POP that Korean idols achieved in Japan 

despite its difficulty.  

 

Firstly, it is the current Japanese idols market and the Korean style idol groups 

characteristics as the focal point. Currently, Japan’s Arashi and EXILE (Including subgroups 

in EXILE, like EXILE TRIBE and EXILE ATSUSHI etc., and 3rd generation J Soul 

Brothers from EXILE) of whom acts as representative idols who lead the Japanese music 

industry, and they occupy various rankings.  An example is Arashi, whose concert DVD was 

last year as well as their album swept the album sales charts as the top 1~3. On the other hand, 

EXILE’s EXILE TRIBE, EXILE ATSUSHI, 3rd generation J Soul Brother’s individual 

activities totaled up to be 77.5-billion-yen in album sales.  (28) However, these are music 

veterans who have debuted for 10 years, these goes to show that the Japanese idol industry can 

support both veterans and rookies.  
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Figure 6: Arashi & EXILE (29) 

 

In the Japanese idol industry where it is necessary to have both veterans and rookies 

alternatively, South Korea’s idols are also sufficiently prepared to raid this particular strategy.  

 

Korean idols when put into comparison with Japan’s, needed a painfully long time to 

train to become “perfect idols” who are equipped with a strong foundation. Korean idols who 

received professional training are not only good in dancing, singing and style; they also 

received training for English, Japanese etc. foreign language, and debuted in Japan (30) as 

perfect idols, and brought forth a fresh impact for the Japanese market which have gotten tired 

of their country’s repetitive concept.  
________________________________________ 

 
(28) Eastern securities (2015), Entertainment industry trends 

(29) http://prcm.jp/album/cindy1love/pic/16405204 

(30) Current events IN (2010.11.17) 
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[Table 9] Comparison between K-POP and J-POP idols 

Unique traits SNSD & KARA AKB48 

Idol concept Perfect idols Growing idols (T/N: Idols in a 

stage of growth) (Underaged 

idols) 

Fanbase demographics Majority women Majority men 

Visual image COOL (Handsome!) Cute  

Attracting points  Equipped with dancing, singing, 

performance etc. professional 

charisma positive idols 

I want to raise them! Feelings of 

wanting to be supportive of 

them, feelings of a mother’s 

heart 

Distance with fans Secretive/Mysterious (T/N: 

Difficult to see them in real life 

etc.)  

Idols you can personally meet 

Source: Korea Information Institute (2011), Japan's information industry trends 2011 9th week 

Table 9. Comparison between K-POP and J-POP Idols 

In actual fact, the Korean idols who are chosen in accordance to their capability, are 

idols who are well-rounded and well-prepared in all field aspects. They are not only idols, but 

they also shine in variety. Super Junior’s Choi Si Won, EXO’s D.O, Big Bang’s TOP, 

CNBLUE’s Jung Yong Hwa, FT Island’s Lee Hong Ki, 2PM’s Nichkhun and Junho, JYJ’s 

Park Yoo Chun, ZE:A’s Im Siwan and Park Hyung Sik etc. participated in acting. For idols 

who participates in variety, there are Super Junior’s Heechul and Kyuhyun, ZE:A’s Hwang 

Kwang Hee, F(x) Luna, SHINee Key, EXO’s Baekhyun and JYJ Kim Jae Joong etc who 

expanded the music field.  

 

Secondly, is the success of the strategies. The understanding of the Japanese industry is 

based on the entertainment companies’ strategy to invade the market. The entertainment 

companies who handled these various artistes’ activities is different from what South Korea 

does. That is because in Japan, they focus on giving performances and promoting the album, 

and the sales is not within the agencies’ scope. For the initial publicity, the influence of labels 

is important, especially for the exposure of the rookies.   

 

For this sole purpose, big entertainment enterprises prioritized the contracts with label 

companies to enter the Japanese market. SM entertainment signed contract with Japanese label 

company AVEX. On the other hand, YG entertainment and AVEX registered for a trademark 

label, namely YGEX. AVEX handles the activities of artistes from these 2 Korean 

entertainment companies for when they promote in Japan, as well as album promotions, as a 

substitute for the local sales that is expected to take place, and they in turn receive part of the 

proceeds. 31 In this case, the promotions of these large entertainment companies and labels, 

influx of artists who rely on the results, have higher chances to achieve great results when they 

promote in Japan. 

______________ 

(31) Eastern Securities (2015), entertainment industry trends 
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3.3.    Successful strategies for K-POP in Asia 

      

3.3.1  Analysis Overview 

 
A study analyzes the success factors of K-POP in terms of production, consumption and 

distribution by borrowing " diamond models of culture " used to analyze cultural phenomena 

factors in art sociology. Below, you can see how K-POP has been able to achieve the 4 big 

success factors by responding to the cultural diamonds that led to the 4 extreme vertices. 

 

 

 

 

 

 

 

 

Figure 7. Success Factors for K-POP and Enterprise Application Strategies 34 

 ____________ 
  
34:  Seo Min Soo (2012), "Success Factors and Enterprise Strategies" 

 

 

3.3.2. Producer  

 
The biggest success factor of K-POP in Asia is system. It is a star artist that has been 

produced through careful planning and process of nurturing standardized artists.  

 
Large, commercialized entertainment agencies began to have standardized systems with 

fast understanding of music trends and markets, and accumulated understanding, enabling them 

to quickly produce more than a certain amount of content. It produced content producers who 

were both talented and good-looking, and they became artists who led and continued the K-

POP craze. Also, the experience of success abroad, armed with these systems and stars, has 

accumulated for more than a decade since the late 1990s, compared to other Asian countries 

preparing for foreign markets such as China, Japan and others. It can also be said that it has a 

high position in experience. 

 

K-POP, the artist, or star, is a resource and content that belongs to the company and has 

the capability to lead the K-POP through planned investments. As a result, all of the planning 

firms, which focus on K-POP, are focusing their efforts on discovering new faces and 

Communication Method 

(Active utilization of 

social media) 

Producers 

Planning of the 

company’s 

production system  

Content 

Song, Choreography, 

Appearance 

(3 Factors in Complete) 

Consumers 

(Close monopoly 

consumption in IT) 
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preparing each step from a long-term perspective for targeting market and positioning. The 

artist training programs within a significant number of planning firms that have had success 

stories consist of four major stages: Casting, Training, Producing and Management.  
 

 

 

 

Figure 8. Product production 4 stage 35 
35 Samsung Economic Research Institute (2012), “The success factors of K-POP and the enterprise's 

strategies for utilizing" 

 

Newcomers are discovered through an audition for an entertainment company itself, or 

scout casting on the streets, through open public network competition or through acquaintances 

recommendation etc. 

 

Recently in order to maximize the publicity effects, the selection of newcomers is made 

through interviews on public cable television progressively and actively, since the planning 

stage, there’s has been an idea of entering globally worldwide and also through global 

auditions to discover newcomers. 

 

The discovered trainees will become artists through the company's systematic training 

programs and systems. The agency repeats the constant training and practices until its debut so 

that the newcomer can meet the initial plan and achieve success in the market. The education 

program includes singing, dancing, acting and even personality education as well as singing 

and acting, and dedicated teams of expert’s train and evaluate trainees harshly to foster the best 

as idol stars.  

 
 

 

 

 

Figure 9, The Artist Training process 

 

Planning companies should reduce their long-time high costs and investment on 

educating trainees, normally for the trainees training period, it usually takes more than five 

years to complete. The education and life expenses etc. required during the practice period 

should be borne by the planning company. And so, on and forth, in order to develop the best K-

POP star, the planning company is investing a lot of time, effort and expense, and has recently 

begun to promote the overseas market from the planning stage, and the cost is gradually 

increasing. 

 

Production is a stage where an artist is trained through casting and training processes 

produces products (Album/Audio Source, Music Videos, etc.). The production of the audio 

source is performed through repetition of the writing lyrics, composition, song, arrangement,  
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and mixing process. Thus, the audio source produced is disclosed to the public in the form of 

digital audio, album and MV. In the success operation of the music industry, occupying a large 

amount of weight on the audio source should achieve the mobilization of the composers, 

lyricists, singers, producers etc., so the composition and utilization of such specialized 

manpower requires enormous financial capacity. Due to these constraints, the entertainment 

industry has recently been reorganizing around a small number of major agencies. In particular, 

as the number of K-POP's overseas expansion has increased, the company has been actively 

engaged with the world's top experts to increase the level of perfection, and the overseas 

workforce is actively used to produce global results. And as crystallization for such detailed 

planning, K-POP has a transnational popularity. 

 

 

Composing Composition & Arrangement Choreography 
design group 

(Northern Europe  

composer team) 

Yoo Young Jin 

(SM singer-songwriter) 

nakasone rino 

(Japanese – American) 

Table 10. Examples of multinational creative companies (Girls’ Generation ‘Tell me your wish’)
36 

 

In the Management and Promotion stages, the role is to help the artists trained through 

casting, training, and production to continue to display their full potential and to create 

maximum value-added artists through global promotion and marketing. 

 

This value-added generation includes acting, advertising, and One-source multi-use 

strategies such as publishing, characters, and games are included. In the recent entertainment 

industry, as important as the expansion of excellent human resources and capital is whether it 

has the infrastructure and ability to effectively operate the acquired resources, and securing 

such capabilities is a major success for K-POP to move abroad. 

 

The recent big planning agency has considered expanding into the overseas market from 

the beginning of the project, minimizing uncertainties and risks of success in overseas 

expansion through agreements with local companies. Because of these systems, the overall 

concept overseas is K-POP is a frequent strategy to advance into foreign markets even when 

companies that design and specifically secure local promotions and distribution networks are 

driven by local market considerations. In some cases, the same artist simultaneously releases 

one album in each language to many countries, and in others, specific local market-specific 

albums such as music videos and fashion are widely used for local dramas, movies and 

commercials. 

 

___________   

 
36 Samsung Economic Research Institute (2012), "The success factors of K-POP and the enterprise's 

strategies for utilizing" 

 

 

 

3.3.3 Transfer Mode 

 
Firstly, As seen in the case of china, the development of Internet and mobile social 

networking sites since the 2000s has become the primary distribution foundation for overseas 
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advancement, while the K-POP strategy such as YouTube, Facebook and Twitter have become 

the most important media.  

 
Classification Existing Korean Wave  New Korean Wave 

Korean Wave Region Korean Wave in Asia Global Hallyu 

Korean Wave 

Classification 

Korean Wave Mass Culture South Korea's Korean Wave 

Korean Wave 

Applicable Layer  

Middle-Aged Women Layer Middle-aged 

women+men+10~20 youth  

Korean Wave Code  Simulate the Korean Wave Digital Korean Wave  

(IT and CT technology) 

 

Table 11. Changes in the Korean Wave System 
37 

 

Indeed, the rapidly spreading nature of social media has reduced the cost and time it 

takes for Korean singers to make their way abroad. As an example, after entering the Japanese 

market, it has reached a certain level, BOA is 5 years, TVXQ is 4 years, Girls’ Generation 

topped the Oricon chart at the same time as the first regular album release. As a result of using 

digital media such as introducing K-POP music videos on YouTube instead of the home page, 

but on Twitter, the music and impression of Girls' Generation have become familiar to 

overseas fans, so they did not need to have a new concept. 

 
_____________ 

 
37 Moon Hyo-Jin (2011), "Tasks for Korean Wave Paradigm Change and the Future"  

National Assembly Seminar, p.11, , 

 

Unlike the traditional Korean wave, K-POP enables simultaneous consumption 

worldwide due to its significant background in social media and online media, and the spread 

of social media represented by YouTube has been achieved without any special promotion. 

 

In the case of PSY who has achieved "Strong overseas expansion" through SNS, he has 

emerged as a world-class YouTube star with a single ‘Gangnam Style’ music video for the 

Korean market, and had a surprising result with social networking services such as inviting him 

from abroad. Due to the craze that started on SNS, ‘Gangnam Style’ topped the British singles 

charts, ranked second in the U.S. Billboard single chart for seven consecutive weeks, and was 

awarded the MTV European Music Awards best video award in Germany and the 40th Annual 

American Music Awards New Media Award. ‘Gangnam Style’ currently holds the most 

viewed record on YouTube so far, and can be defined as a global cultural code beyond the 

simple numerical numbering, an explosive element of love for people around the world such as 

easy-to-follow dance moves, addictive melodies, and brilliant music videos which led to the  

K-POP syndrome.  
______________ 

 
 38 

Analysis and Prospects of Cultural Art Trend (2012), Korea Creative Content Agency, p.46 
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Information: “K-POP YouTube video watched 2.35 billion times in 235 countries” (2011.1.2) Central 

Daily News The foundation is formed again  

 

Figure 10. Worldwide K-POP YouTube Search Volume (Year of 2011)
39 

 

Now, Korean planning companies, which are leading the K-POP, have started to operate 

the service with the global platform in mind and are operating it successfully. Major agencies 

are opening an official channel on YouTube, offering a variety of performance videos 

including music videos, and even holding a new song presentation or showcase for promotion. 
40 In fact, music videos of the nation's top idol singers such as 2NE1, Big Bang, Girls’ 

Generation, Super Junior, 2PM and Wonder Girls are introduced on YouTube, ahead of the 

music market. Among global users, not only their music, but also their fashion and concept 

have become hot topics. 

 

Girl groups such as Girls' Generation and KARA have already more than a million 

searches on YouTube before entering the Japanese market, providing a solid foundation for 

entry into the Japanese market, in fact, Korean Wave fans from around the world followed the 

songs and imitated the dances of Korean girl groups such as Girls' Generation, 2NE1, and T-

ara on YouTube, resulting in a sensation. 41 As online music promotion has become popular 

in the music market, SNS is actively used as the most agile tool among them. 42 

_____________ 

 
39 Success Factors of K-POP and Corporate Utilization Strategy, 2012, Samsung Economic  

Research Institute 
40

 Analysis and prospect of cultural art trends, Korea Creative Content Agency, p.38, 2012 
41 

Weekly Gong Gam, <Social Media Potential-Culture Content Growth, ask SNS!>, 2010 
42 

Analysis and prospect of cultural art trends, Korea Creative Content Agency, p.46, 2012 

 

This is proven by the fact that tens of thousands of fans have been formed in Japan and 

only 22,000 people gathered in a showcase in Japan before Girls’ Generation has made their 

official debut in Japan or made a separate localization strategy. 43 Right now, there is a 

growing interest in many K-POP artists who have not officially entered overseas, and in 

certain countries there is a form of fandom.  

 

On the other hand, through these social media, K-POP artists are communicating with 

overseas fans directly about their activities and the current situation and expanding emotional 
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communication. Artists write their own stories through Facebook, Twitter, and Weibo, and 

the stories are shared rapidly with netizens around the world. In the K-POP market, it is a 

tremendous event for stars to interact with fans without having to go through an intermediary 

media such as articles or agency press releases.44 

 

Currently, most of the followers of Twitter are idol stars, their various stories, 

including the current situation of themselves and more are through twitter, beyond the 

limitations of time and space restriction, can still communicate with fans around the world. 

Even if the beginning of K-POP entry originated from an idol star, it is also related to it. In 

Korea, Super Junior's Choi Siwon has surpassed 1 million twitter followers for the first time 

as a Korean entertainer, especially Super Junior is one of the top artists in the ‘2011 

TopTrending Topics’ in the music and arts category where the US IT professional media 

marshable has announced the most talked – about keywords in the world on twitter in 2011, 

after Justin Bieber, Lady Gaga and Jonas Brothers, are the only Asian Artist to have ranked 

fourth. 45 

 

Due to the change in delivery methods, agencies have dedicated staff to monitor social 

media in real time to understand the popularity and public opinion of their singers and also fan 

responses by releasing teaser videos of new music videos before releasing the album. In 

addition, for artists who want to enter the market, they can achieve the local response and 

structure through SNS without having to invest high cost in advance, through this process, 

K-POP strives to enter the overseas market and establishes itself steadily, and at the same time, 

attracts the interest of fans. 
____________ 
43  <K-POP Invasion 4 Hallyu, Digital Wings>, JoonGang Ilbo, 2011.01.21. 
44 

Analysis and prediction of cultural and artistic trends, Korea Creative Content Agency, p.49, 2012 
45 

Analysis and prediction of cultural and artistic trends, Korea Creative Content Agency, p.48, 2012 

 

3.3.4. Content 

 
No matter how good planning and preparation one has, content is the key to success in 

certain areas of POP abroad. As mentioned earlier, K-POP artists are "complete idols" that 

constantly transform themselves based on strong singing, choreography and visual 

competitiveness to attract consumers around the world. 

 

 

 

 

 

 

 

 

 
 

Figure 11.  Competitiveness of K-POP content  

 

Specially, there is a case where western pop and easy melodies are combined to secure 

universal popularity that transcends nationality. In fact, from 2005 onwards, such as wonder 

girls ' Nobody’, T-ara ‘Bo Peep Bo Peep’ were popular as they were strategically selected as 

hook songs with sensory rhythm and simple melodies. 
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In addition to music, K-POP artists had many thoughts that can be appealing to the 

public through their own concepts while preparing each album and music. To keep the public 

from getting bored with universal cognition, new changes are constantly made everyday 

through trying, changing sensibility of fashion and performance styles, recently Girls’ 

Generation’s shuttlecocks dance, KARA’s hip dance and other well-organized group dances 

and highlight dancers etc., also inserted a gorgeous look.  

 

This is an element that is over-clearly distinguished between the US POP that is rated 

as the mainstream music market and the K-POP of Japan. It is a discriminatory factor,  

K-POP, which emphasizes differentiated messages of pure and passion, with a catchy 

appearance, excluding the sensational and violent elements commonly found in pop 

mainstream R&B and hip-hop genres, has a fresh appeal to the Western Europe in comparison 

with POPs in the US. 

 

Also, in the case of J-POP in Japan, the boundaries between the music-oriented artists 

and the image-oriented idol is evident, but the Korean idol is superior to the Japanese J-POP 

idol emphasizing a cute image, dancing and singing skills are also amazing. As an example, the 

biggest reason why BoA who entered Japan was able to sweep the heat of Japan, the biggest 

factor is that South Korea’s young and beautiful girls have strong dance skills and amazing on-

site strength.  

 

In this way, addictive hook songs, various melodies, lyrics of love and friendship, the 

easy-to-follow handsome group dance, idol’s visuals and other charm have attracted the fans 

around the world. In fact, the attractiveness of K-POP singers selected by oversea fans is, the 

1st place is songs, 2nd place is dances, 3rd place is fashion, appearance 46, this can be evaluated 

as another competitive edge that is K-POP compared to POP and J-POP.  

 

3.3.5 Consumer 

 
Globally, the K-POP main consumer base layer is distributed among young people who 

are familiar with social media and who are familiar with IT devices.  
____________________________ 

 46 
According to a survey conducted by a total of 12,000 fans in 78 countries through YouTube page of 

KBS WORLD, the number 1 ranking is songs, second is dancing and the third is visual result.  

 
Age SNSD SJ Big 

Bang 

Shinee 2NE1 JYJ CNBLUE 2PM K-ARA Beast 

Gender M F M F M F M F M F M F M F M F M F M F 

13~17 years old  ◎  ◎  ◎ ◎ ◎ ◎ ◎  ◎  ◎  ◎  ◎ ◎ ◎ 

18~24 years old ◎ ◎  ◎  ◎  ◎  ◎  ◎  ◎  ◎    ◎ 

25~34years old    ◎  ◎          ◎     

35~44 years old                 ◎    

45~54 years old             ◎  ◎   ◎    

View of global consumer statistics on K-POP on YouTube 

Note: Age segment analysis on YouTube for the singer's latest MV 

Table 12.  Demographic characteristics of K-POP consumers around the world viewed on YouTube(47) 
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The main consumers of K-POP are in their 10s - 20s of age of young women, who are 

usually more active in using K-POP-related services, mainly using the Internet and mobile 

devices than purchasing albums. They are active consumers who actively enjoy culture and 

express their opinion freely. 48 In addition to purely listening and recording K-POP, they are 

creating an entertainment culture based on K-POP as a material, for an example the spreading 

of K-POP cover dance video, even if there is no propaganda into the local artist, it is also 

possible to naturally combine online fan club in parts of Europe and South America, this type 

of case can also be used as an example.  
____________ 

 

(47) Success Factors of K-POP and Corporate Utilization Strategy, 2012, Samsung Economic Research Institute 

 

3.4 K-POP in the United States and Europe 

 

3.4.1 The case of K-POP in the United States 

 
In the United States of POP base area, it can be seen that K-POP has begun to enter the 

stage. Although it cannot be called similarly as the “Korean Wave” in the Asia Region, but the 

popularity of Korean information that is centred on movie, music, games is gradually 

increasing, it is the stage in which the K-POP-centred manic layer is often encountered in the 

middle. 

 

Until now, K-POP has gone through many attempts to overcome the world's largest 

content market, the U.S. For the activities in U.S., Girls’ Generation, KARA, RAIN, Wonder 

Girls, BoA, 2NE1, BIG BANG etc. have gone into the history of the U.S. market. 

 

Wonder Girls <nobody> occupied 76th in the 2009 billboard singles chart ‘Top 100’ 

In September 2009, Epik High 6th album<【e】>, became the first Asian to enter the U.S. 

iTunes Hip-Hop/Rap chart top100. In September 2010, the ‘SMTOWN LIVE’ concert at 

the L.A. Staple Center in the U.S. provided a solid foothold for K-POP to advance to the U.S... 

 

 

 

 

 
 
 

 

 
 
 
 
 
  Figure 12. Wonder Girls who entered the U.S. based on the music and costumes of the retro concept 49 

 

The establishment of the K-POP chart in the U.S. Billboard chart in August proved 

the power of the K-POP. Billboard.com, the company said it created the Billboard K-POP 

chart for the second time in Asia, following Japan`s growth potential that is rapidly 

emerging as a blue ocean. The U.S., the home of pop music, recognized the high standard 

of Korean pop and global influence. 50  
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In addition to this visible achievement, however, K-POP's entry into the U.S. was not 

successful until 2010. Wonder Girls, who entered the U.S. market based on their huge 

popularity in Korea in 2008, succeeded in gaining attention from the U.S. as girls who came 

from the East with the concept of retro but in fact was a result of economic failure.  JYP invest 

about 4.5 billion. The ‘JYP Entertainment Incorporation’ established in the United States in 

2006 was fully funded, and the establishment of American corporation was liquated only one 

year later, and the loss was about 1.7 billion. 51 In the future, although K-POP artists have 

always wanted to enter the US market, but they are not as active as wonder girls and are 

accompanied by large-scale investment, and the level of market analysis of online/mobile 

media such as SNS.   

 

In the US market, which is considered to be indestructible, the biggest chance in the K-

POP industry in the second half of 2012 was that Singer PSY walked out of Korea and 

triggered a worldwide Gangnam Style boom. On July 15 2012, for the first time on YouTube, 

the upload for Gangnam Style MV was released publicly, in just 18 days, that is on August 2 

the number of hits exceeded 10 million. After a week, the number of hits on August 9 exceeded 

20 million. In just 40 days, that is on August 24, the number of clicks is too high over 50 

million, more than 87.6 million on September 2. At this point, among domestic singers, Girls’ 

Generation【Gee】MV surpassed them, maintained a high record of 83.8 million. 52 On 

September 4th, two days later, Gangnam Style broke the initial number of hits by Korean 

singers of 100 million, 14 days after September 18, reaching 200 million, and then 10 days 

later, on September 28, more than 300 million. 53 In just 76 days, the number of hits exceeding 

30 million was the shortest time in the world till now. After that, Gangnam Style pursued a 

surplus of 500 million on October 20, over 700 million hits on November 12, and a record of 

839,369 hits on November 24. Overwhelming Justin Bieber’s 【baby】(836.5million) and 

created 1st place on YouTube history hits. 54 Popular Singers from around the world, including 

Britney Spears, Katy Perry, Robbie Williams, and Nelly Furtado etc. and well known overseas 

singers showed great concern for the competition between Gangnam Style and ‘horse dance’, 

in this process, PSY was invited to participate in the 2012MTV MV held at the LA Staples 

Center in the United States in September, in the NBC Broadcasting Bureau’s popular program, 

< Ellen DeGeneres show >, and <NBC Today show>, < Saturday Night Live Korea (SNL) > 

etc and so on , achieved great results.  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 13. Success of PSY “Gangnam Style” in the United States and Europe 55 
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Since then, PSY has officially partnered with local American Management agency, 

following that song ‘Gangnam Style’ and also ‘gentleman’ ‘hangover’ etc. were successfully 

published, and working with local famous artists such as Snoop Dogg etc., continue to carry 

out activities in the US market.  

 

But after entering the United States with the opportunity that even PSY himself 

couldn’t expect, there is still no cases of K-POP entering the US market. Recently it was 

reported that the same artist other than PSY under YG Entertainment’s which is 2NE1 and 

Manager Scott worked together to develop a plan to enter the US market. 56 

Now with the news and various media to give K-POP artists an enthusiastic report, the non-

exaggerated affirmative evaluation is also different, in fact, the status of K-POP in the United 

States is not only kept as a low profile, but also inferior to surrounding POP music. There are 

also comments that important consumers subject are also Asian Americans who are mainly 

from 10~20 generations. And in the real definition of K-POP, compared with the holistic 

culture of Korea, in the rapid industrialization process the acceptance and application of the 

evaluation of western culture is more similar so it can attract the attention of westerners 

temporarily. 57    

______________ 

 
49: http://jamja.tistory.com/3718 

50: Korea Tourism Organization (2011), K-POP "Do You Want to Lead Second Hallyu Tour?" 

Exciting Korea Magazine 

51: Business Watch (2013), JYP, New York headquarters building $3.9 million 

52: Sport Chosun,2012.10.18  

53: PSY Gangnam style, billboard Main Chart 2, (Kyunghyang news: 2012 September 28)  

54: PSY<Gangnam style>, YouTube number 1 hit, (Chosun Ilbo: November 26, 2012) 

55: http://www.youtube.com/ 

56: Chosun Ilbo (2014), CL, and PSY collaborate with American Management agency to enter into America 

57: Oh Se-Jung (2012), "K-POP Preference Factors: To K-POP Consumers in the Americas" 

Subjectivity Research  

 

 

3.4.2. Success and Failure factors of K-POP entry in the U.S 

 
In order to enter the US market successfully, existing singers will change the lyrics into 

English, change their performances and costumes etc., and also conduct extensive promotional 

campaigns. Just as the foundation of success in Southeast Asia, singers like WONDER 

GIRLS, RAIN, Girls’ Generation, SE7EN etc., moved under a thorough planning and 

advancement plan in the United States. These are successful examples.  

 

However, at that time, the song which is ‘Gangnam STYLE’ produced by PSY was not 

used to enter the consideration idea of the overseas market. This is only considered based on 

music in the Korea market but will sometimes aroused as the worldwide phenomenon in the 

world if there’s an opportunity. Then, the so-called horse dance that has been evolved into 

Gangnam style had also benefited from the craze of the song and the popularity rose. Although 

the main success of PSY is the foreign market which has become the main goal, moreover you 

can still see the difference between his current ways of unsuccess and his methods.  

 

With regards to whether the K-POP artists were able to become popular overseas, the 

reason for the failure is being able to find the ‘cultural discounts’ in the analysis results. In 

order to evaluate the possibility of mass cultural exchange between cultural circles, Cultural 

discount was being used, the lower the cultural discount means that its cultural goods were 
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easily accepted by other countries.  

 

“PSY brought universality to those who had taste in interest and games, and then 

attracts sexism through the MV of this song “Gangnam style”. It is an essence that transcends 

language and culture in many respective countries. If you are accustomed to the small portion 

overseas, it will be interesting to attract them. (Shim Heechul, In an interview with Dong-A 

Broadcasting University's Department of Entertainment Management)’’58 

 

Affected by the mainstream culture of United States, PSY’s Asian style and 

shortcomings have been certified in the absence of a general direction. It can be seen in this 

part that reveals the freshness of Asian personality and it has become an opportunity to appeal 

to the US. 

 

It can be seen that Korean artists who entered the United States at that time directly 

introduced Asian-style natural culture, realized that this shortcoming to establish universality, 

and was concealed by the local culture of the United States, and could not achieve greater 

success than PSY.  

 

In contrast, K-POP artists prepared local and similar music and content at that time, 

choosing the most Korean way among the selected actual strategy. Compared to attacking the 

local mainstream music, the strategy of relying on the overseas Chinese in the Asian Circle and 

there are fans who are still waiting for certification. Moreover, showing the connections with 

the famous local artists, can quickly get the surface effect of the promotion. The big difference 

between PSY and the current singers is the language problem, that is K-POP artists have 

difficulty using English in order for them to enter into the United States, so there had been 

difficulty in understanding the local culture and also in interviews and fanmeetings etc., there 

has been a state of nervousness being shown, and there has been a plenty of examples on this. 

Of course, in such cases, it is very difficult for K-POP to even enter successfully. 

The secret to PSY success consists of many secrets that are grouped together. Examples 

include interesting and joyful music and dance, in addition the help of youtube as a new media 

platform, if it can achieve the English buzzword of ‘Dress classy, dance cheesy’ it will 

definitely be a fortune. But one important point is being neglected, that is the ‘previous singer’ 

is different from PSY, most importantly, the focus is on developing the musician who had 

pioneered the artist before and not the planner basis on what type of music that he wants but on 

what he himself wants to do. 59 

 
_______________ 

 
58: OH MYSTAR (2014), PSY succeeded, why did the wonder girls fail? 

59: Chosun Ilbo (2012), in the United States where rain and wonder girls failed, the reason for PSY success  

 

3.4.3 Case Studies of K-POP in Europe 

 
For K-POP in Europe, there is no publicity campaign but social media like YouTube is 

a major feature. French state broadcaster France 2TV (2011.1.3) in the<A gaze towards the 

world 8> program, introduced the Korean Wave boom and the position of the respective 

Korean idols stars in the Asia music market, in January 2011, TVXQ’s new song<WHY (Keep 

your head down)> ranked 4th in the united world of ‘media traffic’ on a German website with 

worldwide record sales. (60) 
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Especially in Europe, Paris, is the place where fans gather the most. Paris is in the heart 

of Europe, it is not only convenient and compact, but also a tourist metropolis that attracts 

countless mobile population. As a result, European fans in the ten countries that looked 

forward to K-POP live performances heard that there were K-POP performances in Paris so 

they gathered there. Therefore, in order to protect the status of K-POP in European countries, it 

is necessary to use Paris, France as the heartland.  

 

In fact, in June 2011, the ‘Le Zenith de Paris’, a concert hall in Paris, a shocking scene 

did occur.  Young people in Europe were following and singing the songs of our domestic 

singers passionately in Korean, and the tickets for the ‘SMTOWN in Paris concert’ featuring 

TVXQ, Super Junior, Girls’ Generation etc., were sold out in 15 minutes after the pre-sale 

began. Die-hard fans of European fans who did not managed to purchase tickets did 

demonstrations in front of Louvre for the extension of the performance time. 

 

 

 

 

 
 

 

 

 

 

   

 

 

 

 

 

 

 

 

 

 

 

Figure 14: K-POP fans who requested an extended performance in France (61) 

 

The famous French monthly magazine<Le Monde> (《Le Monde》) took half of the 

cultural page, and wrote that K-POP captured the phenomenon of Europe in the title of the 

Korean Wave, accepted by Europe. Although <Le Monde> does not have an advertisement for 
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K-POP, but thanks to Facebook and Youtube, fans who appreciated the music of distant 

countries and fall in love with it is constantly growing. In the article titled ‘Hangta Korean 

Wave, Paris Zenith’ along with the performance of the Le Figaro group SHINee, also reported 

the history of K-POP in Asia and the phenomenon of entering Europe. (62) 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 15. A French daily newspaper introducing the K-POP craze (63) 

 

However, the mass media and performing arts companies in South Korea have promoted the 

phenomenon as a boom for Korean pop culture products, but in fact they had never introduced Korean 

artists’ music on a French radio or on a cable network music programs, and no major K-POP albums 

were purchased in the main audio-visual stores in the city. (64) Therefore, many questions have been 

raised about the K-POP fever in the recent years. 

 

________________ 

 

(60) Korea Creative Content Agency (2011), led by K-POP: Present Situation and Challenges 

(61) www.soompi.com 

(62) Son Seung-Hye (2011). 《Korean and KPOP Fan Formation Process and Significance: The Case 

of Korean Connection's Activities is centred》. The Academic Conference on Diagnosis and Analysis 

of the Korean Wave 2.0 Era. 

(63) Seoul News (2011) a Paris performance of the “K-POP group” that captivated French youth. 

(64) Son Seung-Hye (2011). 《Korean and KPOP Fan Formation Process and Significance: The Case 

of Korean Connection's Activities is centred》. The Academic Conference on Diagnosis and Analysis 

of the Korean Wave 2.0 Era.  

 

 

3.4.4 Success and Failure factors of K-POP’s entry into Europe 

 
It is still too early to discuss about the success and failures as K-POP has yet to enter 

the European market officially. Therefore, France which is looking forward to K-POP uses the 

opposite perspective. 

 

With the only Korean film interested in France before 2010, the French media 

recognized Korea as a distant and mysterious country of the East. However, as the public’s 

concern for formal K-POP increased, the French media began to voice out negative opinions 
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about K-POP’s abnormalities. Focused on reporting the commercial and the extinction of 

training methods, Young artists’ plastic surgery and excessive training, excessive managers 

etc., colourful and ridiculous K-POP stars, the heterogeneity of the similar combinations of 

personal integrity and portfolio integrity and the ‘cute(kawai)’ the foreign feeling of code in 

this period has been expressed directly and indirectly in the French mainstream hierarchy. 65 

 

However, in recent years, the French media mainstream industry has begun to draw 

attention to the popularity of K-POP, which is rapidly stronger in Europe, and to maintain 

neutrality and processing to the phenomena of a clear rise. 

 

According to the existing research results, there are three reasons for the rise of K-POP 

in France and why France is so enthusiastic about the artists. 

 

Firstly, the media products targeting teens are in an inadequate environment, K-POP is 

for large scale statistical information. 66 As mentioned earlier, K-POP artists are constantly 

trying to make changes and also challenge themselves as a base to showcase their new look 

often. In fact, French fans did not hear much about K-POP during this period, and to them K-

POP was different from French POP, rock and HIP-POP music as they had been listening for 

the first time, as well as the relatively familiar American and British pop music, which was so 

different from J-POP, which became a new source of music, so they started to follow as well. 

Especially, boy bands and girl groups etc. those type of artists that are rarely found in 

Europe.67 

 

It’s not just music, movies, TV shows, advertisements etc., in this world, K-POP artists 

are creating a wide range of charms. In addition to the openness towards the attention of the 

opposite sex, for the European fans of the high-profile teenagers, this constantly changing K-

POP culture cases toxicity, following this aspect, the number of young people in the 10s 

generations are also increasing. 

 

Secondly, is the attraction of K-POP cultural traits. Including the characteristics of K-

POP which is the easy to follow group dances and the choruses that are easy to sing along, and 

also that K-POP has a pure cultural image and fan culture awareness in the eyes of the 

Europeans. Prior to this, the reason for the popularity of K-POP in Japan and the United States 

is similar in some ways, compared with wine, drugs, freedom and free sex scandals that the 

western groups circulated, the K-POP artists were quite innocent in their private lives. K-

POP’s lyrics have no violence or abuse and the choreography of the lyrics are relatively bright 

and cheerful, and there is no limit in regards to the age so there are advantages that everyone 

can enjoy it together.  

 

Lastly, K-POP stars have a very close relationship with their fans and are developing a 

friendly fan service culture. While fans show affection for their favourite idols, idols will set up 

Twitter and Facebook for continuous communication, and they do not hesitate to visit Asia for 

fan meeting. The enamour relationship between fans and idols stars is rarely seen in Europe’s 

fan culture and the fans in Europe are finding this culture attractive. 

  
65 Hong Seok kyung (2012), “Teens who go wild during concerts (and) those in their 30s who 

download K-Drama – Focusing on France, Hallyu in Europe”, 2012.06 News Broadcast 

66 Hong Seok kyung (2012), “Teens who go wild during concerts (and) those in their 30s who 

download K-Drama – Focusing on France, Hallyu in Europe”, 2012.06 News Broadcast 

67 Son Seung-Hye (2011). 《Korean and KPOP Fan Formation Process and Significance: The Case of 

Korean Connection's Activities is centred》. The Academic Conference on Diagnosis and Analysis of 

the Korean Wave 2.0 Era. 
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IV.  Results 

 

4.1 The Limit Line of K-POP in the US and Europe Markets 

 

4.1.1. Uniform Music 

 
In Europe, K-POP is now part of a minority culture that are favoured by a small 

number of teenagers. Although the term K-POP is synonymous with Korean pop music, when 

the term K-POP appeared in their knowledge, it reminds them of well-trained young idols and 

their group dances.  

 

In fact, SUPER JUNIOR, Girls’ Generation, KARA, WONDER GIRLS, TVXQ,  

BIG BANG etc., have something in common: which is idol groups and dance music groups. 

Apart from the rest of the singers, except the dance idol group are unable to subjectively guide 

K-POP well, it is now a realistic situation, and their songs are also rarely known abroad. In 

other words, K-POP can be recognized as a dance music sung by Korean idols to foreigners 

who have never heard of or are not interested in K-POP. 

 

Nevertheless, the biggest problem for K-pop is the environment that can only be limited 

to idol dance genres. Given the nature of the local music market that favors idols, it is directly 

to the agency's profits to nurture and continue to export idols whose main genre is dance music. 

In such an atmosphere, in order to pursue the diversity of K-POP, various types are developed, 

it develops an idol that is suitable for cultivating a singer and it also has a huge burden 

compared to making dance music. It takes a long time to cultivate a variety of singers and also 

the reopening of the overseas markets by the same way.  

 

 

4.1.2. Lack of features in K-POP 

 
K-POP artists and K-POP music that have advanced abroad can’t be counted as 

representatives of Korean music and we don’t know if there is any speciality in the K-POP 

feature in it. If it is changed to English lyrics, the melody of Western pop music and the 

performance music etc., have nothing to do with the uniqueness of K-POP culture. In Korea, 

the musical characteristics of popular songs and pop music are gradually becoming uniform but 

only K-POP has the characteristics that is unlikely to attract foreigners. 

 

The fast, addictive Western music rhythm and the temporary survival strategy of K-POP, 

which strives to adapt to globalization cannot guaranteed the growth of K-POP in the long-

term global market. 

 

In Korea, PSY which uses the B-level culture to position the market has emerged as a 

world star for his passion and personality. Although there is a slight difference from the typical 

appearance and style of popular artists, PSY has become a world star with his own strengths.  

PSY said to Asian singers on a talk show that “I don’t know why people want to be like 

Americans”, and also said that they should try harder to make themselves more confident and 

also showcase their appearance of being a Korean. (69) 

 



33 
 

If there is a continuous output of K-POP in a similar form as of now, there will be an 

inexplicable situation in which the foreign media will be accused of ‘printing the products’. In 

order for K-POP to be more than a typhoon in the glass that causes and ends the syndrome in 

some of its periphery, it needs to discover K-POP-specific content characteristics to be 

introduced into the mainstream market. In the long run, if the existing image that fail to reveal  

our culture continues, K-POP will soon be covered by other common and popular Western 

music and simply fall apart from music from other distant countries. 
______________________ 

 

(69) Rewrite the Global Strategy Equations of Gangnam Style Hallyu (KT Economic and Management 

Research Institute, Song Min-Jung, 2012/9/12) 

 

4.1.3 Lack of Strong Commerce and a systematic business model 

 
The current K-POP failed to succeed in the other markets despite its solid content and 

high profits in the Asian market, played a part in the lack of business models as well as the 

above two issues.  

 

K-POP’s main revenue creation method, can be seen as the best way to sell album 

records and audio sources from overseas distribution companies. Overseas performances and 

concerts are also a way to generate high profits. However, because of low recognition, the 

method of selling overseas records and audio records by overseas circulation companies has 

not been implemented, due to the characteristics of K-POP which has great importance to the 

performance of solo albums, the portion of album sales record is and digital audio source is 

very weak. Overseas performances and concerts are still very low in profit margins outside 

Japan due to street restrictions and promotional expenses. 

 

Similarly, there is also a lack of business models that convert the effects triggered by 

Youtube and social networking into revenue are also inadequate, the effect also failed to 

generate revenue. With big companies earning huge profits through hallyu, many focus on 

'How much hallyu has earned' and not on systematic business models tailored to the country. 

In fact, through SNS, K-POP has gained popularity in Europe and the United States, a number 

of cases of planning events focused on fragmentary profits have begun, and this has triggered a 

stir in the K-POP fever, on July 6, 2012 in the United States LA，Home depot center,  the 

originally planned ‘2012SBS K-POP Festival in LA’ event was originally Infinite, Girls’ 

Generation, SHINee, K-ARA, 2PM, 4 minute , Beast, Sistar , Secret etc., gorgeous line-ups 

have become a hot topic, unilaterally cancelling the performance also caused the fans to feel 

regretful.  

 

In the case of a solo performance by a broadcasting company rather than an exclusive 

performance by the agency, it was often cancelled or postponed due to lack of planning or local 

circumstances. (70) Similarly, KBS's "Music Bank" concert in Paris was cancelled on the 

second day, as the organizer did not take into consideration that there were students too, and 

there has been instances of selling high priced tickets which led to the situation above. 

Currently, most of the major segments of K-POP consumption in some countries are students 

between the ages of 10s~20s. It would be difficult to maintain the popularity of K-POPs in the 

U.S. and Europe without considering the local situation or sentiment.  

____________________ 

 
(70) International BNT news (2012), K-POP Festival starring Girls’ Generation and SHINee suddenly 

postponed… why?  
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4.2 A note on the success story of China and Japan 

 

4.2.1 Active use of Social Media 
 

The emergence of social media has opened the pathway for everyone to share and 

receive real-time information, anywhere and anytime, to the extent that everywhere we go 

today, we can easily see people around us checking their Facebook or Twitter accounts on their 

mobile phones. Also, YouTube, which is arguably the second largest online search engine by 

search volume, has expectedly greatly increased its influence over the years by offering free 

video-sharing website service. And the basis behind K-Pop’s opportunity to advance into the 

Chinese and Japanese markets lies largely with other social media video-sharing services 

similar to YouTube. Whenever a music video or video of a stage performance gets uploaded 

onto YouTube, it will rapidly spread to various social media platforms. As a result, what has 

been conveyed is not simply K-POP music but also other information including the artiste 

involved, his/her appearance and fashion sense. This is helpful in the case of a rookie artiste 

whom has not formally advance into overseas markets. Through appearing on various K-POP 

show programmes, more people will naturally come to know of the rookie’s existence in China 

and Japan etc. thus increasing awareness and popularity, leading to adoption of the same 

strategy to safely launch the rookie artiste into other overseas markets successfully. 

 

Social media is the main contributing factor as to why K-POP is no longer limited to 

Asia now but to the whole world, where a great number of foreigners scattered all over 

different countries are able to simultaneously come into contact with K-POP. Hence, 

following the successful entry into both the Chinese and Japanese markets, the effective 

method using social media has also propagated to other countries. Especially in contrast to the 

past when we were constrained by proximity, social media has become an effective and 

powerful tool. 

 

In the 1990s and early 2000s, related personnel attempted to introduce K-POP to the 

US-European markets through an aggressive high-cost low-efficiency campaign. However, 

over time, it has become pertinent to make use of social media to introduce K-POP to the 

world sharing of information over various social media platforms.  

 

In addition, uploading and sharing videos free-of-charge on social media and YouTube 

enable new singers or artistes to grasp and advance into new markets without burden, in turn 

leading to higher promotional efficiency versus costs. In this way, artistes who had to cut down 

on their promotional activities due to various budget issues can now promote in all K-POP 

markets through the usage of social media, and that singers apart from idols may also get to 

better understand the global market and in turn contribute to the diversity of K-POP. 

 

 

4.2.2 Musicality and Performance 
 

Idol dance music has since developed into K-POP’s mainstream music. Well-rounded 

idols who train for an extended period of time and receive all-round education in a rigorous 

environment are now essentially the core of K-POP. In addition, performances also place great 

emphasis on perfectly executed group dances. 

  

At present, where K-POP is concerned, the general public in China and Japan look forward to 

idol concept and performance more than musicality. And because all-round K-POP artistes 

tend to garner more public interest than artistes who place emphasis on musicality, combining 
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the effort of both all-round K-POP artistes and Korean K-POP stars possessing above-average 

musicality will lift the popularity of K-POP to a new height.  

While artistes are distinguished from idols in Chinese and Japanese music markets, there is no 

such differentiation in both US and European markets. Instead musicality is the indispensable 

element, where artistes possessing exceptional performance skills are able to survive in the 

highly competitive market. 

 

Following the successful examples of penetrating into the Chinese and Japanese 

markets, it can be concluded that one important element has been overlooked in trying to enter 

the existing US-European markets. Ultimately what gains public attention from the daily influx 

of hundreds or even thousands of new music into the US-European music markets isn’t limited 

to performances, a unique feature of K-POP, but what has been deemed as a foundation- 

musicality. Although with the help fashion, concept etc. it can temporarily generate interest, 

adopting the same method cannot guarantee success in penetrating into these two enormous 

mainstream music markets. 

 

An Importance-Satisfaction Analysis (ISA) conducted on consumers of various music 

markets based on unique characteristics of their music selection indicated that: in China, the 

correlation between K-Pop music originality and level of satisfaction; in Japan, the correlation 

between choreography and level of satisfaction; and in western countries, the correlation 

between singing ability and level of satisfaction reflected meaningful influences on the 

respective markets.71 

 
<Table 9> Comparison of Multiple Regression Analysis & ISA 

 

 

Multiple 

Regression 

Analysis 

Importance-Satisfaction Analysis (ISA) Multiple 

Regression 

Analysis  

& ISA 

(Focus)  

Meaningful 

Level of 

Satisfaction 

I Quadrant 

(Maintain) 

II Quadrant 

(Focus) 

III Quadrant 

(Ranking) 

IV Quadrant 

(Excessive) 

China 
(3) Satisfaction 

with Originality 

(4) 

Appearance/ 

Visual/Style 

(2)  

Singing Ability 

(3)  

Originality 

(1) 

Choreography 
 

Japan 

(1) Satisfaction 

with 

Choreography 

 

(4) 

Appearance/ 

Visual/Style 

(3) 

Originality 

(2) 

Singing Ability 

(1) 

Choreography 

  

Western 

Countries 

(2) Satisfaction 

with  

Singing Ability 

 

(2)  

Singing Ability 

(3) 

Originality 

(4) 

Appearance/ 

Visual/Style 

(1) 

Choreography 

(2) 

Singing Ability 

Table 13. Country-by Country Comparison of K-Pop Using  

Multiple Regression Analysis & ISA 72 

 

In this way, comparing the importance of different countries as a basis, for K-POP to 

advance into the US and European etc. western markets will naturally expect good foundation 

                                                        
71 One Person (2012), “Country-by-Country Comparison of K-POP by Importance-Satisfaction 

Analysis”, Post-Graduate Student Collection of Dissertations. 

. 
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in singing ability and musicality. Thus, using satisfaction as the most basic element is also 

understandable. 

 

4.2.3 Understanding and thorough preparation of the local cultures 

 
The US-European music markets are indeed the hub of western culture, and possess 

immense potential that related personnel of K-POP desire to advance into. However, while the 

K-POP fever is now rising, local media hastily accounts that “K-POP Fever Sweeps Across 

Europe”, “Seized” or “Europe Crazy over K-POP”. Using such subjective viewpoint to 

generalize other country’s culture is highly inappropriate. In reality, such interest arising from 

curiosity over new trends will eventually fade away. It is important to note that while trying to 

promote a boy band or girl group, culture commercialisation should be avoided in a bid to 

prevent criticisms or creating a negative image for Korea.  
 

 Due to sentimental reasons, it is understandable that Asian countries like China and Japan had 

been the focus of K-POP’s related personnel, whom had spent a great deal of effort trying to 

advance into their markets. Gathering from the outcome that K-POP has now successfully 

become a localised member of Japan market through a systematic strategy, a strategy to 

advance into the US-European markets is not irrelevant. Thorough preparation is pertinent, 

especially after observing the difference between the Asian and the US-European markets. 

There is an argument stating that, to advance into the US-European markets, it is not possible 

to communicate the fundamental intention. To establish the current advancement strategy, 

Korean businesses should not disregard local culture and sentiments, or it will be difficult for 

K-POP to sustain long-term public interest and to advance into the markets. 

 

 
72 One Person (2012), “Country-by-Country Comparison of K-POP by Importance-Satisfaction 

Analysis”, Post-Graduate Student Collection of Dissertations. 
 

 

4.3 Proposals for strategies to advance to America and Europe 
 

4.3.1 Establishing the individuality of K-POP content 
 

‘The most Korean-like thing is the most global-like thing’ is a sentence that is 

applicable to fashion, construction or similar subjects, and naturally includes K-POP. The 

secret to K-POP’s popularity lies in it being ‘new’ and ‘refreshing’, and is not limited to only 

China and Japan, but also US and Europe. Korea’s existing market has shaken off an exposed 

and stale prevalent culture, and is hoping to cultivate a different and new culture that is 

interesting and it invokes curiosity. This has to be well understood to be like a double-edged 

sword. A hook and sophisticated concept are the strong elements to get the public addicted to a 

song. In addition, emphasis on revealing the unique characteristics of K-POP with the usage of 

social media will ensure that when the general public who are used to the mainstream culture 

will easily find its appealing when they first encounter K-POP. However, when the US-

European markets get used to the new excitement, they would once again get tired of K-POP, 

and once again the public interest in K-POP artistes with similar STYLES would have been 

waned. 

 

At the moment, most of the Korean singers who advance into overseas markets place 

emphasis on translating songs into foreign languages combined with foreign-styled melodies. 
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This not only results in an inability to showcase K-POP’s distinct characteristics, the fashion 

and concept will also end up in resembling other countries’. 

Looking at the case of PSY, who enjoyed immense success in both US and Europe: in order to 

promote K-POP, one has to discard the Korean tendency that he is familiar with, and also do 

away with the attitude that foreign culture and attitude must be adopted. 

 

 PSY gave Asian singers a valuable piece of advice. PSY, who created a new record in 

the history of YouTube, has a viewership of over 8 billion on his YouTube video and surpassed 

pop star Justin Bieber and he also commented on something to the extent that he felt sorry for 

Asian singers attempting to advance into the US market. While receiving an interview on 

QTV’s ‘Talk Asia’ on 1 Dec at 9.30pm, PSY said, “Altough I don’t understand why, many 

Asian singers behave exactly like Americans”. Following that he also said, “I’m not an 

American, and therefore I cannot behave like an American”, and declared squarely that, “I 

hope to maintain my identity and occupation, nationality”. This interview revealed that PSY’s 

personality is in line with his tactics in concurring the world. “While taking flights for my 

schedules in the US, I mapped out as strategy to achieve world recognition,” and “what kind 

of attitude should I posture,” PSY started to recollect on what has happen since then.. Then 

“after agonising over it, I returned to the basic principle. Let’s behave like a Korean,” and 

“this was the reason why I did a self-introduction before dancing when I appeared on US’s 

popular talk show ‘Ellen Show,” PSY disclosed. (the rest is omitted)73 

 

PSY is differentiated from other existing singers by his display of direct representation 

of a Korean, and also by endeavouring to understand foreign culture and sentiments in the most 

natural way of basic Korean thinking. 

 

In other words, it does not mean K-POP’s Korean element and individuality has to be 

expressed in terms of Korean traditional customs. Rather, now we have to shed this associated 

thinking, dynamics, vivacity, genuinity etc. and transcend beyond to display sophisticated 

elements of Korean values so as to maintain K-POP’s popularity in the US and Europe. 

 

 
73 2012.11, partial news report. 

 

 

4.3.2 Establishing a systematic localization strategy  
 

Apart from ensuring that K-POP content manifests Korean’s K-POP characteristic 

colour, a strategy for systematic localisation to advance into the various markets is also 

necessary. At the same time, compared to a short-term expansion, it is necessary to adopt an 

applicable long-term strategy to meet local public demand in order to promote true cultural 

exchanges. 

 

Against a sea of criticisms from a group of fanatics who felt that K-POP limit culture, 

SM TOWN concert in Paris was successfully held. A flash mob that took place outside Louvre 

Museum also left a deep impression. In order for fans of Korean Wave to gain social 

significance in France, Europe or even globally, there is a need to utilise fans’ self-initiated 

projects and undergo further analysis. From the business perspective of Korean Entertainment 

companies, there is also a need to establish a systematic and long-term strategy to advance into 

overseas markets. Right now, the state of K-POP in the US-European markets are under threat 
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due to carelessly-established strategies by organisations only looking at short-term interests 

and instant gratification. 

 

The objective of cultural exchange should not be forcibly promoted via governmental 

policies or for the interests of private organisations, but by recognising and fulfilling the 

culture-centric popular demand of the respective countries, and in doing so, setting the 

foundation for continual exchange of cultural products. For this, indirect support at 

governmental level is required. Providing an experience equivalent to ‘emotional invasion’, or 

in other words, excessive promotion may actually aid the advancing efforts into the US-

European markets. For instance, confidently grasping the current state of cultural affairs in the 

various countries, securing copyrights to prevent illegal reproduction in China or getting 

foreign countries to ease their quota limit for video broadcasts, putting emphasis on resolving 

various regulations and problems with concerted diplomatic efforts. 

 

Last but not the least, to build up the fandom of Korean pop culture and K-POP within 

the European local consumers, the social and cultural significance have to be properly 

understood and a well-rounded strategy earnestly established for the purpose of advancing into 

the European market is of utmost priority.  

 

 

V. Conclusion 

 

5.1. Conclusion Summary 

 
From the definition of generating the Korean wave, it’s been 10 years since the world 

knew about the cultural industry in our country. The Korean wave which first started in China 

and Japan through TV dramas is now developing around K-POP, not only in Asia, but also in 

Europe and United States, Latin America etc., has begun to attract attention from all over the 

world. If the success factor of K-POP, is based on the “Diamond Model of Culture” used in 

the analysis of cultural factors, from the perspective of art sociology, which is derived from the 

perspective of production and consumption, and distribution, according to the producer (plan) 

Social System production System), communication method (active use of social media), 

consumers (active consumers who are familiar with IT), content (song, choreography, visual 

completeness) can be understood after classification. 

 

As a popular song in Korea, K-POP stands highly in the center of hallyu through it 

success in Korea and foreign markets. For the United States, which is now in its infancy, the 

K-POP in Europe continues to develop and it is necessary to establish a systemized 

localization strategy that has been successful in China and Japan. At the same time, it is 

necessary to establish a Korean type idol program for the universal entertainer. In addition, in 

order to provide solid content, we need to work hard to promote Korean style sentiment as a 

fashion factor in K-POP content. By getting rid of the K-POP traits based on dance music, to 

become a K-POP that can be used as a Korean sensibility and culture, K-POP singers also 

want to strengthen their personality and style to enhance their competitiveness.  In addition, we 

must respond to changes in times as soon as possible. While actively using the Korean culture 

like an intelligence officer, it is easy for the public to accept the K-POP environment, while at 

the same time by using YouTube or sns that has a strong influence on the public.  

  

Through a variety of processes, K-POP can be become a more developed music, at the 

same time, I am convinced that a culture can become a brand of the world. Now through the 
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continued development of K-POP on behalf of my country, we hoped that one day our country 

can reverberate in the hearts of the world. 

 

5.2 Threshold 

 
Although this research was successful in the China and Japan markets, we still did an 

investigation on the K-POP situation in the Western market and also explored its strategy and 

also conducted a research on the direction it should proceed. Although most of the research are 

based on the current status and actual practices, the limitations of the research are that it is 

limited to the existing studies for prior research on K-POP.  

 

In order to explore the western markets outside Asia at the same time, due to the 

limitations of the research scope in this study, the United States and Europe can point out the 

limitations of France based research in Europe. If we analyze the reactions of many countries 

in Europe, the related content can be relatively deeper and become more abundant, richer and 

empirical in study.   
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