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Abstract: In these past years, Korean pop or commonly called as K-Pop becomes the 

most trending topic in the Internet. Starting from its first presence, K-Pop never subsided 

reported. As everyone is talking about this genre, K-Pop fans are known as their loyalty. 

Whereupon, this research examined the factors that driven fans become loyal. Adopted 

from the previous research, it was found that vanity trait, peer norm and variety seeking 

were the causes which influenced the loyalty. While in this research, the researcher 

assessed the possible next stage after loyalty which was customer advocacy. A total of 

400 valid questionnaires were analyzed and it was filled in by respondents aged 15 to 24 

widely spread in Indonesia. By using the SPPS and AMOS software, this research found 

that vanity trait and peer norm positively affected the customer loyalty. Afterward, the 

loyal customer would spread their positive experience to the society and this was called 

customer advocacy. 

Keywords: Korean pop, Customer loyalty, Customer advocacy, Vanity trait, Peer Norm, 

Variety seeking. 
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INTRODUCTION: 
In the year of 2019 might be the year for K-

Pop for step up even more popular. BTS, EXO, IKON 

or BLACKPINK are only a few examples of the most 

successful K-Pop group in the music industry these 

days. Korean pop which commonly called as K-Pop is 

not a new phenomenon in the music industry, back in 

2012, Korean pop music was being raised up by Psy’s 

“Gangnam Style” which his music was a supercharged 

beat paired with shockingly stylized visuals, and it 

cracked the U.S industry for becoming the first video to 

top a billion streams on YouTube (Billboard, 2018). In 

fact, there are several reasons behind the popularity of 

K-Pop such as vanity traits, variety seeking, peer 

norms, idol attachment, customer loyalty and customer 

advocacy. Therefore, the purpose of this research is to 

prove the relationship of idol attachment and customer 

loyalty that produces customer advocacy among 

Indonesian young adults with the range of age 15-24.  

 

LITERATURE REVIEW: 
Korean Pop 

Korean culture was firstly known because of 

their Korean Drama in around 2002 and it was 

presumed to be signaled for many the beginning of the 

Korean Wave. Whereas, Psy was the first Korean artist 

that debut his career as the global pop star with his hit 

single Gangnam Style in 2012 (Billboard, 2018). K-Pop 

is one of the music that can make everyone dance and 

bounce every time they listening to the music. Apart 

from its lyrics which are mostly in Korean but that does 

not stop fans to loving this genre because music is 

universal language as long as it sounds catchy and 

people can enjoy the music not only focusing on the 

lyrics. Like any other music genre, Korean pop music is 

a musical genre created with South Korean culture that 

is offered by a variety of audiovisual elements and also 

influenced by comprises dance-pop, pop ballad 

electronic, rock, hip-hop, modern blues and R&B. In 

order to make it different, the Music creator is 

constantly keeping the authentic culture of Korea.  

 

Relationship Marketing 

Relationship marketing stands for all activities 

in marketing that will be directed toward establishing, 

developing, and maintaining successful relational 

exchanges (Morgan and Hunt, 1994). Basically, the 

strategies intended to build customer relationships, 

enhance sales and profit over time (Kumar et al, 2011). 

According to Berry & Parasuraman (1991) and Kotler 

(1994), the aim of relationship marketing is to create 

customer loyalty on the basis of customer satisfaction, 

thus, mutual benefits for both company and customer 

are possible. 

 

Vanity Traits and Idol Attachment 
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Vanity traits, can be included in the need for 

competence, refer to an excessive concern with or view 

of one’s own physical appearance and personal 

achievements (Netemeyer et al, 1995). In this 

phenomenon, young adults are usually attracted to the 

appearance of celebrities in Television commercial, 

magazine and music video. Typically, the first thing 

that will come up in the young adults’ mind is the idol’s 

physical appearance such as the idol styles or fashion, 

their fan-service toward fans, and how charming they 

are when the camera shoots their face. It is likely easy 

for new people to like one artist based on what they see. 

Later, in the next stage these young adults will tend to 

imitate the idol based on their style (e.g. what shoes 

they wear) and they are trying to look the same with the 

idol’s appearance. The other factor in vanity traits is the 

idol’s achievement that were built over the idol’s career 

can also attracted the people to worship them. Those 

achievements can have amazed the worshiper to act 

more toward the idol. 

H1. Physical vanity traits have positive effect on idol 

attachment. 

H2. Achievement vanity traits have positive effect on 

idol attachment. 

 

Variety Seeking and Idol Attachment 

Variety seeking, a proxy for autonomous need 

is the tendency of individuals to seek diversity in their 

choice of services or goods (Khan, 1995). Variety 

seeking represents a young adult’s desire to explore and 

adopt a new human brand for the purpose of decreasing 

boredom or obtaining a change of pace (Steenkamp et 

al., 1992). There are types of people who are easily 

attracted to someone and switch to other, while the 

other are the one who always stick with one thing 

or/and person. Basically, customer who has high level 

of variety seeking will easily get bored into one specific 

brand and later will switch to the new brand. Some 

situations such as when the Idol cannot meet the fans’ 

expectation will also likely arise the act of variety 

seeking. However, variety seeking and idol attachment 

should have a negative relation.  

H3. Variety seeking has negative effect on idol 

attachment 

 

Peer Norm and Idol Attachment 

Peer norms, as a stand-in for need for 

relatedness, are defined as those perceptions, attitudes 

and behaviors that are approved by the peer group and 

expected by its members (Fisher and Ackerman, 1998). 

For instance, if you want to be friends with specific 

group you have to act exactly like them, have a similar 

interest, later, you will be able to discussed the same 

topic with the group. In addition, peer group approval 

may also increase referents’ support towards young 

people’s attachment relationships with idols. In the 

music industry, usually there are bunch of fans that 

named themselves following the Idol’s name and these 

group have different requirement if there are new 

worshiper that would like to joining their group such as 

member club. In conclusion, young people with high 

peer norms are more motivated to increase efforts 

towards social comparison processes based on the 

behaviors in performing a certain act on worshipping an 

idol.  

H4. Peer norm have positive effect on idol attachment. 

 

Idol Attachment and Customer Loyalty 

Some expert believes that human brand can 

assure to force driving behind the demand for an 

entertainment product. Besides, human brand is proven 

to have a strong relationship with idol attachment. 

Theory of attachment itself was developed by Bowlby 

in 1982, which is the intensity of an individual’s target-

specific that create an emotional bond. Therefore, the 

Idol attachment is defined as someone (e.g. idol 

worship) that have a strong emotional bond with 

specific individual (e.g. celebrities). Thus, the 

connection between the fans and the idol can lead the 

fans become a loyal customer. 

H5. Idol attachment has positive effect on customer 

loyalty in the future. 

 

Customer Loyalty and Customer Advocacy 

Customers who are already loyal to one 

specific brand will unconsciously spread a message 

about their feeling to the brand, they likely tell their 

friends about the positive or negative experience that 

make them felt satisfied. This situation is known as 

word of mouth, whereas, customer advocacy occurred 

when a customer becomes connected to a brand, this 

connection can lead to advocacy for the brand where 

the customer are voluntarily spreads positive word-of-

mouth about the brand (Anderson, 1998). This kind of 

customer would be willing to pay for higher prices and 

then recommend the product to others.  

H6. Customer loyalty has positive effect on customer 

advocacy 

 

 
Figure 1: Research Framework 

 

RESEARCH METHOD 
This research used quantitative methods in 

order to generalize the larger number of sample 

population, besides it was compatible to quantify 

attitudes, opinions, behaviors, and other defined 

variables. There were 6 variables that were tested by the 

respondents such as vanity traits, variety seeking, peer 

norm, idol attachment, customer loyalty and customer 

advocacy. The questionnaires were distributed via 

online using Google Form and the respondents were 
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given five-point Likert scales to express their agreement 

or disagreement, 1 stands for strongly disagree and up 

to 5 stands for strongly agree. In total, 400 respondents 

who claimed their self as K-Popers were collected from 

the questionnaires. The sample ranged of the 

respondents was from 15-24 years old living in 

Indonesia. 

 

DATA ANALYSIS 
Reliability and validity analysis were 

conducted to examine whether the research instrument 

had already met the criteria of valid and reliable. In 

total, there were 18 lists of statement that were asked to 

the 400 respondents. Each of statement was tested for 

different variables using the software, AMOS version 

21. In order to evaluate the goodness of the proposed 

models in the social science research, the researcher 

using Structural Equation Modelling or commonly 

called as SEM, whereas the hypotheses were tested 

using the standard in goodness of fit indices. Thus, the 

following are the result of goodness of fit; 

 

Table 1: Goodness of Fit Result 

Model Constructs 

   430.661 

RSMEA 0.045 

GFI 0.920 

TLI 0.918 

CFI 0.929 

Status Good Fit 

Source: Primary Data (Processed), 2019 

 

Hypothesis Testing 

H1—The first hypothesis tested the relationship 

between Idol Attachment and Physical Vanity. The 

table shows the positive value of this relationship. It 

was proven from the result of probability value of 0.006 

(p <0.05) and the path estimate of 0.232. From the 

implied result, it can be concluded that the first 

hypothesis (H1) was accepted. 

 

H2—The second hypothesis showed the positive 

relationship between Idol Attachment and Achievement 

Vanity. It was supported with the result of probability 

value of 0.000 and path estimate of 0.362. This 

indicated that the second hypothesis (H2) was accepted.  

 

H3—Unlike the other hypothesis, the result of the third 

hypothesis was negative. Compared to 3 other variables 

(physical vanity, achievement vanity and peer norms), 

the variety seeking tend to show the higher result which 

was -0.468. The negative result means the negative 

relationship among the variables. It proved that Idol 

attachment and variety seeking had negative 

relationship. Whereas, it can be concluded that the third 

hypothesis (H3) was accepted.  

 

H4—The fourth hypothesis tested the relationship 

between idol attachment and peer norm. From the table, 

the path estimate was 0.224 and the probability value 

was 0.000 (p <0.05). This indicated that the hypothesis 

showed positive relationship. From the implied result, it 

can be concluded that the fourth hypothesis (H4) of this 

research was accepted.  

 

H5—The relationship between customer loyalty and 

idol attachment was examined in the fifth hypothesis. 

Table 4.15 presented the number of probability of 0.000 

(p <0.05) and path estimate of 0.954. The result 

indicated the positive relationship between the 

variables. In other word, this fifth hypothesis (H5) was 

accepted.  

 

H6—Finally, the sixth hypothesis examined the 

relationship between customer loyalty and customer 

advocacy. In Table 4.15, the testing of this relationship 

is proven to be significant because the probability value 

was 0.000 (p <0.05) and the path estimate was 0.907. 

This means that the higher the perceived value, the 

higher the word-of-mouth. It can be concluded that the 

fourth hypothesis (H6) of this research was accepted. 

 

RESULT DISCUSSION 
 

 
Figure 2. Result of Research Model 

Sources: Primary Data (Processed), 2019 

 

The study revealed that the physical of vanity 

positively linked to the customer’s idol attachment to 

their favorite idols. Idol’s physical appearance was 

proven to strengthen the bond between the fans and the 

idol. From the research also found that the fans more 

likely see their idol from their appearance. The idol’s 

fashion styles enhanced their attractiveness and lead to 

the strong idol attachment. These results were also 

supported by the finding from Huang et al. (2015), 

stated that young people are more likely to see their 

idols as their reference for self-conception when the 

idol attractiveness level is high. Therefore, the role of 

the idol attractiveness was used as an important 

moderator between vanity traits and Idol attachment. 

The research results also indicated that youth will 

probably be act as their idols, which will lead to a 

stronger link between vanity traits and idol attachment. 
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Second, the result of this research was proved 

that achievement vanity had positive and significant 

effect on idol attachment. Based on the result, the fans 

stated their Idol’s vocal and dance skill were their 

biggest obsession. Compared to the physical vanity, the 

fans were tended to concern about the achievement 

vanity. These results had also been supported by the 

finding from Netemeyer et al. (1995), both of physical 

vanity and achievement vanity take a huge role in 

influencing the bond between the fans and the idol. The 

achievement vanity was evidently strengthening the 

connection toward idol attachment in this research. 

Youth generation were attracted by how good their idol 

performed and accomplished the goal. Overall, it may 

be said that the high level of achievement vanity can 

lead to high level of idol attachment. 

 

The third findings were variety seeking had 

negative relationship on Idol attachment meaning that 

the desire of human to seek other idol will weaken the 

connection on Idol attachment. They could select an 

alternative idol they already know or an alternative they 

had never had before, this possibly happened because of 

the basic human behaviors that always seek for 

satisfaction. Kim (2009) stated that consumers with 

high levels of variety seeking can find new 

encouragement and switch quickly to other brands. This 

finding above also supported the result of this research, 

the fans showed decreasing connection when it came to 

the variety seeking. Some cases such as when the idol 

was on hiatus, there was rarely interaction between the 

fans and the idol, this was likely creating the gap and 

lead into variety seeking behavior. In other words, those 

who would like to switch their music would weaken 

their engagement toward their favorite idol. 

 

Fourth, the result of this research revealed the 

positive relationship between peer norm and idol 

attachment meaning that the group approval could 

reinforce the connection between themselves and the 

idol. The approval was in the form of freedom to 

conduct an action toward the favorite idol, thus, the 

person was feeling comfortable and acceptable being in 

the peer group. These findings were also supported by 

the previous research from Chan and Prendergast 

(2008), they stated that peer norms positively 

influenced the social comparison engagement of 

respondents that triggered the desire to imitate the 

quality of life and material possessions of their idols. 

Whereas the person would not behave contrary to what 

the peer group believes. 

 

Fifth, the relationship between customer 

loyalty and idol attachment had significant and positive 

influence in this research. The higher level of loyalty 

means the higher level of the bond toward idol and it 

was proven that the attachment resulted into 

commitment, trust, love, and loyalty. This implied that 

the higher level of attachment can stimulate the person 

to willingly do anything that can make this attachment 

stronger. Supported by Merisavo and Raulas (2004), the 

loyalty indicator was used when there was intention 

(and behaviors) to make a conscious decision for 

continuing purchasing the same brand. Associated with 

the previous result above, there were some factors that 

can lead to the loyalty. Vanity traits and peer norms 

were two of them that could later affect the bond of 

attachment. In other word, the customer loyalty was 

proved to have positive and significant effect on the 

bond between the idol and fansidol attachment. 

 

Finally, the research revealed that the 

relationship between customer loyalty and customer 

advocacy were positive. The respondents agreed with 

the situation when the loyal customer had high level of 

loyalty would unconsciously spread the advocacy 

related to the brand. This result od customer advocacy 

was the final stages among the other behavioral stages. 

 

Supported by the findings Susanta et al. 

(2013), advocacy was comprehended as a loyalty 

outcome. The finding above was also found in this 

research where customer loyalty and customer 

advocacy had significant and positive effect in this 

research. In fact, the act of customer advocacy is done 

voluntary since they are already become loyal to the 

idol. 

 

CONCLUSION AND RECOMMENDATION 

Based on the results of data analysis, the six 

hypotheses proposed in this research were all accepted. 

Meaning that, the variables such as vanity traits, variety 

seeking and peer norms indirectly affected the level of 

customer of advocacy. It was also found that physical 

vanity and achievement vanity motivated the fans to 

reinforce the bond toward the idol. The approval of peer 

group also caused the higher connection to Idol 

attachment. Later, these behavioral led them to become 

loyal to one brand or in this case were the idol. 

Considering all of these factors, the loyal customer 

finally resulted the customer advocacy. The high level 

of loyal customer could provoke the customer advocacy 

into unlimited willingness to spread the positive word 

about the brand. Later, this continual process can be an 

advantage in long-term and growth more loyal 

customer. 

 

Managerial Implications 

This research can be used to increase the 

awareness of the outcome of customer loyalty and 

customer advocacy. Marketers must consider this as an 

opportunity to grow the market because customer 

advocacy can be a great factor to engage with other 

consumers and market the business at little or no cost. 

Perchance, the industry player can consider to create 

one application or website whereas the customer can 

freely share their opinions about the music. Besides, 

this fans application can also bring together many fans 

and expand the growth of the artist fandom. 
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In additions, such things like boredom or 

satiation should be avoided in order to stay on the 

market. Marketing team should come with the 

interesting ideas to deliver the music content and as 

much as possible try not to give any space timing to the 

customer. In order to prevent the boredom, marketer 

should offer some alterations in appearance or 

achievement of their idols and by providing various 

merchandise or expanding idol’s career to other fields, 

such as movie and TV variety show. In other word, do 

not make the customer wait too long because it can 

cause them switching to another brand that can fulfill 

their recent desires. 

 

Lastly, in order to maintain the customer 

relationship, it would be better for the company to 

expand into other offline activities such as organizing 

concerts, showcase, fan signing, fan meeting. This kind 

of activities can help the existence of the idol. Idol and 

the fans can create the strong connection within this 

event because they are seeing each other.  

 

Noteworthy that, an Idol with relatively weak 

customer relationships needs to creates and builds 

higher levels of trust and commitment. The purpose is 

to anticipate widespread voluntary cooperation of its 

customers to serve as marketing advocates. Advocate 

also needs to be controlled; managers can minimize 

such risks through aware monitoring of brand messages, 

on both traditional and social media 
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