Pena International Journal of Media, Journalism and Mass Communication 1, Issue 1 (2025) 36-42

P

. . MEDIA, JOURNALISM
Pena Ir}tematlonal Journal of Med}a, s cae
Journalism and Mass Communication SMaiss
Journal homepage:
PENA CENDEKIA https://penacendekia.com.my/index.php/pijmjmc/index
PUBLISHING ISSN: 3093-7337

Exploring the Digital Wave: Social Media Strategies in K-Pop Influence on
Fan Engagement and Artist Promotion

Atikah Ahmad Shukri!, Che Nur Amalina S. Che Zainal®", Amina Syarfina Abu Bakar?

1 Faculty of Arts & Science, Universiti Malaya-Wales, Malaysia, Jalan Tun Ismail 50480 Kuala Lumpur, Malaysia

ARTICLE INFO ABSTRACT

Article history: The exponential rise of K-pop as a global cultural phenomenon is tightly interwoven
Received 20 April 2025 with the strategic use of social media, which has transformed the dynamics of fan
Received in revised form 28 April 2025 engagement and artist promotion. This study explores the various social media

Accepted 13 May 2025

strategies employed by K-pop agencies and their effects on cultivating a global fan base
Available online 30 June 2025

and enhancing artist visibility. Employing a qualitative approach, the research gathered
insights from K-pop fans through in-depth interviews, offering a fan-centric
perspective on the effectiveness of social media in shaping fan experiences. The
findings highlight those platforms like Twitter, Instagram, and TikTok enable real-time
interactions and foster a sense of community across geographical boundaries.
Strategies such as interactive content, targeted advertising, and SEO optimization were
found to significantly enhance fan engagement and drive artist recognition. However,
challenges like misinformation, fan harassment, and privacy concerns underscore the
need for responsible and ethical practices within the digital space. This study

Keywords: underscores the role of social media as a catalyst for K-pop’s global reach, offering
Korean wave; global culture; social practical insights for enhancing fan engagement and establishing sustainable artist
media; engagement promotion in the evolving digital landscape.

1. Introduction

In the past decade, the Korean wave, or better known as the Hallyu wave, has carved a niche for
itself as it rises as a global phenomenon with unprecedented popularity and influence. The ubiquitous
influence of the Hallyu wave becomes palpable through the growing prominence of Korean culture
in a multitude of sectors ranging from beauty products, the culinary domain characterised by staples
such as kimchi and ramyeon, as well as Korean dramas that are universally loved by people from
various age ranges and cultural backgrounds. A report by the South Korea's Ministry of Culture,
Sports and Tourism shows that in 2020, the export value of South Korea's cultural content, which
encompasses diverse facets such as music, cinema, and television, attained approximately $11.92
billion. This figure represented a substantial increase of 16.3% when compared to the year before

[1].
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Nowadays, social media users now actively contribute to content creation rather than merely
consuming it, establishing a bi-directional method of communication [2]. suggests that the
emergence of smartphones and the introduction of social media platforms in 2008 has also
significantly influenced changes in the media and entertainment landscape [3]. According to a study
conducted in 2012, the two researchers discovered that producers and marketing professionals
within the realms of the K-pop industry have developed a greater reliance towards social media
marketing as opposed to an audience-based approach [4]. The K-Pop industry has continuously
harnessed social media’s vast potential by developing its own powerful strategies to establish an
online fanbase and sustain their interest with fresh and engaging contents. BTS, managed primarily
by their entertainment company, Bighit Entertainment, boasts a cumulative follower count
exceeding 100 million on their official Instagram, Twitter and TikTok accounts [5].

In an era dominated by digital connectivity, K-pop has emerged as a cultural juggernaut,
captivating audiences worldwide and bridging the gap between people of diverse backgrounds via
shared interests. This research paper aims to explore the intricate dynamics of social media strategies
within the vibrant landscape of the ever-evolving K-pop industry by delving into the nuanced ways in
which these strategies influence global fan engagement and artist promotion. By conducting a
gualitative assessment through in-depth interviews, this study seeks to unravel the symbiotic
relationship between artists and their global fanbase. It is evident that social media has become an
indispensable tool for artist promotion and fan engagement, hence it is of paramount importance to
understand the specific strategies utilised by K-pop agencies. The significance of this study lies in its
potential to provide insights into the evolving landscape of the music industry, shedding light on how
these strategies can not only cultivate global fan communities, but also boost the recognition of K-
pop artists to unprecedented horizons.

2. Literature Review
2.1 Historical Evolution of the K-pop Music Industry

Several studies have linked the origins of K-pop to the post-Korean War era in the 1950s, where
Western influences began to permeate South Korean society [6]. The introduction of genres like jazz,
rock, and pop music contributed to the formation of a distinct genre. The Korean pop music industry
has gone through three phases of cultural domination. After 1945, the first phase saw US dominance
in Korea due to American occupation, leading to the adaptation of jazz and rock and roll among
Korean musicians. In the 1990s, the second phase was marked by Japan's influence, driven by
economic and cultural ties, with Korean artists integrating Japanese music styles, with genres such
as pop and rock surging in terms of popularity. The third phase that began in 1997, is best known as
the "Korean Wave". The Korean Wave can be characterised by the government's efforts to export
cultural products globally. This initiative includes music, TV dramas, and movies, resulting in the
widespread popularity of Korean pop music worldwide [7].

While some believe that the beginning of K-pop can be linked to the emergence of American
music after the Korean war that has significantly influenced Korean music [8], others contend that K-
pop originated in 1992 with the debut of the legendary boy band that goes by the name Seo Taiji and
Boys [9]. The transformation of the Korean music landscape became evident with the debut of the
iconic boy band Seo Taiji and Boys in 1992, signaling a permanent shift towards the dominance of
dance music as mentioned by Oh & Lee (2014). Seo Taiji and Boys boldly introduced unfamiliar genres
like hip hop, electronic music, and reggae to the Korean audience. Beyond their radical musical
experimentation, what shocked viewers even more was their novel approach to dancing and
unconventional sense of fashion, which derived away from the norms in contemporary kayo music
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[10]. Koreans at the time dubbed Seo Taiji and Boys the "president of popular culture," [11]. Three
powerhouse entertainment companies were established between 1995 and 1998, namely SM
Entertainment in 1995, JYP Entertainment in 1997, and YG Entertainment in 1998. YG Entertainment
was founded and created by Yang Hyun-suk, one of the members of Seo Taiji and Boys after the boy
band’s disbandment. These companies had laid out the foundation for the profiliteration of “idol
culture” within K-pop that we know today in the late 1990s [12].

The second Hallyu wave (Hallyu 2.0) had witnessed unprecedented expansion on a global scale
that can be linked to K-pop, solidifying South Korea's position as a major player in the international
music scene. Groups like BTS have emerged as global icons, achieving groundbreaking success by
topping international charts, including the Billboard Hot 100, and attracting a loyal following globally
known as the "ARMY." BTS's achievements, which includes multiple Grammy nominations and
collaborations with Western artists, underscoring the genre's crossover appeal. The seven-member
group was invited to the White House to address the issue of Asian hate crimes and participated in
the global UNICEF anti-bullying campaign, "Love Yourself." During this event, the leader of the group,
RM, delivered a persuasive and eloquent speech advocating for self-love [13]. BLACKPINK, an all-
female group, also made significant strides, becoming the first K-pop girl group to perform at
Coachella as well as attaining record-breaking YouTube views with multiple music videos [14]. As a
result, the second Hallyu wave not only managed to solidify K-pop's presence on the global stage but
also redefined the landscape of the music industry, demonstrating the genre's ability to transcend
cultural boundaries and captivate a diverse and enthusiastic audience on a global scale.

2.2 Potential of Social Media Marketing

Social media marketing has emerged as a transformative force in the field of digital marketing in
recent years, revolutionising the way businesses connect with their audiences. This literature review
aims to explore the evolution of social media marketing, its historical context, and the potential it
holds for businesses in the contemporary landscape. Social media refers to “computer-based
technology facilitating the exchange of ideas, thoughts, and information through virtual networks
and communities”. Additionally, over half of the global population (59%), approximately 4.7 billion
people, are social media users. Social media serves as a platform facilitating real-time interaction
with customers and collecting valuable feedback [15]. Moreover, virtual medium possesses the
capacity to engage a vast audience, enabling diverse businesses to pinpoint their potential customers
through online advertisements on various platforms [16].

Noteworthy social media platforms encompass Facebook, Twitter, TikTok, and Instagram. Social
media significantly expedites the dissemination of content between individuals, fostering greater
global connectivity, as well as enabling people to stay updated on worldwide events [17]. Active social
media users on the other hand tend to have larger networks and the ability to cultivate more
friendships. Meanwhile, businesses have incorporated social media into their marketing strategies,
transforming how they influence consumer behavior. Social media plays a crucial role in shaping
brand identity, resonating with target audiences, and leveraging personal data for crafting
personalised content to enhance engagement [18].

A simple definition for social media marketing, referring to it as the use of social media channels
to promote a company and its products [19]. This marketing approach can be considered as a
component of online marketing efforts that complement conventional web-based promotional
tactics, including email newsletters and online advertising campaigns [20]. The evolution of social
media marketing has been a captivating journey that has redefined the way businesses connect with
their audiences. The roots of social media marketing can be traced back to 2004 when Mark
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Zuckerberg, a Harvard student, founded The Facebook, later known as Facebook [21]. This platform,
initially popular among university students, rapidly expanded beyond academic circles in 2006,
reaching a staggering 50 million users. This growth coincided with the launch of Facebook Ads that
was launched in 2007, which was believed to be a revolutionary approach to online advertising that
allowed brands to become part of user conversations. Facebook's success laid the foundation for the
diversification of social media platforms [21].

In the following years, social media platforms like Twitter that was founded in 2006 and Instagram
that was launched in 2010 emerged as major platforms, providing marketers with new channels for
engagement. On the other hand, LinkedIn, a social media platform which places its focus on business
networking and career progression, stood out as a B2B-centric platform since its inception in 2002.
This diversification allowed businesses to explore varied strategies tailored to each platform's unique
features and audience demographics [22].

Social media marketing offers a plethora of advantages for businesses aiming to promote their
products and services. Among them are the cost-efficient nature of the platform, as social media
platforms often have lower financial barriers compared to traditional marketing channels. Moreover,
the interactive nature of social media also works as a catalyst to enhance social interaction, enabling
businesses to build rapport with customers and influence consumer behaviour [23]. The ability to
target specific audiences based on personal interests and preferences as a key advantage that comes
in hand with social media marketing, allowing for personalised marketing strategies Moreover, the
viral nature of social media allows for information to spread rapidly within networks, maximising the
reach of marketing efforts. Despite these advantages, businesses should be mindful of the potential
drawbacks that are associated with social media marketing, which include the time-intensive nature
of social media marketing and the need to address trademark and copyright issues.

2.3 Social Media and K-pop Fan Culture

Social media has become a cornerstone in the vibrant subculture of K-pop fandom, playing a
pivotal role in shaping the fan experience and propelling the global popularity of Korean pop music.
With the accessibility that social media provides, K-pop enthusiasts actively engage in content
creation, sharing a diverse range of materials such as fashion showcases, dance or song covers,
memes, compilations, and translations related to their favorite K-pop artists [24]. This user-
generated content becomes a dynamic expression of fandom and fosters a sense of community
among fans who share common preferences [25]. Research examining the relationship between
social media and the global ascent of K-pop delves into the intersection between fan culture and the
burgeoning success of Korean pop music. K-pop fans on social media are not mere consumers but
also active producers, generating a plethora of content about their beloved idols for public
consumption. The transformative impact of social media on K-pop fan culture is evident in the study
conducted among Indonesian K-pop fans [26], which revealed the consensus of these fans that
sharing K-pop-centric content on social media significantly reinforced their identity as fans. The
appeal of online consumption is further highlighted where Indonesian K-pop fans demonstrated a
strong preference for online K-pop content due to its affordability, convenience, and rapid updates
[27].

Social media has transformed fan culture from a static, one-way consumption model to a dynamic
and interactive paradigm. The online K-pop community has harnessed its influence to initiate dance
trends, notably on platforms like TikTok, by creating dance challenges and promoting lesser-known
tracks from their favorite idols. This participatory engagement extends offline as well, with K-pop
fans organizing gatherings and events. Moreover, participatory fan culture in K-pop illustrates that
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fans are motivated to host events related to their favorite artists, fostering a stronger connection
within the K-pop community [28].

The symbiotic relationship between K-pop and social media has been transformative, turning
fandom into an active, participatory, and global phenomenon. As social media continues to evolve,
the influence of K-pop fans in shaping trends, organising events, and propelling the success of their
favorite artists remains a noteworthy testament to the dynamism and reach of contemporary fan
culture.

3. Methodology

The study will be using qualitative method, which will be carried out by conducting in-depth,
semi-structured interviews with K-pop fans. This approach has been chosen to delve into the nuanced
and subjective experiences of fans, allowing for a rich understanding of the social media strategies
employed in K-pop and their effects on global fan engagement and artist promotion. Qualitative
research is referred to as the process of gathering, analysing, and interpreting non-numerical data
and is commonly used to gain insight on how an individual subjective perceives and interprets their
social reality [29]. Quantifying phenomena like experiences, attitudes, and behaviors may pose
challenges, but a qualitative approach enables participants to articulate their thoughts, emotions,
and experiences during specific times or events, providing a more comprehensive understanding of
the topic at hand. Therefore, the utilisation of qualitative methods is particularly well-suited for
exploring the multifaceted world of fan culture in the context of K-pop. Moreover, to identify the
respondents for the interview who is a fan of K-Pop, the researcher conducted a pre-survey to ensure
the reliability of the participants. A pre-survey in qualitative research offers valuable groundwork by
helping researchers refine their approach, clarify participant perspectives, and anticipate challenges
that might arise in the main study [30].

Through this qualitative approach, the research project aims to uncover the intricate connections
between social media strategies and the global fan community. In-depth, semi-structured interviews
provide the flexibility to adapt to the dynamic and rapidly evolving nature of social media trends. By
engaging with fans through interviews, the research aims to capture their authentic perspectives,
opinions, and experiences, shedding light on the ways in which social media strategies influence their
engagement with K-pop artists on a global scale. By gaining insights directly from fans through
interviews, the research will contribute to a more comprehensive understanding of the strategies
that resonate most effectively among K-pop fans. Moreover, the interviews will offer a platform for
fans to express their opinions on how social media influences their relationship with K-pop artists,
thus providing a nuanced perspective that complements existing quantitative data on social media
engagements and metrics. After the interview session, interview transcripts were analysed
thematically to identify recurring patterns, key themes, and notable insights using Nvivo software.

4. Limitations and Conclusions

While the study identifies interesting findings on social media strategies and fan engagement,
despite the valuable insights provided by the participants, there are some limitations to consider.
Firstly, the sample size of 10 participants may not fully capture the diversity of perspectives within
the K-pop fan community. Furthermore, the interview questions may not have covered all relevant
aspects of the topic, potentially overlooking important nuances or perspectives. Additionally, the
discussion of recurring themes and interpretation of the data are influenced by the perspective of
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the research and thus may not be capable of fully capturing the complexity of the phenomenon under
study.

In summary, the global success of K-pop, especially in recent years, is largely attributed to the
strategic use of social media, which has revolutionized fan engagement and artist promotion. Social
media platforms like YouTube, Instagram, Twitter, and TikTok have given K-pop artists direct access
to global audiences, allowing for instantaneous interactions and diverse promotional content. Fans
engage through interactive content such as live Q&A sessions, dance challenges, and brand
collaborations, which create a sense of intimacy with idols. Additionally, fan-driven initiatives like
hashtag campaigns and online streaming parties build artist visibility and foster community among
fans.

Social media strategies have been instrumental in establishing K-pop’s global presence, evolving
fan culture into an interconnected, participatory, and international community. By creating spaces
for real-time interaction, community-driven initiatives, and global fan engagement, social media
enables K-pop artists to reach unprecedented levels of influence and visibility. Despite the visibility,
educating fans about recognizing credible sources and understanding platform algorithms can
empower them to navigate misinformation responsibly. This study underscores that social media not
only aids in artist promotion but also shapes fans' identities and interactions. Moving forward, the K-
pop industry’s success will continue to depend on balancing effective social media engagement with
ethical considerations, while future innovations like Al and VR hold the potential to further enrich fan
experiences and sustain artist-fan relationships across global boundaries.
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