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ABSTRACT

Numerous studies have been conducted to investigate the influence of the Korean
Wave on cross-cultural countries, including its impact on consumer attitudes, imitation
intention, and purchase intention. However, there is currently a gap in the literature
concerning the Korean Wave's effects on Taiwanese consumers. Therefore, this study aims
to investigate how Korean pop culture consumption affects the behavioral intention of
Taiwanese audiences. Specifically, this study aims to (1) determine the impact of the
frequency and duration of Korean Wave consumption on the intention to imitate the Korean
Wave, as well as attitudes towards Korean culture and products; and (2) assess whether the
intention to imitate the Korean Wave and attitude toward Korean culture and products have
an intermediary effect on the intention of Taiwanese audiences to consume Korean wave
media and purchase Korean products. To achieve this, the convenience sampling method
was adopted to conduct a questionnaire survey, and online questionnaires were distributed
to Korean wave consumers in Taiwan. SPSS 22 statistical software was used as a data
analysis tool. The results indicate that the duration of Korean Wave consumption, rather
than the frequency of consumption, has a more positive impact on consumers' attitudes
towards Korean culture and products and their intention to imitate them. This, in turn,
affects their willingness to buy Korean products. However, the mediating results reveal
that the frequency and duration of Korean Wave consumption cannot directly influence
consumers' willingness to buy Korean products. Instead, they indirectly affect consumers'
attitudes towards Korean culture and products and their intention to imitate them,

ultimately leading to the purchase of Korean products.
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