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Abstract

Korean Wave is a new phenomenon which signifiessiivead of Korean popular
culture in East Asia with Japan as a centre. Thrpgse of this study is to examine
the attitudes of Japanese youths who consumes KoRdipe subject of their feelings
towards South Korea and Korean society in the #texal framework of soft power.
With the findings of the one and a half month fietak in Tokyo, this study aims to
answer the question if the consumption of Koregoupar culture by Japanese youths
affects their perception about South Korea and &woreociety, the way it affects it
and what are the main factors producing affection.

With the cautious remark of little scope of genieray, the findings conclude that the
constant consumption of Korean popular culturadpots (mostly pop-music) indeed
affects the perception of Japanese youths regaiSiough Korea in a positive way,
urging the consumers to travel to South Korea,nléhe language and build social
networks with the Koreans. However, this spreallafean popular culture has been
generated with strong policies of the Korean gonesmt and it is worth noting that

this strong involvement might lead to the Korearv&s demise.

Key Words: Korean Wave, soft power, Japanese ypuwhdio-visual production,
anti-K-pop backlash.



1. Introduction

1.1. Introduction of Korean Wave

Pop culture has been always a continuous battlefiet Japan and Korea. The
historical past expressed in 36 years (1910-45prdzge colonial rule of Korea
underpins the complications in cultural sphere exge. After the end of Japanese
rule in 1945, South Korea securitized their cultbse putting a ban of Japanese
popular culture import including Japanese-languagater performances, television
and radio broadcasts, publications and pop musievas caused by the Korean
people’s feelings towards Japanese language eduacatiich was forced to them
during the Japanese occupation. This ban was coehpldgted only in 1998 with the
signing of the Joint Declaration of the New®2Century Korea-Japan Partnership
(Chua & Ilwabuchi,2008, 3).

At the same time in the late 1990s the phenomefdforean wave started to
expand. The term “Korean wave” (“Hallyu”) was cainiey Chinese media in the mid
1999 after the rapid increase in popularity of Kareéelevision dramas, movies, pop-
songs and their associated celebrities in Asian&itated with the reference to Visser
(2002) that all the things which were Korean- fréood to make-up style- have
become on extreme demand in Asia, which was prelyadominated by Japan and
the US (Shim, 2011).

The Wave started in June 1997 with the Chinege stia channel CCTV airing
the Korean dramalNhat is Love Due to its freewheeling attitudes and strong
Confucian values proximate to the audience the drbetame a massive hit in China
(Shim, 2008).

After its popular reception in the pan-Chineseesphand Vietnam, the Wave
expanded its grasp to Japan which became one obits markets. In April 2003
NHK ran the Korean dram&@Vinter Sonata.This dramaturned into a cultural
phenomenon with the male lead Bae Young Jun begpeimational star. It has been
aired four times on the popular demand and bro8@a0 million yen ($ 3.5 million)
profit to NHK from Winter Sonataelated products (Mori, 2008). At some point over
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50 journalists in Korea covered only Bae. The farmpeime-minister Junichiro
Koizumi said during the August 2004 elections fug tipper house of Parliament “I'll
make great efforts so that | will be as populalyas-sama and be called Jun-sama.”
(The Korean Wave, 2011, 24)

However the phenomenon of “Winter Sonata” succgas not in its huge
popularity or high economic success but in a “Yama syndrome” which instigated
highly-educated middle-class women to travel tod&oand change their opinion of
Korean people. According to the guide book on Halpublished by KOCIS, the
Japanese fans of drama started to view Korean @eapl polite, generous and
sophisticated (ibid). This was the beginning ofiposing Korean Wave not only as a
profitably export-oriented strategy but as a pcdititool which might be used to shape

the opinion about Korea around the world.

With the new era of Korean wave representing te-ecebatable leadership of
K-pop idols groups (Girls Generation, DBSK, Shinkara, 2pm, F(x) etc) the local
and foreign media (BBC, the Economist, ChosunllBsahi Shinbun) started to
produce articles titing Korean wave as soft powetheir headlines. The ground for
using soft power term has been justified by botisfeeactions and K-pop celebrities’
involvement in governmental events. It has beeronted that K-pop has a huge
leverage in Japan and other countries promptingynfams to emulate K-pop stars’
dressing styles, travelling to Korea and learningrdén language. Korean wave
celebrities such as Ji Jin-Hee, Lee Jun-Ki, Bae ngodun were appointed as
Honorary Ambassadors for Korean Tourism and pasiei at EXPO exhibitions, idol
bands like CN Blue and F.T.Island promoted nati@mdines, and actresses like Kim
Hyun-Joo and BoA were invited to meet with the kEradof Vietnam and Japan. In
2011, Japanese Prime Minister Noda said in anviet@rwith a South Korean Daily
JoongAnd llbo that his wife loves good-looking Kameactors (Kyodo, Oct. 20,
2011).

However, the inventor of the soft power term, pbsblye, warned to be very
conscious about applying soft power concept topibygular culture since attraction
itself is not a soft power yet. Despite the fachttlan attraction is an important

medium of soft power spread, it is too early toaspef it unless the state achieved
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what it wants in the receiving end (Nye, 2004)mfly speaking is it possible to call
the fact that Noda’s wife liked Korean actors to the result of the Korean soft
power? Following this and other vivid headlinesigiry the rise of Korean pop
culture it is timely and relevant to clearly detemmand distinguish whether Korean
pop is a new form of soft power for South Koreat gust a popular fad which creates

temporal attraction.

Another important issue to be mentioned is theitijpogng of anti-K-pop
sentiments in the Japanese society (Fuji TV pretéstate Korean Wave* manga
etc). Do these representations of mass discontaittthe soft power presence if it
exists? Or on the contrary do they reinforce thevgroof K-pop soft power as it was
mentioned by Lee (2008) who was arguing that anpielg wave is just another proof
of Korean pop strength?

Therefore it is important to look into the phenome of Korean wave from the
perspective of it being a real soft power represt@mn by applying the analytical
framework and see whether it influences the perceptf its consumers.

1.2. Research Question and Aim of the Study

The main aim of this paper is to find out, whettias possible to call Korean pop
music spread in Japan a soft power with the maea of creating a favorable image
of Korea and Korean society.

The research question of the paper is:

Does the consumption of Korean popular culture hpahese youths affect the
perception of Japanese consumers of Korea and Koseaiety in the framework of

soft power?

There are 3 main sub-questions in this question:
1.Does the state participate in the creation of Koreave and associate any
goals with its spread?
2.Do young Japanese consumers acquire a positiveeinodgKkorea/Korean
society through the consumption of K-pop?
3. What do fans and non-fans think about anti-K-peaqtisnents?



By applying the theoretical framework of soft powéris paper tries to find out
whether K-Pop is indeed a powerful tool which manfluence the cognitive
perception of its Japanese recipients and disséeninew images of Korea and

Korean society upon them.

1.3 Previous Studiesin K-POP Wavein Japan

Due to the new and highly successful nature of Halyu phenomenon, the
considerable amount of research has been condontéige issue of Hallyu rise and

influence in Japan.

The surprising nature of the Korean wave’s sucaeskpan was mentioned
by several scholars (Joo (2011), Shim (2008)) wieoewalking about the legacy of
historical relationships between the countries wh@&man occupied Korea from 1910
to 1945 and Korea banned the Japanese populareutiports in 1998. Japan in its
turn did not impose any similar restrictions, sificeegarded Korea as inferior both
economically and rationally. Thus it was very sigipg to find such a success of
Korean popular culture in Japan when Japan aloceuated for 43,8% of the total
export revenue of Korean films in 2002 (Korean Eil@ommission,15 in Joo,2011).

However Ryoo (2008) does not find the succedsetsurprising in this sense
and regards the historical past as an advantagedi@an pop industry. Ryoo argues
that despite Japan started the cultural circuladbpopular culture in East Asia, its’
colonial past hindered its’ deep penetration inaAsmarket as its colonial baggage
constructed any such attempt as threatening. R3@@8( 146) references Park (2006)
who said that this unique historical legacy lefa@p for South Korea and other
countries to actually take over the market andiriilthe niche. Park (2006) continues
this discussion by referring to the better acceggaand popularity of Korean dramas
in China due to their neutral stand without paditicor historical burdens in

comparison with Japanese dramas.
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There are three groups of scholars who dividedr tbeinion whether a
Korean wave is a strong political tool which shapesple minds and can be called

soft power.

The first group of scholars (Ko, 2009; Shim,20080(2011) argues that the
Korean wave boosted Korea’'s national image andribatéd to the nation’s soft
power. Their claim is supported by such evidencehasfact that Korean Wave
celebrities have started to serve at diplomaticsiorss and opinion polls and
interviews show this positive trend among populatisorean singer Boa performed
at the APEC summit in 2005 and Korean actor ChtWdb met Japanese Prime-
Minister Junichiro Koizumi in 2005 marking the “Kea-Japan Friendship Year” (Ko,
2009). The advocates of this view strongly empleakithe words of UN Secretary-
General Ban Ki-Moon who said that the Korean wawel fbrought the country

“respect” and its soft power was now matchingttersgg economic pace (Joo, 2011).

Ko (2009) comes up with a survey of Korea Investhf@romotion Agency
(KOTRA) in 2004 which shows that favorable impressi of Korea grew by 78.9 per
cent because of the Korean Wave. He also citepandae informant in his 50s who
admitted that before the image of Korea was askmtiavith “anti-Japanese
sentiments”, “poverty” and “cheap and coarse prtgfubut the Wave brought the

image of “beautiful men and women”, “attractive rseg/” and “fantastic locations”

which appear in the dramas.

Cho (2011) argues that the Korean popular cultusgews intertwined with
East Asian sensibilities which help to reappralsesé who have been othered for a
long time. He states that citizens of differentroes who used be indifferent to each
other now consume the same cultural content ahdlgs them to get to know each
other or speaking with Anderson’s words “imaginecheabthers’ communities”
(Anderson (1983) in Cho (2011)).

Despite this evidence supported by empirical figdinthe second group of
researchers (Hayashi & Lee,2007; Park,2006) dahietsignificance of the Korean
wave in influencing the cognitive perception of thedience positively and does not

consider it to be an influential soft power toolydshi & Lee (2007) discussed the
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limited soft power application in the case of Wmonata's fandom. They (ibid,
213) cite statistics of Japan’s Cabinet Office dtitueles of Japanese respondents
towards various foreign countries which show tihatré was a gradual improvement
in the relationships between Japan and South Kiar@890 but there was an obvious
short-term decline in 2005. They argue that thendrdboom itself has not promoted
itself as a soft power and the improvements inpereeptions of Korea among female
fans have been negated by male anti-Korean waversets. Park (2006) continues
to doubt the ambigious nature of K-pop soft powertlee results of her interviews
with K-pop fans. She states that despite the pesiilemonstrations of this
phenomenon such as better intercultural undersignflbeople get interested in
Korea) and developed personal connections (peoplet wo make friends with
Koreans) people tend to develop stereotypical ndietgianding towards Korea.
Some informants thought that Korean men beat w{gest was depicted in certain
dramas) and Korean women have a very low socialst®ark warns of the risk of
misunderstanding when people look at another cguhtough the prism of popular
culture without any personal knowledge. This siturats quite similar to the Japanese
case when Japanese culture was driving a fan oraksia one Japanese screenwriter
said in a newspaper interview that he wanted téevai“a comedy dealing with the
gap between Japanese reality and the image othan Agople have of affluent
Japan” (lwabuchi,2002,81).

The third group of scholars (Ryoo, 2008; Iwabu@008) argues that the
Korean wave is not necessarily a real soft poweresentation as it does not change
any real state of affairs so far but has a lotaieptial to be, since it contributes to an
overall image improvement. Besides historical ddfees separating Japan and
Korea Ryoo mentions (2008) current disputes overigtands Dokdo/Takeshima. He
makes it clear that it might be too early to spefkopular culture opportunities to
influence these relationships on the political lelbeat there might be a hope that
“Korean wave has not only permeated popular culture is also a measure of
positive lifestyle for many Asian people” (Ryoal4).

lwabuchi (2008) gives a focus on K-pop soft powsotigh the attitude of
Japanese people to Zainichi (Japanese people afadodescent), descendants of
Japanese colonial legacy and marginalized grouppe@fple who often face

discrimination. He argues that despite the posiivit towards perception of South
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Korea and Zainichi, it does not change the statusfqr people of Zainichi descent

since they are still separated, though currentth aipositive attitude towards them.

Continuing the discussion of K-dramas and K-pojs iecessary to mention
that there is a lot of research done about theptereof Korean dramas (particularly
“Winter Sonata”) by the Japanese audience (MorD420Hirata (2004), Lee (2008)
in Huat and lwabuchi (2008), Joo (2011)) but thisra lack of research about the
perception of K-pop music in Japan. The oppositeation is in Thailand where
many researchers looked at the phenomenon of Kaaye from the perspective of
K-pop music fans consumption and perception (Sudgak and Shin (2007);
Thantawanit and Larpruengreang (2009)).

1.4 Significance of the resear ch question

Talking about the Korean wave in Japan it is velgvant to pay attention to young
people who listen to K-pop music since it is anresidedged form of modern and
new Korean Wave nowadays. It is referred as Nec&oMWave and deserves special
attention. It is a great phenomenon for the re$eaat only due to its freshness but
also because it encompasses a much broader fanth@sethe previous Wave
(KoreaToday, 2010) and its spread owes a lot tondve technologies’ usage such as
Twitter, Facebook and YouTube (Jung, 2011). Gettimgattitude towards Korea is a

necessary tool for evaluating the real presen@oath Korea’s soft power in Japan.

This research will cover the attitude and perceptd fans of Korean pop-
music towards South Korea and will test the argunifethe K-pop’s music spread
may be called a soft power. On the basis of itsltedhe paper will position the

conclusion within one of the three groups mentioaleave.

It is important to note that in contrast with iniews made before by
lwabuchi (2008) or Mori (2004), my focus is only gaung people of student age
who represent a new generation of K-pop wave coessis Katsumata (2011, 136)
states, it is the future generation consistingtoflents and youngsters that drives the
community building in the cultural area. They sdrtto exchange feelings and
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emotions among each other cutting the boundariesed¥er this young generation is
“the one that will in the future lead the creatiohan East Asian Community in
various fields, including security, the economye tanvironment, education and
culture”. This means that the impact of populartue in East Asia will be long-

lasting and incremental.

1.5 Disposition

The thesis is divided into three parts. The firgtrtpintroduces the theoretical
framework of the soft power concept and the modaklv structures the analysis of
the paper. The second part uncovers the governrogntand objectives associated
with the Korean wave’s spread. It starts with admisal overview and finishes with

clear goals stated by the Korean state. The tlardgeals with an overview of K-pop
presence in Japan, anti-K-pop wave sentiments &edchase of Akiss which

introduces the interview findings. These findinggsmsned up with secondary
interviews and public statistics will answer whethige Korean popular culture is a
real soft power which influences the minds of yopegple through dissemination of

attractive images.
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1.6 Methodological Framework

1.6.1. Design of study

The paper adopted a qualitative research designamibicro-ethnographic case study
as a strategy for analysis. The advantage of atgtis¢ approach is that it aims to
establish a coherent account of a culture from wéithose being researched (Tesch
(1999) in Bryman & Burgess (1994), 6).

Ethnography as a research method comprises laotitipant observations
and unstructured/ semi-structured interviews ag finevide precious insights and the
capacity how the participants view the world whishcrucial for this research
(Bryman, 2008, 438).

Ethnographies usually demand long periods of tionke spent in the “field”
and put emphasis on detailed and observationatnrg#ton (Yin, 2003). Since my
ethnographic project took place only for six wedke ethnographic study was
presented by microethnography with one case seleatethe most appropriated
method. Microethnography implies focusing on onetipalar aspect of the topic
which is in this case is the reception of K-Popf@@nances by the fans of AKiss (6

weeks).

Amidst four classifications of the researcher’'serah ethnographic study |
chose the overt role of participant-as-observeris Tiole is the same as a full
participant one but members of the setting are @wéthe researcher’s real purpose
of being among them. Moreover it implies the engagyet in regular activities and
interaction with people (Bryman 2008, 410). Desyite risk of overidentification,
this role helped me as a researcher to get clopedple. Events | withessed and took
part in include visiting two K-pop band concertfiserving a fan letter-writing
meeting and taking part in a handshake evented o keep the conversation with the
fans during the concert and afterwards by discgsHie concert details and about

their favorite member choice.
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A case study usage is employed here to a livdiegree implying not the
separate research strategy but the fact that tleeviews and observations were
derived from one casé\Kisg. Despite the presence of interview sources fronero
settings fon-AKissfans), this case is the main source of researdkrrah The case

deals with the fandom of AKiss and their conceté¢radance.

The Korean pop bandAKisg performing in Tokyo in N-theater was
discovered through an online article by JapanTiniéss band was suitable for the
research since all the members are from South Kanwdahe producer of the band is a
famous South Korean label. This band has beenteegis in the official K-pop
entertainment website allkpop.com and mentionethdiip local and Japanese media
(MNet, Fuji.TV etc).

1.6.2. Sampling

The research applied purposive sampling to chobse samples. According to
Tschireletso (2002, 2) who cites Merriam (1998, )61purposive sampling

emphasizes on a criterion based selection of irdtion rich cases from which a
researcher can discover, understand and gain meight on issues crucial for the
study”. Purposive sampling included both snowbaimpling and theoretical

sampling.

The selection of interviewee population was hoemepus due to the
specificity of the research question. Criteriagetecting the subjects were as follows:
Japanese, female between 16-28 years old who Hge@Emusic. The Japanese fans
of Korean pop-music were the direct source to wtdading the social phenomenon
of K-pop influence on Japanese youth. The choidermgles is explained by the fact
that the majority of K-pop fans are females andrduthe fieldwork there was no
male attending the K-pop concert. As a result tearviews which met the sample
criteria were taken. A small sample size was chemause of the expected difficulty

with the time constraint.
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Tokyo was chosen as a site for the research sint® one of the most
successful arenas of Korean pop music in Japan ifK2@12) and the band performs

only in Tokyo.

With the generous help of N-administrator an aoggance with one of the
members of AKiss fan club was made and then throogh with the usage of
snowball sampling nine other members of the fab tlave been interviewed. All the
informants were females, between 16-25 years oldofAthem were K-pop music
fans and some of them liked Korean dramas as Wwh#. data from the interviews

generated the majority of evidence for this paper.

With the usage of theoretical sampling which ieplsampling of both people
and places and events relevant to the conceptuéStrand Corbin 1998: 201 in
Bryman, 415, 2008), the Japanese producekKits has been interviewed and the
researcher attended the concert of the band tWiee.interview with a producer was
very fruitful and informative due to his generouslgh and understanding of the

subject.

As a sample for the comparison six other youmgales between 20-25 years
old were randomly chosen to answer the same seuestions as théKiss fans
(except those which were directly relatedAtidiss activities). Prior to the interview

session it was confirmed that these informants wetdans of K-pop.

1.6.3. Data Collection

One and a half months have been spent in Tokyoltect the material. The data for
analysis includes mostly from observations, inemd, and texts. Primary data used
in the thesis comprises participation in fan-attgi by visiting the concert two times,
ten semi-structured interviews with the fans, smsstructured interviews with non-
fans, one structured interview with a producerha band. Secondary data includes
books, academic articles, news reports by jounsalisnline website information.
Moreover it includes interviews from other repost@nd academics as a secondary

source.
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Visiting the concerts oAKisswas a very interesting event in terms of getting
to know live fans’ reactions and the interactiotwsen the audience and the idols.
Bryman (1998, 417) argues that in order to undedsthe culture, it is important to
interact with fans not only during the event itsblit also in a variety of other
contexts. Two meetings with a fan éKiss were arranged and furthermore the
opportunity arose to be present at a letter-writgggsion to théKiss before the
concert. It generated a lot of material for thelysia.

1.6.4. Data Analysis

In contrast to quantitative research which implpEsitivism, qualitative research
from the inside represents interpretivism appra&rotty, 1998; Denzin and Lincoln,
2000 in Ospina, 2004). This research is informecigtemological pressupposition
with interpretivist perspective.

Interpretivism as an epistemology assumes thatityeas subjective,
constructed and changing. This raises the selfevems of the researcher’s role in
“world making” by creating sense out of the acteettings and events being studied
during the fieldwork (Ybema et al, 2009). This asragss, or reflexivity, shapes the
knowledge claims with respect to researcher’'s stasrdhis/her positionality. Such
prism of analysis enhances participation of a mebest and determines research
knowledge to be “situational, co-constructed thiougeractions with others in social
settings, and reflective of researcher's and othpositionality with respect to
subjects and settings” (ibid).

As a part of this analysis strategy | looked atititerview findings from the
standpoint of K-pop being a soft power resourcectwhmight be turned into soft
power strategy. The questions were constructed way to see whether people’s
opinion and attitudes towards Korea got changeer dffteir infatuation with K-pop
music started. The theoretical framework of sofivpo has been applied with two
clear steps including the government role and geald audience reaction and
perceptions. On the basis of the interview andamesefindings fitting in the soft

power conversion scheme, a conclusion has beemdraw
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1.6.5. Limitations

Despite the success of getting rich data from télkel,fthere are few aspects in the
paper which are to be taken with care. First islitiné of generalization. Due to the
little scope of the research sample, its naturerpgmive sampling) and
microethnography design, the generalization haveaoquite specific and can not
encompass too large entities like population (Bnyma008, 415). The second
problem was non-response. Initially a number ofeotmterviews with a music
producer and other fans were planned, but they eeeatually cancelled due to the
circumstances. The third problem was the lack gfadase language knowledge
which made it necessary for the interviews to retytranslation by a third party.
Despite the trust in the professionalism and acyuE the research interpreters,
some meaning might have been lost in the processiaslation. As a consequence,
full notes technique was used during the intervaesait would have been challenging

to transcribe the interview from digital recorder.

1.6.6. Ethical considerations

All the interviews were conducted only after gedtithe permission of participants
and all interviewees and people assisting withrésearch were aware of the status as
a research-student. Due to certain sensitivityheftopic in the light of anti-Korean
wave events and attitudes, all names of informamd interviewees were kept
confidential and the name of the band under casdystvas changed to s fictional
one. The results were presented in an accuratemthgut taking interview parts out

of the context.
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2. Theor etical Framework

2.1.Soft Power

The main author of the soft power concept, Josepd, frst mentioned it in
1990 in his book Bound to Lealexplaining about the decline of US power. Soft
power refers to the ability to influence the belbawf others to get the outcomes one
wants through attraction rather than coercion (NB@9Q4, 2). This attraction which
Nye equates with seduction is not a weakness atah @ven more effective than

coercion in attempting actors to act in your favor.

Nye argues that besides/ instead the coercive poWaerilitary intervention
and economic sanctions, “a country may obtain th&anes it wants in world
politics because other countries- admiring its gajiemulating its example, aspiring
to its level of prosperity and openness- want tovo it (Nye, 2004, 4)". There is a
clear distinction between soft and hard power ire’Sypresentation. Hard power is
associated with command power which employs coeramal inducement, while soft
power goes with co-optive power which rests onaativeness of one’s culture.
However the relationship between these conceptsnerfect since both may

intertwine (soft power may cause fear and hard poagy invoke admiration).

It is important to avoid the mistake of equatindt gmwer behavior with the
cultural resources. Cultural attractiveness isansbft power by itself unless it brings
the outcomes depending on the policy objectivescandext.

The government may significantly benefit from progenployment of soft
power resources, however the government does $seps the whole control of them
as in the case with hard power. Culture and vaduesleeply embedded in the society
itself. Yet this limited control does not diminigire importance of the government in
creating, directing and using soft power as a jgalittool. Moreover, Nye urges
against excessive usage of soft power which mag tearepulsion rather than
attraction. It is especially true for East Asia lwiits complicated historical-
geographical context like past colonial rule ofalapCredibility is the basis of any
soft power. When government is viewed as maniprdaéind the information turns
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into propaganda, the premise of soft power is desihet (Nye, 2008 in Yasushi and
McConnell, 2008).

Nye was advocating the use of opinion polls andests as a measuring tool
for soft power. However it has its limitations snit is challenging to measure soft
power’s effect and influence due to the changinmineaof opinion polls. Opinions
can change and are difficult to be predicted iloreglterm perspective. However in
response to the criticism of Jim Hoagland (2009)ualthe concept being too elastic
to use, Nye reacts with an answer that sourceffpower are still possible to
guantify. Cultural, communication and diplomaticsoarces are possible to be
measured and public opinion polls still manageettect the preferences over time
(Nye, 2006).

Even though the soft power discourse got recognitior its new
understanding of hidden aspects of internationatioms and became widely spread
especially in the media sphere, it attracted tireafmount of criticism. Bohas (2006)
rigorously criticizes the government-centered dagon of the soft power concept
with diminishing role of non-state actors and syfeb&Vomack (2005) talks about
analytical fuzziness of the concept which questitgmautonomy from hard power by

posting a question if there is any minor power vaittworld class attractiveness”.

This critique of rigid division of soft and hambwer is echoed by others
(Lee (2008), Noya in Yasushi and McConell(2008))owdpeak about the dualistic
framework of soft power and confusion in determgnihhe nature of power. Even
though Nye admits that in some cases, the soft pemgloys hard power resources

and vice versa, it is still challenging to defihe type of power in such cases.

2.2 Soft Power and Popular Culture

Popular culture is one of the major sources oftorgaattraction which leads to the
co-optive power influence-ability to shape whatesthwant, the main paradigm of
soft power framework (Nye,2004,7). The recognitioh soft power discourse
produced a major shift in official thinking of pdpu culture. Before it was mainly
associated in the domestic terms but now it staxidoke seen also as a political tool
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with the potential for political persuasion and eamic profit. Soft power positioned
popular culture as a promoter of national cultyedduct export and the political
vehicle. Culture got associated with the idea ofassing national wealth and
promoting the image of a country (Lee, 2012). Otgiaand Ben-Yari (2012, 4) state
that “culture thus becomes an object of policy ibadeen as manageable (like other
national assets) through technological and politbannels in the service of national
economic and political goals although it may, & slame time, be seen as difficult to
control.” Many scholars and practitioners camehe idea of using soft power as
central tool for foreign policy by selling its attive culture abroad (Otmazgin
(2007), Lee (2009), McConell (2008)).

The special characteristic of the popular cultsrine messages and narratives
carried by popular culture products which shapep®® ideas, thoughts and
identities (Story, 1989, 128 in Otmazgin and BeniYd). However the major
limitation is again the same as with soft poweraapt itself- difficulty to measure
the effect. The effectiveness of popular cultur@etels heavily on the audience
reception. While production and distribution of tawhl products are possible to
measure with statistical data and market figutes Jagic of consumption is an elastic
and challenging concept. The consumption of populature may develop the
favorable attitudes and interest to an importeducel but it does not necessarily
affirm the presence of soft power. Again the ativaness itself is a soft power
resource and not a soft power unless there is gicablagenda which stirs this
attractiveness and turns it into a goal. As Geun (2009, 89a) argues” the applicants
are supposed to wish to change the recipients’ eprtes, calculations and
interpretative frameworks, or emotions so thatrdepients change their behaviors in
a direction that the applicants want them to changewever the intentions of the
state actors sometimes might be out of sync with ¢hltural production and
consumption since the realm of popular culturetilsisdependent from politics and

can not be fully controlled by the state.

Press-Barnathon (2012) points to another challeantgee context of using soft
power as a foreign policy tool. She (Press-Barmatl012, 36) questions if the
citizens make the link between an attractive imgbVV show and politics and if this

attraction “translates into a more positive/accordative approach towards the other
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states’ policies and political behavior.” This isclaallenging question which might
imply different answers. For example lwabuchi (20D2erviewed Taiwanese fans of
Japanese dramas and found out that they tendedtiogdish their positive attitude
towards favorite actors and the negative view towalapan in a historical context.
However, the Japanese case is quite specific andnitjue historical legacy might
have been too strong to be wiped away by popukands. Park (2006) argues that its
historical legacy left a room for South Korean plapeulture and its products to find
a niche in the Chinese and other markets. As Skiatka is free from negative past
memories their transnational penetration into caltmmarkets has not been regarded

as threatening.

2.3.Soft power framework

This research adopts the theoretical frameworknoéraalysis developed by Lee who
elaborated and improved the concept introducedy® Nis theory was chosen as the
most appropriate one since Lee is one of the maasiwned experts in the field of
Korean soft power and he proposed this scheme Vfaluating the soft power of
Korean wave by deviating from Nye’s theory and dohgpit for the Korean case. In
addition to that, his concept was slightly modifeaad added the features mentioned
by Press-Barnathon in order to emphasize the fdleecstate.

Lee (2009) argues that despite revealing new usefpécts in international
relations Nye’s introduction of soft is mostly deptive and requires the theoretical
framework. This lack of theoretical developmentdiedo difficulty of finding soft
power discourses which go beyond mere emphasioirpewer resources such as
public diplomacy or cultural exchanges. It makese“tvhole concept nothing more
than revival of old wisdoms without new theoretieald policy insights (Lee, 2009,
207b).”

Lee (2009a) introduces this theoretical framewarloider to understand the
relations between soft power resources, soft p@amer policy goals associated with
soft power. The main base of his theory is predatezd by Nye’s main distinction
between soft power resources and soft power. Bsafigdoes not mean soft power.
Therefore, soft power resources like culture, valudgeology, know-hows etc. have to

be translated into soft power and Lee (2009a) mwepothe framework of its
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conversion. It includes three stages: (1) appbecabf soft resources; (2) cognitive
processes of the recipients; (3) soft power pradaodsee Figure 1).

Lee criticizes Nye’s definition of soft power exise on the basis of the nature
of power exerted. Even though Nye mentions theuresodistinction he admits that
in some cases hard resources like military can ymedascination and attraction
while soft resources may produce hard power (NP©42 Lee does not welcome
these exceptional cases due to the ambiguity & ofpower (hard/soft) and suggests
strict power distinction sources. He states th&h#rd resources” like coercion and
fear are employed it is hard power and if “softorgses” are in use the outcome is
soft power. It means that soft power/ hard power lma both co-optive and coercive.

The difference is only in the nature of resouraegpleyed.

Fear ICoerc:ve Power)
(or Resistance)

!

Attractiveness, Safety,
Comfort, Respect

Application of
Soft Resources

Cooptive power |

hdories, ImetptetlnveFramm \
New ways of Thinking

" 'Socialization ofthe Cooptive power
$ inthe Recipients

-4

Long Term Soft Power
in the form of “Social Habits™

Figure 1. Conversion processes of soft power.

Applying this new framework on the current resbait should be disagreed
with Lee’s new division. Despite the overall usegds of his new soft power
approach, this new distinction of soft power researmakes the conclusion about
nature of power even more ambiguous. Regardingdbe of Korean pop music (see
fig.2), the spread of Korean pop music faces theaetions in cognitive perception of
recipients: indifference, attraction and resistarnogially Korean pop is designed to
produce attraction which means it is a co-optivie¢ gower. However, Korean wave
produces discontent and fear of cultural invasisnwaell which negates all the
positive outcomes of the Korean wave (as it wasase with Winter Sonata by
Hayashi & Lee (2007).
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In order to solve the vagueness of this questionadfire of soft power the
research comes back to Nye’s definition by modiythe Lee model (fig,1) into a
new hybrid model (fig.2) by adding the charact@sstnentioned by Press-Barnathon.
This scheme works as follows:

INTERVENTION OF SOUTH KOREAN STATE

Fear - % Soft Power

(Anti-Korean
Wave

Spead of Sentiment)

Korean

Coercive
Power
(Resistance)

| S—
—

=

Failure

(No positive
attitude)

Pop Music
in Japan

Comfort,
Respect,
(Fandom)

Long-term Soft Power in the
form of “social habits”
(constant positive image)

Figure2

Following Nye’s positioning of soft power based the final outcome, this
research determines the anti-Korean Wave sentina@dtgrotests as a failure of soft-
power and a force which negates the desired outadraéiraction creation. As Nye
(2004, x) stated: “Attraction can turn up repulsibwe act in an arrogant manner and
destroy the real message of our deeper values.”nfiach K-pop with a clear state
role behind is viewed as propaganda of the Korei@te sand bears negative
associations which are certainly a failure of aoptive soft power.

Another additional detail added to the scheme ismgoortant role of the state.
One of the approaches suggested by Press-Barng@ag, 31) in her analysis for
soft power is an agent-based approach which fodus@sstates can use soft power to
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advance their foreign policy goals. Korean pop-musi one of the most vibrant
agents of the Korean wave and the state role iordation, promotion and usage is
undeniable which will be argued later. Therefohe dliscussion of the Korean wave
should be performed in the framework of agent-baspgroach with a clear

distinction of a state role in this cultural pherearan.

Referring to the specific goals of a researche beentions the necessity to
define the applicants, the recipients and chantmetsugh which soft resources are
applied. Since the research question is quite ekxpline following division is

performed:

1. Japanese audience -> recipients
2. Korean state/ non-state actors -> applicants

3. Korean pop-music -> channels

Speaking in the framework of soft power accordiogstheme the Korean state
actors apply, the soft power resource in the fofrpop music to transform/ influence
the cognitive perception of the Japanese audieritte thhe purpose of obtaining
attraction/ respect.

Describing the first and the third stages as sqitamatory (fig.1), Lee
(2009a,b) explains the second stage as the poiatendoft resources create new ways
of thinking like attractiveness or fear in the dherm. When this short-term
cognitive perception would be fixed on the habiteakl, it would be possible to refer
to this as a long-term soft power. Press-Barna{@d2) echoes the importance of
long-term perspective analysis and stresses thtteinong-term the soft power can
not be controlled by government.

This part is displayed in the new scheme (Figure@iff)out any changes and it
denotes the idea that the consumption of K-pop aorsstant base will lead to a
socialization of positive image of Korea on a hadlitlevel. However, by adopting
this theoretical framework, this research papebpaiaes on the soft power produced
by Korean pop music in the short term perspective t the changing nature of any
popular culture phenomenon and risk to go predictin
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Lee (2009,85a) mentions several categories of mmiter objectives, but the
focus of this research will encompass only one Wwhefers to manipulating others’
way of thinking and preferences or specificallyatslity to create a favorable attitude
to Korea.

In addition to the main framework, Lee (2009, 2&B)borated on several soft
power strategies, arguing that the most succewsiuld probably be théleroes and
Celebritiesstrategy. According to Lee (2009, 95): “Korean Wastars can attract
attention more widely and intensely than most o fpoliticians. The way they
behave, the messages that they convey, and thdésethext they make have huge
impacts upon a large number of people. At the saime, stars can market Korea’s

certain cultural or other commodities by their fiash events and commercials.”

On the basis of everything mentioned above in rotdedraw a conclusion
about Korean pop music exerting soft power it isessary to clearly delineate the
role of the of the government in Hallyu promoti@néation with defined goals setup
and empirical evidence of audience reception eitharpositive or negative way.
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3. Stateand cultural industries

This section deals with the short history and imeatent of the Korean state in the
promotion of the Korean wave. The historical ovewihighlights the reasons for the
Korean state to participate in cultural content elepment and first policies it

implemented to boost it. The main part of the sectpresents the goals of the
Ministry of Culture and Tourism and their relatitmthe Korean wave spread and the

activities of cultural institutions established ends patronage.

3.1 History/Cultural policies since 1990s

The growth of South Korea’s cultural industriescsinthe 1990s was contributed
largely by government policies which were quite lexpin their attempts to utilize
culture in favor of national goals (Otmazgin, 2Q1lh) 1994 the President Advisory
board on Science and Technology submitted a rapoRresident Kim Yong Sam
suggesting that the government should promote mpdialuction as a strategic
industry. This proposal was highly influenced bg tteadline news of the Hollywood
movie “Jurassic Park total revenue being equal to the foreign saled.6f million
Hyundai cars (Shim, 2009, 15). Shim (2009) impliest it was a “paradigm shift”
thinking for Koreans who used to believe that heamg chemical industries would
bring the country a prosperous future. As a resiltthe report, the Korean
government established the Cultural Industry Bure#hin the Ministry of Culture
and Sports in 1994, and introduced the Motion Péceromotion Law in 1995 as a
way to attract corporations to invest into locahfindustries.

The reign of Kim Dae-Jung, Kim Yong-Sam’s (1998-2p@ollower, was
notable for its great support of cultural industri&im Dae-Jung who called himself
the “President of Culture” set up the Basic Law @ultural Promotion in 1999 and
allocated a budget of $148.5 million to this projgehloe, 1999 in Shim, 2008, 35).

In his inaugural speech Kim talked about the ne€gdur the nation’s energy
into globalizing Korean culture so as to keep exipam trade, investment, tourism
and cultural exchanges in order to make our waheénage of boundless competition,
which will take place against backdrop of cooperatiKorean Herald, 1998 in Kim,
2007, 188).”
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The total cultural sector budget was increased 4&#.8 billion Won (0.60
per cent of the total government budget) in 199&,81.8 billion Won (1.15 per cent
of the total government budget) in 2002 (MinistfyQulture and Tourism, 2003 in
Shim, 2008).

Besides the direct cultural sector budget expansi@new focus on creative
industries urged the demand on skilled labor. Tioeeethe state via the Ministry of
Culture and Tourism (MCT) supported training pragsawhich provided practical
education and cultural industries raised the immests in R&D (research and
development). As a result R&D IT expenditures résen 3.6 per cent (US$ 3
billion) in 1998 to 4.7% (US$ 3.8 billion) in 2008he number of researchers grew
from 18,500 to 160,000 (Kim, 2007,168). The numiifgpeople employed in service
industries such as culture and entertainment sulesdly rose by 37.3 per cent from
3.6 million in 2000 to 5 million in 2005 (ibid).

The next president Roh Moo-Hyun (2003-2007) caed the culture-
oriented policies of his predecessor and introdubed'age of creativity, culture and
content” with an emphasis on governments’ techneliriven prioritization. The
Roh government introduced the cultural policy doeantnC-Korea 2010 (MSCT
2005, 8-9 in Lee, 2012, 128). Its vision statediie“tadvent of the age of creative
culture-based economy. Culture and content basetteativity and feelings have a
great influence on the competitiveness of the nati@conomy.” According to the
document the main national goal was to become itbkd’s top five content power
in 2010.” This ambitious plan was based on the essof technological progress in

Korea and an advance of high-speed Internet andenudtworks.
With the construction of cultural content as orfe6ofuture engines for
national development, the cultural policies wereessively used for the promotion of

Korean wave in the global arena. For the purposacbieving this Korean wave

dissemination, several agencies under the offidialstries were established.

3.2 The Ministry of Cultureand Tourism and Cultural Content Agencies
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The Ministry of Culture and Tourism is in chargeppdmoting South Korea’s
various projects in the area of culture, arts, iBmy sports, leisure, religion, press in
order to “open the new millennium with the power at and culture” (Choe in
MSCT, 2012). The main vision of the Ministry publexl on the official website
states: “A Greater Korea Made Possible by Cultufiéhis is quite an explicit and
strong statement in comparison with others likeadapourism Agency which claims
its vision as “building a nation that is good teeliin, good to visit” (JTA, 2012). The
way to achieve this status of Greater Korea comem fthree main categories:
Cultural Creation and Enjoyment, Communication amegration and Competitive
Power and Pride. One of the main aims outlinedhim Yision of the Ministry is
Korea’s stand as a global superpower and its caesei@l improvement of national
brand image through international cultural evenis strategic cultural outreach.

The former minister of Ministry of Culture, Spodsd Tourism Yu In-Chon
in an interview with Newsworld (2010) was explaigiabout the necessity to pay
special attention to the Korean wave since it dbutes to the tourism and gives
added pleasure to the to the foreign tourists imeo According to Minister Yu,

Korean wave has expanded to represent Korea andeaKor culture.

In other words, the government sees the Korean watvenly as a beneficial
export-industry asset but also as a tool whichesgmts Korea and Korean culture. In
order to achieve the assigned goal of “Greater Kprthe government acts both
through the Ministry itself and established cultusgencies such as KOCCA and
KOCIS.

3.2.1.KOCCA

In August 2001 the Ministry of Culture and TourigMCT) established KOCCA
(Korea Creative Content Agency) to promote theuraland content industries which
were not yet covered by other institutions: chame;t comics, music, traditional
culture etc.. KOCCA'’s activities included providirsgipport for exports of cultural
products, the education of content creation, theeld@ment of related technologies,
building digital archives of traditional culture,rqviding assistance to related

industries (Lee, 2012). The main aim of this ageneyg to lead Korea to the top five
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content powers (KOCCA, 2012). Thus one of the mbjminess targets of KOCCA
was the overseas expansion support with a focusutinral exports. Despite the
economic incentive of cultural exports it also l@aslymbolic and political motivation

which provided a “sense of winning over other coest (Lee, 2012, 133). These
exports achievements presented South Korea asfdhe advanced and competitive
countries in terms of culture and economy. As itlear from the history of culture-
oriented policies which started from the Kim Yousam government, the South
Korean government realized the importance of celtas a political tool for

transformation of the national economy. CurrenfB011) the cultural exports run
around $100 million annually and the strategy ieglthis number grow to $7.8

billion annually, placing Korea among the top caonifgowers in the world.

Korea’s content market size (fig.3) has a conggamivth with $54.5 billion in
2008 which is 1.9 per cent more than it was inghevious year. There was a rapid
growth in 2009 by 4.1 per cent which mainly comesrf the game, music and
broadcasting industries. In general the officiabvgh of content industries is
registered as 22.4% or $436.54 million with expaxdsumulating 2.4 billion dollars.
By 2009 the entire content industry generated preual to $1.2 billion
(KOCCA/statistics).

CONTE NT MARKET Exchange rate $1:1,200(won)

58.000 USS(Mil)

43,000
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Figure 3

Talking about music content particularly, with tlemforcement of intellectual
property rights in 2008, Korea’'s music market gatent $2 billion in sales in 2009.
This is 10 per cent more than it was in 2007 (Fegiix.
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The government tries to tackle the acute problemiraicy. As Lee Soo-man,
the founder and producer of one of the biggest remtenent agencies, SM

Entertainment, described in the interview with Kokderald:

“The local pop-music market almost does not exist-nwith only a few albums
selling over 100,000 copies a year. And there éspgarvasive illegal downloading of
films and songs. Such things make matters Wtse Y-S, 2008, 293).

Piracy is indeed a serious problem for the wholesimand film industry,
however this illegal downloading also contributeshte Hallyu phenomenon in a way
that people watch and listen to music and filmsemaillingly due to its open access
and no cost. Another important point to mentioris ihegal downloading leads the
discussion back to the ambiguity of measuring thfé gower. Relying on figures of
sales and making conclusion about the position wfual superiority is highly
debatable and challenging. The information is inpmghensive due to the difficulty
to measure music as a cultural item in numbersatasénce of data measuring illegal

copies consumption (Otmazgin, 2008).

However, another effect of music piracy results tinge for entertainment
companies to diversify their source of income byirgg more concerts and producing
merchandise products. In this vein, the 2009 musiatent growth of 3 per cent
(fig.4) was expected to derive from rising musitesand overseas music concerts by
Korean pop idols (KOCCA/statistics).
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3.2.2. KOCIS

Another cultural agency established under the Niyisf Culture and Information in
1971 was the Culture and Information Service [KGQC(freviously known as
Overseas Information Center) with the purpose toasne the national image and
spread the knowledge about Korea around the worldontrast to KOCCA which
embraces the whole content industry (music, cagoarovies, animation etc.) and
tries to connect digital technology with an autihentlture, KOCIS deals particularly
with culture as a driving force for a national inragoost. KOCIS stresses the
importance of culture as the core of soft power patsues consolidating ties with
neighboring countries via cultural exchange (KOQ@&12).

The welcoming message of Woo Jin Young, the direatdKOCIS (Woo in
KOCIS, 2012) contains a direct reference to thdydghenomenon:

“The modern wave of Korean popular culture knowrfldallyu” has been spreading

throughout the world, and people of many differeations have come to embrace
various aspects of it...As a strong advocate for EpeOCIS has been pursuing
ways to communicate Korean art and culture and orpeople’s warm and sincere

hearts with the citizens of the world.”

KOCCA has set up 36 overseas Korean cultural centei31 countries in
Asia, Europe, the Middle East and Africa. Thesetemnhold exhibitions, screen
movies, provide Korean language classes and organitural lectures and academic
seminars.
The previous director of KOCIS, Seo Kang-soo iniaterview with News World
(Newsworld, 2010) was listing all the availableaexes such as the overcoming of
the Asian Financial Crisis, strong performance he Winter Olympics and FIFA
World Cup in South Africa, the role of an IT poweuse and others as tools to
promote Korea abroad. Seo repeatedly emphasizedett to strengthen the efforts

to raise the awareness about Korea in the world. Sen (ibid) stated:

“We have been conducting overseas publicly actisitiesigned to promote Korea

and Korean culture abroad so that Korea'’s natiomahge can be enhanced.”
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In 2010 KOCIS established a bilateral cultural pamg designed to maintain
the spread of Hallyu by building bilateral partriieps and relationships. Therefore 74
people from 35 countries in Asia, South Americe, Middle East/ Africa and Eastern
Europe were invited to participate in this prografnch offered language classes and
cultural experience. Besides, KOCIS was producimghsvisual items as a promo-
video “With Love Korea”, an advertisement “Korea:@ood Neighbor” which was
broadcasted in BBC, CNN and Euronews. Seo admaistr was seeing the foreign
media as a key to successful image promotion oe&a@ince the foreign coverage
was shaping the perception of the global audieK€xCIS was providing different
channels with media outlets and established tiéls fwreign journalists to give them
a “better understanding of Korean culture and hyStm order to promote “the right

direction of depicting Korea” (kocis.co.kr).

In 2011 the Seo administration published the fifgtllyu guide-book in
English “The Korean Wave: A New Pop Culture Phenoome” The book presents
modern Korean culture including pop music, dramas fms in the framework of
the Hallyu rise. Seo (Yoon, 2011) said in the pred¢sase of the book that “it shows
the dynamic energy and diversity of modern Korealtuce and helps its readers to

better understand Hallyu as a long-lasting phenamé&n

Longevity is the key term here. Besides the appaeccess of Hallyu and its
rapid rage all the Korean content industry, offigy to emphasize that Hallyu is not
a one-day phenomenon. The new director of KOCISoWm-Young, who was
appointed in 2012, kept on the same line “Many thay Hallyu will be done in 2-3
years but | think it is really up to us, dependorghow much effort we make” (Cho,
2012)”

Woo Jin-Young adopted the same push-forward culapproach as his
predecessor but also brought the new insight thigyiH@romotion strategy. Woo
(Do, 2012) acknowledges the success of Korean \@mave source of motivation for
KOCIS but outlines the challenges associated witWioo directs attention to the
different interests in Hallyu products pointing dhét developing nations prefer pop
culture, whereas developed countries show moreesitén traditional “Han” culture

such as “Hanbok” (Korean traditional dress) or “Biiih (Korean food). Therefore,

34



Woo advocates the use of more extensive promojpmoach which would reflect
varying interest per region. One of the biggestjqmts initiated during Woo0’s
administration is the 100-day promotional campdgnKorea called “All Eyes on
Korea@London Olympics” which will take place ahead during the London 2012
Olympic Games. Famous artists such as soprano h-8waestro Chung Myung-
hwun, singer Lee Ja-ram and designer Lie Sang-tdhgarticipate in this campaign

established with the assistance of Korean CulQealter in London.

In 2011 KOCIS organized the online K-Pop World kedtwhich invited
performers around the world to participate firsthie regional K-Pop contests run by
overseas cultural centers and then to competeeatirtal round in Changwon city,
South Korea. The official website was operatedmglish in order to attract a bigger
audience and more participants. According to thef stember of KOCIS, the main
aim of the festival was to contribute to the spreiffiallyu and make it being held on
a constant basis since not everybody is familiaghwihe phenomenon of Korean
wave. In addition it was KOCIS’ intention to raidee interest in traditional Korean

culture through this event (Korea.net, 2011).

Summing up the history of Korean state policieesih990 and the activity of
two cultural institutions (KOCCA, KOCIS) under thdinistry of Culture and
Tourism clearly indicates the huge role of theestatthe creation and promotion of
Hallyu. The Korean wave which started as an insipinafor the Korean state to win
over strong others such as China and Japan grewaistrong phenomenon which
raised the export numbers of cultural content dadtexd to be seen as a political tool
to enhance the image of Korea. As Press-Barnatb@h?) said, popular culture can
serve both as a tool to convey a certain ideolagy @& a front window which sells
this ideology through attractive culture abroadlkife about the ideology, from the
discussion above, it is clear to see that the Koigate is positioning itself as an
advanced modern state which is in “top five confmwers” and builds an image of
Korea as a strong, economically-developed, goodhteir country and a “greater
nation”. Moreover the message behind the promotibra popular culture is the
global dissemination of the “Han” image which reféo traditional Korean culture

and traditions.
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Korean wave is a major tool of foreign policy tdl $leis image abroad and the
state actively utilizes it through its cultural tibgtions. Korean wave includes
different types of cultural contents and music ise othe crucial ones which
contributed to its significant rise in line withdadcasting and games. Therefore, the
involvement of the government (enforcement of propeghts in 2008; K-pop World
Festival, book publishing) in K-pop music spread amaintenance is not surprising

and quite explicit.

Following the hybrid scheme by Lee (2009) and RBam®athon (2012) and
answering the question posed by Lee (2009b), wheltleeapplicants wish to change
the recipients’ preferences, calculation or emation a desirable direction for
applicants, it is possible to draw the conclusioat the Korean state fits this scheme
as an applicant which bears the ideology of a “@reKorea” with the intention to
develop positive attitudes, enhances this image wusts tourism. Therefore, the
first part of soft power conversion is completehntite state having the goal to change
the attitudes. In order, however, to see whetherstift power resource (Korean pop
music) turns into soft power, it is necessary t® whether this goal was fulfilled and

music indeed influences the perception of peopkatds Korea in a positive way.
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4. K-pop in Japan and AKiss case study

4.1 Web and Social Media

Social networks became one of the main tools ofydapread nowadays. YouTube,
Twitter, Facebook — all these sources brought #mef and recognition of K-pop
bands like Girls Generation, Kara even before tbeircerts took place in Japan (Oh,
2011).

One of the most significant events in the digitallifu spread became the
launch of a separate section on YouTube dedicatédgop in 2011. President Lee
Myung-bak met with Eric Schmidt, Google's executitirman, at Cheong Wa Dae
in Seoul in 2010. Schmidt said that YouTube waspiag the ways to help to spread
Korean cultural content. The creation of the newvarciel made K-pop more
accessible to foreign fans. More than 5 millioneod by K-pop groups have already
been uploaded on the site, having 400,000 by DBRK,000 by Girls Generation
and 260,000 by Wonder Girls (Chosunllbo, Nov.8 2011

In December 2009 the Korean Association of PhomogRroducers (the
KAPP), which manages the distribution of Koreangsoonline, signed a deal with
Soribada, a local music portal, to provide 170,60p0p songs to Apple’s iTunes
store. As Kim Gye-young, the official at the KAP&d“Simply by virtue of selling
music there, we can promote K-pop” (Sung, 2011).

Yuhei Mizuno, an executive director of Google Irexplained about the rapid
rise of the fanbase through the usage of socialarks: “A person who becomes a
fan of a group after listening to a song on theerimét may recommend it via
Facebook and other social network media, which g@aread it across the world
instantly” (Takaku & Maruyama, 2012).

4.2 K-pop in Japan

K-pop entered Japan with the breakthrough of Korsiager Boa with her debut
album “Listen to My Heart” which topped the Oric@tart in 2002. This made her
the first singer from outside of Japan to reach Imemone in the charts (Korea Times,

March, 1, 2005 in Kim, 2007).
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The Oricon charts have become the testing grounduotess for Korean
artists. They were established in 1967 and useldke of alboum sales collected from
26,000 music stores in Japan, and are presentathily, weekly and monthly
rankings. It is a highly respectable ranking inalgpcomparable to the Billboard 100
in the US. The CEO of Japan’s Oricon, Koh Koikeds#uring his visit to the Gaon
Charts of K-pop Awards in 2012 that the polishe@g® and strong fan base are the
main reason for the success of Korean acts in tim@charts (Chosunllbo, Feb 24,
2012). Another famous band, 2pm, had two singlekea fifth or higher in the
Oricon charts since their debut (Kiyokawa, 2011).

According to Korean experts, Japan is the biggestseas market for K-pop
and now it is expanding to Europe and America dt Wke size of the entertainment
and media market in Japan is estimated to be 1Bdrnt\Won per year, which is five
times more than the Korean market (Kwon, 2012). Kimang-Kwon of Daewoo
Securities stated that despite the concert-cangellMarch catastrophe, SM
Entertainment drew more than 580.000 to their caaa@nd sold 2.5 million albums
in 2011. Girls Generation by SM Entertainment edrneore than 71 billion won,
which is a 360 per cent rise from 2010. The SM afpeg profit estimations for 2012
are expected to be 70 billion Won from 166 billfon in sales (ibid). This statistics
evidences that K-pop has been holding a strongarithe Japanese market since its

first successful act by BoA.

4.3 Anti K-pop wavein Japan

Despite the popularity of K-pop flourishing in Japahere is also a parallel anti-K-
pop sentiment growing in the society. In Augustl@Ghere was a six thousand
people demonstration against Fuji TV, because these “airing too many Korean
dramas.” The catalyst for this protest was thendirof the Japanese actor Takaoka
Sosuke from his agency after he criticized the Horevave publicly through his

twitter account (Hicap, 2011).

Another sentiment is the recent issue of the pogdtaean actress Kim Tae
Hee who brought up the Dokdo/Takeshima issue iradaand was subsequently
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dropped from all commercials and boycotted by sdagganese citizens (The Korea
Herald/Asian News Network, 2012).

Besides these two major events which attracted aflonedia coverage and
involved a high number of people, there are maimgrosentiments of lesser scale
which display a similar backlash attitude.

One of such events which caused a lot of onlineatdelwvas the high-school
performance of the granddaughter of the Japaneseei®&m Akihito, Gako, who
copied the choreography of “Oh” of the K-pop bandld<sGeneration. Some
comments by Japanese netizens displayed the argaKaentiment by questioning
the connection of the Emperor family to Korea amgressing their dissatisfaction
with Gako dancing to Korean pop-music (Yoon Y-S120

In 2011 a Japanese comic book titled “Chase ofi€atied K-pop Boom” got
widely circulated on Japanese websites. The bosglalied the negative sides of
Korean entertainment industry such as suicideebrénd sex service by referring to
the Korean actress Jang Ja-yeon who committeddsuinoi 2009. The book states:
“The Korean government has invested 20,160 biNiam a year to fabricate “Korean
wave” in Japan” (KoreaTimes, January, 1 2011).

The Japanese national newspaper Yomiuri Shinbualsaseen quite critical
about rapid the Korean Wave spread by publishingena about discontent of
Japanese locals living in Shin-Okubo with tourisotiyging the area and the need for
Japanese artists to go abroad and compete withaKa@igers (Sakurai, 2012; Ota,
2011).

Despite these anti-Korean wave manifestatiomg segnificant impact of it on
the spread of Hallyu in Japan has not been registget. Regarding the case with
Kim Tae Hee cancelling the advertising campaigdapan, the director of Oricon,
Koike Koh said that Kim Tae Hee’s side overreactgace this negative reaction was
expressed by a small group of people and in gedefanese people like KPOP and
Korean dramas (Chosunllbo, Feb 24, 2012).

Despite this positive opinion expressed by Koh, ynacholars take a more
cautious stance towards anti-K-pop wave, sinceribasly affects the perception of

people and states (Chinese government decidedt texports of Korean drama) by
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making people regard Korean wave interconnectett yiivernment policies as a
manipulative state enforcing norms and rules ugmmt (Hayashi &Lee, 2007). In
this case, all the attempts of the Korean stateuitdl a positive image of “A Good
Neighbor” through the Korean wave are seriouslydaémed by its own explicit

involvement.
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4.4. AKiss Micro-ethnographic case study

AKiss is a K-pop band consisting of 21 members Whizas established in 2009
under Golden Goose Label Entertainment. It is #ungdst band in the history of K-
pop. It was formed by Kim Kyung Wok, producer otkudols as BoA and DBSK.

The band members had severe training for two yeefire debuting in Tokyo, Japan.
They hold regular performances twice a day, evesyekcept Monday at S-theatre in
Ebisu, Tokyo. In order to achieve such kind of @fincy, the band is divided into
three subgroups, AKiss J, AKiss O and AKiss L. Bhisranother subgroup AKiss G,
which serves as a substitute part of the band hedmembers of this division

undertake hard training in Korea right now.

The theater concert hall contains 198 seats asdeagular that all of them are
occupied. First seats are often taken by the mesnbkithe AKiss fanclub. The
fanclub of AKiss has approximately 1,000-1,500 mersb(interview with Y.
informant) and it is growing. Talking about the romic side of the concert, one
ticket for the AKiss performance costs approxima#500 YEN (56 USD, 2012).
The majority of fans (eight out of ten interviewpdsd this price to be very
expensive. However, still the number of their &s# fairly high. Since the start of the
band performances in Japan (Aug. 2011) till theetohthe interviews (Jan. 2012) on
the average the fans of AKiss visited the concertirBes with a minimum number of
visits being 10 and the maximum 80 times. Even ghothe level of exposure is not
very large in comparison with such famous bandBigsBang or KARA who have
million-people fanclubs, the local success of AKissan undeniable fact with the
constant filling of all 198 seats and loyal fanteatling their concerts no less than

twice a week.

The question to be answered is, what kind of indmgAKiss present and how
are the fans influenced by this image and what @asons and attitudes toward
Korea and Korean society they build on the basthisf

This section deals with fandom since fandom is la@oimportant domain of

discussion of political implication of popular aule. As one researcher (Tanabe et al,
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2001 in Otmazgin and Ben-Yari, 2012, 20)) statd®y buying, eating, wearing,

watching, listening to, and exchanging ideas alboese products fans may, through
everyday practices dislocate (rather than resissulavert) political and economic
spaces.” fans are the direct recipients of culéfifect and indicators of the scale of its

amassment.

It is important to note that fans may vary, as safntgem may present strong
commitment and identification and others may beasual audience who consumes
popular culture as a part of leisure time. Chud2204) argues that the popularity of
a pop culture depends on this size of the leisudéeace since their number exceeds
the number of avid fans by a wide margin. Thisnether limitation of this research
in terms of generalization since it focuses exactlyavid fans reception. But at the
same time the avid fans responses helped to getdéleper meaning of their
perception and involvement in their activities stlated the better understanding of

the factor behind their interest in K-pop music.

4.4.1. The band and its image
AKiss is a band with 21 members of different agghwhe youngest member being

born in 1995 and the oldest member in 1985. Théicial website and all the
websources (allkpop.com, japantimes.co.jp, dkpopmest) emphasize the average
height of AKiss members, which is above 185 cm.gHehad been one of the main
requirements at the audition. This requirement se@tsup as a part of a business
strategy. First, it is a distinctive feature whidifferentiates them from other K-pop
groups and second, it helps to involve the membéraKiss into modeling and

commercial making (interview with a producer Mr..K)

Mr. K emphasized that the fans have different tasied the higher the
number of band members, the higher is the chaneppeal to more fans who may
find a certain member interesting and attractivee Tifference in characters and
styles is the core of the strategy and explains I#o& of vocal skills of some
members. The concentration on different styles perdsonalities rather on single
singing ability is quite a common practice in thg#&p industry. As Park Jin Young,
the producer of one of the biggest entertainmenéneaigs in Korea, JYP
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Entertainment, said in an interview at the SBS Téws “Healing Camp”: There
may be artists under JYP Entertainment who areiteckvhen it comes to vocal

talent, but none of them seem unnatu(alllkpop,2012).

Another important aspect of the band compositicinas all males have fairly
good looks according to the fans. The East AsignuRwo culture and especially the
Korean Wave develops the notion of “beautiful pebplith men as leading in this
genre. As Chua (2004, 212) stated:

“The beautiful look is arguably more important thacting or other performing
talents including singing. The similarity of packag and the indistinguishable
sameness creates visual and discursive room foinertion and projection of an

idea of “Asian-ness” with nationalities suppressed.

Asian scholars including Chua (2004) and Iwabu2BD@) claim that cultural
proximity was one of the main reasons of massiveaace and success of both
Japanese and Korean popular cultures in East AB@image of “pretty boys” was
massively used in Japanese manga and anime prawiuthierefore the appearance of
kkonminam(*beautiful man”) fever for Korean good-lookingtiats among Japanese
females was not a surprise. TH&onminamsyndrome refers to feminine-looking
males in the entertainment industry who presenthiyteid of male/ female sexual
identities rather than completely manly or femidizenen (Jung, 2011, 58).
Kkonminamimage usually depicts a tall male with “long legbm feminine face,
long hair and sweet smiles” (Jung, 2011,59). AKisembers perfectly suit this

description.

All the interviewees admitted that they are veiyaated to the good looks of
AKiss members. They described them as “very tdligndsome”, “good-looking”
and “masculine”. When asked about the appearanteeofapanese singers all fans
answered that they prefer Korean stars more bectngse look better than their
Japanese counterparts. However, every respondeggchthat not every member of
the band is very skilled at singing and dancing.
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“No, not everyone is good at singing. And | can #agt not everyone is a great
dancer. However, | can clearly see how much effaKiss puts into each

performance. "(from an interview with respondent N.)

This notion of appreciation of efforts by AKiss migens was also mentioned
by the AKiss producer Mr K., who confirmed that sthiransparent effort
demonstration (10 hours of rigid training mentionedthe official website, hard
learning and practicing Japanese with an audieisxc@nother strategy to get the

recognition of fans.

One AKiss concert lasts about 90 minutes. Theretwoeconcerts per day
(one at 2pm, and another one at 7pm) with two efdhbgroups performing so that
the third one has a day off. Moreover, two groupscty happen to perform together,
assist each other during the concerts and perfloenmiain song “Love” (85000 views

on YouTube) together in the end.

The main idea behind the concert structure is nbt the visual show which
involves synchronous dances of 14 members mixedh wiveral strong live
performances. It is the constant interaction of #Kwith the audience. Out the 90
minutes of performance, at least 40 minutes wevetdd to jokes, games and talking
with the audience. This format was very well ree€iby the fans, who were attracted
to the closeness of AKiss to the audience. As anenientioned (personal interview
with respondent K.), I“like to attend the concerts of AKiss because thigyays
interact with us. And every time they change thegmm and games. Therefore,

every show seems to be fresh and new even thoeigllgs are the sartie

In the end all 14 members of AKiss line up in frofthe exit to shake hands
with their fans. During the handshake, fans carermsmall talk with the members
and hand in their fan letters to them. The handshaikth the idols symbolizes the
intruding of the boundary between the idols and ftres. According to Mr K “the
fans may be seeking something real in their fantasgid through close, physical
contact with Korean entertainers” (interview withr M in Japan Times, July 26,
2011).
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The handshake part is extremely significant siteesurvey results indicated
that the majority of Japanese female fans werecéd to these concerts right
because of it (one interviewee said that she wbalee stopped attending the concerts
if there had been no handshake part in the end)tat&monstrates the closeness of

Korean idols to the audience.

4.4.2. K-pop Presenting and Disseminating the ImagfeKorea and society

As it is apparent from the discussion above, theeKo popular music is rapidly
penetrating the Japanese market by generating etormofit and receiving huge
interest of Japanese fans. Besides the economiefiheAKiss performance as a
Korean band in Japan does carry a representatnaidn and disseminates a certain

image of Korean cultural products and Korea.

In my interviews with ten fans of AKiss, everybodgreed upon the high
guality of K-pop music and its videos. The majonfyinterviewees described Korean
music as “high quality” and "very catchy tunes”.efhemphasized that videos for
Korean pop-music have a very high class and aeedsting to watch. The majority of
fans admitted that they started to listen to Jgigpificantly less after their interest to
K-pop rose, and some respondents stopped listénidigpop completely because they
thought that K-pop was much better produced thaopl- A famous Japanese

producer Jeff Miyahara (Jarnes, 2011) is not ssepriwvith such conclusions:

“The Koreans use the cream of the crop for all aspetproduction...They have the
best producers and the hottest performers, whoaen fine-tuned and pretty much
genetically engineered to be the strongest, fadigisting machines." Indeed, if you
pair up AKB48 with the members of After Schookmy one of the Johnny's Jimusho
boy-bands with recent chart-risers 2PM, the Japansisle does appear to lose out
when it comes to physique”

Besides AKiss songs, the respondents named suapges Kara, DBSK and
Girls Generation as their favorite ones. Talkingwththe amount of time AKiss fans
devoted to listening to K-pop songs, the majorégponded that they listen to K-pop
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most of the time. It was rather an abstract questidich was hard to answer
precisely but the advantage of it is that it ledhe finding that music was an easier
and more flexible cultural content to consume. Amaime ten respondents, two had
jobs and the others were students and their everydaedule plans were very busy
with studies and duties. Therefore, most of thewh bt watch time-consuming
Korean dramas but instead were listening to K-paging the breaks or on the way to
school or work. K-pop videos were another easyetteas content due to its
overwhelming spread on YouTube and high qualitylared by the fact that the

official entertainment channels were posting them.

All the interviewed fans said that they decidedstody Korean in order to
understand the lyrics of AKiss songs better andewpersonal letters to the band
members in Korean. All ten interviewees were in fhecess of self-study of Korean

language and were practicing it each time they weitng fan letters.

Many fans were saying that they acknowledged tfertefof AKiss members
to speak Japanese. As one of the fans (fan A.) ‘#sldss are putting so much effort
to learn Japanese and do their best to give us liexteperformances. It really

motivates me to do my best to study Koréan

It is important to mention that this appreciatidnAiiss enormous efforts to
study the Japanese language was mentioned by tlieigar as a main reason of
AKiss starting their activities in Japan and notré&a Mr. K called the start-up of
activities in a foreign country a strategy to g@pmeciation and empathy from
Japanese fans who would develop respect and adnifar the members who have
to overcome so many difficulties in an alien enmirent, including the language
problem. It is interesting to note that this is tiwe first case when the Japanese fans
find learning Japanese by K-pop stars to be aiweactn 2012 according to the
research conducted by a Japanese Research ComjuroyResearch, measuring the
popularity of famous people in Japan, the K-popcbKARA was ranked 28 and
was the only foreign star which appeared in thte @ne of the answers justifying the
choice of KARA stated: I like KARA because all five members have different
characters. Their efforts in speaking accurate Jes®e causes me to like tHem

(StarNews via Naver, allkpop, 2012).
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Besides the initial recognition of the hard effarfsAKiss, Mr. K claimed that
this demonstrative efforts-strategy also servedadasol to disseminate a positive

image of Korea and Korean people. Mr. K (persontarview) stated:

“AKiss work hard to improve their Japanese and thekills. The fans see this
progress and enormous efforts and develop a pesithage of Korea and Korean
people. They see Korean guys to be good. Morebwesetof them who did not have
any knowledge about Korea before, start gettingazig about it

His words are reinforced by the interview findingih the fans of AKiss. All
of them have quite a positive image of South Kaaed Korean people. All of the
fans agreed that Korean people are very hardworKimgcomparison to Japanese,
Koreans seem to put more efforts in what they aragi- fan Y.), good-looking
(“Korean men are so tall and handsome. That's wtgnl watch AKiss all the time™-
fan A.) and warm-hearted (“AKiss and other K-poprstare always smiling and
having such a warm attitude towards their fans.f@é that our distance is so close.

Not like the Japanese celebrities whom we baradylige.”- fan M.).

4.4.3. K-pop fans’ attitude to Korean society

The projection of their experience with AKiss andr&an TV shows tends to
urge fans to develop a new way of thinking of theolg Korean society. This is a
clear example of the “Heroes and Celebrities” egggtby Lee (2009) in action with
AKiss serving as Korean representatives with certaessages their performances
convey. A good-looking “kkonminam” appearance andvarm-hearted attitude
constructed through frequent interactions with AKidols and high-quality K-pop

videos made all female fans of AKiss to considerdém men as perfect partners:
“I would like to date a Korean man because Koreaennare more gentlemen and

more considerate than Japanese men. They seerketontare care of their girlfriends

and wives.”(interview with fan K.)
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This promotion of the Korean men’s image througlpdf well-mannered
“kkonminam”-looking guys is quite an effective s&gy noticed even by foreign
media. In 2006 Washington Post published an arébtaut the demand rise on Japan-
Korean matchmaking service agencies among Japammesen who were looking for
Korean husbands. Japanese women were coming t® dgesncies looking for their
ideal man who embodied the type presented by thedfoentertainment industry.
The type is represented by “rich, kind men withnecadentally striking looks and a
tendency to shower women with unconditional lovedipla 2006).

Fans of AKiss are overwhelmingly enthusiasticout this “ideal man”
construction and assume Korean men to be the santhe& favorite idols with
courteous manners and good looks. All the fansetiwut to be single at the time of
interviews and two of the interviewed respondenenebroke up with their Japanese
partners because they were against their infatuadiod constant visits of AKiss

performances.

In sum, AKiss and other male K-pop stars presemew type of special
“kkonminam” masculinity encompassing soft manners striking looks. This type is
extremely attractive for many Japanese women wHectetheir impressions from
branded and marketed idols on their vision of Koregen in general. As a result it
enhances the image of Korean men and develops avagwf thinking about Korean

people.

4.4.4. K-pop fans attitude to Korea, Korean cultuead Korean products

The interest in Korea, Korean culture and Koreaadpcts was boosted
among the fans when they started to visit the at®iad the band. The majority of
fans admitted that they had no clear idea andastabout Korea before they started
to follow AKiss activities.

“l used to think only of Japan only since | am Japse. After | took interest in K-Pop
| became more open-minded. It widened my way okitig. | have become very

interested in Korea and Korean culture(interview with the respondent E.)
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The majority fans have the same opinion. K-pop #@&idss made them
interested in Korea and Korean products. Asked tath@uassociations they have with
Korea the respondents expressed such impressio@scmintry where people study
a lot”, “The food is good and people are good-logkj “The stuff is cheaper and

make-up products are of very high quality”, “cuétus close to the Japanese one”, “A

good country to travel to” (respondents Y, N and K

All AKiss fans tend to purchase Korean merchandismmoducts such as
cosmetics, posters, audio and visual products,nteahdevices. Korean make-up
products were the most popular item to buy. All thepondents were keen on buying
Korean make up brands suchEside Nature Republi@ndInnisfreebecause they
were considering their quality to be better tham lhpanese products. Besides passion
for Korean make-up products, all the respondentsetliout to be big fans of Korean
cuisine and were frequent visitors of Korean rastais in the Shin-Okubo district in
Tokyo. The majority of fans haven't been in Korea bll expressed their wish to
visit there one day. Those fans, who had visitedeKoalready, stated that they

enjoyed it a lot and did a lot of shopping and &ghing.

This claim of rapid rise of demand for Korean prcidudue to the popularity
of K-pop and Korean pop operas as a driving foscal$o supported by the official
statistics. Due to growing status of Hallyu theesadf Korean cosmetics reached W10
trillion in 2011 (US$1=W 1,124) (Arirang News, 20&2 Chosun 1Ibo,2012). In the
same year, the Bank of Korea registered the risédaaudiovisual services such as
distribution rights for Korean movies, audio sowtg 32 per cent from the previous
year generating the surplus of US$ 100 milliontdtal the industry earned US$ 794
million from export of cultural and entertainmemrgces in 2011 (Bank of Korea,
2012 in Chosunllbo, Feb 7 2012). Bloomberg Buswes& provided a relevant
interview abstract with one of the Japanese ferfate of a popular K-pop band
DBSK “I used to rule out Korean products, but now | haeeproblem with them. If
my favorite star was advertising a South Korean TWould definitely buy it. | want
to feel closer to them by buying the same prodietg use”(Yasu & Shiraki, 2011).
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4.4.5. K-pop fans’ attitude towards anti-K-pop wave

Talking about the anti-K-pop wave demonstration Fji TV, 9/10
respondents expressed their disappointment andr amtfe such “a nationalistic”
sentiment to happen (respondent M). Regarding dkak&osuke, they agreed that he
should have thought about his stands before writimg twitter since he is a public
person. Therefore, firing from the agency was fdilowever, there was one
respondent among 10 who showed another opiniona8imétted her great interest in
AKiss and K-pop, however she was worried and arsiabiout the huge influx of
Korean products in Japan. This respondent was rtheiaformant who did not find
Anti-K-pop wave negative since it just showed “pedgpconcerns” (interview with a

respondent D.).

4.4.6. Non-K-pop fans perception of Korea/Korearcsty/Anti-Korean wave

Asking the same set of questions about attitudeatdsv Korea and Korean
society to Japanese females who do not listen fmiK-generated different results.
The majority (4/5) of interviewees answered thaytlwould prefer to date/ marry a
Japanese man rather than a Korean man becausei¢heyoncerned about cultural
differences and language barriers and one resporsaéh that her dating choice is

individual and depends on a person.

Talking about Korea and images associated with, & non-K-pop fans
respondents said that they used to think of Koea aountry which had “cheap
goods and spicy food”, “pretty people”, “it is pdauright now”. All six respondents
said that they would like to visit Korea if theychthe chance because they loved
travelling. However, in relation to Hallyu, the rodty of them expressed an opinion
that “it is a good thing, but it's just too much tkan stuff in Japan right now”, “it is
everywhere and it is sometimes too much” (respoisd&; O). All interviewees
listened to Japanese and Western music and newkrahg interest in Korean
audiovisual products. In general those respondattier paid no special attention to
Korea or had very neutral stands which were conmugtly to “Korean barbeque”

associations. Three out of six respondents saitl tthey used Korean make-up
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products sometimes because they were “much chetipger Japanese makeup

products”.

Talking about the scandal with Takaoka Sosuke nibgority (4/6) expressed
their discontent with a decision to fire him (“itag too harsh”, respondent S.) and
thought that he had a right to speak out. In geéralanon-K-pop fans agreed that
anti-K-pop wave is not a nice phenomenon but it dagght to be due to inflow of
overwhelming Korean media products and they carrstand it.

4.4.7. Analysis of empirical findings

Applying the characteristics outlined by Lee’s soee(2009) it is apparent
that “Heroes and Celebrities” is a massively usedteyy by the Korean state to
convert soft power resources (Hallyu) into soft powo achieve such goals as image
enhancement and Korea awareness. Besides thisptban state is using the fame of
Korean wave stars to negotiate and deal with thigiqad conflicts. In 2011 the South
Korea’s military department sent Hyun Bin, a pop@auth Korean actor serving in
South Korea’s Marine Corps, to visit Indonesia irdey to repair relationships
damaged by the February Incident when South Koietglligence agents were
reported to break into the Seoul hotel room of radohesian delegation. The agents
were presumably looking for information relatedprice negotiation over the export
of trainer jets to Indonesia but the mismanageehgit was reported in media. Hyun
Bin, who is enormously popular in Indonesia duehis exported dramas, was
assigned to take part in an Indonesian militang@emy (Makino, 2011). This story
displayed the fact that the Korean state has stateuse the Hallyu not only for
promotional purposes but also as a foreign polggnda asset. Although it is still rare

yet and the main goal of Korean wave is the awaemerease and image boost.

The interview findings indicated that with the helfp the well-planned
business strategy (band composition, concert setaapketing strategies) K-pop does
produce attraction and admiration among fans whighgs both economic (the
producer of AKiss is eager to sell around 1200@@Betis ) and symbolic benefits
(fandom gets motivated to get to know about Korea).
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The main question of an adopted soft power apprdbebry was whether
attraction did not remain just an attraction withaany power conversion. The causal
path was if K-pop changed the perception of peapleut Korea and Korean society
implies that people who consume K-pop make therel@dink between music and
politic (Press-Barnathon, 2012). According to thedihgs of the AKiss micro-
ethnography case, Korean popular culture transfothes perception of young
Japanese women in regard to Korea. Transnatiomsuoaption of Korean pop music
and videos shapes the image of Korea as a “coaitogduwvith good food, advanced
audio-visual technology and high-quality make-updurcts. With the K-pop spread,
Korean men are perceived as hard-working, attractivd kind-hearted people. All
these images are constructed on the strong grotir{tpmp stars’ (“Heroes and
Celebrities” representatives) performances, bemaaial activities. While females
who do not listen to K-pop do not have such cleassages constructed in their mind
and tend not to care about Korea or think of ittémms of the most common
associations such as “spicy food” and “cheap gaods”

In regard to the anti-Korean wave, the demonstnatd K-pop fans and
appreciation/ indifference by non-fans towards wad surprising. However, the
appearance of another fan’s voice that was sympatt@vards these sentiments
should bring the worrying note to the explicit Kanestate initiatives. As it was
mentioned by Hayashi &Lee (2007) anti-Korean wasmetisnents may negate all the
positive outcomes of it. Even though it was juse @nice among ten, it is an opinion
of a person who actually likes K-pop but the amoantl speed of its spread are

getting overwhelming for her.

Following the hybrid scheme by Lee (2009) and RBm®iathon (2012) it is
apparent that there is a clear transformation ofelo pop culture consumption
among some certain clusters of population intcaetiton towards Korea and Korea
society which is a manifestation of co-optive powethe Korean soft power on some
part of the populace. It is possible to say withyviemited scope of generalization,
encompassing young females who are fans of AKifisol@gh it may have a tendency
to relate to other K-pop fans in Japan too) thatelda pop as a soft power resource

did shape a new way of thinking towards Korea tntlat least in the short term and
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it turns K-pop into soft power demonstration. Altigh it seems unrealistic to guess
whether these short-term effect will be fixed ire tlong-term habitual level, it is

necessary to mention that both the producer ob#imel and the interviewed fans have
a very optimistic vision of their future fandom edtion and plan for the moment to

be in touch with K-pop for a long time.
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5. Conclusion

The thesis focused on the phenomenon of Korean Wavapan and its right to be
called a “soft power” as it was coined by numermedia sources. The clear role of
the state was indicated as an inevitable engirieeoHallyu rise and promotion. With
the clear vision stated by the Ministry of Touriamd Culture of Korea as a “Greater
Korea Made Possible by Culture” the value of c@tfor the state and Korean wave
especially is apparently high. The Ministry offis@mphasized the role of the Wave
as a major promoting and image boosting force wihidh raise awareness about
Korea, develop interest in its culture and boostitm. These clear goals were the
first step of soft power fundament creation sinceoading to Lee (2009,89) they
represented “the intentions of the applicants engle the perceptions and attitudes of
the recipients” or in the words of Nye they disgdythe intention of using popular

culture as a soft power resource “to get the oueyou want” (Nye, 2004,4).

The case study of K-pop avid fandom clearly dispththat the Korean Wave
has fundamentally influenced the perception of ¢hdagpanese fans who got deeply
engaged with the Korean popular music. The fanthefstudy represent an “active
audience”(Hayashi, 2005b), which means that thégnédtthe concerts regularly,
collect information and try to interact with thadols through letter writing and
handshake practice. Therefore their exposure t&trean wave is enormous and as
a result it penetrates the minds of young Japaf@sales through its mediated
representation of Korean people, Korean stars amckdh culture. Through these
media constructions the female fans develop a ipesdpinion towards Korea by
associating it with an advanced audio-visual tetidgioal progress and Korean
people who are perceived as hard-working and gooklithg people. Korean wave
through Korean celebrities successfully dissemmabe attractive image of Korea
which boosts the tourism, export sales and devebpsositive attitude towards

Korean people among Japanese fans of K-pop.

Even though this case focused on a very small pdipal group (young
Japanese female fans) the Korean Wave can stiliegarded as a soft power
manifestation due to its achievement of pre-setsgoienhancing the image through

the Hallyu spread and maintenance. Even though itmpossible to speak for all
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Japanese youths, the goal of “Greater Korea byuilistated by the Korean state
did not contain any specific numbers or populas@e. Therefore, the success of its
goal accomplishments even within a small proportba foreign country population
is still a success of its Korean Wave utilization.

Taking the perspectives of three groups of scholdrs were arguing about
the power Korean wave influence, this study linpsaith the first group of scholars
(Ko (2009), Shim (2008), Cho (2011)) who argue tkatean wave is indeed a soft
power representation since it raises the awarenabssit Korea and develops a

positive attitude with the help of Korean Wave beiges.

One of the major findings is that even though tlerdan Wave has a very
positive influence on fans in a way that it constsua very attractive image of Korea,
Korean society and culture, as well as its overmivgy and huge influx has been
alerted even by the avid fan of K-pop who expresbed comprehension and
sympathy with anti-Korean wave protest at Fuji 1012, This message of
government’s need to reduce its involvement wite #orean wave spread and
activities, which is supported by a number of sal®land journalists (Yang (2008),
Tsai (2008), Kim (2012)) and findings of non-K-pfams supporting the anti-Korean
wave sentiments (they are not anti-K-pop orientedpfe) should give a worrying
note to the Korean state. Nye (2004, 17) was advaréhe idea that “in the liberal
society government should not control the cultus@#fice too much government
involvement may lead to repulsions like the antr&@n Wave backlash. Even
though it is not a serious phenomenon due to smiatiber of people, the government
should be aware that it negates all the achievesnehtthe Korean wave in
constructing the positive image of “A Good Neighfoand may lead to the demise
of Korean Wave soft power if the sentiment grow®rgg enough. In this, future
research including a careful and thorough analystbe anti-Korean wave sentiment
will be relevant and significant in order to undarsl the soft power limitation of the

Korean Wave in Japan.
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