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Abstract 

This study investigates the impact of Social Influence on the Behavioural Intention to use social media 

among K-pop fans, utilising a qualitative approach grounded in the Unified Theory of Acceptance and 

Use of Technology (UTAUT). Social media has become an integral platform for K-pop fans, fostering 

interaction, content sharing, and community building. We focused on Social Influence, one of UTAUT's 

key constructs, to understand how peer pressure, community norms, and influencer endorsements drive 

social media engagement in this context. Data were collected through systematic observations of social 

media activities and posts by prominent K-pop fan accounts. The analysis revealed that peer pressure 

significantly motivates fans to participate in activities such as voting, streaming, and sharing content, 

driven by the desire to conform to group expectations. Community norms were evident in coordinated 

efforts to achieve collective goals, such as streaming targets, which reinforce shared values and 

behaviours. Influencer endorsements from well-known fan accounts further amplified participation, as 

followers were more likely to engage in actions promoted by trusted figures. These findings provide 

significant insights into Social Influences critical role in technology adoption within fan-driven 

communities. The study offers practical implications for marketers and social media platforms to 

leverage Social Influence in designing targeted engagement strategies. Limitations include the focus on 

publicly available content, which may not capture private interactions, and the subjective interpretation 

of social media posts. Future research should explore longitudinal and comparative studies to deepen 

understanding of Social Influence in various fan communities. 

 

Keywords: K-pop, Social Media, Social Influence, Behavioural Intention, Technology Acceptance, 

UTAUT. 

 

1.0 Introduction 

K-pop, which stands for Korean pop music, has become a global cultural phenomenon, captivating fans 

everywhere with its energetic music, intricate dance moves, and impressive visuals. A significant part 

of K-pop's success is its enthusiastic fans, who engage in various activities to support their favourite 

artists. Social media is crucial in this landscape, providing fans a platform to connect, share content, 

and be part of the larger K-pop community. 

As K-pop continues to grow worldwide [1], it is important to understand what encourages fans 

to engage on social media. While many studies have examined social media use in different areas [2-

4], there has been limited research on how Social Influence affects K-pop fans' behaviour. Social 

Influence, which includes factors like peer pressure [5], community norms [6], and support from popular 

figures such as social media influencers [7], plays a key role in shaping how fans use social media. 

This study aims to investigate how Social Influence impacts K-pop fans' intentions to use social 

media. It will look at how factors such as peer pressure, community norms, and the influence of social 

media influencers affect fans' activities on these platforms. The goal is to gain a better understanding of 

what drives fan engagement in the K-pop industry. 
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This research is important for several reasons. First, it enhances our understanding of Social 

Influence in relation to technology use, particularly within fan communities. Second, the findings can 

provide valuable insights for marketers, social media platforms, and entertainment companies, helping 

them develop better strategies to connect with K-pop fans. Lastly, this study will lay the foundation for 

future research on fan culture and social media interactions, allowing for a deeper exploration of these 

topics. 

The following sections of this paper will include a review of relevant literature, an explanation 

of the research methods used, a presentation of the findings, and a discussion of their implications. 

Through this comprehensive approach, the study aims to emphasise the significant role of Social 

Influence in shaping the social media behaviours of K-pop fans. 

2.0 Literature Review 

2.1. Theoretical Framework 

The Unified Theory of Acceptance and Use of Technology (UTAUT) was formulated by synthesising 

eight existing models that examine how individuals accept and engage with new technologies. This 

integrated approach provides researchers with valuable insights into users' thoughts and feelings 

regarding the adoption of various technological innovations [8]. It addresses the complexities of user 

behaviour by identifying key factors that influence whether individuals will embrace new tools and 

systems. 

UTAUT identifies four primary factors that significantly affect technology acceptance: 

Performance Expectancy, Effort Expectancy, Social Influence, and Facilitating Conditions. 

Performance Expectancy refers to the degree to which using the technology is perceived to enhance job 

performance. Effort Expectancy involves the perceived ease of use associated with the technology. 

Facilitating Conditions pertain to the resources and support available to use the technology effectively. 

Finally, Social Influence reflects the degree to which individuals feel that important others believe they 

should use the new technology, as explained by Venkatesh et al. [8]. These constructs work together to 

provide a comprehensive understanding of the factors that can either promote or hinder technology 

adoption. 

In 2012, UTAUT underwent an update, evolving into UTAUT2 [9]. This version expanded 

upon the original framework by incorporating additional variables, particularly in the context of 

consumer technology. UTAUT2 introduced constructs such as Hedonic Motivation (the fun or pleasure 

derived from using the technology) and Price Value (the cost-benefit ratio perceived by users), thereby 

enhancing the model's applicability to various technology domains.  

Both UTAUT and UTAUT2 consider gender, experience, and age as important moderating 

factors that may influence the relationships between the identified predictors and users' Behavioural 

Intentions. For example, younger users may have different performance expectations or effort 

expectations compared to older users, which can affect their likelihood of adopting a new technology. 

This nuanced understanding helps researchers and practitioners tailor their approaches to different 

demographic groups, ensuring that technology implementations are more effective and user-friendly. 

Moreover, both theories place a strong emphasis on actual usage behaviour as a critical 

outcome, seeking to understand not just the intentions behind technology acceptance but also how these 

intentions translate into real-world usage. This focus on behaviour aligns with the goal of providing 

actionable insights for businesses and organisations looking to promote new technologies. 

The overarching aim of UTAUT and UTAUT2 is to illuminate the factors that impact 

technology acceptance, emphasising the need for simplicity and reliability in technology design and 

implementation [10]. By recognizing the external factors that influence user behaviour, decision-makers 

can make more informed choices about which technologies to adopt and how to facilitate their use 

within their organisations or communities [11, 12]. This understanding is crucial not only for enhancing 

user satisfaction but also for ensuring that technology investments yield positive returns in terms of 

productivity and engagement. Figure 1 shows the UTAUT and UTAUT2 framework. 
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Figure 1. UTAUT and UTAUT2 framework. 
 

UTAUT and its updated version, UTAUT2, provide a comprehensive framework for 

understanding technology acceptance. By identifying key factors and considering demographic 

influences, these theories offer valuable guidance for researchers and practitioners aiming to foster a 

more technology-friendly environment.  

2.2. Social Influence in Technology Adoption 

Social Influence has consistently been shown to be a powerful predictor of whether individuals adopt 

and utilise new technologies. Research indicates that people are significantly more likely to start using 

new technologies when they perceive that important figure in their social circles—such as friends, 

family, or colleagues—support or recommend these technologies [8, 13]. This phenomenon highlights 

the importance of social validation in the decision-making process regarding technology adoption. 

When individuals see their peers actively engaging with a new tool or platform, it creates a sense of 

trust and reassurance, making them more inclined to follow suit. 

Social Influence plays a crucial role in shaping technology adoption behaviours, especially in 

environments where social connections are vital. The endorsement and participation of peers can 

significantly enhance an individual's willingness to embrace new technologies, creating a supportive 

ecosystem that fosters engagement and community involvement. This dynamic is especially evident in 

fan communities, where the shared passion for K-pop and the desire to connect with others amplify the 

effects of Social Influence on technology use. 

2.3. Gaps in the Literature 

Despite the growing popularity of K-pop and how much fans use social media, there is still a big gap in 

understanding what makes K-pop fans want to interact on these platforms. This gap is especially clear 

when looking at how fans' intentions to use social media relate to Social Influence within K-pop fandom. 

While Social Influence is known to be important for adopting new technology in general, more research 

is needed to fully understand its role and effects on K-pop fans' social media use. 

A recent study by Mohd Jenol and Ahmad Pazil [14] points out that K-pop artists' ongoing 

production of content and the sharing of user-created content on social media help boost their fame and 

recognition. Their research investigates why K-pop fans create and promote content on social media, 

showing that fans work together in a culture where they actively make media and take on leadership 

roles in their fan communities. 

The V Live app allows K-pop idol groups from different entertainment companies to connect 

with fans through live streaming. This feature lets viewers comment and react in real-time during 

broadcasts. Even though V Live has been around for almost five years and has seen steady growth in 

users and revenue, most current research focuses on other live streaming services like Periscope, 

Twitch, and Afreeca TV. As a result, there is not much research on V Live from the user's perspective 

[15]. 
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To fill this gap, this study will focus on user-level research about social media, specifically 

looking at how Social Influence affects K-pop fans' intentions to use social media platforms. By 

applying theories about technology acceptance to the context of fan communities, this study aims to 

better understand what drives K-pop fans to use social media. 

2.4. Social Influence in the Context of K-pop Fandom 

According to social cognitive theory, social norms and their effects are outside factors that shape how 

people act [16]. Social Influence is a type of outside motivation that can lead to Behavioural Intention 

[17]. Muhammad et al. [18] found that Social Influence can have a positive effect on the intention to 

use social media. Other studies show that Social Influence helps users adopt and use technology more 

effectively [19-21]. 

Factors like celebrity influence, connections with friends, norms within fan communities, the 

presence of influencers, fandom events, official announcements, fear of missing out, and the need for 

validation are all expected to contribute to Social Influence among K-pop fans on social media [5-7]. 

These social factors affect K-pop fans' actions and choices, encouraging them to actively use social 

media platforms related to their fandom. Therefore, Social Influence is expected to have a strong and 

positive effect on the intention to use social media. Based on this, the following hypothesis is proposed: 

 

H1: SI has a significant effect on BI to use social media among K-pop fans. 

 

 
Figure 2. Research Framework. 

3.0 Methods 

3.1. Research Design 

This study uses a qualitative research design, specifically an observational approach, to look at how 

Social Influence affects K-pop fans' intentions to use social media. Observational research involves 

collecting and analysing data by watching how participants behave in their everyday environments. In 

this study, the researcher will observe and analyse K-pop fans' activities on social media to understand 

their usage patterns, what content they prefer, and how they interact within online communities. 

3.2. Participants 

The participants in this study are K-pop fans who actively use social media for K-pop-related activities. 

They will be selected through purposive sampling, focusing on individuals who identify as K-pop fans 

and regularly use social media platforms like X. The goal is to include a diverse group of participants 

based on how long they have been using their social media accounts, the number of followers they have, 

and their level of engagement with the fandom. Table 1 provides details about the selected accounts for 

this study. 

 
TABLE 1 

Participants details. 

Username User ID Account creation Total followers 

ENHYPEN UPDATES @enhypenupdates 02/2017 1,300,000 

CODE7 @code7vt 08/2021 4,521 

N/A @itgirlismz 03/2021 2,236 

xo, domi @_en_tertaining 09/2022 1,355 

Salms @heeslovesme 10/2018 2,356 

3.3. Data Collection 

Data collection for this study will mainly involve observing participants' social media accounts 

and activities over a set period. The researcher will carefully watch and record the content that 

participants post, including text posts, photos, videos, comments, likes, and shares related to K-pop. 

These observations will be done in a non-intrusive way, meaning the researcher will not interact directly 
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with the participants. This approach aims to capture their natural behaviours and interactions in the 

online environment. 

3.4. Data Analysis 

Data analysis in this study will use qualitative content analysis to find themes, patterns, and trends in 

the K-pop fans' social media activities. The researcher will examine the content observed to identify 

patterns in what types of content are posted, how often they are posted, engagement metrics (such as 

likes and comments), and interactions with other users or fan communities. Thematic coding will be 

applied to organise and categorise the observed data, helping to identify common themes and 

differences among the participants. 

4.0 Results and Discussion 

4.1. Themes of Social Influence 1: Peer Pressure 

In K-pop fan communities, Social Influence plays a pivotal role in shaping behaviours and encouraging 

participation in various activities. Observational findings reveal that many fans exhibit behaviours that 

are significantly influenced by the actions of their peers [22]. For instance, when fans post about their 

involvement in streaming campaigns, it often leads to increased participation from others within the 

community. This phenomenon reflects a strong sense of community pressure, where the visibility of 

peer participation motivates others to join in and contribute to the collective effort [23]. 

The screenshots from Figure 3 and Figure 4 serve as potent examples of peer pressure within 

the Social Influence construct, especially in the context of K-pop fan engagement on social media. 

According to Figure 3, user @code7vt's post on X reminds followers to vote for their favourite artists, 

which is ENHYPEN (K-pop boy band), and encourages them to follow other group voting teams for 

updates. This not only highlights the importance of voting but also creates a sense of collective 

responsibility and urgency. Followers are implicitly pressured to participate in these voting activities to 

show their support and dedication, as failing to do so might be perceived as a lack of enthusiasm or 

loyalty towards the fan community [24]. The act of following other group voting teams further 

strengthens the network of peer influence, making it more likely that individuals will conform to the 

group's voting efforts. This kind of peer pressure fosters a strong sense of community, where the 

collective behaviour of voting becomes a norm that individuals feel compelled to adhere to in order to 

be part of the in-group. 

Similarly, based on Figure 4, user @itgirlismz's post on X urging followers to reply with their 

Spotify accounts for view counting and to continuously stream newly released music videos underscores 

the peer pressure dynamic in Social Influence. By publicly asking followers to share their accounts and 

engage in streaming, the post creates a visible standard of behaviour that followers are encouraged to 

meet. This public call to action leverages the influence of peers, as individuals are more likely to 

participate when they see others doing the same [25]. The encouragement to keep streaming the latest 

music video adds to this pressure, as fans may feel the need to contribute to the collective streaming 

effort to ensure their favourite artist's success. This communal participation not only enhances 

individual engagement but also strengthens the overall fan community, as members work together 

towards common goals. Both posts exemplify how peer pressure within Social Influence can drive 

significant social media activity among K-pop fans, highlighting the powerful role of community 

dynamics in shaping individual behaviours. 
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Figure 3. Voting Instructions. Figure 4. Music Video Streams. 

4.2. Themes of Social Influence 2: Community Norms 

In K-pop fan communities, posts and interactions often adhere to established community norms, which 

dictate acceptable behaviours and practices. These norms include celebrating significant events, such 

as idols' anniversaries, and participating in collective activities like streaming events. Fans who align 

their content with these norms tend to receive higher engagement [26], while those who deviate from 

these practices often find themselves receiving less positive interaction. These dynamic underscores the 

importance of conformity within the community, as adherence to shared practices fosters a sense of 

belonging and acceptance among fans [22]. 

 

  

Figure 5. Stream Project. 

Figure 5 shows a screenshot from @_en_tertaining announcing their upcoming project to 

achieve at least 400 million streams on Spotify for their favourite artist’s new music release exemplifies 

the element of Community Norms within Social Influence. This announcement sets a collective goal 

for the fan community, establishing a shared standard of behaviour and expectation. By defining a 

specific target, @_en_tertaining is reinforcing the norm that supporting an artist through streaming is a 

valued and essential activity within the community [27, 28]. This creates a unified objective that fans 

are encouraged to participate in, fostering a sense of belonging and collective responsibility. The 

explicit mention of a numerical target also highlights the collective power and influence of the 

community, motivating individual fans to contribute to reaching the goal. As more members engage in 

streaming to meet this target, the behaviour becomes further ingrained as a normative action within the 

fan community, demonstrating how community norms can significantly drive social media engagement 

and support activities. 
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4.3. Themes of Social Influence 2: Influencer Endorsement 

In K-pop fan communities, endorsements and posts from fan leaders or popular influencers play a 

crucial role in shaping fan behaviour and engagement. These influential figures often have a large 

following and command significant respect within the community, making their communications 

particularly impactful. When these influencers share information about upcoming events, such as voting 

drives or streaming campaigns, their posts tend to be widely shared and can lead to a substantial increase 

in fan participation and engagement. 

For instance, when a well-known fan leader creates a post urging fans to participate in a voting 

event for their favourite idol or group, it frequently results in a noticeable spike in activity. Other fans 

are motivated by the endorsement from a trusted figure [29], prompting them to engage more actively 

in the event. These dynamic highlights the power of influence in driving collective action and fostering 

a sense of urgency within the community. Fans often feel a heightened sense of responsibility to 

participate when encouraged by someone they admire or trust. The screenshots from Figure 6 and Figure 

7 provide compelling examples of Influencer Endorsement within the Social Influence construct. 

 

 

 

Figure 6. Vote Progress. Figure 7. Donation Drive. 

 

Figure 6 shows a screenshot from @enhypenupdates post, a well-known user for frequently 

updating fans on ENHYPEN's activities, leverages their influence by sharing real-time voting numbers 

to ensure the group remains at the top of the music ranking charts. This practice not only informs fans 

but also creates a sense of urgency and motivation to participate in voting. As an established and trusted 

source within the community, their endorsement of voting efforts significantly boosts participation, as 

followers are more likely to engage in actions promoted by influential figures they trust and respect. 

Additionally, by reminding followers of the voting deadlines, @enhypenupdates ensures sustained 

engagement and maximises the collective effort, supporting the claims on how influencer endorsements 

can effectively drive social media behaviour [30]. 

Figure 7 shows @heeslovesme’s management of donation drives and charity initiatives 

demonstrates the power of influencer endorsement in mobilising fan action for social causes. By sharing 

images of their admin delivering meal boxes, @heeslovesme provides tangible proof of their initiatives' 

impact, thereby encouraging other fans to participate in future donation drives. The visual evidence of 

their efforts serves as a powerful endorsement, showcasing the positive outcomes of their campaigns 

and building trust within the community. This endorsement not only highlights the charitable 

contributions of the fanbase but also reinforces the norm of participation in social good, driven by the 

influence of respected community figures [31]. Both examples underscore how influencer endorsements 

can amplify social media engagement, fostering a culture of active participation and support within fan 

communities. 
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5.0 Conclusion 

As recommended by Roslan et al. [32] to focus on K-pop fans' behaviour, this study has investigated 

the relationship between SI and BI to use social media among K-pop fans through a qualitative 

observational approach. This research provides significant insights into the role of SI in shaping K-pop 

fans' BI to use social media. Social media is a powerful source of information in the 21st century, 

gaining popularity globally due to its ease of use and accessibility [33]. As suggested by Bakar [34], 

social media platforms provide valuable data across society. Therefore, by employing a qualitative 

approach to analyse fans' social media activities, the study has demonstrated that SI—through peer 

pressure, community norms, and influencer endorsements—substantially drives fan engagement. The 

findings revealed how SI operates within K-pop fandoms, underscoring its critical role in social media 

engagement in fan-driven contexts. 

Theoretically, this study enhances our understanding of Social Influence by providing 

qualitative evidence on its impact within specific fan communities, validating its importance as a 

determinant of social media usage. Practically, the insights gained offer practical value for 

entertainment companies and social media platforms. Strategies that harness Social Influence, such as 

collaborating with fan leaders and aligning with community norms, can enhance marketing 

effectiveness and increase fan participation. Additionally, recognizing the dynamics of peer pressure 

and community norms can aid in crafting initiatives that foster positive fan engagement and 

collaboration. 

The study's focus on publicly available content may limit insights into private interactions and 

deeper aspects of Social Influence. Additionally, the interpretation of social media content is subject to 

researcher bias, despite systematic analysis efforts. Future research could address these limitations by 

conducting longitudinal studies to track how Social Influence evolves over time and comparing Social 

Influence dynamics across different fan communities to broaden the applicability of the findings. 
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