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Abstract 

Korean popular music (K-pop) fandom is in the limelight as the K-pop industry has rapidly grown culturally. Social media has increased both fandom practices across national and cultural borders. There is complex interaction between companies and individuals producing and consuming a variety of text to create constant dialogue in the online realm. Given the vast digital realm, different socio-economic-political background and the amount of K-pop exposure in each country, this thesis aims to have a comparative study of the way K-pop communities in regions of Southeast Asia and North America  appropriate social media in their fandom activities. This master’s thesis tackles the following research question: How do K-pop fans of South East Asia (SEA) and North America region give meaning to social media in creating their transcultural digital community? Qualitative approach was taken to gain a comprehensive answer to the question. Literature review surrounding transculturalism, social media and fandom was conducted as a basis level of the study. Next, interviews were the choice of methodology that was deemed appropriate for this research and thematic analysis was utilized to analyze that resulted in three themes of the comparative nature: similarities, difference and spreadability of Korean culture. 
Common similarities was found that the Covid-19 pandemic drives more online interaction. Three main functions of social media was for entertainment purposes, knowledge update and connection. Although different types of connection such as toxic fan wars are present in the online realm and maturity and age plays a factor in the discourse. Furthermore, differences include the strong outspoken values in American culture, the longevity exposure of Korean products in SEA, and America’s gradual yet slow progress in acceptance of Korean text. Convenience of national connection plays a part in the differences. Lastly, spreadability of Korean culture is more apparent in SEA respondents as there is more cultural resistance in North America. The conclusion draws the practical and theoretical implication of the research. Practically, Korean industries can cater better to different demographics through understanding different needs for every region, utilizing social media to its core. Theoretically, contributions to an understanding of convergence and participatory culture is identified and a need for further inquiry in spreadability and Asianization is encouraged. The thesis paper is closed by pointing the directions for future research. 
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1. [bookmark: _Toc105077428][bookmark: _Toc106796185]Introduction 
Gangnam Style by PSY shook the world in 2013. With its catchy melody and unique dance routine, everyone was able to sing and dance to the song. Being one of the most popular music videos on YouTube until the present time shows the public recognition that this song had. It was also a gateway for the general public to acknowledge Korean music in mainstream media. Although in some regions of the world, Korean pop (or K-pop) enthusiasts have followed this genre even before the viral success of Gangnam Style, this inclination of popularity pulls more people to be interested in the genre and become a fan (Xu et al., 2016). A decade after, there has been an increase in recognition of the genre as their fandom community grows. The Korean industry creates multiple efforts to utilize the momentum. Zico, a K-pop rapper created a dance challenge on TikTok at the peak of the pandemic in 2020 that everyone chimed in (Polo, 2020). In the public eye, K-pop fans also have the image of being a passionate online community with a strong presence. If you are a Twitter user, chances are almost every day there are trending hashtags related to K-pop. Johnny from NCT won the ‘most mentioned star’ at Met Gala 2022 with 240,000 mentions on social media (Paper, 2022).
Where celebrities are formed, so is the fandom. With the combination of rapid technological growth and media globalization, K-pop has created its distinct features of fan culture with values of frequent social media usage and consumerist culture (Lai & Guan, 2015). Fandom communities are formed as they can connect in a more accessible manner, and produce online fan interaction and their media as they engage in the participatory culture of the digital realm (Jenkins, 2006). In tandem with this, the K-pop industry takes advantage of the contemporary digital culture by producing a variety of content that is digestible for global fans keeps them entertained throughout periods, and eventually invokes loyalty towards certain idol groups (Xu et al., 2016). From company made-platforms created for fan-idol interaction to utilizing common social media platforms, the industry has its own distinctive and innovative way of attracting and maintaining a fandom community.
This multi-direction of cultural flows creates rapid mobility that exceeds institutional boundaries (Jung, 2006 as cited in Williams & Ho, 2014).  This is telling of not only how much K-pop has grown in mainstream media, but how the fandom community has its peculiar way of utilizing social media to maintain its presence. Despite being scattered all over the world, the online realm has succeeded in bringing fans together and creating a stronger unity out of their bond of similar admiration towards the genre. Starting with the culture of uploading eye-catching and distinctive music videos on YouTube to creating shows on paid streaming applications, social media is a vital component to the global success of K-pop (Doré & Pugsley, 2019).
K-Pop found its way to be in favor of domestic audiences which pushed governmental support to export these products to other countries. East Asian countries are the first to be exposed followed by Southeast Asian countries where Korean cinema and drama initiate the media export to this region (Morales & Lovric, 2015). Over time, more media products such as music, television, and other entertainment channels slowly seep through and eventually achieved a massive following of consumers across to Southeast Asia region. Despite having distant geographical proximity to the country, South Korean media managed to attract fans of this region in a prominent way (Williams & Ho, 2016). The exposure and consumption of K-pop that seeps through Southeast Asia continue to increase to this day with active and loyal fandom in different regions. This transcultural flow peaks interest to focus on this region for this research. Over the past decade, the market has found its way to further regions like North America (Min et. al, 2018). The hegemonic media of the Global North creates the notion that Western media is the primary source of entertainment in the Western world. Being a non-Western product becoming appropriated into mainstream media, the rise of K-pop fandom in the Western community is an interesting point to focus on the specific region.
With online connectivity and transcultural branding being the fundamental cornerstone for K-pop to reach a wider audience that started from South East Asian countries to North America, one seems to wonder how the K-pop fandom from different regions create, maintain, and multiply their budding community through online activity. Although social media reinforces the transcultural dynamics, the rapid growth of the K-pop fandom is not classified as a linear homogenous progress (Williams & Ho, 2016). Depending on different transcultural media flows that allow fans to access and understand K-pop, fandom engagement may differ as K-pop’s fan bases are spread out across different geographical and cultural regions. A question then arises: How do K-pop fans of South East Asia and North America region give meaning to social media in creating their transcultural digital community?
This research intends to discuss the ways the community of fandoms created by their interest in a transnational product such as K-pop come together and how social media elevates and helps their communal strength of admiration and loyalty for their idols. In a socially relevant manner, with the comparative nature of this study, this research aims to explore fandom culture and how different values based on their cultural geographical state affect their behavior, action, and attitude towards media products. This research would be relevant for record companies to understand the different fandom cultures of specific markets. This research also aims to understand better the distinctive ways different cultures appropriate K-pop as an individual and community in the digital realm. This research also aims to understand the important role of social media in creating and understanding fandom communities specifically in K-pop fandom. Different research papers are done on K-pop fandoms in specific regions of the world, however, there is a gap of knowledge in comparing between two regions or more (Min et. al, 2019). By comparing the two regions, the researcher can acknowledge both similarities and differences of a global culture that permeates through different regions with distinctive socio-economic-political backgrounds. The research aims to understand how the digital realm creates space for different communities of the same interest to collide and collaborate. The vibrant nature of youth culture in Southeast Asia does play a significant role in K-pop’s success throughout the region (Williams & Ho, 2016). Therefore, this region is chosen to be one of the two regions to focus on. Recent studies on K-pop have examined groups of Latin American audiences (Choi, 2015) as they are also trending in this region, however, there is a lack of Western case studies of the Global North region (Yoon, 2018). There is also a lack of fan studies discussing transcultural dimensions in a non-Western media text and their global fans (Duffet, 2013; Hills, 2002; Sandvoss, 2005 in Yoon, 2018). Hence, focusing on this region answers the answer to the academic relevance of this study.
The thesis is structured into a five-chapter piece with this part of the introduction starting the chapter. The theoretical framework follows along in curating theories aligned to the objective of the research that helps to guide the findings in the latter part. The methodology section follows along with the research choices that shape the way the research question is answered. The fourth chapter is the result section where it presents new insights and findings from the data collection in a thematic format, and to tie it up the discussion and conclusion chapter closes the thesis with the answer to the research question as well as the theoretical and practical implications of this research.




2. [bookmark: _Toc105077429][bookmark: _Toc106796186]Theoretical Framework 
This chapter of the master’s thesis provides the crucial backbone of the research where the theoretical framework is conceptualized in order to understand the phenomenon holistically. Relevant concepts are discussed and defined by a strong theoretical position and the proper understanding of literature from past related studies acts as a strong foundation with the main goal of yielding insights and finding potential new ones. The firm theoretical stance and definition of relevant concepts will serve as a lens to understand and evaluate the results and create meaning through them. This chapter aims to arrive at a holistic framework to serve the research question: How do K-pop fans in South East Asian and North American regions give meaning to social media in creating their transcultural digital community? Concepts are then defined and created accordingly. Based on the research question, important concepts are defined into four main parts. It commences with the Korean pop landscape in general (2.1.); then delves into fandom and social media usage in participatory culture (2.2);  defining transculturalism (2.3) and concludes by understanding the different socio-economic cultures of the two regions due to the comparative nature of this study (2.4 and 2.5.) 


[bookmark: _Toc106796187]2.1. The Korean pop landscape 

Korean popular culture, or Hallyu, has been popularly accepted and embraced by the world since the early 2000s (Jung, 2011). As their military regime ended in the 1990s, the music industry, government, and institutions joined forces and work in tandem to boost the Korean media as an export potential and K-pop has paved its distinctive way to become its distinct genre.  The global phenomenon called the Korean wave, or Hallyu, that has been formed over the past 30 years is a “culmination of socio-political, cultural, technological and commercial factors aimed at making K-pop, K-drama and other media products an integral part of South Korea’s economy” (Doré & Pugsley, 2019 in Potts et al., 2021, pg. 582).
The distribution of K-Pop is but the latest phase of Hallyu where Korean dramas owe a great deal in laying the groundwork for the former. These media products are intertwined with one another in the history of global fame as the Hallyu success is created through the parallel effort from one another. Both Korean dramas and K-pop work in tandem to magnify the Hallyu wave that is constantly rising in popular culture (Choi & Maliangkay, 2015).
K-pop departs from earlier waves of popular culture in the nation itself and its different generational specificity, however with the rise of globalization, the industry catered their content to attract mass appeal with the direction of hyper pop songs that transcends national taste and transmit their products to neighboring countries initially (Lee, 2019). What started off as a niche community then becomes a mainstream culture in the present time, and is often understood as a by-product of countersupport of the global dominance of Western, specifically US popular culture. K-Pop is one of the media products that underscore the decentring of globalization (Han, 2017).       
The industry is well known for its talent agencies with strict guidelines of training systems and image-making (Ho, 2012 as cited in Morales & Rovlic, 2015). This genre set the tone of fast, the majority of the tunes are upbeat contemporary R&B dance tracks with a loud rhythm and rapped bridge portions intermingled with catchy English phrases. Synchronized dances and matching costumes also enhance their performance and create a distinctive feature of this genre, although it is mimicked from the Japanese idol industry prior to their success (Lee, 2019).  Their transnational popularity has become more salient when producers from England, Norway, Sweden and the United States of America composed and wrote a number of hit songs that create a worldwide sensation such as Girls’ Generation, Big Bang and BTS. Later on, choreographers, fashion brands and other professionals from the creative industry from foreign countries are joined to collaborate and involve in the industry which created a bigger transnational partnership within the commercial industry. (Choi, 2015). Despite being geographically located in South Korea, the K-pop industry thrives through transnational collaboration between different stakeholders around the globe. While the Koreanness of the pop culture remains strong, global influences, mainly Western media and stakeholders, inevitably impact the overall direction of the industry. This implies the inextricable interdependence between Western and Eastern or the Orient (Said, 1993 in Diego, 2021). Despite being a producer of knowledge and culture, it is critical to note that Western values and influences have seeped through Korean content. Acknowledging the hybrid nature of all forms of culture creates a further understanding of how Western global media plays a part in the cultural imperialism of media from other countries.

[bookmark: _Toc106796188]2.2. Conceptualizing fandom community on social media 

[bookmark: _Toc106796189]2.2.1 Fandom 

The influx of K-pop in the international realm has formulated fandom in different regions. According to Marshall (1997) as cited in Linden (2017) fans engage in this parasocial celebrity relationships and are rewarded with a sense of belonging that, in some ways, substitutes the social bonds that appear to be eroding in contemporary society. Fan communities may constitute homogeneous subcultural groups with common interests, identities, and media consumption that are dispersed across geographic locations. (Choi & Maliangkay, 2015). Fandoms were virtual communities even before the introduction of networked computers as they define their membership through affinities rather than localities. The pleasure of exchanging knowledge is motivating for fans as they utilize the fandom as a means of “comparing, refining and negotiating understandings of the socioemotional environment” (Jenkins, 2006, pg. 140). Becoming a fan of transnational pop culture text, there is a necessity to understand the negotiated distance between the fan and the fan object, where cultural, linguistic and geographic barriers are heavily present in the inflows (Sandvoss, 2005 in Yoon, 2018). With the nature of this study comparing regions that are far within geographical and cultural proximity to South Korea, this research focuses on how international fans negotiate barriers and appropriate content in their cultural difference. (Yoon, 2018).
The world wide web is a powerful distribution channel as it gives an immense amount of public visibility and knowledge sharing which births the new cosmopolitanism (Jenkins, 2006). Computers changed the mobility of the digital environment as it increases the speed of fan communication and K-pop community is a fast-growing online community and its connectedness enhanced the popularity of this genre (Jung, 2011). Historically, fans saw their goal of being digitally present to help sustain the industry however recent fans see their loyalty as a “hybrid networked public culture in which the industry does not have as privileged as position” (Jenkins, 2013, pg 158). This creates the emphasis in the fandom acts as a non-commercial player that has its own autonomy from the commercial player. With each localization, distinctive advertising and distribution, different fandoms of different nationalities may cater to different content and community engagement (Jenkins, 2013). This reasoning implies that each country and/or region have its distinctive ways of appropriating the media text of K-pop.
Coordinated networks of fansubbers, curatorial efforts, discussion forums, aggregation sites and blogs have dramatically expanded access to fandom culture in the digital realm (Jenkins, 2013).  Due to this, increased visibility and cultural centrality intensify the social bonds within the fan community where the speed and frequency of communication heightens. Geographically isolated fans have the ability to feel much more connected although the number of expanded strangers in the fandom may result in feelings of alienation when entering the community. (Jenkins, 2006). Despite the growing accessibility to interact with fans of certain K-pop idols creates relation and attachment towards one’s community, fans may find a contextual nuance in the overlapping and complex nature of the interaction in the internet.
The basis of the growth of the K-Pop industry is its system of streaming and voting, initiating fans to be willing to devote time and resources to support the increasing commodification of the idol industry as the industry revolves around streaming and voting. To prove themselves as fans, their online community and their idols remind each other of the importance of voting and streaming their songs. Idols are trained to perform multiple times a week for the comeback of their new songs to which they compete between other idols as well as annual awards to claim where fan votes matter (Lee, 2019). The industry has thrived through different social media platforms where people of all nations are able to consume products through internet access.


[bookmark: _Toc106796190]2.2.2 Social media 

Fan and digital culture studies scholars have realized the power that social media holds as a common platform utilized by both producers and audiences that creates an intertwined and complicated relationship between the two stakeholders (Chin, 2016). Social media allows K-pop to bypass traditional media gatekeepers in North America which creates more space for the general audience to explore more of the genre. Digital technology has enabled global interconnectivity that government, corporate and individual sectors can utilize and adapt to their lives. Digital platforms are the primary engines for digital economy and culture in this century, and more countries, such as South Korea, are able to showcase their cultural products, like K-Pop, through an open digital market (Jin, 2020).
Henry Jenkin’s theory on convergence culture creates the discussion around the collaboration taking place between the media industry and its audience as it is “… both a top-down corporate-driven process and a bottom-up consumer-driven process” (Jenkins, page 18, 2018).
The media industry is constantly finding ways to create a push and pull reaction between fan participation. Both convergences of corporate and grassroots reinforce each other and fostering rewarding relations between media producers and consumers (Jenkins, 2006). The main argument of convergence culture is the representation of a shift in cultural logic where consumers are now encouraged to make connections between dispersed media content and seek out new ways of interacting with media. Convergence culture transforms the way individual consumers interact with media producers by forming participatory culture. Participatory culture is utilized in this sense where there is a distinctive difference from old media of passive consumption, individuals are able to extract information through exchanging and interacting with both stakeholders of other consumers and media producers. The media industry also utilized transmedia storytelling to keep fans engaged and build loyalty to the brand. It is a narrative strategy where individuals create text on different media platforms that builds more layers in the story. That way, the media industry accommodates spaces that build team contribution that is distinctive and valuable to the whole community. Although there is a caution to which extent do media industry want to collaborate with the audience in order to circumvent fan criticism  (Jenkins, 2006 as cited in Chin, 2016).
Through social media, K-pop music videos, personal vlogs to live streaming recordings are uploaded for fans to consume. The nature of Web 2.0 creates the ability for fans to actively engage in their content through reproducing their content and creating their own media products in the form of writing to video edits (Linden, 2017). Media audiences are thus not passive agents even though the audiences are more fragmented and dispersed, making it harder for broadcasters to anticipate viewer loyalty but easier for communities to form and create bonds through similarities (Jung, 2012). The fandom’s constant social media presence throughout the digital realm accommodates K-Pop into the mainstream culture which led to attaining recognition as a subculture despite its heaviness in the national context of Korean products (Han, 2017). YouTube and other file-sharing sites create a space for media products such as music videos to be consumed. Their utilization of YouTube is defined as a contextual element contributing to K-pop’s global rise (Jin, 2016). Facebook and Twitter are utilized to interact between fan groups and disclose information about K-idols. Offline communities such as flash mobs, fancafe events, and creating dance covers are then manifested through the online community. It is a common activity of paying tribute to their idols and a way to promote and draw attention to K-pop (Castilho, 2015).
Through participating in certain forms of interaction or coordinating in a group setting on a social media platform, a fandom community is manifesting a behavioral engagement that results in membership of some sort (Lee et al., 2019). From a community perspective, a sense of belonging in a group is crucial in order for fans to share and reciprocate in communication practices (Pearsons, 2010 in Lee et al., 2019). In order to sustain the fandom energy and productivity shared for meaning-making process, it is crucial for individuals to create an identity of a fan that is able to initiate and process communications in the social media realm. Therefore, the ability to access fandom communications enhance a sense of community or encourage group cohesiveness. A sense of belonging can be felt achieved through the utilization of social media, especially in a fandom context considering it is a community built and expanded in the online realm of social media platforms. Sense of belonging is crucial in this context as it brings more connection to the fandom community and motivation and brings a closer degree of connectivity with one another (Yoo, 2018).  Collective intelligence is another term created by Jenkins (2018). It acknowledges the power of day-to-day interactions within convergence culture where individuals come together, in this topic the online realm, to create an alternative source of media power to pool resources and combine skills. This will create the circulation of media content and collective-meaning making through popular culture changes the way the world works (Jenkins, 2018).
  	Throughout the years of digital advancements, it can be seen that narrative strategies have been increasingly common to utilize. Although Jenkin’s convergence theory rings true to reality, there are further concerns on homogenous assumptions about the media industry as it does not take into account transnational/ and/or transcultural industry practices that it extends to fandom culture in different regions as it is heavily based on Western media. Some industries with different social and cultural situations would need different strategies for fan engagement. Therefore, it is necessary to create the differentiation between convergent ‘cultures’ and distinct interaction between fandom and social media networks. The variety of skillsets and purposes that both fans and producers have when they collaborate in the social media realm acting as a symbolic space creates more interesting development for scholars to understand and acknowledge. This master’s thesis sets out to understand how social media platforms are used in this context in the niche community of K-pop fandom. 

[bookmark: _Toc106796191]2.3 Conceptualizing transculturalism in K-Pop 

[bookmark: _Toc106796192]2.3.1 Defining transculturalism 

This study aims to further understand and compare the transcultural context in the social media realm in the K-pop fandom. Transnationalism is a term that is more defined and frequently utilized.  However, there is a distinction between transcultural and transnationalism as a concept. Therefore, establishing the context of both terms is necessary. This section sets out to define and conceptualize facets of transculturalism to settle on a ground definition. Although both terms refer to diverse levels of contact, connection, circulation, junction, and interweaving that extend beyond the nation-state, they are not synonymous. Transculturalism focuses more on the national perspective across boundaries. The term transcultural refers to more of the transfers and multiple relationships between and within geographical and cultural spaces (Mayer, 2019). Transcultural goes beyond a homogenous national perspective therefore this research will focus more on how different cultural positions intertwine and differ from one another. With the nature of focusing on regions instead of countries, transculturalism will be utilized throughout the research instead of transnationalism.

2.3.2 [bookmark: _Toc106796193]Transculturalism in K-pop

The age of capitalist globalization has transformed the media and entertainment industry to become inherently transnational (Keulen et al, 2017). Transnational and cultural flows demonstrate how spreadability may improve cultural variety. Transcultural media content may come from both commercial doors of media and sometimes through a participatory culture where individuals create their effort in spreading and accessing media, resulting in the uneven participation among different audiences (Jenkins, 2013).
Neoliberal globalization has pushed countries to initiate their domestic media and cultural growth to increase their capital. Since the late 1990s, privatization of public sectors and deregulated media markets have been a more common process in countries and nation-states have less control over the media industry as more companies start taking over (Jin, 2020).
During these times, Western media penetrated their way into the Asian market through Hollywood movies. US and UK governments embraced this opportunity for both economic benefits and cultural influence through the media spread. This free market has created more opportunities for countries with the largest interest to be able to regulate media and reshape the international systems. Therefore, globalization pivots more toward the commercialization and marketization of powerful states rather than the disappearance of nation-state. 
However, cultural industries are more complex as it involves people’s mentalities that are not easily dominated. Government in Asian countries create their effort in preserving national culture despite the strong transnational phenomena that inevitably happen. Both Western and non-Western countries develop protective strategies to maintain their own cultural politics (Jin, 2020).
Music creates a distinction between different subcultures to find like-minded people and create communities out of their favored tastes. With Western media being the mainstream and globally accepted media, the decision to favor products from other countries act as a resistance to the mainstream culture that distinguishes them from one another (Oh, 2013). K-pop fans take pride in consuming products that are not from the mainstream media, even though they interpret it through their own lens of perspective, depending on their geographical location. They do so by extending their identity of open-mindedness and cosmopolitanism.
K-pop’s most admirable trait is its success in cultural resonance spread that started in non-Western countries and spread to the rest of the world. K-Pop started in the Asian region and then gained more traction in dominant Western countries such as North America and Europe (Han, 2017). Through the collaboration of globalization and technological advancement, research suggest the increasing welcoming values towards non-Anglo products that circulate the mainstream as they find resonance with foreign media (Lavie & Varialle, 2019). Many Japanese and Korean scholars of Hallyu claim K-pop as a cultural hybridization between Western universalism and Asian exoticism that succeeds in attracting a transnational audience (Oh & Park, 2012). Despite owning its distinctive features of pop such as a competitive culture of music charts and the bubbly and hyper pop genre, the K-pop industry is highly inspired by the already popular Western media and adds its own distinctive twist to existing music. To add, the industry not only focuses on their music but also on visually aesthetic videos and performances that are accessible on social media platforms to be consumed publicly.
Although geocultural proximity was frequently highlighted as a major driving force behind the fast flows of Korean pop music and TV dramas inside Asia in the 2000s, proximity or affinity has not been identified as a factor in the subsequent global circulation of K-pop beyond Asia (Jung, 2013). Indeed, K-pop is progressively spreading outside its geocultural market of Asia, reaching out to a diverse spectrum of dispersed audiences that are geographically far from Korea and hence may not share the cultural and historical experiences of Asia-based fans. However, cultural affinity between K-transcultural pop's content and its worldwide listeners may still be an important component of transcultural fan activities (Chin & Morimoto, 2013). Fans, in other words, interpret transcultural writings and adopt them as familiar information relevant to their daily life. Furthermore, it is not always the case that global K-pop fans living outside of Asia are unfamiliar with "Asian sensibilities" (Cho, 2011); youths of Asian heritage in the West, who are considered a vital consumer group of K-pop in its global market (E. Y. Jung, 2009; Yoon & Jin, 2016), can further share an affiliation with Asian diasporas (Kibria, 2003). Furthermore, non-Asian ethnic K-pop fans are more susceptible to other Asian pop cultures (e.g., J- pop [Japanese pop]) before being introduced to K-pop (Choi, 2015).This example portrays how transculturalism spread through the ways in which cultural values intertwine with one another between geographical spaces.

2.3.3. [bookmark: _Toc106796194]South Korean transfer culture and spreadability 

Jenkin’s work on media spreadability invites the perception of content being able to circulate across national borders. With a range of grassroots to community efforts, top-down to bottom-up, there are multiple ways content circulates today in the emerging media landscape. Through different stakeholders and socio-economic backgrounds, content is interpreted differently depending on the value and meaning given by individuals. To put it in practice, K-pop music videos are distributed and circulated in a transnational manner, however, the meaning-making of these texts is often highly localized. Audience meanings often expand on or deviate from a producer’s message. Therefore, different cultural backgrounds may incite different meanings to a media text like K-pop.
Through personal standards and social values, individuals are able to dissect which one is more interesting and which text spread through the community. Media text therefore becomes a vehicle for connection in an individual and community level,  which may result in new types of social and emotional links, inciting people to seek out more knowledge and contact in their understanding of transcultural interactions. In this participatory culture, audiences has the ability to generate interactions through mutual interest in the content that they are exposed to (Fiske, 1998 as cited in Jenkins, 2006).
Content is dispersed and circulated around the globe with the practice of spreadability, the amount of access to transnational media content fosters curiosity about other cultures and may incite more interest in other countries. However, there is a strong necessity for a balance between common experience and diverse perspectives to foster richer understanding in the cultural exchange. Media products created for commercial content, like K-Pop produced by media conglomerates, can shed off culture therefore grassroots practices such as taking time to understand their cultural background and language practices may motivate more understanding of local media industries (Jenkins, 2006; Jenkins, 2013). Jenkin’s contribution to the conceptualization of spreadability functions as a necessary literary source to introduce the guidelines of spreadability in transnationalism which is highly beneficial to refining the transnational aspect of the research question.
Another way of understanding the further interest in Korean culture is through the theory of cultural transfer by Mayer (2019). This study relies on comparative elements of cultural and social context therefore it is fitting for the comparative nature of this master’s thesis topic. Interpretative connections are able to be traced in reference to their conceptual space, allowing transfer cultural analysis to happen. Studying cultural transfer creates more space to understand how national patterns crack open, identifying their links and obtaining comprehension of the space's complicated interactions and circulations. (Mayer, 2019). This theory can be utilized to understand how Korean culture is understood and appropriated by different K-pop fans from the different cultural backgrounds.
Transcultural process can be explored and uncovered from a methodological perspective. Mayer (2019) created a way to analyze the transfer of culture that takes place in three steps. The first step addresses the contact with another culture and the reasons, motives, and underlying interests that motivated them to come in contact with it. The second step refers to the intermediaries that include channels of communication be it media or people and their role in transferring the symbolic cultural elements into the receiving culture. The third step of the transfer process is to analyze how the content is recontextualized from a different cultural element.

2.4 K-Pop Fandoms in South East Asia 
K-Pop first started growing in neighboring countries of East Asia, South East Asia and then slowly massaging its popularity to Western regions (Jung, 2011). In this research we will focus on South East Asia as the region has one of the largest consumer groups and fans online and offline compared to other regions (Shim, 2017; Morales & Lovric, 2015).		In Indonesia, Soeharto regime ended in 1998 creating a significant change in the socio-economical realm and dynamics of capitalism. Popular culture from different nations is welcomed and so is Korea’s in tandem with challenging the Western-dominated media (Jung, 2011). Countries in this region have a strong relation to religion as their political choices adhere to religious practices, making communities naturally abide by religious laws and social cues (Lee et. al, 2020). Korean dramas are first broadcasted in public televisions in South East Asian countries such as Singapore, Malaysia and Indonesia (Williams & Ho, 2016). However, the rise of K-Pop is heavily backed by the digital realm accommodating the distribution of the music videos and platforms intersecting between K-pop corporations and audiences (Leung, 2012). Thailand music companies on the other hand introduced the promotion of the genre to the mass public which was well received (Siriyuvasak & Hyunjoon, 2007). The rise of global popular cultures in this South East Asian region mirrors the dynamics of capitalism. This research aims to focus on this region as they are close in geographical proximity to South Korea and their socio-economic and historical background creates an interesting angle to understand the transcultural diffusion.	
The shift of Communist Party to Democratic nation in Vietnam in the 1990s has produced a passionate fandom for Korean popular culture. The massive socio-political transformation in the country created an opening for private sectors and foreign investments to reign on the cultural industry as a whole and a broader liberation of culture and society (Beresford, 2008 as cited in Hoang, 2020). Despite relatively negative judgments in the media, the passionate K-pop fandom has indicated the intensity of penetration of the genre in the country which can be shown through the organized and engaging fandom community both in the offline and online realm. Social media and mobile phones have changed the way the fan community works. The collective agency of K-Pop fan communities manifests their admiration through physical fan projects such as streaming a newly released song in the digital music charts and YouTube to break records as a ‘present’ for their idols, doing charity works under the names of their idols and creating a strong digital presence in the social media realm that unifies the fandom.
Singapore started importing various popular culture products from the American box office and East Asian TV drama series and pop music. Because of its minimal domestic production economy, the country is basically a consumer culture that is open to cultural exchanges from other countries, creating greater room for fandom communities of international products to grow. (Williams & Ho, 2015). Mass media, social media and attending local K-pop events was the most common way of consuming K-pop. Social media in particular has an important part in the fandom as they bridged the geographical gap that would otherwise be hard to maintain its interactive relationship between the K-pop culture and international fandom. Entertainment news, social media pages, and fan websites that would translate Korean text to English is consumed regularly by international fandom. However, many find the mediated fandom to be hard to sustain especially when they compare themselves to Korean fans who are able to be physically, intellectually and emotionally closer to their Korean idols (Williams & Ho, 2015).
Local music companies helped distribute the popularity of K-pop in Thailand. GM and R.S. Promotions utilized Korean marketing strategies and translate them into the country. In addition, magazines and newspapers acted as a source of information as a booster for the growth. To boost their sales, some music companies would organize unofficial fan clubs for communities to thrive and overall create a trendy image of Korean pop music in Thailand (Siriyuvasak & Hyunjoon, 2007). Generally, the local music soundscape was higher than the international scene in this country. Research believed that urban music is representative of middle-class taste and Western popular culture is promoted by the upper class. However, K-pop paved its way into the cultural realm that crossed the boundaries of the already shaped taste within the Thai community (Siriyuvasak & Hyunjoon, 2007).
As Southeast Asian fans, their attraction to K-Pop was another way to express open-mindedness and embrace language differences by appreciating their music that is not within their language barrier (Kuk, 2021). Asianization is a term coined by Siriyuvasak & Hyunjoon (2007) discussing the diffusion of pop culture in the globalized era. The consumption of K-pop culture in Asia has defied Americanization as corporate and national identity is intertwined and music corporations are no longer contained within national identities discourse. The heart of Asian pop is in the middle-class youth audience who aim to be more ‘modern and cool’ than the one in the past where they strive to be ‘anti-national’ through consuming media from different countries. Although there is a mainstream ideology in Asia that East Asian media products, typically Korean products are more ‘advanced’ and ‘Western’ than other Asian countries. Research suggests that this hierarchal perspective towards Asian pop creates an ironic perspective that has not reached a transformative stage in the general Asian audiences (Siriyuvasak & Hyunjoon, 2007). To add, cultural proximity also plays a part in the way they perceive the media, as commonality creates more relatability and connection (Saraswati & Nurbaity, 2020).  Despite having multiple nations, the cultural proximity of this region towards South Korean values and norms are apparent therefore creating more space for acceptance and understanding towards the media products.  
[bookmark: _Toc106796195]2.5. K-Pop Fandoms in North America  
BTS becoming the first K-Pop boy band that performed at the American Music Award in 2017 marked a defining moment of cultural significance as they not only gain visibility in the dominant American pop culture scene but also create success in the mainstream media. Blackpink became the first K-pop girl group to perform at Coachella, one of the most renowned festivals in the nation (Scott, 2017 in Kuk, 2021). K-Pop’s growing popularity proved its excellence in seeping through the tough and dominant American music industry (Yoon, 2018). Scholars perceive the American media as still being in control of how cultures are consumed, perceived, and interpreted (Longenecker &Lee, 2018). Despite the globalized world interconnecting through different nations, Western-centered interpretations still stand by strong creating a bigger “Otherness” in the fetishization of non-Euro American texts (San Diego, 2022). Popular culture researchers have examined into the stigma of consuming popular culture of the racial Other. Past research that focused on this aspect was regarding Western fans of Otaku, Japanese media fandom culture (Newitz, 1994; Napier, 2007; Hemman, 2017).
 Yoon (2018) suggested the identity of fandom of popular culture from ‘Othering’ countries is subjected to more marginality, despite K-pop already being a popular culture in mainstream media. Orientalism is prevalent in Western society through its negative prejudice against being a K-pop fan. “Koreaboos” is a derogatory term used for American K-Pop fans who reflect the Asian stereotypes of being socially awkward and geeky (Reysen et al., 2016). Race has a significant factor in the experience of fans of non-Western texts as it has created a marginalized position in the global hierarchy of cultural flow (Han, 2017). The structural context of K-pop shapes fans’ engagement with the genre and the text. White fans are accused of fetishizing Asian culture, while Asian fans are mocked for their preferences. (Napier, 2007).
To create distance from the stereotyped stigmas, white fans equip themselves with their knowledge of Korean culture to legitimize their fan identity as ‘cultured’ K-Pop fans. By understanding the Korean culture, K-Pop fans can create a distinct hegemonic stereotype that the American public is not interested in the culture outside of their own country (Kuk, 2021). Jenkins (2017) claimed the fans’ “middle position between adoration and resistance”  in their genuine pleasure of enjoying K-pop. Counter-dominant activities such as taking Korean language classes, visiting Korea, and learning about its culture create more distinction in becoming a loyal fan. To an extent, fans are able to shift and change certain values such as masculinity and a strong sense of belongingness that is considered rigid in the dominant narrative. Asian Americans on the other hand create fans’ engagement with K-Pop as a function of representation of identity. As a diaspora living in a marginalized community, K-Pop as a form of media geared more towards this community in contrast to Western pop music (Yoon, 2018). In terms of media coverage, South Korea’s music industry has been increasingly reported in mainstream Western news over the past decade. 2009 was a period of introductory stage marked by infrequent coverage and problematic stereotypes of the industry as fake and manufactured (Diego, 2022). The negative stereotypes were prevalent in the coverage and were considered problematic for the industry. Through the emergence of viral hits like Gangnam Style and BTS successfully permeating through the U.S. mainstream market by engaging with fans through social media, the Korean wave started to pave its way through mainstream music changing the exposure of the genre.
To conclude, there has been a growing interest in Korean products of K-pop and K-drama in American society and media. Though audiences' diverse ethnic backgrounds differ in how they perceive and give meaning to the consumption of Korean products. This shows the complexity of the cultural process as the process of fandoms of popular culture in America is not homogenous, however, they have a general cultural value of individualism and fulfilling psychological needs. The constant interaction between global and local forces requires the fascinating process of acceptance, and adaptation to the tension of different cultures (Longenecker & Lee, 2018).



[bookmark: _Toc105077430][bookmark: _Toc106796196]3. Methodology 
This master’s thesis set out to study a popular culture research by looking at the transnational context of the fandom and how it affects the way fans perceive the culture with the following research question: How do K-pop fans in Southeast Asian and North American regions give meaning to social media in creating their transcultural digital community? 
In this chapter, the manner through which the answer to the research question is delved into methodology behind the study. The research design and reasoning are discussed in this chapter to understand the researcher’s practical and critical mindset. 

[bookmark: _Toc106796197]3.1. Qualitative Data Collection 

Global culture expansion, like K-Pop, due to social media has been a rising movement in the industry and many types of research have been done circulating this topic, because it depicts how cultural information crosses cultural and national boundaries primarily through new media circulation (Jung, 2011). Several types of research regarding this topic utilize a quantitative process and focused their demographic on one country, however, this research will focus on the comparisons between fans’ actions, behavior, and meaning-making process. Therefore, qualitative data collection is the chosen method for this research. The suitability of qualitative data is also visible through the nature of this research to interpret meaningfully rather than testing them; reach a clearer and fuller understanding of social phenomena in multiple regions; to interpret them meaningfully rather than test a hypothesis (Brennen, 2017). The research question for this revolves around understanding the transcultural context within fan culture, therefore a quantitative approach will be more inadequate if the aim is to understand a clearer and fuller meaning of a certain social phenomenon. 
 To explore the context of transnationalism and opinions regarding certain topics, an open point of sense-making and meaning-making was required. Within the qualitative methodological standpoint, there is a range of tools of interviews, focus groups, and textual or visual analysis that can be chosen to fit best. To thoroughly answer the research question, in-depth interviews were utilized to understand the community's background and their reasoning for a specific behavior. This research aims to understand the relationship that exists between the media and the fandom community. 
The interview offered advantages in prompting elaboration and discussions as each follow-up question would vary, therefore semi-structured interviews were utilized (Ritchie and Lewis, 2003). Interviews create a deep understanding of the subject of K-Pop fans and through the comparison between different regions, this method can gain multiple interpretations of and perspectives of the activities of the online community in the K-pop community investigated (Johnson, 2011). To add, in-depth interviews help with understanding the commonsense perception of a certain community. For this research, the subject would be a K-pop fan that participates in the online community of social media. The phenomena that we want to explore are the comparison and contrast between different regions and the contextual boundaries of their experience or perception of the subject. This process will allow the researcher to have a more reflective understanding of the experience (Brennen, 2017).  

[bookmark: _Toc106796198]3.2. Sampling and Data collection 

This section addresses the units of analysis that were studied, the sampling technique used to obtain them and the criteria that narrowed down the sample for the process of data collection. This study will focus on K-pop fans around the specified region to thoroughly understand the distinction and comparison between the two. 
Due to the nature of the period for this research project, this research focuses on two different regions: Southeast Asia and North America. Since each region has more than five countries, this research allows the flexibility of choosing from different countries of each region. For this research, we narrowed down to five interviewees per region. For Southeast Asia Region, we managed to find four different nationalities of Philippines, Indonesia, Singapore, and Thailand. Respondents from North American regions were all geographically based in the United States with different regions of Midwest, Texas, Northern California, and Southern California. The sample consisted of K-pop fans who are active participants in different social media platforms. More of the criteria are discussed in the inclusion criteria table in chapter 3.2.1.  As mentioned in the theoretical framework, these social media platforms provide space for fandoms to interact with one another, inform news surrounding their idols, and create and initiate online and offline activities (Castilho, 2015). 
Convenience sampling was the appropriate and effective sampling technique for this research as the goal for this is to compile a randomized and varied subject suited to the exact phenomenon being studied (Flick, 2018). Through convenience sampling, this research found fan pages that explicitly demonstrate their nationality and specific region on their page (e.g. NCTZen California or @ARMY_Malaysia). To add, subreddit pages act as an active community of opinionated fans who discuss and create discourses on the social media platform therefore Reddit was another platform utilized to find interviewee candidates Lastly, a researcher joined in Discourse pages with a niche focus on K-pop fans that are above 18 years old and manually asked active page users if they are willing to be a participant for this research. 
Through the variety of social media platforms, the range of options was higher. To expand the research, diversifying the sampling to a variety of fandoms from diverse groups yielded more insights. The range of fans will be diverse from girl group fans, boy group fans to “multi-stan” where they are interested in multiple groups in K-pop. This variety allowed a fuller understanding of the K-pop fandom in a fuller range. This research would be a formalized sampling where there is a criterion of an online fan as described in the table below. 
The period of data collection lasted for approximately 8 days with building rapport within different social media platforms, following their accounts through the researcher's account, posting a public post regarding the interview on Reddit and Discord and personally contacting them through direct messages. The second step was contacting an approximate amount of 10 fan accounts, and three Subreddit pages of r/kpopopinions, r/kpopthoughts and contacting admin pages of Reddit and Discord privately to see whether if they are interested in becoming an interviewee. Throughout the sampling process, ten K-pop fans that were active fans online were chosen to be participants and the quantity was suitable for this research as it is a requirement of the EUR standard for master thesis (Janssen & Verboord, 2021). 
As the interviews were done in a semi-structured manner, the nature of the question lists can be adjusted along the way depending on the situation and different regions. Each interview period lasted approximately 45 – 60 minutes, with the longest being 73 minutes and the shortest 45 minutes. The nature of this research of finding participants in different geographical areas creates the necessity to conduct the interviews online, recorded on both computer and phone. The researcher provided Zoom link invites where interviewees were able to choose their preferred date and time. All then interviewees verbally consented to the interview being recorded and utilized for data collection.  The data will be stored for the whole research process of around four months and after that, the data will be deleted to preserve the participants' safety and privacy (Janssen & Verboord, 2021). 


[bookmark: _Toc106796199]3.2.1 Inclusion criteria  

With the rise of K-pop fandom, it is a necessity to create specified criteria to focus on regarding the nature of this research. A noteworthy inclusion sampling criterion was for every sample to be able to speak English in order to conduct the interview in a thorough manner. As the researcher’s comprehension of language is limited to Indonesian and English, interviewees who are not able to speak in either language will be excluded from the sample.  Although initial research will already focus on fan pages and accounts that utilize the English language. The research focus was on fans of K-pop and to understand fan culture, a table of participatory culture with criteria created by Jenkins et al. (2009) is formed to have a further understanding of entails the active participation of being in a fandom. According to Jenkins (2009), the word ‘fan’ has a loose broad meaning as it is an individual who forms an intense effective bond with a particular object. There is a difference between fandom where the audience thinks and acts in a shared identity manner and advocating for collective reactions. Therefore, it is important to note that fandom identifies in a participatory culture hence requirements for fandom include characteristics of the culture. The first four criteria entail the identity of a fan followed by the participatory culture criteria based on Jenkin’s theory.

	No. 
	Fan criteria
	Reasoning  

	1.
	K-Pop fan should have an ‘affect’ emotional connection to their favored idol (Duffet, 2013)
	A force of encounter that creates an emotional investment towards an idol makes individual a fan. The sense of connection that the fan has to their idol must should be present (Duffet, 2013).

	2.
	K-pop fans have presence in social media platforms (Twitter/Facebook/Instagram/Reddit/Discord/etc.) (Hills, 2017)
	Having a social media account creates legitimacy in their content and their ability to create community in the online space in different social media platforms (Hills, 2017). 

	3.
	 K-Pop fan is based in their specific country 
	To understand their intersectionality between their identity of a person from a certain country and their admiration towards K-pop, it is best to interview K-Pop fans who are geographically located in their country. An example of an excluded sample would be an Indonesian K-pop fan living in the Netherlands for a few years.  

	4.
	K-Pop fans should be aged 18 and above. 
	To be able to consent individually, respondents must be above legal age. 

	5.
	Affiliations in a form of informal or formal membership in online communities (Jenkins, 2009). 

	A K-pop fan should be able to feel that they are part of a larger community and feel like they are part of a certain fandom of K-pop group.  

	6.
	Collaborative problem-solving through working together in completing tasks and/or developing knowledge and creating discussions surrounding fandom and shaping and circulating the flow of the media (Jenkins, 2009). 
	K-Pop fan is a part of fandom when they produce and contribute in discussions in different social media platforms and engage in group settings in the online realm. 

	7.
	Expressing fandom identity through producing creative text in their own way (Jenkins, 2009). 
	Someone is considered a K-pop fan when they have the ability to create their own interpretation of admiration of idol through different formats such as fan videos, fan fictions, fan edits and other forms. 


Table 3.1. Inclusion criteria table for subject of study 



[bookmark: _Toc106796200]3.3. Operationalization 

Operationalization is done to define variables in a manner that allows for measurement (Brennen, 2017). This research is done in a qualitative manner therefore the variables are derived from the groundwork done in the theoretical framework. Therefore, different themes of the research are operationalized in light of academic theory. Based on the grouping of theoretical framework, the preferred concepts chosen were social media and transnationalism. These descriptors are then divided into subgroups to guide the interview in the following way. Each topic establishes different areas of the research question. Through exploring literature, theories are turned into indicators to guide the interview in the following way. For each indicator, a set of questions were established to capture the essence of the findings. Through literature, social media and transculturalism were the two main concepts that were focused to carve the structure of the topic list. 
            In order to exhibit the quality of social media utilization, interview questions were created to resonate with concepts of convergence culture and grassroot culture by Jenkins (2009). Understanding the kinds of online interaction that intertwine in a complex manner between the K-pop industry and fans create a concrete understanding of the culture created. Questions that arise through this include ‘What kind of K-pop content do you enjoy consuming most provided by Korean media companies?’ and ‘What kind of content do you create/produce as a K-pop fan?’ In order to be appropriate, it was considered that fans are actively participating in social media communities. 
            Another indicator of social media is their sense of community and belonging in the digital realm where sustaining the fandom energy is vital (Lee et al., 2019). This section aimed to understand the level of connection that fans feel being in the community and their shared meaning-making process. Questions that arise through this include ‘What is your favored platforms to connect with other fans?’ and ‘Do you feel connected to the K-pop community?’ This part of the indicators relates to the way fans perceive and act as K-pop fans in the online realm in different platforms of social media. 
In order to fully answer the research question, the combination of social media and transculturalism is done through one section of operationalization. The following was understood in terms of questions: ‘Do you connect with fans from other countries of different cultures?’ and ‘Do you think your culture plays a role in how you build online community?’ 
Through transculturalism, there is an indicator of distinctive culture, understanding that through cultural distinctions different regions interpret certain media product their own way (Chin &Morimoto, 2013). Therefore, understanding cultural affinity and how fans appropriate Korean media based on their cultural understanding is vital to this study.  To determine this, questions such as ‘How do you think K-pop is perceived in your country?’ and ‘How satisfied are you with the K-pop content exposure in your country?’ are mentioned and elaborated throughout the data collection process. 
Lastly, the indicator of transculturalism focuses on spreadability of Korean culture. Jenkin’s (2006) term in spreadability centres around individuals’ furthering interest in Korean culture through the content they consume. To understand how Korean culture is spread through their nation media being circulated around social media, this section focuses on the extent of fans’ further interest in Korean culture. Questions that arise are ‘What habits do you pick up from consuming Korean content?’ and ‘Do you find yourself comparing your culture to Korean culture?’ 
In order to be selected for data collection, fans that are respondents had to exhibit their interest in social media and transculturalism. Throughout the process of data collection, it became evident that some respondents had varying interest in one of the two main topics. However, all the questions were asked thoroughly in order to find the extensive answer to the main research question. The complete topic list can be seen in appendix A. 

[bookmark: _Toc106796201]3.4. Data analysis  

After interviews were conducted, the researcher transcribed the interview through the coding application of Atlas.ti and thematic analysis were utilized for this research. According to Braun and Clarke (2006), the benefit of conducting a thematic analysis is the formation of themes that capture something important about the data concerning the research question and represent some level of patterned response meaning within the data set. The idea of generating a patterned response of recurring themes was central here as this helped to identify, describe, and illustrate the different ways each fandom creates its community on social media platforms. Through finding the themes in the data, researcher can capture the context in relation to the research question that represents some level of patterned response. Themes are then created to be categories of analysis which are then structured to provide a clear answer for the main research question. 
Phases of Thematic Analysis by Braun and Clarke (2006) as well as Kuckartz (2014) will provide the steps to create a cohesive analytical process through the data found. However, to create empirical claims in utilizing thematic analysis, the researcher needs to be able to have reflexivity and have an epistemological position (Nowell et al., 2017). Steps of thematic analysis set down by Braun and Clarke (2006) were utilized to further analyze the findings. The six steps of their approach were initially suited for studies in the field of psychology; however, they were found to be useful for social and media studies such as this research. Schreier (2013) creates the emphasis on integrating both inductive and deductive approaches throughout the analysis despite Braun and Clarke’s emphasis on differentiating between the two approaches. The combination of approaches creates an active recursive role for the researcher in handling the data (Braun & Clarke, 2006). It also creates flexibility in guiding the analysis in a deductive way while also making room for inductive findings that are newly found. 
The first step of thematic analysis was to familiarize myself with the data and already finding initial patterns through interview notes. The second step was the creation of initial codes that correlated to the topics of social media, fandom and transculturalism. It refers to open codes where descriptive labels are created. The step generated 65 unique codes that led to the third step of grouping the themes according to their relevance to one another. Potential themes were generated on the fourth step and reviewed to make sure they do not overlap with one another. The fifth step was done to refine the selective codes, merging, and separating codes to create homogenous themes. Lastly, the last step as set by Braun and Clarke (2006) was to determine how to report the key findings in tandem with relevant literature to answer the research question. The coding scheme can be found in appendix C. 

[bookmark: _Toc106796202]3.5. Ethical considerations 	

Qualitative research aims to generate new knowledge; however, ethical principles should be upheld while doing so (Damianakis & Woodford, 2012). Confidentiality is a vital part of the research process, therefore consent from all the participants is also necessary. The participants will be informed of what the data will be used for before the agreement of the interview. The researcher will make clear the role they have and the purpose of this research. Therefore, a consent form will be given and signed by both parties of researcher and participant of the agreement of confidentiality, safety, and s usage, as well as some confidential information participants do not wish to share. 


[bookmark: _Toc106796203]3.6 Validity and reliability 

Validity in a research manner refers to the amount to which findings correspond to the subject matter being examined and how well those findings connect to comparable studies on the issue is referred to.  (Brennen, 2017). When considering validity, the “truthfulness of findings” is relevant to understand the authenticity of the study where we aim to find the accurate depiction of the phenomenon being studied (Silverman, 2014). To justify the validity of this research, the interpretations of the findings are repeatedly linked back to academic literature accompanied by data extracts throughout the findings to strengthen the arguments made. Researchers’ values and their impact on the setting also takes part in the validity therefore self-reflexivity and unobtrusive role values of a researcher is held throughout the process. 
It is necessary for research to be consistently warranting a “stability of findings” (Altheide & Johnson, 1994 as cited in Silverman, 2014. The amount to which insights can be replicated by another researcher is referred to as reliability. (Brennen, 2017). To ensure the reliability of this study, several measures of transparency are taken. The respondents that are interviewed as data for this research were found in the open digital space of social media where researchers created a criteria list of the appropriate subject. Theoretical transparency is maintained throughout the research to uphold reliability. The theoretical stances that support the analysis and interpretation of data were explicitly stated and incorporated throughout the process.


[bookmark: _Toc105077431][bookmark: _Toc106796204]4. Results 
This master’s thesis has set out to explore the comparison of K-pop fandom in social media realm in creating a transcultural digital community between two different regions. Through methodology, it was found that social media and transnationalism were two of the main concepts to operationalize and focus on. Initially the research was intended to find more differences than similarities. However, throughout the process it is found that there are a lot of commonalities in social media usage through transnational process of globalization in online space.  A lot of international boundless connection was made and maintained through the help of social media High variety of online fandom culture spread throughout different countries and each country favor one thing or another more, but the possibility of enjoying K-pop varies widely as fans interpret their own understanding to their appreciation for their idols. Despite accessing the same commercialized content created by the industry, meaning making is localized. It was questioned how social media gives meaning to this community with the question: How do K-pop fans in Southeast Asian and North American regions give meaning to social media in creating their transcultural digital community? Through this research, it is found that a certain level of English proficiency is a necessity to create a transcultural community, not only to converse in the same language but also to further understand the underlying internet culture that is dynamic for the text spreading around in the internet realm that is everchanging. This research was done in English therefore language barrier does play a role in the limitation of finding the respondents. Since we focus on the targeted K-pop fans of two regions, this section will be divided into two polarizing sections of similarities and differences. The first theme delves into the commonalities of both regions that were found through research (4.1.). The second theme discusses the contrasting elements that each region distinct from one another (4.2.). The third and last theme discusses the spreadability and transcultural aspects of Korean culture in both regions. 

[bookmark: _Toc106796205]4.1. Similarities 

The first theme emerging from data uncovers the similarities between both chosen regions. The findings in the themes create the common ground that social media is boundless in a transnational context, as commonalities in digital space could be found despite being in different geographical locations. Through the interviews, we could recognize four different categories of how they create meaning in social media usage in the transnational context of both regions. The main themes were: Covid-19 turning heads to the digital realm, entertainment purposes, knowledge and opinion sharing purposes, connection purposes, presence of toxic fan wars and age and maturity playing a role in online behavior. 

[bookmark: _Toc106796206]4.1.1. Covid-19 Isolation turning heads to the digital realm 
Due to the pandemic, access to a lot of events are restricted and prohibited therefore a lot of people during this time look to online realm for entertainment and connection. 
A lot of K-pop fans were born out of the pandemic due to its connectivity in different social media platforms and amount of content that can be enjoyed. Therefore a lot of fans found comfort through consuming Korean media content and stayed in the fandom. Zayna from California stated that she started trading K-pop photocards since COVID happened and she had more time to spend online due to lockdown restrictions. Ila from Indonesia claimed that her intensity of becoming a loyal fan started happening when the pandemic started as she was just a passive listener prior to this. Preah from Thailand explained, “I think the community in the [Discord] server made it like, like a very safe space, especially during lockdown and stuff. You know, everyone in lockdown was dealing with a lot of things. And having this fandom space as an outlet was really, really a nice break from the crap. Pandemic lockdown and all.” RoseRideRus explained that the Covid-19 impacted the K-pop industry to adjust their business model to be more online, creating more access for international fans. “I'm so glad that Covid happened because it brought about the online concerts where more of our international fans can participate and see things and they make it fairly affordable, like I think the most I've paid for an online concert ticket is like 90 US dollars for a two day pass or a concert for my house. So like I say, I'm really hoping that as things are starting to get better, but I really hope they [K-pop industry] continue to have that live [online concert] option. Yeah, because it also brings more money to them.”

[bookmark: _Toc106796207]4.1.2 Entertainment Purposes 
The first purpose of K-pop for a lot of fandoms is to seek for entertainment. Findings show that fans for turn to K-pop as their source of daily entertainment that they can access online on different platforms. Content spreads throughout different formats and exchanged and spread in the vast digital space. With the variety of content, entertainment can be found through two types of content: uncommercialized and commercialized content. The differing factor is the producer of the content. The former being fan created and the latter being the corporate content. This section dissects the difference of entertaining content for Kpop fandom in social media platforms. This section dissects through the theory of convergence culture by Jenkins (2006) as this transforms the way consumers experience brand. The effort from both media producers and consumers produce and connect with one another to build relations in the online realm. This subtheme will be dissected into grassroot activity and corporate activity. 

4.1.2.1. Grassroot activity
Through the fast-paced internet culture, fandoms produce their own content as a way to appreciate their idols and their willingness to connect with other fans through humor and similarities of admiration. Fan-produced content is the different forms of manifestation of idolizing K-pop idols and wanting to spread their creation to the community. As mentioned by Jenkins (2006), grassroots activity creates new ways of interaction and extends it into a participatory culture where fans are now an active part of the industry. Examples of fan creation from respondents include video edits in long and short formats on YouTube and TikTok with a focus on their idol's talent or personality. 
Respondents realize that memes are a big part of the K-pop community as they are a digestible form of content that is easily understood by different individuals where they either produce their own and ‘spread’ from others through reposting. When asked why memes are a meaningful part in grassroot activity, Lina from Texas quotes, “universally understood humour is something we can bond over, despite being from different cultural backgrounds.” 
Fan-arts also are produced by respondents: Sydney from California creates short videos of her favorite idols and uploads them on her fan Instagram account and RoseRideRus in the form of illustration and painting, where she utilized Discord with a specific page for fan arts. When asked about her purpose, she explained, “I think it's just really like fun because every fan has a different way that they interpret things or the way that they interact with the music or the idols and it's always really interesting to see how they turn that passion into their own creations” Another form of fan content would be dancing and singing covers of K-pop songs. “We [fans] come together from different countries and create videos of cover songs that the girls [idols] sang. And then sometimes those are fun. Or dance covers are also fun.” Realsky226 explained. 

4.1.2.2. Corporate activity. 
Korean media corporations also take part in creating content and platforms for entertainment purposes. According to Jenkins (2006) corporate activity includes accommodating spaces that builds team contribution, and there are social media platforms that are created by companies to produce a handful variety of content for fandoms to enjoy. An example would be Weverse, an application created by HYBE Entertainment, the producer of BTS and TXT, that enables chat access to connect with artists and fans. “BTS has a platform called Weverse where they just post stuff about everything and it's free for everybody there's like a translate button so it's more accessible now than it was before” Lina from US explained the accessibility of the platform for international fans. 
It is a part of K-pop culture that companies provide live streaming platforms such as V-Live utilized by K-pop idols to host and interact with their fans, showing a more raw unedited side as a way to interact with their fans. Although BTS fans who are respondents such as Sydney and Zayna from USA enjoy binge-watching variety programs of their idols are produced and uploaded on the company’s own website where subscription is necessary. However, illegal consumption of the content are mentioned where other fans take the time to create subtitles and upload the content to free video social media platforms.  
K-pop companies also create a variety of video content text that are available on YouTube that respondents enjoy watching for entertainment purposes. NJ_Shining from Indonesia really enjoyed watching dance practice videos, behind the scenes of album creation and other videos that are uploaded by the company. This shows the variety of content that companies provide for fans. Some respondents are conscious of the amount of content that circulates on certain platforms that they go through what they call a YouTube rabbit hole. Suggestions pop up linking one video to another creating a loophole of content that they consume for hours on end. They can spend a number of hours to watch a combination of commercialized and uncommercialized content that they immerse themselves into as entertainment purposes. 

[bookmark: _Toc106796208]4.1.3. Updating knowledge and opinion purposes 
The second similarity of social media utilization for K-pop fandom is their desire to update their knowledge and opinions regarding their favored topics. According to Jenkins (2006), individuals can extract information through exchanging and interacting with both stakeholders of other consumers and media producers.   Compared to all social media platforms, Twitter is most mentioned by respondents as the platform they utilize to update on the latest knowledge and information about their idols. The limited characters and loopholes create convenience for fans to read headline news of valuable information. “Twitter is pretty good for getting pretty up-to-date news about stuff” as quoted from Preah. “Twitter, usually, [idol] groups will post selfies and stuff like that, to really keep up with their group and also like tour announcements, come back and that kind of stuff.” Zayna from the US explained that fans also receive most information from corporate’s side through this platform. 
Rachel, who runs a fan account on Twitter reuploads content and obtains the latest information from LYSN, an informational-based social media account made by Korean entertainment companies of her favorite K-pop idol, SM Entertainment. She handles a fan account with three other admins. According to her, team effort is necessary where they divide tasks of reuploading the content from official platforms to their own fanbase account. Their intention of sharing the latest information was their desire to give back to the community and seeing the gap in the market for a fan account like them incites more motivation for them to create. Their admiration for their idols is manifested through this account. This action of collective intelligence is done in a way that fans combine their skills and time to create the constant circulation of media (Jenkins, 2018). 
Other respondents such as Preah created Discord servers to interact with a niche community. Sydney, reallyn0tme, Ila own fan accounts where they both produce and repost content from others on Instagram and Twitter. They post the latest updates and pictures of their idols and create discussions surrounding that. Reddit provides a platform to discuss K-pop related topics where it allows us to have lengthy discussions. RealSky226 claimed Reddit as her favorite platform where she can discuss fan theories and chime into other discussions that are extensive. She explains that there are subreddit pages that you can access for different types such as r/kpopopinions, r/kpopfantheories that you can find according to your interests, and she has been active there for a few years. 

[bookmark: _Toc106796209]4.1.4 Connection purposes 
The third similarity of this is the desire for connection with different stakeholders involved in the community. Worldwide web is a powerful distribution channel that gives platform for further connection not limited to geographical closeness. Therefore, different types of connection in the fandom community are created in the online realm. Based on the data, it is found that the most meaningful connections are divided into two: idol-fan parasocial relationship as well as fandom community itself. 

4.1.4.1 Idol-fan connection: parasocial relationship 
A fan’s desire to connect with their idols is similar throughout the data collection. As stated in the literature section, according to Marshall (1997) as cited in Linden (2017) fans invest in relationship with celebrity and are rewarded with a sense of belonging that replaces the social relations that are in decline in society. There is a high parasocial relationship context that happens between fans and idols as they describe their idols in a personal and emotional sense. Both contents from company and fan-made that circulates on social media create a sense of connection and understanding of an idol’s personality in the perception of their fans. Creating that sense brings more admiration through knowing their personalities and may incite feelings of entertainment, admiration, and inspiration. The variety and amount of content of idols create a heightened sense of knowing the idols’ persona and connectedness hence parasocial relationship is born. When discussing her idol, Rachel from US described her idol, “... he is very hard working. He's very humble and very thoughtful. I mean, it's very rare to see an idol whose debut as many times as he has, and has also seen, who was also an idol has seen so much success, but still stays humble and very thoughtful. And a lot of people who have worked with him as even said that he's very kind and very humble. And oh, no, he just has very down to earth very, like kind vibes from him. So yeah, I really, I've really grown to really admire him not only just like as a fan, but as like, like a role model itself, too. Because he's very passionate about what he does”  
Personal vocabulary of “hardwork, passionate, funny” takes place when fans discuss their idols. This indicates their level of connection towards the idol through the content that they have consumed. RadiantPineapple claims that “Fanmade content can also be a gateway for other fans to get to know different idols’ personality” 
Idols also create personal accounts on social media that fans can gain content from and find connection through the content where respondents follow their personal Instagram accounts and find it more accessible for them to understand their idols’ personality. NJ_Shining understood that “…in idol music, there's like, a really strong fan service and performance aspect to it. But to the point where if you are underperforming in those things, they will consider it like, ‘Oh, you're not doing enough’. Regular musician can just like make music. I'm not saying that idols can't make art. They definitely do, dude, it's like, it's just one of the ways that then you get more things to do, I guess, like more expectation kind of. But you have to be the very best version of yourself” 
This quote explained from a fan perspective, she is aware that idols have a higher image building responsibility compared to other musicians as their fan admiration relies heavily on their image and persona that they have built, therefore it is a crucial part to maintain them according to fans’ liking. It supports the notion that K-pop industry is known for its talent agencies that relies heavily on image making (Ho, 2012 in Morales & Rovlic, 2015)

4.1.3.2 Fan-fan: sense of belonging 
Another type of connection is between the fan community themselves. The intention of this is to find the sense of belonging in a community, and they are able to find it in the online realm. Most of the respondents claim that they feel connected to their fandom as they are quite satisfied with how connected they are online. They can achieve this sense of community through the utilization of social media as meaning making process is done collectively and they are able to reciprocate communication practices (Lee et al., 2019). Another form of belonging is through existent connections. 
Some respondents expressed their disappointment of their actual peers not being able to comprehend and understand their fascination for Kpop hence the drive to find a community with similar interest to feel more at ease when talking about their favored topics. As quoted from Alexa, “…. meeting a lot of people and just having that safe space where you can talk, or find people that share that same love for Mark [K- pop idol] just because all my close friends in real life, don't really like K pop or a fan of Mark and I would hate to just bother them because they don't really know about Mark, it's hard to like conversate or like, for them to understand. So like being on Twitter and having a community where we all go through the same thing, share that love for Mark has been great.” 
Through accessing social media platforms and peer influence, they see the convenience of finding them on the online realm and connecting with them. Other respondents such as Sydney, RoseRideRus and Ila realize that their K-pop admiration was affected by peer/familial influence. Enjoying K-pop content and idolizing the same group becomes a common activity to bond over and create stronger connections. Sydney goes to K-pop events in her local hometown with her mother and considers that a family bonding time. Ila was influenced by her high school peer to create her own fan account on Twitter for them to bond with. 
RadiantPineapple explained that “K-pop communities can make you immerse yourself into it because like, you we can't, as international fans, you can't really see like, other fans, like physical like, physically, like it has to be it's virtually throughout online” 
There are several coordinated networks on social media platforms that fans have created to increase visibility and cultural centrality that intensifies their social bonds (Jenkins, 2006). Their varying activities include creating watch parties in Discord where they introduced each other’s favorite bands to one another. As mentioned in theory, K-pop pop industry trains fan to be willing to invest time and resources to support the idols (Lee, 2019), and streaming parties are a common way of connecting. They increase their idols’ views to increase their chance of winning awards. This shows how the industry has created a culture of pushing fans to consume their content to achieve a certain reward. 
When they feel a connection from one user to another, fans invite other fans into group chats on different platforms from Twitter to chatting platforms such as Whatsapp or Telegram to further intensify their connection. Reallyn0tme has joined a Telegram group filled with Singaporean K-pop fans and so is Ila who joined Whatsapp chats for Indonesian fans. Their online connection can manifest into physical events where they go to concerts together and gather in fan cafes. Both Ila and Reallyn0tme had the intention of going to concerts in a group setting and connecting with online fans through physical meeting therefore creating further connections online are necessary. Fandoms connect not only for their admiration, but they also discuss beyond K-pop. Some of them create an emotional connection between the fans and friends with whom they converse daily through social media. Turns out to be an emotional connection, creating further connections further than K-pop. All interviewees have found a further connection through K-pop communities that they consider to be friendships.  

[bookmark: _Toc106796210]4.1.5. Presence of toxic fan wars in K-pop fandoms 

Despite that, toxic fan wars are mentioned by every respondent, emphasising that it is a common experience for K-pop fandom to witness in the online realm. It is a phenomena where fans of different K-pop idols have negative discourse that brings more discomfort than productive discussions. Worldwide fandom acknowledge their negative widespread stereotype of ‘toxic fandom culture’ of Kpop fandom. Twitter especially is known to be the platform to engage in discussions that may lead to feuds within the fandom community, that sparks doubt from a number of members. Realsky226 explained regarding the presence of toxic fan wars “That makes so much sense because there's no accountability, because your name isn't on there [social media platform]” Their realization in this creates proactivity for some of the respondents to find safer spaces to communicate with other fans. It ignited the motivation to remove themselves or reduce their intensity of admiration from the K-pop community. For instance, there are K-pop groups created on Discord and Reddit for mature fans above 21 years old with the intention of having calmer discussions compared to Twitter and platforms that are saturated with public and easier access.

[bookmark: _Toc106796211]4.1.6. Maturity and age playing a role in online behavior 

Through data collection, it is found that age and maturity is mentioned when discussing the intensity of fan-to-fan interaction. Several respondents believe that age and maturity create a difference in online interaction. Preah from Thailand took the initiative to create a Discord server page, especially for K-pop fans who are above 25 years old in order to have a ‘safe space’. To quote, her reasoning was “… I think I know, like being a Kpop fan, those can be very toxic. But if you find your like niche space, that it's really, really fun. think it's because we're all adults. And like, everyone's very mature, even if they disagree. They're very respectful to each other. It is merely a community where I wanted to be able to talk to people that weren't children.” Respondents of more mature ages above 21 realized that finding communities within the same age range brings more enjoyment through mutual understanding and mentality on enjoying the genre. 
When discussing on younger age fandom, Alexa explained, “I think I tend to think just because you are young, and you are on the internet, and it's just easy to get influenced and swayed” RoseRideRus justified her reasoning as “younger fans are very passionate. But I think with the maturity that comes with age that tends to come with age and you definitely start to kind of move away from that toxic behavior” However there are also times when the different ages can bring the community closer. RoseRideRus explains that mature fans like her gave support to younger fans who are struggling with mental health issues or social rejection from being a K-pop enthusiast. Findings point out that younger age fans are associated with immaturity and toxic behavior that includes bullying; harassing idols and fans and fan wars occur frequently. Respondents who act as moderators on social media find their ways to keep the platform as peaceful as possible. There is a conscious realization by respondents that the racing culture of the K-pop industry induces more competition through shows. Fans who realize it tries to avoid the space where they do not feel comfortable by muting, unfollowing accounts, and finding better platforms that they feel safer. 

[bookmark: _Toc106796212]4.2. Differences 

Through thematic analysis, it is found that each region has its distinctive characteristics that is more prominent than the other. This section will divide the themes into the contrasting elements that one region has more than the other. 
 
[bookmark: _Toc106796213]4.2.1.  Strong views of American culture 
Through the interview it is found that by societal culture, Americans are more outspoken on political beliefs and values. With social media being an echo chamber of expressions, Americans have more tendency to utilize social media as a site for political activism that surrounds prominent social issues (Galantowicz, 2021).  Alexa from USA admit, “Western culture, we tend to speak out about that [values] a lot more.” A lot of Korean values are not aligned with Western values such as colorism, racial insensitivity, therefore they create these discussions on different platforms of chosen platforms. Cultural sensitivity in Western media is crucial therefore it is transferred to their perception of any other media including K-pop. Compared to South East Asian fans that holds similar values to Korean values, North American fans are more comfortable with creating political and societal discussions on topics they find problematic in the industry. 
Zayna from California, USA described an instances where she claimed to have expressed her disappointment towards her favorite idol group that created controversy through wearing a religious necklace through creating a post. Through that discussion, she found a peer that has a similar view in her and bonded over the commonalities of her values of religion. Ila from Indonesia also realize that through the quote “I do think Indonesian fans are more relaxed in that sense because it is not really our culture in speaking up. We also have similar values to South Korea, so definitely American fans are way more outspoken on that.” 
However, a recent political phenomenon of happened in the Philippines fandom where they united together on Twitter to discuss the presidential election and the political state of their nation.  “Before I am a K-pop fan, I am a Filipino” Realsky226 from Philippines stressed the importance in the interview. Uniting together as K-pop fans, fans took to Twitter and extended their connection further to create discussions on their national identity as a Filipino. Platforms are utilized to create discussions further than K-pop. RadiantPineapple from United States was also aware of this phenomenon happening in Twitter and she claimed that “K-pop has a uniting factor in that sense.” Instead of discussing different internal values that K-pop has, Filipino utilized the K-pop community to create discussions on other subjects that they find detrimental to their future. 


[bookmark: _Toc106796214]4.2.2. Longer Hallyu exposure in South East Asia 

The long presence of Kpop in Southeast Asia affects the way individuals and communities understand and interact with one another. After being a fan for more or less a decade, interviewees claim that they witnessed a major shift in K-pop industry, widening fandom and social acceptance throughout the years. 
Fans from Southeast Asia region have been exposed to K-pop since the “second generation era” in the early 2010s as the genre has been engrained in mainstream media. Thailand and Singapore respondents grew up with that and K-pop is intertwined with their media. As supported by literature, the Southeast Asian region is the first region that the K-pop industry targets (Jung, 2011).  
The image of K-pop as an industry is commonly accepted in this region. Through data collection, it is found that In Thailand and Singapore, the genre has been present in modern society for a while as there is high exposure of content throughout media products: advertisements to TV programs and Korean media products are planted in different ways that it is normalized in society. The genre of K-pop has stayed longer in the region. In the past decade, K-pop has massaged its way through Southeast Asian countries to become more mainstream media and it is publicly acknowledged and common to be a K-pop fan. Realsky226 from the Philippines claimed that the country has an exclusive radio station and the time for K-pop songs and Korean idols being brand ambassadors of local clothing brands. Thailand has Thai idols in famous groups that are highly favored in their country making advertisement deals. Ila and NJ_Shining claimed that Indonesian major corporations like e-commerce and skincare products have collaborated with K-pop idols as companies realize that utilizing K-pop idols creates more social awareness. Singapore thrives off media consumption from other countries as they do not produce their own media therefore Korean pop being one of them has been ingrained in the nation’s popular culture for a while. 
Ila from Indonesia realized that the Korean entertainment industry has been pushing more content that is catered to specific countries. For Indonesia, there is a YouTube channel that produce content on K-pop idols learning about Indonesian culture where she could watch video content of her favorite idols learn Indonesian words. Parasocial relationships between K-pop idols and fans appear more frequent in the region. Both respondents from Indonesia realize that there is a subcommunity of fans that is present in the digital realm. “Delulus” or “girlfriend stans” or “mom stans” are terms that they utilize interchangeably to describe fans who create personas of being a caretaker that personally knows them. They produce content that creates the idealized image of their idols depending on their preference. One example from Ila was Muslim K-pop fans who edited pictures of idols in Muslim clothing. Their caption explained imaginary setting of idols in a setting catered to their religious beliefs. Despite having a negative stereotype by general fandom, this subculture of fan creates the understanding that fans can consume text depending on their set values and belief. Even within an international context, their initial values will shape their behavior and perspective of a fan. Preaah from Thailand claimed the national pride and acknowledgement from their country towards Thai idols that debuted in K-pop bands such as Lisa from BLACKPINK and Bambam from GOT7. “They are a national pride here and their faces are everywhere” (Preeah, 2021). Having Thai members in a K-pop group creates more attachment for Thai fans as they are able to relate more and take pride in the idol for being an international idol that succeeds in becoming a Kpop member. The national affiliation results in Thai K-idols being heavily recognized in their own country. This also reflects on the decision of Korean media entertainment recruiting idols of Asian nationalities. “Second generation idols” are phrases that they utilize to describe K-pop idols that were popular in the period early 2010 where they started becoming interested. NJ_Shining from Indonesia described Hallyu wave started in Southeast Asia. 
Some respondents realized that the industry has targeted their region as its main consumers. K-pop music videos were broadcasted in program shows on cable TV. As international fandom was still a niche community and the internet were not as utilized as it is today, there is a lack of exposure to content. Access to Korean programs was limited therefore pirating videos was an option for a lot of them. After that, fans take the initiative to create English subtitles for the shows and distribute them on social media platforms. That way, more fans can consume content and it is more accessible. Although Realsky226 from the Philippines does acknowledge that most commercialized content is still catered to Koreans, therefore both companies and consumers take initiative with the added effort of translating and uploading it on wider platforms. Since SEA region fans are more acquainted with the Korean industry, respondents from both regions realize that SEA fans feel a bigger sense of responsibility to make their idols win awards as they realize that the industry is created in a way to create a competitive nature of award shows and prestige in K-pop world that everyone has a sense of unity in fandom to let their idol win award shows and championships that are held by media entertainment enterprises. 
  


[bookmark: _Toc106796215]4.2.3. America’s slow process in the acceptance of K-pop 
 
Compared to Southeast Asia, K-pop found its way into North America’s mainstream media later than the former region. Gangnam Style by PSY sparked a worldwide phenomenon as a gateway to introducing K-pop to North America in 2013 (Alexa, US, 2021.) All five American respondents have claimed that they are aware of the genre before becoming a fan, creating the understanding that K-pop has been a commonly acknowledge genre in the country. Alexa, Sydney, and Zayna from United States started taking more interest in the genre ever since K-pop idols appear on national media television such as talk shows to national music award shows. Their fascination with the idols initiates more interest to become their fans. 
Radiantpineapple from Midwest area of US have been a 12 year-long fan of the genre and she could see the growth of exposure and acceptance of Kpop in American media and community. In the present time, Korean albums are available to purchase in local stores such as Target and Barnes & Nobles, and their example shows the progress of acceptability and their satisfaction in accessibility for K-pop content. Korean bands are invited in national shows creating more national exposure and awareness towards the industry. However, respondents acknowledge that negative stereotypes remain strong in certain communities. 
One of the stereotypes are K-pop fans are affiliated with being “crazy fangirls” through their behavior online. RoseRideRus and Radiantpineapple saw xenophobia happening in the online realm remain present, especially both living in Midwestern area where they are exposed to less tolerant society. Zayna explained “there's a bit of a negative stereotype calling like super hyper feminine they look like girls blah, blah, blah. And you really see that double standard. There is that because like I have heard people say like keep up like Kpop men like gay and stuff like that, but they go and like actively listen like somebody like Harry Styles that wow, he is breaking gender norms. We love to see it. That was done years ago. And I think that is really when like the xenophobia kind of shows that.” 
Lastly, the hierarchical mindset of Western society with accepting foreign media still exists as respondents view Americans have the perception that Western media is the best. Arguments such as delegitimizing their enjoyment of foreign media because they do not understand their language spark a lot of debate in the online realm of news websites. 
RoseRideRus explained, “… we have an elitist attitude in the US that like we're the best, which isn't accurate for the artists. But we think that we are, so that comes across kind of in our interactions as well, I think, you know, like I said, in the memes you can tell that it's an American that probably made it because we also tend to view their culture through the lens of our culture.” 
Interviewees also felt the negative perception of K-pop reflected in American media. Radiantpineapple claimed racial and value insensitivity when K-pop idols appear in national programmes. RoseRideRus explained an example to a recent interview with a K-pop band, Stray Kids, in a television programme: 
  
“…There's a clip of Stray Kids [K-pop band] were on an American show, I don't know what show one of the morning interview shows. And the host is asking questions. And Felix is Australian. She [interviewer] says something in English to him. And of course, he's got that accent. And the host looks at him and she goes, “Oh, you've got a bit of an English accent don’t you?” I feel it spoke to them and goes, well, yeah, I'm Australian. Of course he does. But that was probably the first time that host has had that interaction with somebody from a K-pop group. Yeah. And it's just like, somewhere in there, somebody failed to do their research on the group. And it's not hard to learn about them beforehand either.” 
Zayna also realizes that she realizes a pattern of “clickbait titles” with K-pop articles that will point controversial subjects such as mandatory military enlistments for K-pop idols inciting more online traffic to their websites. 
Fans express their disappointment towards American music awards for not being able to represent the music popularity of K-pop well as their idols have not received certain awards, although they have been invited and performed in multiple awards shows throughout the last five years. American fans have the underlying assumption that the presence of K-pop idols in Western music is utilized to increase popularity due to the nature of the strong online presence of K-pop fans. As quoted in an interview with RoseRideRus, 
  
“So it's kind of like we are starting to kind of question the Grammys. Like, you're inviting them, you're using them for clout for views, etc. And they absolutely deserve a Grammy. But you're not giving it to them. Yeah, exactly and they've done so much to try to get a Grammy.” 
  
Overall, the dissatisfaction towards how American media portrays and presents K-pop topics exist in American fans as Alexa realize that “I still think we [American society] have a long way to go.” 

[bookmark: _Toc106796216]4.2.4. Convenience of national connection 

The first three themes thus far have shown the distinctive characteristics of fandoms in each region in how they interact within the social media realm. Thus far, the differences have been leaning towards one characteristic that one region has that the other lacks. However, the third difference is the common ground for both regions that fans agree on. 
            Throughout the data, it is found one common ground that there is high convenience of strong connection from the basis of nationality and/or ethnicity. The first main finding of this theme is that language limits the transcultural connection. As English language is the universal language to connect through, fans who lack comprehension of the language will inevitably opt out of transnational online dialogues. Despite creating international networks through, Ila from Indonesia is in a Whatsapp group chat where everyone speaks Indonesian, and her reasoning was that she finds it more comfortable to speak her native language and facilitates more room for connection through a language she is confident in. Realsky226 from Philippines realizes the complications of connecting with others in the vast online realm if English is not a language they are used to. 
Another factor of convenience is through the same understanding of social cues and humor. 
Min from Singapore explained that she connected with other fans through the same level of humor, “Yeah, it's like a very special niche of brand of humor that Singaporeans use. Yeah, yeah. It's like you go oh, by the country inside jokes” 
Preah from Thailand realizes the best humor that she could find on the K-pop community was from her country herself. 
Radiantpineapple from USA could understand that there are several types of humor that fandoms from different country have, and she could also enjoy it. “..like they all use memes to express their feelings for a kpop group. But like, the memes is connected to their own pop culture, like, you know, that like, for example, the Philippines, like they have their own means that they use for Kpop groups. And even though I don't understand it, like it's like, oh, we do that, too” 
The convenience of connecting with fans with similar time zones are also mentioned throughout interviews. Being able to spend longer time creating conversations facilitates deeper connection, as Sydney from US explains having made close friendships from the community that live near her area.  
Lastly, practical reasons such as meeting up for physical events and bulk purchasing albums for international shipping prompts fans to create online groups with fans with common geographical area. Zayna from California, who owns a trading account creates an online group chat via Instagram to buy albums. Due to the nature of expensive shipping cost, she had the initiative to create the group. She enjoyed doing it as it “builds my leadership skills as well.” Reallyn0tme from Singapore deliberately find Singaporean fans as she realizes that she would like to meet for fancafe events where K-pop fans get together and socialize and discuss about K-pop in physical events. Therefore, the convenience of finding the same nationality lies in their practicality as well. 

[bookmark: _Toc106796217]4.3. Spreadability of Korean culture 

The last part of this results chapter contains fans’ general interest in furthering their admiration towards K-pop to Korean culture. With Jenkin’s (2006) theory on spreadability, transnational media content fosters curiosity about other cultures and may incite more interest in other countries, specifically Korean culture in this context. Through the findings, it is found that depending on exposure of Korean media and culture, different fans have varying interest in learning about it. Learning Korean is an activity that they want to do because the exposure of Korean content is high, they pick up languages and interest to learn increase. Sometimes, learning about the general socio-economic-political state of the country lays the groundwork for fans to navigate how their idols and fandom activity is impacted. For instance, Radiantpineapple took time to understand South Korea’s recent presidential elections as she realize the elections might affect how idols are being perceived in the nation and the rest of the world. 

[bookmark: _Toc106796218]4.3.1. Korea’s spreadability in South East Asia 
As mentioned in previous subthemes, Southeast Asia region has been exposed to Korean media for more than a decade. Therefore, the exposure of Korean culture towards the public has been more frequent and accepted. In tandem with K-Pop, Korean dramas are also a media text that is well acknowledged as claimed by Realsky226 from the Philippines. Through Korean dramas, their interest in learning the language, mannerisms and social values have also inclined. The Hallyu wave is manifested through the rise of Korean restaurants that are open, the utilization of Korean idols as brand ambassadors in contracts with SEA companies. Generally, this region finds Korean culture enmeshed and engrained in their daily lives. To add, the similarity of values such as Confucianism opens more way to public acceptance in the region. 
[bookmark: _Toc106796219]4.3.2. Korea’s spreadability in North America 
As discussed, there has been growth in North America’s acceptance towards Korean media, and eventually culture as well. Despite that, Zayna claimed that there is still resistance to learning further about the general Korean culture with the common stereotype of being a ‘Koreaboo:’ a derogatory term implying non-Koreans who is overly infatuated with the culture through consuming Korean media. In order to not identify themselves like that, it is best for them to keep a distance with their identity as K-pop fans to diminish the chances of being called that. 
Although on the other hand, RoseRideRus has extended her admiration for Korean culture through her decision of moving to South Korea to teach English. Her eagerness to learn more about Korean culture is derived from being a K-pop fan since the pandemic started and she realizes that the text she consumes creates the positive drive for her to have personal goals of moving to another country.  

4.3.2.1. Representation in Asian American community’s 
As most respondents were of Asian descent from America, most respondents feel the representation through Korean media consumption. They find comfort in watching media that ‘looks like them’. Regarding representation, Radiantpineapple said, “And I think it is the norm that like, I mean, I maybe I can't really speak for all Asian American people, but for me as an Asian American it was important to me. Now I know that it's important to me to be connected to some Asian media, especially in the early 2000s. It was hard to find it before, but and then like, we did what we had to do to get it.” 
Alexa also explained, “Growing up, there wasn't a lot of Asian representation in the music industry. Like the only people I really saw Asian in the industry was like Ryan Higa, who's a YouTuber, and then like, Brenda Song, who was an actress on Suite Life of Zack and Cody, and then like, Far East Movement, other than that, there wasn't really a lot of Asian representation. So for me, it just makes me really happy to see that Asian artists are starting to break out in America is seeing that people, you know, xenophobia, if that makes sense. It makes me very happy just to see that people that look like me that maybe, I mean, I'm Vietnamese compared to like Korean people, but like just seeing people that look like me succeed in an industry that they haven't before. It's really heart-warming.”  
Asianization also takes place in this community. Coined by Siriyuvasak & Hyunjoon (2007), this term creates an understanding that appreciating cultures that are not part of mainstream culture striving to be ‘anti-national’ as Radiantpineapple claimed the different experience of enjoying K-pop music compared to Western music where they pay more attention to detail, and performance is a priority.  
Radiantpineapple realized the closed circle of Asian Americans that influence one another “I guess it gets tricky, because, like, I grew up in a community where like, everybody around me likes Kpop. So like, I want I don't want to be like, be stuck in my bubble, like, in my own bubble, like, you know, since I Asian American, like, a lot of Asian Americans…they know Kpop and they consume Kpop” 
Zayna grew up in Asian predominant community. Kpop is known since 2011 – 2012 “…so I went to a predominantly East Asian school. And a lot of my friends were Vietnamese and K-pop and the Vietnamese community is a pretty big thing. A lot of people do like it a very high ratio. And so they would start talking about these bands specifically, it was BTS excellent, got seven. And so they were talking about these bands a lot. And from the talks that my friends were telling me I kind of got interested and I decided to check them out for myself.” 
They can see similarities of culture even as a diaspora. Values of Confucianism, seniority, respecting elders that they hold similarly to Korean media in Asian Americans. There is also presence of Korean club or Hallyu club in physical space (university) normalize the presence of Hallyu. Cultural proximity initiates their interest and loyalty towards the media product as they can relate better to the media as compared to what they are used to in their home country (Saraswati & N., 2020). 











[bookmark: _Toc105077432][bookmark: _Toc106796220]5. Discussion and conclusion

Korean entertainment industry has paved its way to mainstream media throughout the years and is well received by global audiences creating a loyal fanbase as transnational connection exceeds through internet accessibility and social media networks. This prompted an exploration where the intersection of two underlying themes – social media in fandom culture and transcultural boundaries – was studied with the following research question: How do K-pop fans in Southeast Asian and North American regions give meaning to social media in creating their transcultural digital community? Foundational insights from past academic theory were done in the process of desk research followed by the appropriate methodology for results. Through thematic analysis, a comprehensive answer to the research question was formed. Through a comparative study of two regions, both similarities and differences are found and analyzed. Lastly, the transculturalism of Korean culture is also discussed. 
Through thematic analysis it is found that more similarities are found in terms of social media utilization in the fandom context as it erases more boundaries to global connection. Before delving in, it is important to note how the Covid-19 pandemic has prompted more desire for online connection and the fandom community is able to provide that. K-pop media companies also divert their business strategies leaving more space for fans to interact with text they produce and publish online. Social media is first utilized for entertainment purposes where both the media entertainment industry and fans intertwine and create extensive and complex interactions happening on a variety of social media platforms. Fans manifest their adoration for their idols through producing their own text where companies continue to bring a variety of platforms that engage audiences to retain their attention. Secondly, updating knowledge and opinions is another way on how social media is meaningful to the community. One way of staying connected to their idols and fandom is through understanding the latest updates and knowledge therefore fans look to different platforms for varying utilizations. Lastly, fans seek connection and social media provides the ability to connect idols and fans as well as fan to fan. Parasocial relationships grow stronger as platforms allow more ways to connect idols with their fans and are able to perceive idols’ persona even further. Age factor does play a role in the fan interaction as toxic fan wars are a common thing to witness as a K-pop fan, and maturity and age play a role in this according to data. 
In terms of differences, American fans are more prone to be outspoken on politically induced values on the platform, as their culture differs a lot from Korean and in general Asian values that are upheld. This distinction can also be seen by Southeast Asian respondents that are more aligned with Korean values. Although there is an instance where the platform is utilized to create national conversations regarding political choices in the Philippines, SEA fandoms are less likely to create political discussions on social media. Another difference is the length of exposure to the Hallyu wave in Southeast Asia compared to North America. This affects the way each region navigates its fan culture and the way they perceive K-pop depending on how accepted K-pop is in the larger community. The genre, on the other hand, slowly crawls its way into acceptance in American society. Although there has been much more progress with accessibility toward Korean media products, negative stereotypes still remain in the media and fans are not yet satisfied with the portrayal of K-pop in Western media. 
Lastly, there is high interest in learning more about Korean culture as seen across both regions. Being highly accepted in public eye, Korean culture is ingrained in the mainstream culture of Southeast Asian countries and is enmeshed, where not only Korean media is enjoyed but their interest extends to food, fashion, and linguistic interest. As for the other region, Korean culture is more dominant in Asian American community. Consuming Asian content as a diaspora is a common thing for a lot of individuals therefore spreadability is common in specific demographics in that region.  
With this comprehensive answer the purpose of this master’s thesis has been fulfilled and its objective realized. Namely, social media utilization in K-pop fandom, the similarities and difference in regions of North America and Southeast Asia in fandoms and broadened view of transcultural digital culture. Given this answer to the research question, the next discussion will be topics of theoretical implications and contribution to the academic agenda of related studies (5.1.), discussions in practical implication (5.2.) and concluding remarks about limitations and suggestions for further research (5.3.) 
[bookmark: _Toc106796221]5.1. Theoretical implications
The findings of this study offer certain theoretical implications and contributions for K-pop fandom and social media in transnational culture-related academia. In this section, the existing theory is re-evaluated in light of new findings to validate, challenge, and extend more understanding. This also shows the added value of the academic community. 
Jenkins’ theory of convergence culture, participatory culture and spreadability was utilized throughout the whole research process. The findings from this realize that Jenkins’ theories are appropriate for the research of media utilization in fandom community. However, it is evident that the K-pop community has a variety of online activities, and the K-pop industry also pushes content that attracts fans to stay in the loop. This proves convergence culture that both parties create constant collaboration within the digital realm (Jenkins, 2006). Although a vital point in collaboration is the necessity of having a certain understanding of not only English but also internet slangs and phrases that are rapidly changing to participate. Video content is utilized for visualization and recent platforms like TikTok extend another way of interaction and producing content for both companies and fans. Video content platforms are a vital part of fandom communities as the performance aspect of the genre can be visibly seen by the audience. Combined with localization, advertising and distribution, different fandoms of different nationalities may cater to different content and community engagement (Jenkins, 2013). Although it is true as seen in the subtheme of differences of the regions in how they perceive and engage in Korean content depending on their cultural setting. For instance, parasocial relationship between idol and fans are more defined in Southeast Asian region with the fact that more fans accept and enjoy emotional content. 
A number of researches has been targeted around young fans (Yoon, 2018) and another point made would be the importance of age and maturity in fandom community. Maturity does play a role in their interaction and online behavior therefore creating emphasis in this would be beneficial for academic relevance. The theory of Asianization by Siriyuvasak & Hyunjoon (2007) is more apparent in the Asian American community. Despite not being in a close geographical proximity to South Korea, spreadability is more common in the diasporic community. Fans translate transcultural texts and appropriate them as the familiar content relatable to their everyday lives. Moreover, it is not always true that global K-pop fans residing outside the geographic boundary of Asia are unfamiliar with “Asian sensibilities” as Asian diaspora living in Western countries find correlation and comfort through consuming Korean content. 
 
[bookmark: _Toc106796222]5.2. Practical implications
Besides theoretical implications, practical implications also came forth through the analysis of findings. Societal implications of this research are discussed in this section. Firstly, it is inevitable that Covid-19 did have an impact on how social media is utilized as it forces companies to create more online business strategies and fandoms form tighter bonds due to their desire for connection in the isolating times. Through finding out the similarities, it is found that humor is a common ground that the general fandom can relate and understand. Humor in the form of memes binds the connection stronger as it is universally enjoyable. Despite being only one form of text that the K-pop community enjoys, this research emphasizes that humor and meme culture is vital to building a large online community and the power and influence of this media text should not be overlooked. Another point to make is the fans’ dedication to uniting and sharing activities for the sake of the community. Activities include creating subtitles and illegally uploading paid video content to free social media platforms, creating trading and albums without financial benefit, and creating fan accounts that aim to update fans quickly. These are some of the actions that indicate the strength of K-pop fandom in building a community with the incentive of creating stronger bonds. 
The findings indicate that the K-pop industry is filled with a variety of online activities where fans can find different ways of enjoying K-pop. However, for the industry to further their progress in community building, improvements can be made, as it is found out that different regions have different necessities and values that are upheld.  For instance, in order to comply with the US market better, the K-pop industry needs to understand the different societal and political values that Americans uphold, adding their online persona that is more vocal in voicing their dissatisfactions. Creating more space to understand cultural sensitivity may be beneficial for industry. 
Lastly, a crucial point is the frequency of toxic wars that happen in the fandom community. It is found through findings that these negative discourses happen often and the realization that the industry induces more of that through the variety and weekly competition that they have. Although debating and fan wars create more online traffic and overall attention to certain topics, it does digress the perception of the overall K-pop community in the public eye. Therefore, both companies and grassroot activity must find better ways to eliminate and reduce this friction that happens online. The moderators of K-pop pages that were respondents have done their part in banning certain words and creating a safe space for their community. It is a necessity for companies to acknowledge the rank-based system of the industry creates automated competition between fandoms, therefore creating a boundary on certain actions and social sanctions will impact this along the way. 

[bookmark: _Toc106796223]5.3. Limitations and future research
To conclude the section of the thesis, limitations and recommendations for future research will be pointed out. As a first limitation, one might consider the English capabilities that respondents have. Except for one Indonesian respondent, everyone is required to have certain fluency in English in order to conduct interviews in a thorough manner. Therefore, the pool of respondents is already reduced and more niche as there are several non-English speaking K-pop fans in Southeast Asia. Another limitation is the lack of representation of certain countries in Southeast’ Asia such as Malaysia or Brunei fans, as well as Canadian fans or other regions for North American. The number and variety of respondents’ nationalities would be a recommendation for future studies. 
Furthermore, it has been expressed that the results of this study are a comparative nature between Southeast Asia region and North America. Further studies can explore different regions and even compare them to the origin country of South Korea itself to find distinctive characteristics and similarities between each region. Their understanding and appropriation of K-pop culture have the possibility to be most intense and distinctive, creating more space for a comparative study with other regions. Out of all platforms, Twitter was mentioned and discussed during the data collection period.  A recommendation of future research would also be to focus on specific social media platforms and the interaction and community building in K-pop fandom as the community has slowly built its way and created a presence in the online realm. Finally, given the diverse theories that are created in the desk research part, future studies could attempt to analyze the fandom lensed by one specific research model such as Jenkins’ participatory culture or Mayer’s transfer culture theory. Through that, research can expand more insights in an inductive manner and create additional points lensed by past literature. 
To conclude, a gap in the literature regarding the comparison of two regions of K-pop fandom and their meaning-making in social media in a transnational context has been filled and contribution to avenues for future research has been made. 
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Interview guide

Hi ________! Thank you so much for taking your time to do this interview with me, I really appreciate it. 
Explain what you’re going to do (ask some questions about X). How long you estimate it will take. Reconfirm consent. Reconfirm whether they are okay with recording. Then record. 
How are you doing today? 

Introductory question (10 mins) 
1. Can you tell me a bit about yourself? (name, age, based, occupation) 
2. Who is your favorite K-pop idol/band bias? Why? 
3. How long have you been a K-pop fan? 
4. How did you find out about K-pop in general, before being interested in K-pop yourself? 
5. How did you start being interested in K-pop? (When and where) 
6. If one asks you what k-pop is, what would you say to that person? 
7. What is the main reason that you stay liking this music genre? 
8. What kind of activities do you like to do when enjoying K-pop? 
9. What is your most significant/memorable memory of being a K-pop fan? 


Social media 
10. Do you use social media as a K-pop fan? Why? 
11. Do you have a separate account for private and K-pop account? Why/Why not? 
12. How frequently do you use social media? 
13. Which social media platforms do you usually use? 
14. When do you usually use/post on social media?
15. How do you feel about posting K-pop content? 


Sense of belonging (community building within the fandom) 
16. Do you feel connected to the K-pop fandom? 
17. Do you think you have built connection through K-pop fandom? 
a. What kind of social connection was it? 
b. What did you talk about? 
c. How does that make you feel?
d. Do you maintain connection throughout the time period?
i. If not, why not? 
18. What was the drive to create an account for K-pop/ interact with other K-pop fans on the internet? 
19. What do you think is the reason people follow your account? OR why do you think K-pop fans want to interact with one another? 
20. Are you satisfied with the engagement of your account? 
21. Do you have any personal goals for your account? 
22. What was the reason to build community online 

Online engagement/grassroot activities – how does that work online 
23. How do you interact with other K-pop fans? What activities or post do you do for that? 
24. What do you feel when you interact with them? 
25. How do you keep yourself updated with latest information and updates?
26. What kind of fan content do you usually consume on social media? 
27. Why do you enjoy these specific contents? 
28. What kind of fan content do you usually post on social media? (pictures/quotes/videos/active discussions)
29. What motivated you to actively participate in creating content? 
30. What kind of interaction would you like to see more OR LESS of from your fandom? 

Transnational community 

Transnational relationship 

31. Do you connect with fans from other countries of different cultures? 
32. Do you also connect with fans from your own country?
33. Is there a reason why? Do you deliberately do it because of the country or is it a natural thing? 
34. Do you look at people who follow you? 
35. Does social media really help in building a transnational community, or is it still a 
36. Does the culture/region in which you are in play a role in how they build community
37. Do you connect from other fans of the world?
38. Do you see a difference of “stanning” your idols between you and them?
39. Do you see similarities of “stanning” your idols between you and them? 
40. How do you view social media in terms of connecting fans from different background? 

Societal – distinctive culture (how they thought kpop was to how is it actually) 
1. How do you think K-pop is perceived in your country? 
2. Do you agree with the general perception of K-pop in your country? 
3. What are the stereotypes do you think your country has regarding K-pop? 
4. What kind of K-pop content do they show in your country’s media platforms? 
5. How satisfied are you with K-pop content exposure in your country? 
6. How hard is it for you to access content of K-pop there? 

Personal – spreadability 
7. How far are your interest in learning about Korean culture? (language, food, etc) 
8. What kind of activities or things do you enjoy doing because of K-pop media you are consuming? 
9. What habits do you pick up from consuming Korean content? 
10. Do you find yourself comparing your culture to Korean culture? 
11. Do you find yourself wanting to learn more about socio-economic-political state of Korea? 
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	No. 
	Name 
	Region 
	Location 
	Source of respondent 
	Date of interview 

	1. 
	Ila 




	South East Asia
	Indonesia
	Snowball suggestion 
	14/5/2022

	2. 
	Preah 

	South East Asia
	Thailand 
	Discord 
	15/5/2022

	3. 
	Realsky226
	South East Asia
	Philippines 
	Reddit 
	12/5/2022

	4. 
	Reallyn0tme
	South East Asia
	Singapore 
	Reddit 
	18/5/2022

	5. 
	NJ_Shining 
	South East Asia
	Indonesia 
	Reddit 
	14/5/2022

	6. 
	RoseRideRus 
	North America 
	Midwest 
	Discord 
	11/5/2022

	7. 
	
Alexa

	North America 
	California
	Twitter 
	14/5/2022

	8. 
	RadiantPineapple
	North America 
	Texas
	Reddit 
	15/5/2022

	9. 
	Sydney
	North America
	California
	Snowball suggestion
	18/5/2022

	10. 
	Zayna 
	North America
	California 
	Snowball suggestion
	12/5/2022
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Below is an overview of the coding process from initial codes to final themes. Each grouping has three most vital initial codes that are selected as an example. 


	Themes
	Grouping
	Initial codes 

	Similarities
	Covid-19 isolation
		Loneliness 

	Boredom 

	Utilizing social media 




	
	Entertainment purposes 
		Humor

	Fanmade content 

	Relaxation purposes 




	
	Knowledge and opinion sharing purposes 
		Corporate creation

	Production of knowledge 

	Consumption of knowledge




	
	Connection purposes
		Family activity

	Peer influence

	Parasocial relationship with idols 




	
	Presence of toxic fan wars 
		Moderating

	Twitter as platform

	Industry driven




	
	Maturity and age 
		Emotional support

	Perception of younger fans

	Creation of mature spaces 




	Differences 
	Strong views of American culture 
		Addressing political stances

	Outspoken habit online culture 

	Politically incorrect values of K-pop 




	
	Longer Hallyu exposure in SEA 
		Normalized Korean content

	Second generation

	Korean products in mainstream channels




	
	America’s slow process in the acceptance of K-pop  
		Western awards

	Dissatisfaction with media 

	Xenophobia 




	
	National connection 
		Logistical purposes

	Language

	Time zone 




	Spreadability 
	SEA
		Korean dramas 

	Korean food 

	Cultural proximity to Koreans




	
	North American
		Asian proximity

	Resistance of learning more

	Koreaboo  
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