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ABSTRACT

The exponential growth in the popularity of Korean pop cultural products across the globe known as
Hallyu wave has grabbed the attention of people worldwide. At times when the geographic
boundaries have become blurred due to the virtual connectivity and advancement in internet
technology, South Korean popular culture is developing at an unprecedented rate across the globe.
The popularity is such that it has entered the mainstream even competing with the Hollywood films,
dramas and music. The field of Hallyu though has attracted many from the academia, as it is still a
newer research area, not many significant attempts have been made to review the literature in a
systematic manner. The major objective of this paper is to acquire a better understanding, and a
detailed review of the research regarding Hallyu wave, its allied areas, current status and trends.
Systematic Literature Review (SLR) is the method used for this paper. This research has utilized the
methods presented by Junior & Filho (2010), Jabbour (2013) and Seuring (2013). The researchers have
deployed a systematic literature review approach to collect, analyze and synthesize data regarding
the Hallyu wave, addressing a variety of topics using Google Scholar between 2000 and 2019 and
selected 100 primary research articles. From the systematic literature review, the results or main gaps
from the existing literature have been uncovered. For example: most of the low income countries do
not have extensive research on Hallyu or most of the research on Hallyu is done in the region of East
Asia and Pacific.

Keywords: Hallyu Wave, Korean Popular Culture, Cultural Hybridity, Cultural Diplomacy, Cultural
Proximity.

INTRODUCTION reassurance of Asian identity that came out as
With over two decades of the evolution of a response of social and cultural hegemony of
Hallyu wave which can be roughly described the West caused the growth of Hallyu. Also
as the spread of the Korean popular culture the financial crisis of 1997 played a crucial part
and media throughout the globe, the in expanding Hallyu as its aftermath led Korea
phenomenon of Hallyu wave has been to explore new export markets (Cho, 2005;
successful in grasping the attention of Elfving-Hwang, 2013; Kim, 2007; Shim 2006).
academicians all over the world (Lyan, 2019; Undeniably, the role of South Korean
Masood & Rahim, 2020; Mustikawati, 2020; government is very significant in popularising
Ravina, 2009; Yoon, 2020). It is the powerful Hallyu.
impact of Hallyu wave that has contributed to
the growth of Korean economy and eventually As an outcome of the government’s policies
created a positive image of Korea in the world that provided opportunities to the domestic
(Elaskary, 2018; Lee, 2020; Kim, 2014; Sung, cultural industries, the Korean pop culture
2010). began to flourish (Korean Center for
Information Services [KOCIS], 2013). Be it the
There are numerous reasons that have establishment of Korean Culture Centers in
facilitated the rise of Hallyu. According to Yin every corner of the world or promoting Korea
& Liew (2005), the economic growth of Korea, as a tourist hotspot via publicizing the
Korea’s history of decolonization and the locations of popular drama sets or providing
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incentives on the purchase of Korean goods in
form of Korean pop culture, the role of
government is noteworthy (Trolan, 2017;
Walsh, 2014). Let’s discuss the meaning of
Hallyu.

Defining Hallyu Wave:

Evolving in the late 1990s, the spread of
Korean popular culture (Hallyu) in China,
Japan and rest of East Asia met with an
unprecedented success. The dramas like
“What is love”; “Winter Sonata” became very
popular and grabbed the attention of the locals
in China and Japan. This drama craze soon
spread like fire across a major part of Asia and
even in far off places like Middle East and
Europe. Later on K-pop spearheaded this
phenomenon accompanied by advancement in
technology and advent of social media and
networking in the late 2000s. It has to be noted
that K-movies were simultaneously enjoyed
by the general public of Korea and other
nations after the government opened up the
markets and provided more opportunities and
less stringent rules of film making to the film
makers.

Today the word Hallyu means anything that is
Korean ranging from Korean popular culture
products such as drama, music, movies, to
food, cosmetics, games, animations etc. It
would not be wrong to say that Hallyu is a
cultural tsunami that has swept across the
world (Dator & Seo, 2004; Endo & Matsumoto,
2004; Hanaki et al, 2007, Ji-eun, 2005;
Tachasakulmas, 2011).Therefore Hallyu has
been defined in numerous ways.

In fact, Hallyu is a term applicable only when
the popular cultural products are exposed to
the audiences outside Korea. Chua states that
Hallyu content is mostly foreign to its
audience (as cited in Lyan & Levkowitz, 2015).
The popular cultural products fall under the
category of Hallyu only when the products are
exported to other countries and are successful
irrespective of their popularity and reception
within Korea (Kim, 2007).

According to Choi (2015), Hallyu covers
multiple cultural domains as it include
essential content (K-drama, K-pop), semi-
essential content (videogame, food), para
Hallyu products and services (tourism,
cosmetic products, plastic surgery, fashion
items and language services), distribution
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channels (various communication
technologies) and effects (sale of commodities
and national image. He further uses the term,
Hallyu-hwa (literally meaning Hallyu-ize) to
highlight the contribution and urge of both the
producers and customers to popularize
Hallyu.

Different scholars have categorized Hallyu in
numerous ways. It has been groupedas Hallyu
wave or Neo-Hallyu wave. Jin (2016) classified
Hallyu into two phases as Hallyu 1.0 that
extended from 1990s to 2007 and Hallyu 2.0 as
the phase from 2007 to the present day. The
second Hallyu wave has included not only
Korean pop cultural products but also
products like digital games, cosmetics, plastic
surgery etc.

The period of Hallyu wave from 1990s-2007
witnessed the advancement in technology,
smartphone revolution and advent of social
media networking which enabled the fans to
enjoy the Korean pop cultural products
throughout the world. Whereas the present
day Hallyu is the era of Neo- Hallyu where
many new dimensions have been added like
cosmetics, aesthetics and plastic surgery.
Hallyu can be dissected into four parts: Hallyu
1.0 led by K-dramas, Hallyu 2.0 led by K-pop
music, Hallyu 3.0 led by K-culture and finally
Hallyu 4.0 led by K-style (Bok-rae, 2015).

Today with the K-pop bands like BTS,
BLACKPINK, MAMAMOO, TXT attracting
millions of audiences around the world;
Movies like Parasite, The Host and Train to
Busan gaining critics attention; Korean food
like Kimchi, Bibimbap, Bulgogi and drinks like
Soju, Bokbunja ju being served in all corners of
the globe, the craze for Korean things is like
never before. For the popularity of Korean
things, the credit should be given to the fans
and supranational fandoms that actively act as
ambassadors and facilitators of Korean culture
among their acquaintances and thus play a
crucial role in spreading the Hallyu wave
(Bok-rae, 2015; Otmagzin & Lyan, 2014). With
all better things said of Hallyu, there are also
instances where Hallyu is losing popularity
and there are anti-Hallyu movements
increasing in some countries (Ainslie et al.,
2017; Chen, 2017; Ki-kim et al., 2014).

The aim of this article is to identify the variety
of topics, subjects, and areas around which the



research is being conducted across the world
with regard to the Hallyu wave. For this
purpose, the researchers carried out a
systematic literature review. In relation to the
context, the major objective of the article is to
analyse the literature to present the gaps in the
area of Hallyu studies.

As the area of Hallyu research is relatively
new, the Hallyu phenomenon is changing its
form since its inception in 1990s that has led to
evolution of newer dimensions of Hallyu. For
example, in the initial phase Hallyu to a major
extent was limited to Korean-drama, Korean-
movies in countries in East Asia and South
East Asia. However, after the advent of social
media, internet and new media roughly after
2000, Hallyu wave has been continuously
expanding to the places in Europe, North
America, Middle East, Latin America and
South Asia.

Moreover, there is the inclusion of K-pop
music, cosmetics, animation, games, plastic
surgery, tourism etc. in the present day
Hallyu. Therefore, it necessitates the need for
an effort that can consolidate the existing
literature. Through the detailed enquiry into
the literature using the technique of systematic
literature review, the areas thoroughly
studied, areas not paid much attention, and
emerging areas have been recognised. This
would certainly help the academicians,
researchers to follow up with the research and
allow them to identify trends, pointers of the
Hallyu research. Thus, the literature limiting
to 100 research articles from 2000 to 2019 in
Google Scholar was selected for the study.

The structure of the article is described below.
Firstly, a brief review of the main subjects
addressed in the research articles included in
the study. Secondly, the methods used for
carrying out the literature review have been
stated. Finally, the main results or gaps of the
analysis along with the conclusions and
recommendations for future research are
stated.

OBJECTIVES OF THE RESEARCH STUDY:

The objectives of the study are as follows:

1. To locate the countries and geographical
regions where the research on Hallyu
wave has expanded.
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2. Toexplore the key areas, subjects and sub-
themesof the research around theHallyu
discourse.

3. To identify the methods deployed for
researching Hallyu and its dimensions.

4. To recognize the dominant theories those
have served as the background for the
Hallyu research and studies.

Theoretical frame of reference
From the review of literature, the following
theories are the ones primarily used:

Uses & gratifications approach: One of the
classical theories of communicationUses &
gratifications theory deals with what the
audience does with the media. It was
proposed by Elihu Katz, Jay Blumler and
Gurevitch in 1973. This theory posits that the
audiences’ use of media is goal-directed and
their goal is to satisfy their various needs.
There are five types of needs that motivate
people to seek media for gratification:
Cognitive needs, Affective needs, Personal
integrative needs, Social integrative needs,
Tension release needs (Katz et al., 1973). This
theory holds an important place in media
studies due to the fact that with changing
technologies there is also change in humans’
habits of media usage (Mairaru et al., 2019).
With reference to the consumption of Hallyu
products, the various needs and media the
audience uses is of significance, thus many
researchers have utilized the Uses &
gratifications approach (Alanzalon, 2011; Kato,
2013; Kwon, 2007; Millanyani & Pramiyanti
2015; Que, 2014).

Cultural Hybridity: One of the reasons, Hallyu
appeals to the audiences throughout the world
is the presence of the element of Hybridity.
The interplay and blending between the local
and global elements in a culture is the simplest
explanation for cultural hybridity.
Hybridization is significant as it is a useful
concept for understanding and examining the
influences of multiple cultures (Wagner, 2012).

For the audiences in Asia, the Hallyu cultural
products such as K-dramas, K- movies and K-
pop music provide them with a balanced mix
of Asian values and western ideas. Therefore,
hybridization leads to the sustenance of local
identities in the global landscape (Shim, 2006).
On the other hand, when the audiences



outside Asia consume Hallyu products, in
most cases, they are attracted towards the
underrated and unknown Asian culture that is
completely alien to them. Thus, the element of
hybridity generates a curiosity towards the
exotic Asian culture (Kim, 2018; Pramadya &
Oktaviani, 2016; Yang, 2012).

Cultural Diplomacy/Soft power: The growth
and success of Hallyu is facilitated by the use
of soft power and cultural diplomacy of the
government. Where one cannot win over the
audiences throughout the world through the
use of hard power such as military, war and
authoritarian regime, the clever usage of soft
power from the government side via
diplomatic ways can influence the varied
cultures hence people across the globe. Both
these terms are intertwined with each other.

Cultural diplomacy a subset of public
diplomacy can be described as “an actor’s
attempt to manage the international
environment through making its cultural
resources and achievements known overseas
and/or facilitating cultural transmission
abroad” (Cull, 2008, p.33). On the other hand,
Soft power refers to “the ability to influence
the behavior of others to get the outcomes one
wants through attraction rather than coercion”
(Nye, 2004, p. 2). Thus in case of Hallyu, it is
the Korean government’s policies and to win
the hearts of public through its pop culture
comes under cultural diplomacy where soft
power is a tool to improve the country’s image
in other countries (Ainslie, 2016; Jang & Paik,
2012; Kim et al., 2016).

Audience/ Reception Analysis- Stuart Hall’s
encoding decoding:The idea behind audience
reception analysis is to understand how the
audience receives the media i.e. what happens
when the audience encounters a media text.
Taking into consideration of the active nature
of the audience, the reception analysis
framework focus on the ways audience
constructs meanings out of the media texts. As
per Stuart Hall (1973), there are three
categorizations of readings of a media
(Television) text: Dominant or preferred
readings are produced when viewers who
fully believe in whatever is displayed on
television meaning that the viewers get the
intended message the television apparatus
(producers, directors, and scriptwriters)
wanted to convey.

180

Negotiated readings are produced when
viewers add their personal interpretation of
the content that differs from the preferred
reading in important ways but not completely.
Oppositional readings are produced by the
viewers when they develop interpretations of
content which are directly opposition to the
dominant reading of the text. Thus, there are
also attempts from the side of the researchers
to check the audience interpretation of the
Korean pop cultural products (Briandana &
Ibrahim, 2015; Espiritu, 2011; Ruslan & Latif,
2016).

Cultural proximity: Joseph D. Straubhaar
proposed the cultural proximity theory in
1991. This theory states that audiences are
more likely to select products from their own
culture or from countries similar to theirs. The
audience opts for the local media content
because of the identifiable cultural content and
language. If the local media is unable to
deliver the content desired by the audience,
they would prefer a country that’s proximate
to their native country in terms of the
language, culture, and geography. Straubhaar
argues that it is due to the presence of a certain
set of cultural offerings that audience
experience cultural proximity and identify
with the media content. These can include
language, customs, ethnic appearances, values
(Straubhaar, 1991).

The commonalities and familiarity that Hallyu
products share with the culture of the
countries of reception is one of the significant
forces for the success of Hallyu especially in
East Asia and South East Asia (Ho, 2013). The
common values shared across the Asian region
allows for the easier dissemination of Hallyu
products as the audiences can understand the
meaning of certain traditions, systems and
norms followed in the society. Often Korean
dramas and movies have plot, storyline that
make a reference to Confucianism, a faith
system followed in China, Taiwan and other
parts of East Asia. The themes of filial piety,
family system and traditions related to
Confucianism in the Korean popular culture is
a major factor for the success of Hallyu (Ryoo,
2009).

Cultural discount: Colin Hoskins and Rolf
Mirus introduced the Cultural Discount theory
in 1988. The theory states that the cultural
distinctiveness of a country’s cultural products



in terms of styles, values, beliefs, institutions
and behavioral patterns might hinder the
acceptance of cultural products in other
countries. This means that larger the cultural
distance between the imported media
products and audience, less likely the
audience is to develop a connection with the
media products.

It further throws light on how cultural
products when exported to a foreign country
lose its appeal owing to the differences
between the country of origin and country of
reception and audiences’ inability to identify
with the norms and values portrayed in the
cultural products (Hoskins & Mirus, 1988). It
means that the media products with low
cultural discount would be able to penetrate
the foreign markets more easily than the
media products with high cultural discount.
Thus there is a probability that Hallyu
products have low cultural discount than its
counterparts. This has generated a lot of
interest in the researchers to explore the
relationship between Hallyu’'s success and
cultural discount (Sora, 2004; Yang, 2012).

Media Dependency: In 1976, American
communications researchers, Sandra Ball-
Rokeach and Melvin De Fleur developed the
media dependency theory. This theory focuses
on the relationship between the media and the
audiences. It states that individuals tend to
develop a dependency on the media, which is
capable of meeting various needs. The two
major propositions of the theory include 1.
Greater the number of social functions
performed by the media greater will be the
audience dependency on the media; 2. In times
of social conflict and change, the audience
dependence on the media increases thus the
media’s effect on the audiences will also
increase (Ball-Rokeach & De Fleur, 1976). Thus
there are chances where the audiences might
develop a dependency on the Korean media
products (Cabello, 2018; Utami, 2019).

Cultivation Analysis: Cultivation theory /
Cultivation Analysis was proposed by George
Gerbner. This theory argues that media
especially television presents exaggerated and
unreal images, as a result of which people
perceive the real world through television’s
perspective. They think of the world as
displayed on the television.
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As television offers many ideas, the continuing
consumption of television over a long time
cultivates specific values, beliefs, attitudes,
and desires in people, which shapes their
perception of the world. It means that media
consumption leads to the shaping of people’s
mind-sets (Gerbner, 1998). Hence the long
term effects of Korean media consumption in
case of Hallyu wave can be understood with
the help of cultivation theory. There is a
possibility that the transnational audience
might develop a different attitude, picture,
imagery and ideology about anything
portrayed in the popular cultural products
such as Korean culture, Koreans and Korea.
For example a positive image of Korea is
constructed among the audience of K-pop
culture makes them to visit Korea, buy Korean
products (Jung, 2016; Trolan, 2017).

Cultural Imperialism/Americanization: The
Hallyu phenomenon has strived to make the
Korean pop culture known throughout the
world. Hallyu not only has developed a sense
of Koreanness among the people of Korea but
also providing an identity to Asians in the
world (Oh, 2009; Sung, 2012).

Hallyu is thus seen as the response to the
dominant Western culture in one way (Kim,
2007; Kim et al., 2017). There are also debates
around Hallyu products being a copy cat of
the west and invading the weaker markets of
Asia as a form of cultural imperialism (Duong,
2016, Huang, 2009). Cultural imperialism can
be defined as “a verifiable process of social
influence by which a nation imposes on other
countries its sets of beliefs, values, knowledge
and behavioural norms as well as its overall
style of life” (Beltran, 1978, p. 184).Thus, the
area concerning cultural imperialism and its
linkage with Hallyu wave needs to be
researched upon in a much detailed manner.

Methods and research technique

This research is based on a systematic
literature review, which provides an analysis
on the emerging topics of a subject area
(Jabbour, 2013, p. 145). According to Dewey &
Drahota (2016), a Systematic Literature Review
(SLR) “identifies, selects and critically
appraises research in order to answer a clearly
formulated question”.

In field of media studies the systematic
literature review has been utilized by various



researchers to find out the relation between
social media and outbreak and management of
disease (Charles-Smith et al.,, 2015), social
media and sharing of knowledge (Ahmed et
al, 2019), user generated content studies
(Naab & Sehl, 2016), and in health
communication research (Moonrhead et al,
2013; Sharma et al., 2019)In the present study,
the researchers have adapted the method of
systematic literature review based on the
works of Junior & Filho (2010), Seuring (2013)
andJabbour (2013) to analyse the research
articles related to Hallyu wave on Google
Scholar.

The reason why Google scholar was utilized
for the present study is due to its free
availability and convenient usage and the
display of articles from where it can be
sourced and found online.

Following are the various activities carried out
in this literature review:

1. Identifying and analysing research
articles on Google Scholar after
extensively searching key words like
Hallyu wave, Korean popular culture,
K-dramas, K-pop music, K-movies from
the year 2000 till 2019;

2. Developing a classification and coding
for the key features of the articles;

3. Analysing the results obtained from the
coding and classification of the articles
and describing the strengths and
weaknesses of the articles;

4. Providing the suggestions for filling the
main gaps after the analysis of the
articles related to the subject matter.

The first steps of the methodology are
presented here whereas the last two steps are
discussed in the result section:
Characterization of the instrument and
execution of the research:

The search in Google Scholar was only limited
to research articles (journal articles, conference
papers, proceedings) and omitted results that
contained book reviews, thesis, and
newspaper, magazines and website articles.
The key words used for the Google Scholar
search were Hallyu Wave, K-dramas, K-pop
music, K-movie.
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PRISMA flow diagram

Records after
Google Scholar
Search (n=5030)

Records after advanced
Google Scholar Search Research
articles in
(n=2480) foreign
languages
(n=590)
Thesis and
dissertations
(n=555)
Title & Records
Abstract
screened || excluded
=2180
(n=2480) (n=2180)
Book
reviews
(n=560)
Full Books
ull text (n=475)
articles
accessed for

eligibility

- Arny

Total number of
relevant articles
included in
analysis (n=100)

*PRISMAstands for Preferred Reporting Items
for Systematic Reviews and Meta-Analyses,
“is an evidence-based minimum set of items
for reporting systematic reviews and meta-
analyses” ("PRISMA", 2020).

Initially, an analysis of the research articles
carrying the citations on Google Scholar was
made, as shown in Table Al. The purpose was
to highlight the contributions made by these
articles in the academia. Throughout the paper
the order and sequencing was followed as was
present in Table Al. In Table A2, after the
evaluation of the issues raised by the authors
in the selected articles, a brief summary of
each article’s objective is presented.

Note: TABLE A1l and TABLE A2 are placed at
the APPENDIX section of this research paper.
From the data collected from the analysis of
the research articles related to Hallyu wave,
the classification and coding for the articles
was developed. There are around ten
categories/classifications sequenced from 1 to
10 as these categories represent major subjects
in the articles.



The coding for the classifications range from A
to K as shown in Table 1:

Table 1: Categories and subcategories used in
this paper

Category

Meaning

Codes of Alternative

1

Context
(countries
where
Hallyu has
expanded)

High Income

Low and Middle Income
Low Income

Lower Middle Income
Middle income

Upper Middle Income
General (Worldwide)
Non - applicable

Geographic
region

East Asia and Pacific

Europe and Central Asia
Latin America and Caribbean
Middle East and North Africa
North America

South Asia

Sub - Saharan Africa

General (Worldwide)
Non-applicable

Cultural discount

Media Dependency

Cultivation Analysis

Cultural Imperialism/
Americanisation

Others(Brand placement,
Grounded theory, Pop
nationalism; Diffusion of
Innovation; Agenda setting,
Cultural Regionalization, Word
of mouth, Data Analysis,
Construction Theory,
Windowing, Melodrama,
Feminism, Globalization,
Sexuality, Dramaturgy,
Confucianism, Multilingualism,
Structural Equation Mode, Film
induced tourism, Social change,
Cultural technology, Social
learning theory)

Non applicable

Objective

Conceptually contributes to the
subject

Presents a case study
Literature review / Critical
commentary

Non-applicable

Main subject

Related to fandom

Related to tourism

Related to fashion

Related to market &
consumerism, consumption
Related to identity construction
Related to transnational flow,
contra flow & globalisation
Related to international relations
between Korea and other
countries

Related to the growth, evolution
of Hallyu

Related to the response to Hallyu
Others (Gendered perspective.
Class formation, Family
structure, Gay rights, Film
studies)

Non-applicable

Methods used

Quantitative

Qualitative

Conceptual

Hybrid (Quantitative and
qualitative; Qualitative and
quantitative)
Non-applicable

Topics

Linkage of govt. support to
Hallyu

Increasing negative sentiments
and outrage towards Hallyu
Hallyu as an image building
tool for South Korea

Link of new media technologies,
Social networking, YouTube
with soaring popularity of
Hallyu

Construction of spaces and
online communities of Hallyu
Perception towards Hallyu
Others(Exportability of movies,
Brand placement in movies,
Rising indigenous capacity of
Korean media producers,
Religion as a contributory factor
for Hallyu, Family in Hallyu,
Love values in K-drama, Role of
gender, Cultural values, Hallyu
as mobilizing source, Active
audience, Multilingual identity,
Hallyu as a pull for tourism,
destination image, Fandom as
subculture, Global positioning of
Hallyu, Representation of
narrators in K-movies, Hallyu as
ethnic media)

Non - applicable

Dimension
Analyzed

Hallyu

K-Drama

K-Pop

K-Movies

General (Korean Media)
Non - applicable

Results

Comparative study

Newer perspectives(Anti-Hallyu
sentiments, Gendered
perspectives, Cultural diffusion,
Role of narrators, Fan activism)
Evaluation of the effect, impact,
and influence of Hallyu
Observations and experiences
from Hallyu

Past, Present and future of
Hallyu

Non - applicable

Theoretical
Framework

Uses & gratifications approach
Cultural hybridity

Cultural diplomacy; Soft power
Audience/ Reception Analysis-
Stuart Hall’s encoding decoding
Cultural proximity

10

Analysis
period

Less than 3 yrs
Between 3-5 yrs
Between 5-10 yrs
More than 10 yrs
Non -applicable

“Authors’ Calculations”




The first classification denotes the context of
the research articles under study. Here context
mean the countries where the expansion of
Hallyu has taken place. The codes for context
ranged from A to H. For the classification, the
researchers have chosen the categorization of
countries on the basis of income levels
according to the World Bank from A to F.

The code G is used for General having a
worldwide context whereas the code H stands
for non- applicable when the studies do not fit
under the codes presented. It is important to
study the context in case of Hallyu wave as it
gives us the idea whether countries where
Hallyu has expanded have some relation with
the income level or not.

The second classification denotes the
identification of the geographic region of the
research countries. With codes ranging from A
to I, where A to G represent the countries
falling under geographic region as per the
World Bank, the code H represents General
whereas code 1 is used for non-applicable
meaning the studies do not fit under the codes
presented.

The third classification is about the objectives
of the articles. It shows whether the article
takes a conceptual approach or a case study
taking about a particular case, instance,
occasion or a literature review dealing with
the existing literature of the subject that might
be looked from a critical angle. The summary
of the objectives of the articles is presented in
Table Al.

The fourth classification is about the main
subject or focus of the articles with codes
ranging from A to K. Here, the concern is the
identification of the key areas dealt in the
articles.

The fifth  classification involves  the
identification of the methods applied in the
selected articles, coded from A to E. This step
helps in verifying which methods are most
used by the authors in articles regarding
Hallyu wave.

The sixth classification deals with the
identification of various dimensions analysed
in the selected articles. It is coded from letters
A to F. The aim here is to discover the
dominant dimension analysed in the articles.

The seventh classification is related to
highlighting the various theories used while
analysing Hallyu and its dimensions. It is
coded using letters from A to K assessing
whether the dominant theories used in the
articles fall under the category of cultural
studies, media studies, globalization etc.

The eighth classification deals with the
identification of major topics covered in the
articles, it is coded from A to H.

The ninth classification is related to the
assessment of results of the articles under
study. It is coded from letters A to F. The aim
of this classification is to analyse whether
there are new trends, perspectives emerging in
the field related to Hallyu or added to the
already existing knowledge and literature.

Lastly, the tenth classification deals with the
period during which the research studies have
been conducted. The codes for this
classification range from A to E, it assess the
scope of the data collected in the studies.

RESULTS AND DISCUSSIONS

In this section, the overall categorization of the
articles according to each classification and
coding has been shown in Table 2. It further
throws light into their analysis of each
classification.

Table 2: Data classification and categorization for each paper

N | Context Gel;)egé‘i?ﬁic Objective si/g}iercl ¢ Method ]:Xﬁl:l;i? ggiﬁz%:gi Topics | Results AI?e e;li}(;zis
1 AF A A I C A C A

2 A A B G B A C C B E

3 G H C H C A K A E E

4 G H B F C A C A E E

5 H I B E B B ] G C E

6 D F B F C A ] D B E
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B, C

D,F

AF

AF

10
11

12
13
14
15
16
17
18
19
20
21

22
23

24
25
26
27
28
29
30
31

32
33
34
35
36
37
38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53
54
55
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AF

AF

56
57
58
59
60
61

62
63
64
65
66
67

68
69
70
71

72
73

74
75

76

77
78
79
80
81

82
83

84
85
86
87
88
89
90
91

92
93
94
95
96
97
98
99
100

“Authors’ Calculations”
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Context:

The first classification dealt with the context of
the research articles under study. Here context
mean the countries where the phenomenon of
Hallyu has expanded. The codes for context
ranged from A to H. For the classification, the
researchers have chosen the categorization of
countries on the basis of income levels
according to the World Bank from A to F. Two
more codes G and H were added to suit the
research requirement. The codes are as
follows: A - High Income, B - Low and Middle
Income, C - Low Income, D - Lower Middle
Income, E - Middle Income, F- Upper Middle
Income, G- General (Worldwide), H - Non-
applicable.

The results obtained after analyzing 100
articles are shown in Figure 1.

Classification: Context

BANAFmBECED®ED,FREmMFEGEH

Figure.1

A majority of 41% of the studies were
conducted in high income countries (A). It was
followed by 16% studies in countries with
upper middle income (F)and 14% studies in
lower middle income (D). About 12% studies
dealt with the countries all over the world in
general (G) while 11% studies fall under the
category of non-applicable (H). 5% of the
studies were jointly conducted in countries
with high income and upper middle income
represented as (A, F) whereas only 1% of
study was jointly conducted in countries with
lower middle income and upper middle
income (D, F). There was no study conducted
in countries withlow and middle income (B);
low income (C); and middle income (E). This
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showed that studies about Hallyu have been
more focused on countries with high income
rather than countries having middle income
and low income. Thus exploring the Hallyu
wave in low income countries is crucial.

Gap 1: There is a negligible amount of
research conducted in countries with low
income.

Geographic Region: After the identification of
the countries where the Hallyu research is
being carried out. The researchers have used
the categorization of geographic region
according to the World Bank that showed the
area these countries fitin (A-G). Two more
codes H and 1 were added to fit the
requirement of the research. The letters range
for geographic region range from A to I as
follows: A - East Asia and Pacific, B - Europe
and Central Asia, C - Latin America and
Caribbean, D- Middle East and North Africa, E
- North America, F - South Asia, G- Sub -
Saharan Africa, H - General (Worldwide), I -
Non - applicable.

This classification aimed at looking at the
diversity of the articles related to Hallyu. The
analysis can be seen in Figure.2

Classification: Geographic Region

1% 6%
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4% _
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12%
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Figure.2

The analysis showed that the majority of 63%
studies come from the region of East Asia and
Pacific (A) whereas following it 12% of the
studies have global reach (H). 6% of the
articles have not mentioned the geographic
region, hence falling in the category (I); 5% of
the articles come from the region of North
America (E); 4% of the articles were from each
of Middle East and North Africa (D) andSouth
Asia (F). There were 3% articles that come



from Europe and Central Asia (B); and 1% of
the articles each coming jointly from Europe
and Central Asia and Latin America and
Caribbean (B, C), Latin America and
Caribbean (C) and Sub - Saharan Africa (G).

Gap 2: More studies are needed from places
other than East Asia and Pacific.

Objective:

This third classification dealt with the
objectives of the research articles. The
objectives were coded from A to D as follows:
A - Conceptually contributes to the subject, B
- Presents a case study, C - Literature review
/ Critical commentary, D - Non - applicable.
The analysis of the objective can be seen in
Figure. 3.

Classification: Objective
12% 0% 9%

mA

EB

mD

Figure.3

From the analysis of the objectives in the
selected articles, it was found that the majority
of 79% articles were case study (B). It was
followed by 12% of the articles that presented
literature review / critical commentary (C); 9%
of the articles conceptually contributed to the
subject (A) while there were no articles falling
under the option non- applicable (D).

Gap 3: Need for more defined concepts and
terminology related to the field of Hallyu.

Main subject:

This fourth classification analysed the main
subject of the articles used in the study. The
main subject has been coded from A to K as
follows: A - Related to fandom, B - Related to
tourism, C - Related to fashion, D - Related to
market & consumerism, consumption, E -
Related to identity construction, F - Related to
transnational flow, contra flow &
globalization, G - Related to international
relations between Korea and other countries,
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H - Related to the growth, evolution of Hallyu,
I - Related to the response to Hallyu, J - Others
(Gendered perspective. Class formation,
Family structure, Gay rights, Film studies), K -
Non- applicable. The analysis is shown in
Figure. 4

> ®m O O m m O I

Figure.4

From the analysis of the major subjects in the
articles it was found that the majority of 19%
of the articles were related to transnational
flow, contra flow and globalization (F); 17%
articles were related to market, consumerism
and consumption (D); 13% articles were
related to growth, evolution of Hallyu (H);
12% articles were related to fandom (A); 10%
articles dealt with response of Hallyu (I); 8%
articles were related to each of identity
construction (E) and international relations
between Korea and other countries (G); 7%
articles were related to others (J) option; 6%
articles were related to tourism (B). However,
there were no articles related to fashion (C)
and under non-applicable (K) option.

Gap 4: Fashion is the least explored subject in
the area of Hallyu research.

Methods used: This classification dealt with
the various methods that have been utilized
for the study. The codes for this category
range from A to E as follows: A - Quantitative,
B - Qualitative, C - Conceptual, D - Hybrid
(Quantitative and qualitative; Qualitative and
quantitative), E - Non - applicable. The
analysis for the used methods is shown in
Figure. 5



Classification: Method
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Figure 5

The majority of 53% of articles used the
qualitative methods (B); followed by 18%
articles that deployed quantitative methods
(A); 16% articles used conceptual methods (C);
13% articles utilized the hybrid methods (D).
There were no articles that did not mention the
methods used hence none of the articles fit
under the non-applicable option.

Gap 5: There is a requirement of new studies
in the field of Hallyu wave that utilizes hybrid
methods.

Dimension Analyzed: This sixth classification
dealt with identifying the various dimensions
of the Hallyu wave. The codes for this
category range from letters A to F as follows:
A - Hallyu, B - K-Drama, C - K-Pop, D - K-
Movies, E - General (Korean Media) , F - Non
- applicable.

The analysis for the dimensions covered in the
articles is shown in Figure.6

Classification: Dimension Analysed

F |0
E 3
D 12
C 13
B 31
A 41

0 10 20 30 40 50

Figure.6
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The majority of 41% of the articles analyzed
the overall dimension of Hallyu (A). It was
followed by 31% that involved the analysis of
the dimension of K-dramas (B); 13% articles
covered the K-pop (C) as the major dimension;
12% articles analyzed the dimension of K-
movies (D); and 3% articles discussed in
general, the Korean media (E). None of the
articles fit under the non-applicable (F) option.
Gap 6: K-pop and K-movies both appear to be
overlooked dimension and thus there is a
necessity of more studies that deal with K-pop
and K-movies in future.

Theoretical Framework used: The seventh
classification dealt with the identification of
various theoretical frameworks utilized in the
selected articles. The codes for this category
range from the letters A to K as follows: A -
Uses & gratifications approach, B - Cultural
hybridity, C - Cultural diplomacy / Soft
power, D - Audience / Reception analysis -
Stuart Hall’s encoding decoding, E - Cultural
proximity, F - Cultural discount, G - Media
dependency, H - Cultivation analysis, 1 -
Cultural imperialism / Americanization, ] -
Others (Brand placement; Grounded Theory;
Pop nationalism; Diffusion of Innovation;
Agenda setting; Cultural Regionalization;
Word of mouth; Data analysis; Construction
Theory; Windowing; Melodrama; Feminism;
Globalization, Sexuality; Dramaturgy;
Confucianism; Multilingualism;  Structural
Equation Mode; Film induced tourism; Social
change; Cultural technology; Social learning
theory). The analysis for the classification of
various theoretical frameworks utilized in the
selected articles is presented in Figure. 7

K
J
I
H
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E
D
C
B
A
0 10 20 30 40
Figure.7



Around 36% of the articles were from the
others option (J); 15% articles used the
Audience/ Reception analysis (D) as their
theoretical framework; 13% articles each
utilized Cultural hybridity (B) and Cultural
diplomacy/ Soft power (C) as the main
theoretical framework; whereas 11% articles
did not clearly mention their theoretical
framework hence non-applicable (K) option.
6% articles made use of the cultural proximity
(E) as their theoretical reference; and each of
the 2% articles used Uses & gratifications
approach (A); Cultural discount (F); Cultural
imperialism/Americanization (I) as their
theoretical framework. None of the articles
utilized the theories of Media dependency (G)
and Cultivation analysis (H), the major
theories of mass communication.

Gap 7: There is an absence of studies which
have used Media dependency and Cultivation
analysis in the study of Hallyu and its

dimensions. Hence, future studies must
incorporate these media theories.

Topics:

The eighth classification involved the

identification of various topics that were
covered in the articles. The codes for the
category included the letters from A to H as
follows: A - Linkage of govt. support to
Hallyu; B - Increasing negative sentiments and
outrage towards Hallyu, C - Hallyu as an
image building tool for South Korea, D - Link
of new media technologies, Social networking,
YouTube with soaring popularity of Hallyu, E
- Construction of spaces and online
communities of Hallyu, F - Perception
towards Hallyu, G - Others ( Exportability of
movies; Brand Placement in movies; Rising
indigenous capacity of Korean media
producers; Religion as a contributory factor
for Hallyu; Family in Hallyu; Love values in
K-drama; Role of gender; Cultural values;
Hallyu as mobilizing source; Active audience;
Multilingual identity; Hallyu as a pull for
tourism; Destination image; Fandom as
subculture; Global positioning of Hallyu;
Representation of narrators in K-movies), H -
Non - applicable. The results are presented in
the Figure. 8
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Figure.8

The majority of 27% articles have topics that fit
under the option of others (G); followed by
24% articles related to the topics of link of new
media technologies, Social networking,
YouTube with soaring popularity of Hallyu
(D) and 22% articles related to perception
towards Hallyu (F). 12% articles have topics
concerning linkage of governmental support
to Hallyu (A); 9% articles” have topics related
to Hallyu as an image building tool for South
Korea (C); 4% articles have topics related to
construction of spaces and online communities
of Hallyu (E); and 2% articles have topics that
dealt with increasing negative sentiments and
outrage towards Hallyu (B). However, no
articles were found in the non-applicable (H)
option.

Gap 8: There is a need for more studies that
look at the growth of Hallyu critically.

Results:

The ninth classification presented the results
of the research articles included in the
analysis. It was coded with letters from A to F
as follows: A - Comparative study, B - Newer
perspective (Anti-Hallyu sentiments,
Gendered perspectives, Cultural diffusion,
Role of narrators, Fan activism), C- Evaluation
of the effect, impact, and influence of Hallyu,
D - Observations and experiences from
Hallyu, E - Past, present and future of Hallyu,
F - Non - applicable. The analysis has been
shown in Figure. 9



Classification: Result
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Figure.9

A majority of 53% articles dealt with the
results involving evaluation of the effect,
impact and influence of Hallyu (C). It was
followed by 26% articles that have results
mentioning newer perspectives in the field of
Hallyu (B);, 14% articles” results dealt with
observations and experiences from Hallyu (D);
4% articles” results dealt with the past, present
and future of Hallyu (E) while 3% articles’
results had comparative study (A). Also there
were no articles falling under non-applicable
option (F).

Gap 9: More comparative studies in the area of
Hallyu are required.

Analysis period:

Finally, the tenth classification dealt with the
period the data has been analysed in the
selected articles. The codes were developed
from the letters A to E as follows: A - Less
than 3 yrs, B - Between 3-5 yrs, C - Between 5-
10 yrs, D - More than 10 yrs, E - Non -
applicable. The analysis is shown in Figure. 10

Classification: Analysis of Period

0,
% 4o
2%
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Figure.10
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Most of 67% articles did not mention the
period of analysis thus fit under the code, non
-applicable (E). It was followed by 24% of the
articles with the analysis period of less than 3
yrs (A); 4% articles with the analysis period
between 5-10 yrs (C); 3% articles with the
analysis period between 3-5 yrs (B); and 2%
articles with the analysis period more than 10
yrs (D).

Gap 10: There is a deficit of studies that have
longer time periods. To measure and
understand the impact made by Hallyu in the
long run, studies with longer terms are
required.

CONCLUSIONS AND RECOMMENDATIONS
This article focused on the central theme of
Hallyu wave to explore how the area has
grown in field of academic research. As the
South Korean popular culture is still spreading
due to the power of social networking and
new media, the phenomenon of Hallyu is in
recent  discussion and a  growing
field.Observing the material in the research
articles on Google Scholar from 2000-2019, the
present study aimed at presenting the major
subjects of the Hallyu research and therefore,
identified gaps that can be further used as
opportunities in development of new areas of
research in future. This article used the
propositions made by Junior & Filho (2010)
and adapted it to analyse the articles searched
on Google Scholar. Mainly, a total of ten
categories were established and ten gaps were
identified from the selected articles.

In the first classification context was analysed
which studied the extent of Hallyu's reach in
terms of income level. It showed that there is a
direct relation between the number of
researches and income; in high income
countries more researches are being done and
in low income countries there are lesser
studies. This implied that Hallyu certainly
have a huge audience in high income countries
whereas there might be a possibility that
Hallyu was apparently unknown to a less
population in low income countries. Thus
researchers could explore the reasons for the
slow reach of Hallyu in low income countries
and also investigate the attempts of the Korean
government to popularize Hallyu in low
income countries.



In the second classification of geographic
region, the aim was to analyse the diversity of
the Hallyu research meaning which region the
studies focused on. It was found that most of
the studies on Hallyu had focused on the
region of East Asia and Pacific whereas the
regions of Europe & Central Asia, Latin
America & Caribbean, and Sub-Saharan Africa
have been hardly studied. This explained that
the phenomenon of Hallyu has been
extensively studied in the region of East Asia
& Pacific owing to its origin, whereas in
regions of Europe & Central Asia, Latin
America & Caribbean and Sub-Saharan Africa,
Hallyu has still not attained peak popularity
and thus researchers there must pay more
attention to the growth of Hallyu. In the third
classification the objectives of the research
articles were analysed.

The analysis showed that majority of the
studies was case study discussing a particular
instance, scenario whereas conceptual studies
were least in number. This showed the
convenience of focusing on individual cases
over working on theories and conceptual
framework related to the subject of
Hallyu.Hence, researchers should undertake
research studies that add to the conceptual
understanding of Hallyu in developing new
terminologies, theories and ideas related to
Hallyu phenomenon in future.

In the fourth classification, the analysis of
major subjects of the selected research articles
was made. The main subject included the
discourse around globalization in majority
whereas there were a minimal number of
research articles that discussed tourism as the
main subject while none of the articles had
fashion as their subject. This indicated that
Hallyu’s expansion was mostly seen as a
transnational flow of media, information
resulting out of globalisation and was
explored to a large extent contrary to subjects
like fashion, tourism etc. Hence, the
researchers must incorporate interdisciplinary

approach.

In the fifth classification, the methods used in
the research articles were analysed. While the
majority of the research articles used the
qualitative methods, the wuse of hybrid
methods was least utilized in the research
articles. This emphasized the reliance on
subjective data over objective data.Thus, there
is a need for researchers to develop studies
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that use hybrid or mixed methods approach so
that there could be a balance between
objectivity and subjectivity.

In the sixth classification, dimensions of
Hallyu were analysed. The most prominent
dimension was of Hallyu wave itself, followed
by the dimension of K-dramas whereas
Korean media was the least explored
dimension. This indicated the hierarchy
among the dimensions of Hallyu so; the
dimensions of K-pop, K-movies along with the
Korean media in general should be
investigated more by th

e researches in future.

In the seventh classification, the theoretical
framework utilized in the articles was
analysed. As the research of Hallyu is
multidisciplinary, a lot of theories from
different fields have been applied during the
study of Hallyu phenomenon that has resulted
in majority of the articles resorting to the
others option whereas audience reception was
the widely used theoretical background for
maximum number of studies. On the other
hand, none of the articles utilized Media
dependency theory and Cultivation analysis.
This illustrated that audiences make up a large
section of Hallyu studies and more media
theories should be utilized in studying Hallyu
in future studies.

In the eighth classification, the topics covered
under Hallyu's research area were analysed.
Due to the vast range of topics the majority
research articles used the others option
whereas the maximum number of studies had
topics related to linkage of social media,
networking to the growth of Hallyu and
Hallyu’s perception. However, there were
least number of studies that talked about
growing  unpopularity =~ and  negative
perception of Hallyu. This implied that the
researches focused more on factors related to
Hallyu’s success, perception of Hallyu
whereas least attention was paid to negative
information about Hallyu. Thus, there is need
to look at Hallyu critically in countries where
it has been receiving non-acceptance, loss of
popularity and negative reviews.

In the ninth classification, the analysis of
results of the research articles was carried out.
It was found that most of the studies discussed
about the effects of the Hallyu phenomena



whereas least attention was paid to
comparative studies. Thus, more comparative
studies must be undertaken by the researchers
in future. In the tenth classification, the
analysis period of the studies was
investigated. It was found that maximum
numbers of studies were of short duration
having analysis period of less than 3 years
whereas the minimum number of studies were
found having analysis period more than 10
years. Hence, there is a requirement of studies
for longer duration so that the phenomenon of
Hallyu can be studied in detail and critically.

There are also some limitations to the study.
As this research is an exploratory attempt to
analyse the trends, major concepts in the field
of Hallyu wave with research articles selected
on Google Scholar within a time frame of 2000-
2019, in future studies the relationship of
Hallyu with major subjects can be
investigated. For example: Hallyu and cultural
proximity or Hallyu and audience reception
etc. In addition, the present research only
included studies from Google Scholar hence
more databases such as Scopus, JSTOR can be
explored for more rigorous results and
identification of gaps in the research area. It
was noticed that the present study allowed the
researcher to introduce and explore the overall
context of the Hallyu research and led to the
understanding of the gaps existing in the
research domain, which could further be
explored by other researchers.
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4 A case study of Korea about how it is using Korean wave as a tool for cultural diplomacy
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