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Abstract

The objective of this research was to study the mediating effects of
perceived value and product scarcity on the relationship between Korean-artist
fanaticism and intention to purchase artists’ official product of fandoms. Research
population were consumers who had identified themselves as Korean-artist
fandoms. Convenience sampling was applied to select 240 samples. The research
tool was the unstructured, close-ended questionnaire that had passed both the
validity and reliability tests, with Cronbach’s Alpha ranged from .75 to .90.
Descriptive statistics was utilized in the analysis, and Multiple Regression Analysis
(MRA), at .05 significance level, was applied in testing the hypotheses. Results
reveal that the coefficient of determination of the parallel mediation model is
equal to 21.45%. The direct effect of the independent variable, Korean-artist
fanaticism, on fandoms’ intention to purchase Korean artists’ official products is
equal to .45. Perceived value and product scarcity mediate the relationship
between Korean-artist fanaticism and purchase intention, the effect sizes of the 2
mediator variables are .04 and .06 respectively.
Keywords: Fandom; fanaticism; perceived value; product scarcity; purchase
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AN5199 2 HANSIATITIIALRRLLATANENFUNUSYBLNYTEY

AUNINY  AuUsEANSandunuSvouNe s

Aawls Anade  S.D. g
ALREY FAN PV SCAR SAT
AuAlad (FAN) 385 0.89 @outwwn  1.00 277 297 46"
nsfuianuAuen (PV) 354 087  Aeutiwn .27 100 297 327
AMUMEIN (SCAR) 362 076 ADUTNWIN 297 297 1.00 .35
AnuRslade (INT) 363 087 moutwn 46”7 327 357 1.00

'
v o aa

** JydAgnNananTzau .01 (2-tailed)

aa Aa o

Han1sIAsIzRnneset e seRuTEd R yneadffisedu 0.05 AfiFuUs
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wuudiaesi i uUsumsnuuuguUIUAe iU ANAAATANLIMIBIN T A e
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Direct Indirect t- p-
Relationship LLCI  ULCI
Effect Effect value value
H, FAN - PV 26 - 4.24 .00 14 .38
H, FAN - SCAR 25 - 4.71 .00 14 .35
Hs  FAN - INT .45 - 8.06 .00 .34 .56
Hqe FAN-PV-INT - .04 2.16 <.05 .01 .09
Hs FAN - SCAR - INT - .06 2.39 <.05 .02 11

Unstandardized coefficients are reported

Level of confidence for all confidence intervals in output: 95

a I a Q‘ 1 o L3
A15197 4 Anduussansanuisugiluniswensal

F- p-
Variable R?
value value
PV .07 17.95 .00
SCAR .09 22.16 .00
INT .2145 64.99 .00

No. of bootstrap samples for percentile

bootstrap confidence intervals: 5000
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