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Korea has the sixth largest music industry in the world that creates a
worldwide national brand and a vital source of revenue for the Korean
economy. Personal branding and brand image built by NCT, is
distributed through digital media so that it can connect and be close to
its fans, namely NCTzen, especially in Indonesia, to achieve fan loyalty.
The findings of this research was that the Personal Branding variable
had a significant positive effect on Fan Loyalty. The Brand Image
variable had a significant positive effect on Fan Loyalty. The conclusion
of this research was that personal branding and brand image variables
greatly affect the loyalty of K-Pop NCT group fans who are very focused
on the future of fandom sustainability. The recommendation for further
research is to be able to conduct research with different variables and
methods, bearing in mind that the effect of personal branding and brand
image on NCT fan loyalty gets a value of 37.4% and has a remaining
62.6% influenced by other factors. Based on research results, it is hoped
that NCT will not only highlight a few members but each NCT member
will also have the opportunity to find the right market for each
individual.

Personal Branding, Brand Image, Fan Loyalty

Pratiwi, P. A, & Sitinjak, T. (2023). The Influence of Personal Branding
and Brand Image of K-Pop Groups to the Loyalty of NCTzen Fans in
Central Jakarta. Jurnal Komunikasi dan Bisnis, 11(1).
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According to the latest research by the Association of Internet Service Providers (APJII) for

2022 it proves that there is an increase in internet users in Indonesia growing from 175 million
o O =

102220 million users. Technological advancements have also encouraged the entry of many
ular cﬁltures from around the world, such as South Korean pop culture or Hallyu.

oﬁéan Wave is a highly interactive, multi-directional flow and collaborative process
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d, :ind possibly maintained, by a digitally empowered fan community. The Korean Wave is
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nas amintegral resource for the nation's dynamic image creation through “soft power,” the
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to=attract and influence international audiences without coercion. K-pop music is a
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ratély planned industry that targeted an international audience from the start.
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Oné;manifestation of the popularity of K-pop is the boy group made by SM Entertainment,
eo-Culture Technology). NCT is a new strategy in K-Pop formed by SM Entertainment for

ur@built on expansion and localization. NCT can be seen as the latest step in a long strategy

N
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eloping new aesthetics and art forms to enrich production.
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NCT became the first group concept in South Korea with unlimited, unfinished, and open
up members. NCT group members will continue to increase as time goes by. NCT is designed
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create=international collaboration which is implemented through the open membership

ELU

tructureof the upcoming new group in the NCT space.
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Personal branding is an individual identity that can cause emotional reactions from other
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ndividuals about the qualities and values they have. Before making a debut or being introduced

B

othe public, a K-pop group will get a different personality for each member of the group.
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K-pop groups will have personal branding such as masculine patterns, representing strong

‘§4€!w
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n, flower boys, tsundere, happy virus, innocent and all-rounder. Based on the statement of the

5319

merfibers that his personality attitude is something made by the agency. Where each member

a different personal branding which will later be displayed to the public.
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Brand image has a meaning as a form of perception that will arise through the logic and

ughtszof consumers after hearing, remembering or thinking about a particular brand, product

o

he

“or indiviaual. Each NCT unit has a different brand image between NCT 127, NCT Dream, NCT U,
WayV.
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Based on data for 2021, which was officially released by Twitter, Indonesia is listed as the
country 'with the largest number of K-Pop fans in the world, especially in cyberspace. And
Indonesiais the country that most frequently discusses and raises K-Pop topics on social media
such as T}vitter. Indonesia is a very potential market for Korean industry and culture

NGE=continues to try to foster a sense of closeness with fans, especially those in Indonesia

amidst very large cultural differences. So that the loyalty of NCT fans, namely NCTzen, to their

2 | Page : Pouline Augusti P & Tony Sitinjak
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idols grows. Loyalty in the form of buying albums, lightstick, online and offline concert tickets,

official merchandise, vote awards, and many more.

—

SM jintertainment’s activeness and strategy for NCT have become one that has been

a’

]

cessfu‘ﬂy applied to all fans worldwide, especially in Indonesia. This achieves a close

He

e thIlShlp between the idol and his fans. NCT can use social media actively, carefully, and wisely
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t act‘the hearts of fans for the content they provide in the form of special official social media
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T and also on the social media of each NCT member.
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ersonal branding and brand image built by NCT are channeled through social media or

e dlgltal media so that they can be connected and close to their fans, namely NCTzen,

ﬁuerw
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e ally}n Indonesia, to achieve fan loyalty.
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aséd on the main problems found, the researcher identified several problems that became

us :'of this research, as follows:

dyebunu

es the personal branding of the K-Pop NCT group affect fan loyalty in Central Jakarta?
oes the brand image of the K-Pop NCT group affect fan loyalty in Central Jakarta?
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Thfdugh this research, the object of research is the K-Pop boy group NCT. NCT can be seen

xlaw edug

the latest step in a long strategy of developing new aesthetics and art forms to enrich

nnyad ‘uennauad ‘u%p!p_ua
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ductlon NCT is in third place for brand reputation in September 2022 in the boy group

gory with a brand reputation index of 3,233,041 and has a score increase of 6.47 percent since

u E%Lu

“September 2022. The research design used in this study is from Sekaran and Bougie (2017: 109)
>
Bere this research is a design and also a guideline for causal correlation in the implementation
5 @
tofﬂ%esearch This research method is quantitative with a survey (cross-sectional) analysis of NCT
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“fans.

Ac?drding to Siahaan (2019:14), persuasion is a form of communication that aims to

odE]ueuns
equms ue

ﬂuence and convince others. Persuasive communication is a type of communication that aims
3

to influefice the communicant from the communicator on the beliefs, attitudes, and behavior of
the communicant. According to Siahaan (2019: 15), persuasion communication has several goals,
namely, Elanging attitudes, opinions, behavior, and social.

BageQd on Firmansyah (2022:65), Personal branding is a marketing tool that is very popular
and is m’oist often used among public figures, celebrities, musicians, athletes, politicians, and all
individuals who are known to many people. Personal branding will form a perception and view of

society towards the values and aspects of a person in the form of personality, expertise, skills,

DOI: httf)is://doi.org/10.46806/jkb.v9i2.771 3|Page
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uniqueness, style, and ways of communicating, and behaving that are built to bring or invite

positive @ceptions from society.

eadid yeH

Accgrding to Ozuem & Ranfagni (2021), Brand image is a set of perceptions and beliefs

H

uta pa;f*ticular brand that is embedded in the minds of consumers. It represents the association

|1n@]au1 Bueieyq ‘|

w

-

()

]

«Q

=

=

Q

a

o (@)

Tesults th;-t consumers recognize in a brand and encapsulates the brand's position, personality,
o 0w

%l’ﬁi féputation
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=1 ® gAccgrding to Schiffman (2019: 138), Brand loyalty is a measure of how often consumers buy
o5 2 S

g)rg}.ls(%&)a pifticular brand, how often consumers change or stay with the same brand, and the extent
D x 3

&o‘;’wﬁtch eonsumers form commitments to buy the same brand regularly. The measurement of
55 =

ﬁogaﬁ)ehgwor focuses on observable factual behavior, the amount purchased, the frequency of
g)uuj}chaseg and also repeat purchases. Loyalty is also an attempt to maintain a particular product

ijbrﬁbrand hy back and finally advocate for others to buy.
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7 > Personal branding has 13 questions consisting of three indicators including competence,
35
f_stgle and standards.

Brand image has eight questions consisting of three indicators including Strength of Brand,

orabaty of Brand, and Uniqueness of Brand.

ad,'yeru
#Husw u

lon
E § FaErloyalty has nine questions consisting of three indicators including Repeat Purchases,
0 o
g}{é’tentiofgand Referrals.
5 <
5> Thﬁ'data obtained is raw data which will then be processed and calculated using SPSS
T o
o =

Eyersmn @ Engineering software. Sampling in this study using non-probability techniques.
Through%'le total sample, the respondent’s adjustments were made with the assumption of nx5
indicator;:s,. The research has a total of 30 questions, namely the total number of respondents,
namely %question items multiplied by 5, has a result of 150 respondents. Achievement of the
requiredaata, namely by distributing questionnaires to 150 respondents using the Google Form

through %e use of a Likert scale.
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Thi;research will make regression model by using the sample result obtained. The linear

1na-l

ressioh model] will be formed and the decision making will be done by utilizing SPSS software.

buad e
e
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<

lldlty test and rehabilitation will be done, followed by the classic assumption test.

aUeH

ersonal branding is very important for a celebrity in South Korea. As a large group in South

and internationally, NCT is required to continue to have a good reputation throughout its

& eBl

e

W eAuey uedig

T in the entertainment world. Through the three indicators, namely competence, style, and

ds it is found that:

Q_]Burﬁjw

hrOugh the analysis of personal branding variables with competency indicators the
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ent”each NCT member has their own character” has a score of 4.87 and "The talent of each
erriber is extraordinary” has a score of 4.85. NCT has members who are recognized as all-

ngers *meaning that these members can do anything (sing, rap, dance, songwriting, producing,

eh @y
Hu %JU

ety shows, and all entertainment jobs).
In the analysis of variables, the statement "Every NCT member has a fashionable style" has
ore of 4.71, and the statement "NCT members are always charming whether on stage or not"

a score of 4.80 which means strongly agree. Through style, fans can find out what their idol's

Inkpd ‘wengguad ‘ueyipippad

sonaliiy is and find out the distinctive style that their idol likes.
Through the analysis of the variable "Each NCT member has acceptable quality standards"

ore off 4.65 is obtained and the statement "Each NCT member has satisfactory qualities as an

ueguinjuesBaugpdu 1u1 sirig,

rgertalner gets a score of 4.67 which means strongly agree. NCT has stated global standards

u

1Ece its debut, which can be proven through the statement that fans fully agree that every NCT

E’(},LU 11 &Aigy ues)

tmgmber’has satisfactory qualities as an entertainer and every NCT member has acceptable quality
lon

Estg:ndards NCT's music quality standards and musical experimentation have new experiences

gh(at add Value to the quality of NCT as a band.

wn

= South Korean society has high standards for celebrities. The demand to live a clean and
(D

gperfect lif¢ is standard for being an idol in South Korea. Image is very guarded and cared for in

OdE] u

“idol life. Through three indicators, namely Strength of Brand, Favorability of Brand, and
Uniqueness of Brand, the results are obtained in the form of:

Baséd on the analysis of variables with indicators of brand strength the statement "NCT has
good quadlity as an idol in a music group” has the highest score of 4.81. Become a representation
of how faiis know NCT through good qualities as an idol. The brand image instilled by NCT through
good qu;aTPcy as an idol becomes a brand strength that can maintain fan loyalty.

Quaity that has been recognized by the public makes brand strength that can be used as a

group premotion with a wider range. In the statement item, "NCT has extraordinary fan service"

DOI : httfs://doi.org/10.46806/jkb.v9i2.771 5|Page
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a score of 4.77 can be one of the persuasive communication strategies for idols to their fans. Fans

are willihg to use or buy anything related to idols through the understanding of fan loyalty, to get

—_

dio_d fan s;;ervice. Therefore, the strength of the brand owned by NCT can be a persuasive strategy

o ) . e

é}ngjmamtalmng fan loyalty.

Eﬁ; In the analysis of variables through the indicator of favorability of brand the statement "I
T o

“feel tﬁe presence of NCT can be a supportive figure as a friend or friend" got a score of 4.73 which

o0 C (—)
Jmnearns strongly agree. K-Pop idols were formed not only to work in music but also with the aim of
o 0w
g)éngthe most comfortable place for someone to express what they want to convey when the
=8 =
>erg/1®nment cannot accept it. K-Pop is an escape from life, for a moment to think clearly and relax

e
2

n

oY

1e

%iml(fét the hustle and bustle of life.

9sS N
u

SFang feel that idols are the best answer in the midst of life's pressures, so the statement item
S .

t% Fén Loyalty variable, namely "Will always like NCT in the midst of the emergence of a

ebunu

URIN

(0)

ek 8

ké gréup" gets the highest score, namely 4.74. In the fan loyalty variable statement, namely

liDcontinue to support NCT activities amidst rumors circulating” getting a score of 4.58 means

=

gSI

ngly agree

In the analysis of variables through the uniqueness of brand indicators, namely the

‘weniauag ‘uexipipyad
duey u

t tement 'NCT has a unique musical concept” gets a score of 4.75, and the statement "NCT has a

(§9 5

t system with an unlimited number of members which is very unique" gets a score of 4.69

é]m@d
ngrieda

ich means strongly agree.
NCT is the first global group to have a group concept with unlimited members and will

tinue to grow over time. The concept of an unlimited number of members makes NCT have

e%uemu

N&hiey ue

u

g\/a}ious units that have different images in each unit, from the image of being a teenager to an
=0

tacﬁllt Unt11 now there has been no K-Pop group that has an unlimited number of group members

é/v&lch is mmique to NCT compared to the others. This uniqueness also allows the brand image built

gp%NCT to'achieve fan loyalty, because there is only one NCT concept among other groups.
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Thig research used the Kolmogorov-Smirnov (K-S) normality test. In this test, it can be seen
that a data set is normally distributed if Asymp. The sig (2-tailed) value is greater than the alpha
of the re§@arch used, which is 0.05. The test results show that Asymp. The sig value (2-tailed) is
greater than 0.05 with aresult of 0.071 > 0.05, it can be concluded that the data has residual values

that are riormally distributed.

) |
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Thézpurpose of this multicollinearity test is to test whether a correlation is found between

e
ena i

o

indepgndent variables in the regression model. The regression model is declared good if there

by
wn

0 corrglatlon between the independent variables. the tolerance reference number should be
se%to 17nd the VIF below 10.
Theﬂest results show a tolerance number of 0.526 > 0.10 and a VIF value of 1.901 <10 so

as dinf@isukbu
110 FeH

eAuey medi

B e

the fld,‘St agreement in this test does not occur in multicollinearity.

3
i
=g
~A good regression model is a model that has homoscedasticity or does not experience
=

@u%ﬁunpm

s neje ueib

[©]

scegasticity. [t is said to be heteroscedasticity if the variance from one residual observation
=

an

ther is stated to be fixed. However, if the variances are different, it is said to be

R
@Bu

Q.
cecgisticity To ensure this, the Geljsser test is carried out, in which each independent

#81 f
ugpu

iable 13- tested and must have a sigma value above the minimum limit of 0.05 to meet the

ulremBnts to avoid heteroscedasticity.

u89| i

Bas:ed on the tests conducted, the sigma values obtained from all independent variables are

ve 0. 0§ The results of the heteroscedasticity test obtained Personal Branding results of 0.587

eogo u@dum !

Branilmage of 0.742. So that heteroscedasticity does not occur and can be continued to the
stagu
)

D

To better find out whether the formed regression model can be used or not, F test should be
e usirlg this following hypothesis:
Hogpl=B2=p3=Pp4=0
H]:_:'at least there is one value of i # 0;
-r 1,2,3,4

F (g150 2)

(2i148)

F (8,06)

Thatest results obtained calculated F value (50.478) > F0.05 (2;153) = (3.06) and Sig f

‘uesode) ueunsnAuad ‘yegu) eAiey uesnnypd ‘gennausd ‘ueyipipuadyebyuaday ¥niyp
:19quins uexingakua@ uep ue>1um§ﬁJ

=
(0.000 <8¥)5) so it can be concluded that at least one of the regression coefficients is not equal to

Zero so tgt it can be said that this regression is feasible to use in this study.

nl
s

Ths-t test is used to partially test each variable. The t test can be seen in the coefficients
table in the sig (significance) column. If the probability number < o (5%), then there is a significant
influencesbetween the independent variable (X) on the dependent variable (Y).

—
DOI : https://doi.org/10.46806/jkb.v9i2.771 7|Page
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If the probability number > a = 5%, then there is no significant effect between the
indepen(@t variable (X) on the dependent variable (Y).
t= gI(a/Z; n-k-1)
=£(0,05/2;150 -2 -1)
= §(0,025;147)
976

AN 191 ]!

=Hypothesis Test 1: Personal Branding has positive impact on Fan Loyalty.

)

u%m £ eydig yeH

OE 1 =0 (there is no positive impact between personal branding on fan loyalty)

16

CI—IaE:'.Bl > 0 (there is a positive impact between personal branding on fan loyalty.)
?‘)The%esults show that the Personal Branding variable has a significant positive effect on Fan

a@y Iﬁcan be seen that the t-value is greater than t-table (4.784 > 1.976) with Sig t (0 <0.05)

aduebunuaday ynjun eduey uediinbusd e
N @Jmes neje uelbeqas diynbuaw buedeyiq -
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arﬁng, :Ise]ect HO and accept Ha or it can be concluded that the Personal Branding of the K-Pop

eA

Q L%roq;s partially has a significant positive effect on the Loyalty of NCTzen Fans in Central

ZP!
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Hy@thesis Test 2: Brand Image has positive impact on Fan Loyalty.

HoiBZ = 0 (there is no positive impact between brand image on fan loyalty)

HagBZ > 0 (there is a positive impact between brand image on fan loyalty)

Thg'results show that the Brand Image variable has a significant positive effect on Fan

alty. It can be seen that the t-count value is greater than t-table (3.114 > 1.976) with Sig t (0

Ru

05) meanmg, reject HO and accept Ha or it can be concluded that the Brand Image of the K-Pop

yeyw 2Aiey uesinuad ‘ueniau

Groa) partially has a significant positive effect on the Loyalty of NCTzen Fans in Central
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Thgresult of the coefficient of determination is determined by the value of R2, which is from
0 to 1. F?p'm the results it is known that the R Square results have a value of 0.374, it can be
concludea.that the personal branding and brand image variables on the fan loyalty variable are
=
37.4%, t]gremaining 100% - 37.4% = 62.6% are influenced by other factors that are not examined
in this r%arch.
-
s
Ba§d on the research that has been performed, a few conclusions can be obtained are as
followedé

1. Persemal Branding gives positive impact and significant on Fan Loyalty.

8 | Page §. Pouline Augusti P & Tony Sitinjak
@)

o



"OWMIg| uizi eduey

undede ynjuaq wejep 1ul sijny eAuey ynanyas neje uelbeqgas yeAueqiadwaw uep ueywnwnbusw buede)iq -z

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

919 NV SIMY

'qrg]esew niens uenelul) uep Y1y uesinuad

o
T
g

2. Brand Image gives positive impact and significant on Fan Loyalty.
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