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Effect of Self-congruity with Hallyu Human Brand on Attachment and
Brand Equity
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Abstract This study investigates the impact of Hallyu human brands on consumer behavior, given the increasing
influence of Hallyu human brands due to their global spread and the limited academic discussions surrounding
this topic. The research examines the role of self-congruity, human brand attachment, and brand equity factors.
An online survey was conducted, targeting Chinese consumers who are highly engaged with the Korean Wave.
Data from 403 respondents were analyzed. The results reveal that both ideal and actual self-congruity with the
Hallyu human brand significantly affected attachment to the brand, while social self-congruity was found to be
insignificant. Furthermore, attachment to Hallyu human brands positively influenced brand recognition, perceived
quality, brand image, and brand loyalty.
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