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ABSTRACT
The purpose of this study is to explore the influence of viewing behavior of Korean Drama on purchase intention of Korean
products. Use consumer ethnocentrism as moderator variable to see whether it had influence on the relationship between viewing
behavior of Korean Drama and purchase intention of Korean products. Based on questionnaires survey, we have distributed 520
copies in total. Of them, we have got 470 copies back. Taken out 42 incomplete and null copies, there are 428 valid copies. The
percentage of retrieve validation is 82%. The result of study reveals that the viewing behavior of Korean Drama has a significant
positive impact on the purchase intention of Korean products, and consumer ethnocentrisms negative moderating effect on the
relationship between viewing behavior of Korean Drama and purchase intention of Korean products.
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