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B Abstract

The main purpose of this paper is to study the sources of “Hanlyu”.
First I clarifed positioning of this study through the review of prece-
dent studies on “Hanlyu”. Then, the consumer behavior model was reex-
amined. New viewpoint was suggested for the standardization-
localization issue with reference to “Hanlyu (culture)” in global strate-

gies.
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