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SUMMARY

PART 1. Usage Status

1. Survey Design

The subjects of this survey are people between the ages of 3 and 69
living across the country who have used real-life or digital character
content “more than once every two to three months” in the past year.

The survey’s sampling frame was based on the 1.17 million people from
the survey agency’s national survey panel, and the population composition
ratio by region, gender, and age from Statistics Korea’s resident registration
demographic data as of June 2022 and the character user survey from the
past three years. After sending an online survey email considering the
content use rate, the survey was conducted until the target number of
samples was obtained depending on whether or not the character content
was used.

The survey cycle was once a year, and the response standard for the
content usage survey was from May 2022 to June 2023(the most recent

year), unless otherwise stated.
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PART 1. Usage Status

Table 1 Online Questionnaire Survey Design on Character Users

« All citizens aged from 10 to 69

Target Population

Survey Population

+ Those who have used character content (real-life character merchandise, merchandise

created by using character IP, and digital character merchandise) "at least once in two
to three months" in the past year among all citizens aged from 3 to 69

Survey Area

Nationwide

Data Collecting
Method

+ Online survey using structured questionnaires

Sampling Frame

Resident registration demographic status provided by the Ministry of Public
Administration and Security as of May 2023

Used the 1.17 million people from the nationwide survey panel held by the survey
agency as a sampling frame

Sampling Method

Proportionally allocated by gender/age/region

Sampling Error

+1.66%p at 95% confidence level

Valid Sample

+ 3,500 people (post-weighted to 3,500 after surveying 3,621 people)

To increase the reliability of the sample for children (ages 3 to 9), post-weighting
of 500 respondents aged 3 to 9 to 379 was based on the ratio of respondents aged
3 to 9 compared to all respondents in the previous year.

Data Collecting
Period

June - July 2023 (June 2 - July 14, 2023)

Survey Host

+ Korea Creative Content Agency

Survey Agency

+ Global Research Co., Ltd.

2. Frequency of Using Character Content

2-1. Frequency of Using Real-life Character Products

The frequency of using physical character merchandise was “more than

once a week” at 39.0%, “less than once a week” at 51.9%, and “once every
2-3 months” was the highest at 25.2%.

Looking at the respondent characteristics, the proportion of people aged

3 to 9 using physical character merchandise “more than once a week” was

relatively high.
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| Figure 1 Frequency of Using Real-life Character Products

Rarely use M Less than once a week

B More than once a week
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H a week 39.0%

17.8
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2-2. Frequency of Using Products Created Using Character IP

The frequency of using merchandise using character IP was “more than

once a week” at 36.6% and “less than once a week” at 55.9%, with “once

every 2-3 months” being the highest at 26.4%.

Looking at respondent characteristics, the proportion of people in their

20s and those aged 3 to 9 who used merchandise using character IP “more

than once a week” was relatively high.

| Figure 2 Frequency of Using Products Created Using Character IP

Rarely use M Less than once a week
B More than once a week

A B Morethanonce
5l aweek 36.6%

All
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17z 9.5 9.9
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13.8 75
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2-3. Frequency of Using Digital Character Merchandise

The frequency of using digital character merchandise was “more than
once a week” at 61.3%, and “less than once a week” at 19.6%, with “almost
daily” being the highest at 23.6%.

Looking at respondent characteristics, the proportion of people in their
20s using digital character merchandise “more than once a week” was

relatively high.

Figure 3 Frequency of Using Digital Character Products

(Base: All, Unit: %)

Rarely use M Less than once a week
B More than once a week

A g Morethanonce 1M g Lessthanonce 1M
aweek 61.3% : aweek 19.6%
236
20.7 17.0 19.1
8.6
20.4 . 5.0 6.0

2022 2023 Almost 3-4times 1-2 times 2-3times Once  2-Once Rarely
(n=3,500) (n=3,500) daily aweek aweek amonth amonth every used

3 months

3. Most Favored Character

The most favored character was “The Little Penguin Pororo” with 14.4%,
followed by “Kakao Friends(12.6%),” “Sanrio Characters(9.4%),” “Crayon
Shin-chan(7.9%),” and “Pokemon(7.4%).”

The rank of “The Little Penguin Pororo” rose to 1st place from second
in 2022, and “Sanrio Characters” and “Catch Teenieping” made it to the top
10.

Looking at respondent characteristics, “The Little Penguin Pororo” and

“Crayon Shin-chan” are popular among those in their 20s, “Kakao Friends”
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among those in their 40s and older, and “Sanrio Characters” and “Pokemon”
among those aged 3 to 9 and teenagers, 3. Additionally, the prevalence of

“Catch Teenieping” was relatively high in children aged 3-9 years.

| Figure 4 Most Favored Character

(Base: All, Unit: %, Top 10)

Kakao Friends 229 Kakao Friends [ NENENREGEEEED 2 2 Pengui-[]hF?oLritt)tllg I -
Pengu;hsol_ritt)trlg 8 Pengui-ll:the’oLritgtrlg - 8o Kakao Friends I 125
Pengsoo 6.0 Crayon Shin-chan D 7.7 Sainrio Characters [[ID 94
Marvel 49 Pokemon [IIID 74 Crayon Shin-chan [ 7.9
Crayon Shin-chan 41 One Piece D 55 pokemon [ 74
Pokemon 34 Marvel [ 3.9 Disney [l 42
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ot

4. First Recognition of the Most Favored Character

The top reason for favoring a character, based on 1 and 2 rankings, is
“liking the character design” at 57.5%, trailed by “being familiar with/seeing
the character often” at 34.1%, and “liking the character's behavior” also at
34.1%. Other popular reasons include “because I like the character’s
behavior(34.1%) 29.4%),” “I like content featuring characters(22.8%),” etc.

While the response “because I like the design of the character” has
continued to decrease since 2021, the response “because I like the content
featuring the character” has shown an increasing trend.

Women had a relatively higher response than men for “I like the

character design” when considering respondent characteristics. Teenagers
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who answered “because I like the character design” and “because I like the
character’s behavior,” people in their 60s who answered “because the
character is familiar/watched often,” 3 to 9 year olds who answered
“because I like content featuring the character,” and those in their 30s who
answered “I like merchandise that incorporate characters” was relatively

high by age.

Figure 5 First Recognition of the Most Favored Character

(Base: Adult Respondent, Unit: %)

2022(n=2,590) B 2023(n=2,673)
534 49.8
ag 138 127 14.6 76 8.2 92 74 84 62 .
A [ - - -
During daycare During During During During After
center/ the lower grades the upper grades middle school high school becoming
kindergarten age of elementary school  of elementary school an adult
(grades 1-3) (grades 4-6)

5. Reason for the Most Favored Character

Regarding the reason behind the preference of the most favored
character(based on 1st+2nd ranks), “because I like the character design”
was the highest at 57.5%, followed by “because I am familiar with the
character/see it often(34.1%),” and “because I like the character’s behavior
(34.1%)" 29.4%),” “because I like content featuring the character(22.8%),”
and etc.

Despite a decrease in the response “Because I like the design of the
character” since 2021, the response “Because I like the content featuring
the character” has been on the rise.

Analyzing the respondent characteristics, women had a relatively higher

response than men for “I like the character design.”
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By age, teenagers who answered “because I like the character design”
and “because I like the character’s behavior” were relatively high, followed
by people in their 60s who answered “because the character is familiar/watched
often,” 3 to 9 year olds who answered “because I like content featuring the
character,” and those in their 30s who answered “I like merchandise

incorporating the character.”

Reason for the Most Favored Character

(Base: All, Duplicate Responses, Unit: %(Based on 1st+2nd Ranks))

2021(n=3,200) M 2022(n=3,500) M 2023(n=3,500)

62.9 go.2 57.5

Because I like
the character design

37.0 339 34.1 368 209 204

Because I am familiar
with the character
/Because I see it often

Because I like
the behavior
of the character

19.6 219 22.8

Because I like
content featuring
the character

18.6
16.1 188 1M1 117 13.6 11.1 10.1 10.1

53 5.3
. . a A A A -— o 07 16 18
Because I like Because itis Because Reminds me of Other.

the character

merchandise incorporating popular with people
expresses me well

the character around me
(friends, colleagues)

when I was young

6. Experience of Purchasing Real-life Character Goods

The percentage of people who purchased real-life character merchandises
in the past year was 76.1%.
Those aged 3 to 9 had the highest level of experience in purchasing

real-life character merchandises.
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Figure 7 Experience of Purchasing Real-life Character Goods in the Past Year

(Base: All, Unit: %)
| 982

80.8
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I | 645 610
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2550
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76.1
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(n=3,500) (n=1,611)(n=1,889), yearsold (n=448) (n=520) (n=775) (n=685) (n=498) (n=195)
' (n=379)
I

By Year ——— —  <—By Gender —! By Age
I

7. Type of Real-life Character Goods Purchased

The most purchased type of real-life character was “dolls(stuffed dolls,
princess dolls, etc.),” which accounted for 57.8% of purchases.

This was followed by “Figures/Plastic Models(39.0%),” “DIY/Hobby Toys
(36.2%),” and “Action/Control/Cars(21.6%).”

Based on respondent characteristics, the proportion of women
purchasing “dolls,” “DIY/hobby toys,” and “infant/toddler toys,” and the

» &

proportion of men purchasing “figures/plastic models,” “action/control/cars,”
and “entertainment merchandise” were was relatively high.

By age, those in their 20s and 30s purchased “dolls,” those in their 40s
purchased “figures/plastic models,” and those aged 3 to 9 purchased
“DIY/hobby toys,” “action/control/cars,” and “baby/toddler toys” appeared

to be popular.
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| Figure 8 Type of Real-life Character Goods Purchased

(Base: People with Experience of Purchasing Real-life Character Goods, Duplicate Responses, Unit: %)

M 2023(n=2,662)

57.8
39.0 36.2
21.6
19.6 15.0
A A e
AR

Dolls (plush dolls, Figures/ DIY/Hobby toys Action/Control/ Infant toys Entertainment Others
princess dolls, etc.) Plastic models (stickers, coloring, ~ Cars (cars, robots, (Bath toy, items
clay play, blocks,  heavy equipment, character role play,  (board games,
etc) etc) melody pad, etc.) tops, etc.)

8. Experience of Purchasing Goods Created by Featuring
Character IP

In the past year, 75.8% of individuals purchased merchandise featuring
character IP.

Looking at respondent characteristics, it was found that those aged 3 to
9 had the most substantial experience purchasing merchandise featuring

character IP.

| Figure 9 Experience of Purchasing Goods Created by Featuring Character IP in the Past Year

(Base: All, Unit: %)

'
'
'
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|
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9. Types of Goods Created by Featuring Character IP

The types of merchandise featuring character IP purchased were
“stationery/fancy(school supplies, etc.)(46.0%)” and “food/beverage/quasi-drugs
(45.6%).”

This was followed by “miscellaneous merchandise/accessories(43.1%),”
“fashion clothing(31.3%),” and “home/daily necessities(16.8%).”

Looking at respondent characteristics, women showed a relatively high
purchase rate for “stationery/fancy” and “miscellaneous merchandise/accessories,”
while men showed a relatively high purchase rate for “fashion clothing”
and “sports/leisure/automotive merchandise.”

By age, the purchase rates were relatively high for “Stationery/Fancy”
among teenagers, “Food/Beverage/Quasi-drugs” among those in their 30s
and 50s, “Fashion Clothing” among those aged 3 to 9 and those in their 30s,
“Miscellaneous Goods/Accessories” among those aged 3 to 9, and “fashion
clothing,” “home/daily necessities,” and “beauty/beauty merchandise” among
those in their 20s.

Types of Goods Created by Featuring Character IP

(Base: People with Experience of Purchasing Goods Created by Using Character IP, Duplicate Responses, Unit: %)

M 2023(n=2,654)

46.0 45.6 43.1
313
16.8
126
8.8
A a 16

Stationery/ Food/beverage/  Miscellaneous Fashion Household/ Beauty/ Sports/leisure/ Others
fancy quasi-drugs merchandise/ clothing daily necessities beauty automotive
(school supplies,  (bread, masks, accessories (clothing, (tableware), merchandise merchandise
etc.) band-aids, (cell phone cases, shoes, blankets, (cosmetics, (kickboards/
etc.) bags, hairpins, etc.) auxiliary batteries, etc.) tubes,

etc.) etc.) etc.)
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10. Experience of Purchasing Digital Character Merchandise

The proportion of people who have experience(purchasing) digital
character merchandise in the past year was 83.4%, and has continued to
increase since 2021.

From the analysis, it was found that people in their 20s had the highest

level of experience using(purchasing) digital character merchandise.

Figure 11 Experience of Using (Purchasing) Digital Character Merchandise in the Past Year

(Base: All, Unit: %)

933

|
|
|
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1 (n=379)
ByYear — < By Gender —, By Age

11. Monthly Average Expenditure of Character Usage

As for the amount that can be spent when using a character on average
per month, the highest is “$8 to less than $24” at 33.2%, followed by “less
than $8(24.0%)” and “$24 to less than $40(23.2%)” appeared in that order.

Upon analyzing characteristics of the respondents, the proportion of
people who can spend appeared to be significant as most respondents in

their teens responded “more than $8 but less than $24”; those in their 60s
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“less than $8,” and those aged 3 to 9 “$24 and less than $80.”

Figure 12 Monthly Average Expenditure of Character Usage

(Base: All, Unit: %)

20214(n=3,200) W 2022%(n=3,500) B 2023%(n=3,500)
33.2
28.829.0
23.923.824.0 88 24.023.323.2
= e O 3.0 2.7
. . aa o 03
SETIUT 85I L~ 4% b~ PUES = 622 5T U b~ 80%E £
UETUTF 40ETUT 62T 80ETTUUT

1) 2022 average exchange rate: 1 U.S. dollar = 1,290 won (Woori Bank)

12. Character’s Impact on Merchandise Purchasing Decision

65.2% of respondents said that characters “influence” their purchasing
decisions when purchasing merchandise, and the trend has continued to
gradually increase since 2021.

When examining at respondent characteristics, it was found that
characters had a significant impact on purchasing decisions among 3 to

9-year-olds when purchasing merchandise.

Figure 13 Character’s Impact on Merchandise Purchasing Decision

No influence & Some influence
B Has influence

(Base: All, Unit: %)

77777777 ' 4 f Has influence 65.2% §
62.4 64.2
H : 26.1
13.7
: i 6.9
9.0 93 i 87 1.8 .
2021 2022 2023 No influence Not much Some Moderate Huge
(n=3,200) (n=3,500) (n=3,500) atall influence influence influence influence
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13. Influence of Authenticity on Character Merchandise
Purchasing Decisions

When purchasing character merchandise, 61.4% of respondents reported
that authenticity has an influence on their purchase decision, and the
trend has continued to slightly decrease since 2021.

When looking at respondent characteristics, it was found that the

influence of authenticity was relatively large among those in their 20s.

Figure 14 Influence of Authenticity on Character Merchandise Purchasing Decisions

(Base: All, Unit: %)

Not important Moderate
B Important

H " Y Important 61.4% 2

67.0 65.2

26.2 137
10.6 .

93 106 | 124 1.9 .

2021 2022 2023 Not important Not very Moderate Moderately Very
(n=3,200) (n=3,500) (n=3,500) atall important important important

14. Scope of Additional Expenditure for Merchandise
Featuring Character IP

The scope of additional payment that can be spent for merchandise
featuring character IP is relatively high at “less than 10%(32.0%)” and “less
than 10 to 20%(30.7%),” and the rate of no additional payment was found
to be 10.6%.

2023 CHARACTER INDUSTRY WHITE PAPER



PART 1. Usage Status

The rate of no additional payment increased by 3.7% points from the
previous year.

Looking at respondent characteristics, the responses “less than 10%” and
“not willing to pay” were relatively high among those in their 60s, and the

responses “less than 10-20%” were relatively high among those aged 3 to 9.

Figure 15 Scope of Additional Payment for Goods Created by using Character IP

(Base: All, Unit: %)

2021(n=3,200) M 2022(n=3,500) M 2023(n=3,500)
337 31,1320 32.7 31,330.7
178206177
10.6
8.0 7.3 7.9 6.9
. . ¥ 23 22 12 af
Less than 10% Less than Less than Less than More than 40% Not willing
10-20% 20-30% 30-40% to pay extra
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PART 2. Support Project

The Korea Creative Content Agency promoted production and distribution
support projects to enhance the capabilities of the Korean character
industry and revitalize the licensing industry. The primary component of

the support projects implemented in 2022 include the following.

1. Production Capabilities Enhancement

1-1. Supporting New character IP Development and Commercialization

The new character IP development support project is a project that aims
to enhance creativity and establish a strong foundation for the licensing
industry by creatng new character IP. In 2022, twelve new character IPs
were developed and discovered through this support project.

Furthermore, management supported projects aimed to improve new
character IP development tasks, strengthen commercialization capabilities
through customized consulting and expert training for licensing and
business revitalization for selected tasks. Additionally, these projects
provided numerous promotional opportunities including showcasing to
display project achievements and sharing know-how in connection with

the Character Licensing Fair.
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1-2. Supporting Content IP Licensing

The Content IP Licensing Support Project aims to revitalize the licensing
business using content IP. To discover and activate content IP suitable for
the diversified production, distribution, and consumption environment, we
supported the production, development, and marketing costs of projects
that promote licensing business by utilizing excellent domestic content IP.
Through this, we facilitated the growth of diverse genres of excellent
content IP and the activation of additional businesses, and endorsing a

total of 23 initiatives to strengthen the foundation of the licensing industry.

1-3. IP Licensing Build-up

IP Licensing Build-up Proejct provides support licensing areas and
strengthen production and business capabilities. This is achieved by
leveraging the platforms of large companies and utilizing the existing IPs
of small and medium-sized content companies.

Among the industries that can license content IP, one theme park(Lotte
World), one F&B(Daehan Flour Mills), one distribution(Lotte Home
Shopping), and one public institution(Korea Energy Agency) participated
this year, with a total of three large corporations and in collaboration with
one organization, five participating companies in the screen and merchandise
fields were selected through a contest.

Companies participating in the collaboration with Lotte World include
Dankong’s Super Kongs(screen), Gold Frame(merchandise)’s Chogmango,
and Daehan Flour collaborated with Big Fine Studio"s Sky Surfer(screen).
Be My Pet(Screen) with Samsaek and Lili were selected as the company
collaborating with Lotte Home Shopping, and finally, Acoms(Screen) was
selected as the company collaborating with the Korea Energy Agency.

Four CP companies and five participating companies joined “he “2022

17
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Content IP Industry Exhibition” held at COEX from November 10 to 12.
They had completed collaborative IP content production cost support,

expert consulting, and prototype production.

2. Distribution Support

2-1. Character Licensing Fair

“Character Licensing Fair” is the biggest event in Korea that focuses
exclusively on character licensing business, with a proud history spanning
21 years.

In 2020, it was canceled due to COVID-19 pandemic. Nevertheless, the
event bounced back in 2021 for its 20th anniversary from November 25 to
28, and in 2022, around the time it was previously held at COEX Hall A for
4 days from July 14 to 17. It was held three years after the pandemic in
mid-July, when the event was originally held. Compared to 2021, which
focused on revitalizing B2B business, B2C was significantly strengthened to
suit the characteristics of this event, which has many family customers
with infants and young children. As the event was held in the summer, the
event venue was designed with a cool feel, including ice cream and a
swimming pool, under the theme of “Summer Flex.”

In this event, experiential content that attendees could directly
participate were noticeably expanded. From “My Own Goods Making Experience”
where you can make your own T-shirts and emoticons, “Character Board
Game,” “Gwanghwagea” realistic content demonstrations, idol fan meetings,
character parades, etc., a variety of content was provided for everyone
from children to family visitors to enjoy together.

In addition, we provided a variety of attractions for families as well as
those in their 20s and 30s to enjoy, such as “Pilso Goods Convenience Store.”

This store showcased examples of collaboration with the distribution
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industry, featuring products such as Lotte Home Shopping’s <Belly Gom>
and Nongshim <Raccoon>, and the “Rookie Project,” which showcases the
works of emerging character creators.

Collaboration with companies and related organizations was actively
promoted to revitalize the content IP business. The event was sponsored by
NCSoft Co., Ltd., the Korea Character Culture Industry Association, the
Korea Character Association, the Character Designers Association, the
Korea Cultural Content Licensing Association, and the Korea Character
Society. The event created practical business opportunities and high-quality
business consulting opportunities for character and content companies
during the event. In the “Business Lounge,” we provided active support for
B2B consulting programs, such as 1:1 business matching and on-site
matching. Additionally, the “Consulting Zone” provides professional consultation
to experts in related fields, including legal professionals seeking advice on
job opportunities, overseas expansion, financial systems, labor issues, and
legal disputes.

The “Licensing Practical Workshop” aimed at spreading business insight
and know-how, was held in advance a week prior to the event. Additionally
“K-Content Video Export Consultation” co-hosted by the Korea Creative
Content Agency and the Korea International Trade Association was also
held together, but experienced a decline in attendance due to COVID-19.
We supported the business capabilities and business revitalization of
domestic character and content companies.

The Korea Creative Content Agency, which hosted the event, seized the
opportunity to launch social responsibility management(ESG) in cooperation
with other companies and organizations. We signed a business agreement
with the Korea Energy Agency for ESG projects, such as joint planning and
development of carbon-neutral content in response to climate change.
Additionally, we pursued a business agreement with Lotte World to
collaborate on promotion and distribution support for characters from new

designers and small and medium-sized content companies.
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2-2. Licensing Conference

“Licensing Con 2022,” Korea’s only business conference in the field of
content IP licensing, was held from November 11 to 12. It was held at
COEX Studio 159. As in 2021, it was held offline in 2022, with simultaneous
online broadcasting.

The theme of the 2022 conference, which celebrated its 4th anniversary
since 2019, was “Presentation of K-Content IP Business Model” and introduced
K-Content’s global strategy and all-round business diversification cases.
Five conference sessions were organized, including the keynote session
“Opening the IP Universe,” and a variety of programs were operated,
including 13 lectures, live talks, and special sessions.

“Licensing Con 2022” served as a platform to examine the impact of
K-content, which has gained prominence as mainstream content worldwide,
and to discuss the characteristics that resonate with global fans. In
addition, insight was provided by once again emphasizing the importance
of flexible and creative combination between various genres within

infinitely expanding IP business environment.

2-3. Character IP Goods Distribution Test Bed

To expand distribution channels for small and medium-sized character
companies specializing in character merchandise, we placed their products
in a movie theater-related pop-up store(Cream Store) (Megabox Suwon
Yeongtong branch) and three large distribution malls(Toys R Us Jamsil,
Gimpo Airport, Eunpyeong branch, etc.) By promoting distribution support
projects, we supported the sales of various merchandise by 43 small and
medium-sized content companies. We arranged an exhibition booth in
coordination with the character licensing fair and operated a pop-up

exhibition within the theme park(Lotte World). Our objective was to assist
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small and medium-sized content companies to increase sales and increase

IP brand recognition.

2-4. Korea Content Awards - Character Category

The Korea Content Awards project seeks to spur creativity among
industry workers and revive the content sector by recognizing exceptional
domestic works and contributors. A total of 21 works were received for the
“2022 Korea Content Awards - Character Category,” and 5 works were finally
chosen as winners through two rounds of expert screening and public
evaluation.

The President’'s Award was presented to <Belly Gom>, a character from
Lotte Home Shopping, a distribution company, with 1.26 million cumulative
subscribers on social media and 300 million cumulative views as of 2022.
<Cococo Alu>, <Dinosaur Daebari>, and <Peekaboo, My Pet> were selected
for the Minister of Culture, Sports and Tourism Award, and <Buddy
Friends> was awarded the Korea Creative Content Agency Director’s Award.

The 2022 awards ceremony was took place in Room 401 of COEX
Conference Room on December 14 with approximately 200 winners and
officials in attendance, and a certificate and small cash prizes were

awarded as prizes.
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