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Character User Trends

1. Research Design

The subjects of this research are Koreans between the ages of 3 and 69,
residing in Korea, and who have used character content “at least once every
2-3 months” in the past year.

As the study’s sample framework, 1,170,000 research panels were set up
nationwide. The research, which is based on the June 2021 resident registration
population statistics data provided by the National Statistical Office, was carried
out by sending an online survey via email according to the population
component ratio, as sorted by region, gender, and age. Then, the target sample
was completed based on the use status of character content.

The research was conducted once a year, and the response standard period
was from July 2020 to July 2021 (a period of 12 months), unless otherwise stated.
Data collection was completed through an online survey that was sent from
July 26 to August 13, 2021.

@ Table 1 2021 Factual Research Design for Character Users

Target population All Koreans ages 3-69

Research population Koreans between the ages of 3 to 69 and have used character content at
least once every 2 to 3 months

Research areas 17 cities and provinces nationwide

Data collection method  Online research through a structural survey

Sample framework Resident Registration Population Statistics data as of June 2021 provided by
the Ministry of the Interior and Safety
A total of 1,170,000 research panels set up nationwide by the research
institution was used as its sample framework.

Sampling method Proportional allocation according to region/gender/age
Sampling error +1.73%p at 95% confidence level
Valid sample 3,200 people
Data collection period  July - August, 2021 (Jul. 26 - Aug. 13, 2021)
Organizing agency Korea Creative Content Agency
Executing agency Global Research
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2. Character Content Use Frequency in the Past Year

Regarding the character content use frequency in the past year, those who
responded that they used character content “more than once a week” turned
out to be 43.5%, and such frequency has been increasing since 2019.

Males have a relatively higher rate in terms of using character content “more
than once a week” than females. Based on age, the lower the age group, the
higher was the proportion of using character content “more than once a week,”

and it was the highest in the age group of 3 to 9.

@ rigure 1 Character Content Use Frequency in the Past Year |

(Base: All, Unit: %)

2021(n=3,200) M More than once a week Less than once a week
28.4
21.1
14.7
13.4
12.2
10.2
Almost every day 3-4timesaweek 1-2times a week 2-3timesamonth Oncea month Once every 2-3months
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3. Most Preferred Character

In terms of character likeability, “Kakao Friends” received the highest result
with 22.9%, maintaining its top ranking since 2019. “Pororo the Little Penguin

(7.8%)” rose to second place, while “Pengsoo (6.0%)” fell to the third place.

@ Figure 2 Most Preferred Character |

(Base: All, Unit: %, 1% ranking basis, Top 10s)

2021(n=3,200)
22.9
Kakao Pororothe  Pengsoo Marvel Crayon Pocket Doraemon Kitty Mickey Frozen
Friends  Little Penguin Shin-chan Monster (Hello Kitty) Mouse

4. Channel for Initial Awareness of the Character (Media)

“TV (30.5%)” received the highest response rate among the media channels
through which the character first gained awareness, followed by “mobile
messenger (22.7%),” “online videos (19.1%),” “social media (7.4%),” and “theater
(6.6%).” The ratio of character awareness through “TV” and “mobile messenger”
decreased compared to that of the previous year, while the ratio of awareness
through “online video” increased.

By age, the ratio of respondents aged 3 to 9 who responded that they
recognized a character through “TV” and “online video” was relatively high,
as well as there was a relatively high ratio of respondents in their 30s and 50s
who responded that they recognized a character through “mobile messenger”

and those in their teens and 20s through “social media.”
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@ rigure 3 Channel for Initial Awareness of the Character (Media) |

2021(n=3,200)
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5. Channel for Initial Awareness of the Character (Content)

“Emoji (29.0%)” received the highest responses in terms of the content

channel for initial awareness of the character, followed by “Animation (25.3%),”
“Broadcasting (20.6%),” and “Cartoon/webtoon (11.3%),” and “Movie (6.3%).”

The ratio of recognizing characters through “Broadcasting” decreased, when

compared to the previous year, while that of “Animation” increased.

. Figure 4 Channel for Initial Awareness of the Character (Content) l

(Base: All, Unit: %)

2021(n=3,200)
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6. Reasons for Character Preference

Regarding the reason for liking the most preferred character (based on the
1+2 ranks), “I like the character design” ranked the highest with 62.9%, followed
by “I am familiar with the character/I saw the character often (37.0%),” “I like
how the character acts (36.8%),” and “I like the content of the character (19.6%).”

@ Figure 5 Reasons for Character Preference |

(Base: All, multiple responses, Unit: %, based on ranks 1+2)

2021(n=3,200)
62.9
37.0 36.8
19.6 161
111 111
B m B -
Ilikethe lamfamiliarwith  1like howthe Ilikethe Ilikethe Thecharacter ~ Thecharacter Other
character thecharacter/  characteracts content of character ispopularwith expresses me well
design Isawthe the character product thosearound
character often me (friends, peers)

7. Purchase Trends of Character Goods in a Year

The most purchased line of goods by respondents who purchased character
products in the past year was “Toys, such as stuffed dolls, robots, etc.” with
the highest share of 60.2%, followed by “Stationery/fancy goods (51.4%),”
“Fashion clothing/items (31.5%),” and “Food/beverages/quasi drugs (24.2%).”
The YoY increase of “Fashion clothing/items” and “Food/beverages/quasi drugs”

was relatively large, compared to the increase of other product groups.
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@ rigure 6 Purchase Trends of Character Goods in a Year |

(Base: Users who purchased character goods in the past year, multiple responses, Unit: %)
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8. User Experience (Purchase) of Mobile Character Goods in a Year

The rate of experience in using(purchasing) mobile character products was
79.9%, and it has been increasing since 2019.
By age, the ratio of user in their 20s who had experience in using(purchasing)

mobile character products was the highest.

. Figure 7 User Experience (Purchase) of Mobile Character Goods in a Year l

(Base: All, Unit: %)
2020(n=3,000) 2021(n=3,200)

M Yes No
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9. Mobile Character Products Use(Purchase) Frequency in the
Past Year

In terms of mobile character products use frequency, those who responded
that they used(purchased) mobile character products “more than once a week”
turned out to be 64.1%, and it has been increasing since 2019.

In terms of the characteristics of the respondents, the ratio of males using
mobile character products “more than once a week” was relatively higher than
that of females. By age, the lower the age group, the higher was the rate of
using mobile character products. The response “more than once a week” rated

the highest among those 3 to 9 years old and teenagers.

. Figure 8 Mobile Character Products Use(Purchase) Frequency in the Past Year I

(Base: Users who purchased mobile character goods in the past year, Unit: %)

2021(n=2,557) M More than once a week Less than once a week

More than once a week 64.1 Less than once a week 35.9

25.0

21.2

17.9

11.5
10.1

Almosteveryday 3-4timesaweek 1-2timesaweek 2-3timesamonth  Onceamonth Once every Onceevery
2-3months 4 monthsto1year

10. Influence of Characters on Purchasing Products

Those who responded that the characters “had an impact” on their decision
when purchasing a product turned out to be 62.4%, and it is a 5.2%p increase
from the previous year.

In terms of the characteristics of the respondents, it was found that the
influence of characters on the purchasing decision was relatively high for

females, and in the age group of 3 to 9 years old when purchasing products.
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. Figure 9 Influence of Characters on Purchasing Products l

(Base: All, Unit: %)

2021(n=3,200) M Influence Average Noinfluence

No influence 9.0 Influence 62.4
48.8

28.7
13.6
7.6
1.4

Noinfluenceatall Not muchinfluence Average Someinfluence Muchinfluence

11. Influence of a Product’s Originality on the Purchasing Decision

Those who responded that the originality of a product had an impact on their
purchasing decision turned out to be 67.0%, and it is a 5.4%p increase from

the previous year.

. Figure 10 Influence of a Product’s Originality on the Purchasing Decision l

(Base: All, Unit: %)

2021(n=3,200) M Important Average Not important
46.0
23.8
21.0
8.1
1.2
Notimportantatall Notimportant Average Somewhatimportant Veryimportant
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12. Character Content Consumption Level

When measuring the monthly average consumption of character content, the
response rate of “More than 10,000 to less than 30,000 KRW” ranked the highest
at 28.8%, followed by “More than 30,000 to less than 50,000 KRW (24.0%),” and
“Less than 10,000 KRW (23.9%)”. The ratio of those who answered that they
could spend “less than 30,000 KRW” decreased compared to the previous year,
while the ratio of those who answered that they could spend “more than 30,000

KRW” increased compared to the ratio of the previous year.

. Figure 11 Average Monthly Consumable Amount for Character Content I

(Base: All, Unit: %)

2021(n=3,200

( )
28.8
23.9 24.0
13.6
6.8
. 3.0

Lessthan More than 10,000 to More than30,000to More than 50,000 to More than 80,000to More than
10,000 KRW lessthan30,000KRW  lessthan50,000 KRW  lessthan 80,000 KRW lessthan 100,000 KRW 100,000 KRW
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Support Programs for Character

The Korea Creative Content Agency has introduced various production and
distribution support programs to strengthen the capabilities of the Korean
character industry, and to revitalize the licensing industry. The following are

the key contents of the support programs that were carried out in 2020.

1. Increasing Production Capabilities

1) Support Programs for the Development and Commercialization of

New Character IP

The development and commercialization support project for new character
IP seeks to strengthen creative competencies, and to establish a foundation for
the licensing industry to discover character IPs for new content. In 2020, 11
new development programs and 5 follow-up support projects were selected
from the businesses that are less than 7 years old.

Moreover, a new character IP management support programs was promoted
as follow-up support for the aforementioned programs. A pitching event was
held to provide customized consulting and management for selected tasks. It
also offered PR/marketing, distribution, and publicity materials, as well as
distribution and investment attraction assistance, and strengthened its
commercialization capabilities through a boot camp.

Furthermore, by promoting the pop-up store business to expand the
distribution channels of small and medium-sized character companies that
suffered from business difficulties due to the COVID-19 pandemic, the program
provided support for the product sales of 16 small and medium-sized content

companies and 7 cooperative companies.
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2) Support Programs for Content IP Licensing

The support program for content IP licensing aims to revitalize the licensing
business through content IP. Production/development and promotion expenses
were subsidized to discover and vitalize content IP that was suitable for
diversified production, distribution, and consumption environments. In 2020,

support was provided to 39 programs.

2. Support Programs for Distribution

1) Korea Character Licensing Fair

The “Korea Character Licensing Fair,” which celebrated its 18th anniversary
in 2019, is the largest character licensing business market in Korea. It is a
character licensing event that encompasses B2B and B2C, including comics,
animation, games, broadcasting, MCN, kidult, and art toys beyond characters.
With more than 100,000 visitors and 300 companies participating every year,
it is the largest and the most symbolic event in Korea. However, the event was
canceled in 2020 as a preventive measure against the spread of COVID-19.

Though the event was canceled due to external factors, the Korea Creative
Content Agency, the organizer of the event, identified major tasks, such as
“achieving B2B enhancement and an efficient operation system” and
“strengthening collaboration with cooperatives” to sustain the growth of the
character licensing fair in the future. The Agency is also planning to implement

the tasks by stages after the 2021 event.

2) Licensing Conference 2020

The “Licensing Con 2020,” which was held for the second time, is designed
to provide trend information on content licensing industry workers and to
vitalize the licensing business. The theme for 2020 was “IP Business, Challenge
the Change.” About 50 domestic and foreign speakers were invited to discuss

industry issues and countermeasures in depth, focusing on the IP business,
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which is the most discussed topic in the content industry. A total of 35 programs,
including conference sessions, workshop lectures, and live talks, were also held.

Particularly in 2020, due to the COVID-19 pandemic, the conference became
an opportunity to introduce the insights of influential figures in the content

industry through the new format called online conferencing.

3) Korea Content Awards (Character Category)

The 2020 Korea Content Awards (Character Category) was held to inspire
creative motivation and pride among character industry workers by rewarding
best-selling domestic content and hard-working content industry contributors.
Five works, from a total of 19 submitted works, were selected for the 2020 Korea
Content Awards (Character Category) as winners after two rounds of screening

by experts.

. Table 2 2020 Korea Content Awards Winners in the Character Category

Presidential Prize Giant Peng TV EBS
o Bread Barbershop MonsterStudio
Minister of Cult.ure and Zombiedumb Season 2 Anyzac
Sports Prize
Stay Pangah Art Licensing
Director of Korea Content Common Siblings KVision

Agency Prize
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