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* SUMMARY -

Music User Trends

1) Research Objectives and Overview

The objectives of this survey are to provide necessary information to music
content users and producers through statistical user data and to use it as
primary data for policy establishment for industrial promotion.

The survey was conducted on the general use of music for all citizens between
the ages of 10 and 69. The survey is based on the period from 2021 to 2022,
and the overall aspects of the usage patterns of domestic music users were
measured. The detailed survey consisted of music use service, music purchase
(physical album) behavior, viewing of offline music performance, use and

measure of music use, fandom activity status, and etc.

2) Research Design

The subjects of this research include Koreans between the ages of 10 to 69,
living in Korea, and who have been using music content “at least once every
2 to 3 months” in the past year. The survey was conducted once a year, and
in cases where there were no separate mentions concerning content use
research, the response standard covered the period from July 2021 to July 2022
(the past year). Data collection began through an online research method from
July 22 to August 22, 2022. To increase the reliability, the collected data went
through the process of editing and cleaning according to the professional

verification process.
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2021 Factual Research Design for Music Users \

Target Population + All Koreans ages 10 to 69
+ Koreans ages 10 to 69 who used music contents “at least once every 2 to 3 months”
over the past year

Research Population

Research Area + Nationwide
Data Collection Method |+ Online structural survey

+ Resident Registration Population Statistics data as of June 2022 provided by the
Sample Framework Ministry of the Interior and Safety
P + A total of 1,170,000 research panels nationwide were used as the sample framework

of the research institution.
Sampling Method + Proportional allocation according to gender/age/region
Sampling Error « +1.66%p p at 95% confidence level
Valid Sample + 3,500 people
Data Collection Period |« July to August 2022 (Jul. 22 - Aug. 26)

3) Main Research Results

3.1 Overall status of the general use of music

(1) Time slot for listening to music
Regarding the time slot for listening to music, the highest response was “10
minutes to less than 30 minutes” for one-time use when using it once at 36.6%,
followed by “30 minutes to less than an hour” at 30.3%.

m Time Slot for Listening to Music (for One-time Use) \

(Base: All (n=3,500), Unit: %)

36.6
30.3
12.5
10.0
6.7
DA l B
m— R

Less than 3tolessthan 5tolessthan 10 minutesto 30 minutesto An hour to More than
3 minutes 5 minutes 10 minutes less than less than less than 2 hours
30 minutes an hour 2 hours
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(2) Situation or place for listening to music

For the place or occasion for listening to music, “when moving/commuting
(in a car, subway, bus, etc. transportation)” was the most selected response
with 32.3%, followed by “when taking a break, regardless of the day of the week
(home, at a café, etc.) (29.6%),” and “while doing other things such as

»
.

housework and exercise (17.9%)

m Occasionor Place for Listening to Music

(Base: All (n=3,500), Unit: %)

32.3 29.6
17.9
m =

When moving/ Whentakingabreak,  While doing other When working When moving Others
commuting regardless of things such as (studying) or taking on footor
(inacar, subway, the day of the week housework abreak from work taking awalk
bus, etc. (home, atacafé, etc.) and exercise (study) (at work (office)/
transportation) (school/academy))

Note) A new question created in 2022

3.2. Method of listening to music

(1) Means of use or service for listening to music
In regard to the means of use or service used to listen to music, “Online
video sites” was the most commonly used service at 81.6%, followed by “Music

streaming (67.0%)” and “TV music programs (38.0%).”

m Means of Use or Service for Listening to Music |

(Base: All, multiple responses, Unit: %)

81.0 81.6 2020(n=3,000) 2021(n=3,200) M 2022(n=3,500)
60.3 63.2 63.2 67.0
39.8
39.3 io 287271289 30.528.4 28.4
Online video sites Music streaming TV music programs Radio/ Downloading
podcast selection services
123137 10.8 77 13.3 115127117 71 6.9
0.0 Y Y = 0.0 0.4 0.2 0.3
Non-face-to-face (online) Offline Physical album Other digital songs Others
music performances performances
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(2) Primary device used for listening to music

In regard to the primary device used for listening to music (based on 1+2+3
rankings), “Smartphone” was the most frequently used device with 86.0%,
followed by “Computer/laptop (43.1%),” “TV (40.1%),” etc.

Primary Device Used for Listening to Music \

(Base: All, multiple responses, Unit: % (based on 1+2+3 rankings))

88.3 86.2 86.0 2020(n=3,000) 1 2021(n=3,200) M 2022(n=3,500)

469435431 460423401

27.1
. . 23214 140163118 136107110
R R m
Smartphone  Computer/laptop TV Radio Tablet PC Caraudio
74 19 17 6.8 6.6 7.6 7.0 6.2 6.9
— — — 1.5 2.0 2.5 1.6 0.0 0.0 0.3 0.2 0.1
CD/DVD/Blu-ray/ MP3 player Al speaker LP player Cassette tape Others
console player (turntable) player

Note) “Cassette tape player” has been removed in 2021.

(3) Favorite music by genre

Based on the favorite music by genre, “Ballad” was the most popular genre
at 55.0%, but it has shown a decreasing trend since 2020. It was followed by

“Dance/idol music” at 37.3% and “OST (movie, drama, etc.)” at 23.2%.

PEETTEN Favorite Music by Genre |

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

76.5 2020(n=3,000) 2021(n=3,200) M 2022(n=3,500)
610550 5538 507
35.837.3 3y 31 36.7
. 21.123. 13.014.1 178134 23135131
[ ] | | .
Ballad Dance/idolmusic ~ OST(movie, Rap/hip-hop R&B/soul Trot
drama, etc.)
197 99 1.9 16179 83 15758 77 12235 43 106238 7 19 17 24
Classical music Rock/metal Indie music Jazz/fusion jazz Electronic Others
music/EDM

Note It has been changed from the plural type (select all responses) in 2020 to the ranking type in 2021, so be
careful when comparing them directly.
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3.3 Use status of music streaming and downloading service

(1) Frequency of using music streaming and downloading services

The rate of using music streaming services “More than once a week” is 78.3%,
a 3.3%p drop from the previous year. Looking at the characteristics of the
respondent, it was relatively higher in women than men and in the 20s and

30s by age.

Frequency of Using Music Streaming Services \

(Base: Music streaming service users, Unit: %)

Il More than once a week More than once a week Less than once aweek
Less than once a week 78.3% 21.7%

””””” HE : 37.1
79.8 221 493
: ; 10.3
; : 5.6 3.1 2.7
202 18.4 ﬂ 21.7 Almost  3to4 1to2 2t03 Once Once Once

everyday times times times amonth  every every
_2020 3021 _2022 aweek aweek amonth 2to3  4months
(n=1,961) (n=2,076) :(n=2,344), months  to 1year

(2) Primarily used music streaming and downloading services

As a result of asking those who have used music streaming and downloading
services (n=2,667) about the service they use the most, “Melon” was the highest
at 32.8%, followed by “YouTube (free) (28.7%)” and “YouTube Music (paid) (9.8%).”

m Primarily Used Music Streaming and Downloading Services \

(Base: Music streaming and downloading service users, Unit: %)

364346378 202 2020(n=2,249) 2021(n=2,349) M 2022(n=2,667)
26.0°7" 28.7
. 112104
376328 92 845661 665635 352931
. . | ] ] Hn
Melon YouTube (free) YouTube Genie FLO Naver VIBE Bugs

Music (Paid)

001718 101713 0.0 0013 1.0 0.4 0.9 0.0 0.0 0.6 0.0 0.0 0.1 290907
Spotify Apple Music  Kakao Music Soribada SoundCloud ~ MuOn Music Others
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(3) Experience in changing music streaming and downloading

services

The ratio of respondents who answered they had an experience of changing
music streaming and downloading services was 41.6%, and it was relatively

higher in women than men and in their 30s by age.

m Experience in Changing Music Streaming and Downloading Services \

(Base: Music streaming and downloading service users (n=2,677), Unit: %)

No
58.4

(4) Use method of paid music streaming and downloading services

As for the use method of paid music streaming and downloading services
users (n=2,667), “pay for a streaming service only” was the highest at 39.3%,
followed by “pay for the streaming and downloading services together (22.9%),”
“pay for a downloading service only (11.0%),” “download individual music

(22.9%),” etc.
m Use Method of Paid Music Streaming and Downloading Services \

(Base: Music streaming and downloading servicer users, Unit: %)

52'448 2 2020(n=1,430) 2021(n=1,522) M 2022(n=2,667)
39.3
274
235 22.9
16.4 17.0 17.4
110 7674 90
B B o1o0104 0.0 0.0
Pay fora Pay for the Pay fora Download Others Idon’tuse
streaming streaming and downloading individual the paid service
service only downloading service only music

services together
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3.4 Experience of purchasing physical albums

(1) Experience of purchasing physical albums

The ratio of music users who purchased physical albums, such as CD, LP,

DVD, Blu-ray, cassette tape, kino albums, and USB albums, was 37.6%.

SN Experience of Purchasing Physical Albums \

(Base: All, Unit: % (Yes %))

41.2 40.5
65 376 382 310 81 354 3T 35,
; ®
2f
2020 2021 2021 Male Female {Teenagers 20s 30s 40s 50s 60s
(n=3,000) (n=3,200) (n=3,500) (n=1,781) (n=1,719)1 (n=422) (n=609) (n=669) (n=674) (n=691) (n=435)
+—— Byyear ——» <« Bygender »|¢—————— Byage —————»

Note 1) In 2020, it asked whether or not there was a purchase experience, but in 2021, it was changed to a
question asking for multiple responses on purchase experiences by physical album type.
2) “Blu-ray” was changed to “Blu-ray/4k Blu-ray.”

(2) Amount for purchasing music

The payment amount per album of those who have experience purchasing
physical albums (n=1,316)was “KRW 10,000 to less than 30,000” at the highest
of 53.1%.

SRR Payment Amount for Purchasing One Physical Album \

(Base: Physical album purchasers (n=1,316), Unit: %)

53.1
24.5
13.4 8.0
[ ] — 08
Less than KRW 10,000 KRW 10,000 to KRW 30,000 to KRW 50,000 to KRW 100,000
less than 30,000 less than 50,000 less than 100,000 and above
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3.5 Overall status of viewing music performance

(1) Offline music performance genre for viewing

As for the viewing genre of offline music performance viewers (n=465),
“domestic pop music concert” was the highest at 48.4%, followed by “musical
performance (44.7%),” “music festival (28.6%),” “classical performance
(28.6%),” etc.

S0P Offline Music Performance Genre for Viewing \

(Base: Offline music performance viewers, multiple responses, Unit: %)

59.6 2020(n=324) 2021(n=247) M 2022(n=465)
47.8 48.4 494 46.2 447
31.532.086 247316286 247215
O ET)
Domestic pop Musical performances Music festivals Classical performances Indie music performances,
music concerts including live club
. performances, etc.
16.0 16.6 17.8 194 24.3 17.2
71 73 75 28 17
|| || [ 0.0 =% ~
Opera performances International music concerts Korean traditional Others
(including visits to Korea) music performances

(2) Online (non-face-to-face) music performance genre for viewing

The viewing genre of those who have experienced online (non-face-to-face)
music performances (n=479) regardless of whether paid or free, “domestic pop
music concert” was the highest at 63.5%, followed by “music festival (33.6%),”

“musical performance(29.6%),” etc.

N Online (Non-Face-to-Face) Music Performance Genre for Viewing \

(Base: Online (non-face-to-face) music performance viewers, multiple responses, Unit: %)

66.263 5 2021(n=393) W 2022(n=479)
33.6
26.0 310296 286 237263 21036 159
13.07
. 6.97.5 1.02.1
[ | m L
Domestic Music Musical Indie music International  Classical Opera Korean Others
pop music festivals perfor-  performances, music perfor-  performances traditional
concerts mances including concerts mances music
live club (including perfor-
performances, visits mances
etc. to Korea)
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Note) Newly added in 2021.
3.6 Overall status of fandom activities and music goods purchase
(1) Fandom activity status

Among the respondents, 33.3% of respondents had music-related fandom
activities. Among them, 27.0% experienced fandom activities online, and 23.1%

experienced fandom activities offline.

IR Experience in Music-related Fandom Activities \

(Base: All, multiple responses, Unit: %)

( Experience in Music Related Fandom Activities) 2021(n=3,200) M 2022(n=3,500)

ffffffff 1 H Experience in 57.5
25.5 ! : Fandom Activities 33.3% :
M Yes - : EELE ; 5138
\ L. 14.9
one among here - 27.0 .
19.4 :
I No experience in 14.2 17.134.9
fandom activities .
2021 2022 Experiencein Experience None No experience
(n=3,200) (n=3,500) fandom in fandom among here in fandom
activities online activities offline activities
( Experience in Fandom Activities Online)
114 0.3
. 7.6 53
B B & = = =
Watch Purchase Beactivein Be active on Attend fan Attend fan sign Attend
performance/ album/ online fan club/ fan platform meetingonline  meeting online online album
concertonline goods online fan café release showcase
( Experience in Fandom Activities Offline)
10.1
6.2 5.7
N [ = =
[ | - —
Watch Attend live Purchase album/ Attend album Attend fan sign Attend fan
performance/ broadcast at goods offline release showcase meeting offline meeting offline
concertoffline  abroadcasting station offline

Note) Newly added in 2021.

(2) Experience in purchasing music goods/MD

The ratio of respondents with experience purchasing music goods/MD was

22.3%, which was an increase from the previous year.
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FTI[( S Experience in Purchasing Music Goods/MD

22.3
20.2 19.9

2020 2021 2021
(n=3,000) (n=3,200) (n=3,500)

«——— Byyear ———»

24.7
20.0

(Base: All, Unit: % (Yes %))
36.0

26.1 23.8

20.3
16.9
13.3

Male  Female
(n=1,781) (n=1,719)

<«— By gender —

Teenagers  20s 30s 40s 50s 60s
(n=422) (n=609) (n=669) (n=674) (n=691) (n=435)

A

By age

v
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Music Support Business Trends

1. Enhancement of Production Capabilities

(1) Muse On

“MUSE ON,” a project that was launched in 2019 to discover promising
musicians, was improved and promoted in 2021. In 2020, the project supported
new and established musicians, but in 2021, it discovered and fostered new

musicians with musicality and potential.

(2) Support for spacing-planning performances

The “Space Planning Performance Support” project, which has been in
progress since 2020, is a project that promotes the development of the popular
music performance industry through creative performance planning support.
In 2021, to revitalize the popular music performance industry, the scope of
support was expanded to new themed performances using existing performance
halls, limiting the venue to new spaces, such as complex cultural space,
regenerated space, etc. Moreover, following the emergence of corporate social

responsibility, the ESG-type performance field was newly established.

(3) Support for hosting popular music performances online

In 2021, Korea Creative Content Agency newly established a support project for
hosting popular music performance online to create a new revenue model by
inducing the creation of an online performance market and to support the
development of next-generation performance contents. A minimum of KRW 50
million to a maximum of KRW 500 million was invested per task to support holding
a total of 45 online performances, including Arealistic technology-combined
online performances, Aseries-type online performances, and Ashort-term online

performances.
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(4) Production of online video contents

In 2021, the Korea Creative Content Agency launched an online video content
production project, as online video contents emerged regardless of the genre,
and the strengthening of online platforms became prominent. The project was
established to support the domestic and international promotion of popular
music musicians through music video content production and distribution
support, supporting the production of Alive clips, Apromotional videos, A
music videos, etc. Through this project, a total of 20 tasks were selected, and
a maximum of KRW 20 million was funded. Among the supported musicians,
the tasks that achieved 1.4 million views on YouTube and USD 11,000 in sales

linked to support projects were selected for calculation.

(5) ICT-music (Music Tech) production support

The ICT-Music (Music Tech) production support is a support project newly
launched in 2020 to support and cultivate these attempts actively. This project
is aimed at domestic music startups and related companies that want to produce
and service a convergence project combining music and new ICT technologies.
The funding was provided to a total of 15 places with a maximum of KRW 270

million for the project's commercialization, PR, and marketing.

2) Domestic and overseas distribution support

(1) Seoul International Music Fair (MU:CON 2021)

Due to COVID-19 which lasted since 2020, it was held as an exclusively online
event in 2021. “MU:CON Online 2021,” which was held for 3 days from
September 30 to October 2, consisted of an opening performance, online
showcase, conference, matchmaking and pitching, and music tech. The
showcase and conference including the opening performance were broadcast
live through the YouTube KOCCA MUSIC channel, and the matchmaking was
conducted through the MU:CON website.
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The opening performance, held to commemorate the 10th anniversary of
MUCON, featured musicians loved worldwide, including those who participated
in past MUCON showrcases such as NCT Dream, Jambinai, Younha, Pentacon,
Heize, and Zion.T. It was held as a festival that domestic and foreign K-Pop

fans could enjoy together, recording about 1.6 million online real-time viewers.

(2) Korea Spotlight

“Korea Spotlight,” a Korean pop music showcase held at major overseas music
markets and festivals, is a project that has been promoted for strategic overseas
expansion of many domestic popular music artists who showcase the music
of various genres. Before the COVID-19 pandemic, Korean popular music
musicians were introduced to music officials around the world at various music
markets, including SXSW (USA), TGE (UK), Reeperbahn Festival (Germany),
MIDEM (France), CMW (Canada), Music Matters (Singapore), etc.

In 2021, Korea Spotlight, an overseas K-Pop showcase program hosted by the
Korea Creative Content Agency, was invited as the guest of honor to
“Reeperbahn Festival,” Europe's largest music market held in Hamburg,
Germany. A total of nine musicians participated, and “Bryn” and “Drippin”
appeared in the opening showcase as part of the benefits of being the guest
of honor. It was held as an online showcase, but the performance video was
transmitted in real-time through the local showcase venue and the official
Reeperbahn Festival website.

As of December, 2021, this showcase recorded 156,530 views, confirming

European music officials’ interest in Korean musicians.

(3) Online marketing support project for overseas expansion

As online platforms such as YouTube and TikTok have become important
media for spreading popular music's global recognition, and the importance
of online promotion and marketing has emerged, the Korea Creative Content
Agency launched an online marketing support project for overseas expansion

in 2021. This project provides support for marketing costs and pre- and
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post-consulting for musicians planning to enter overseas markets, such as
album releases, online and offline performances, video releases, and MD sales.
A total of 50,557,158 views were achieved as a result of a marketing campaign

of 76 contents for a total of 16 teams of musicians.

3) Future Prospects of the Music Market

According to the International Federation of the Phonographic Industry
(IFPI), despite the downturn in the popular music performance market at home
and abroad due to COVID-19, the global music market grew by 18.5% compared
to 2020, recording USD 25.9 billion in sales. Paid music streaming services led
the growth, and in 2021, global streaming services accounted for 65% of total
music sales. In the “2021 Music User Survey” published by the Korea Creative
Content Agency, the growth of streaming services is expected to continue, with
the use of paid streaming services ranked first in the use method of online
music services. As the spread of COVID-19 has stabilized globally, it is expected
that the industry will be able to recover to pre-pandemic scale in 2022.

In regions such as the US and Europe, face-to-face performances, music
festivals, and markets began to be held in the second half of 2021, and as a
result, overseas tours of domestic musicians such as BTS, Monsta X, ADOY,
and SE SO NEON resumed. However, despite the active venues of face-to-face
performances, online performances, which have become a new genre rather
than an alternative, are expected to be held continuously.

Moreover, various future technologies such as Al, blockchain, NFT, and
metaverse are converging with the music industry to generate new music
content and services. Major domestic entertainment companies are creating
new revenue models by utilizing future technologies, such as NFTs and
metaverses. They also promote various IP products and businesses by
combining artist-based IP with future technology. The application of these new
technologies is expected to influence the direction of future music industry

business development.
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The digital transformation phase and, the global pandemic of COVID-19 has
generated many changes in the music industry at home and abroad. Yet, we
will promote active policy support so that Korean popular music can grow

further amidst these changes.
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197 99 1.9 16179 8.3 15758 77 12235 43 10638 57 19 17 24
HEER BRIESRE MR B1/FA8t  Electronic Music/ Hith
BT ER(EDM)

X)) M2020F %IR8 (2 ERER) BEN2021 FHHHFE, REERENTIR.

3.3. BERAEENTHARSERRNR

(1) EIRART T BUIRSS fE FAER

“— LR RS R LB 78.3%,  be E—HE TRET3.3%p, MZIIHET
FRE, APEMERIAERMN S T 51, 20~29% F130~39% AR 14 2 AR HW A,

O ERARRIEIRS TR \
(Base : BFAIRIIRISFAF, i : %)

FE-F—X W —F—XRUL

,,,,,,,,,,,, —RA—RUE78.3% FE—E—x 21.7%

37.1
21 44,
10.3
............. 5.6
20.2 18.4 21.7 3.1 2.7

20208 20214 §2022¢ nNFsx —A —-BA - —MA 23 4B~
(n=1,961) (n=2,076) | (n=2,344); MR 12K 23R —R AB—R 15K
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(2) BIRTUAFI T 8 B HARSS
TEVIIANEE S ¥ AR TRIBHARN P EARSSIZ1i# (n=2,667) FEAHE FIR & SRITGUAR] T4k
fRZHE, “Melon” fEbim, “M32.8%. HIUE“YouTube(ft3%)” (28.7%)#1 “YouTube
Music(f8%)” (9.8%).

& 7 BRI TR EFERRS

(Base : BERMEAF THIRSZAF, B4 %)
20204 (n=2,249) 20214 (n=2,349) M 2022%(n=2,667)

36.4
34.632.8 29 2287
9.8 11-210.49.2 8.4
I I 37 5-3. ] 5661 665636 352931
] = -
Melon YouTube(%2%) YouTube GENIE FLO Naver VIBE Bugs
Music({12%)
001718 101713 450013 100409 000006 000001 220907
Apple Music ~ KakaoMusic Soribada SoundCloud ~ MuOnMusic Hith

Spotify

(3) EEHE IRUART T BRSSO
41.69% /Y32 i 1A A 8 s IR TRAHART T BIRSsHvEEn, 2ot se s R
T BARSTEMXE T, WERIZRE, 30~39% LLBIME #ERE.

B RIS FRIRSHEH

(Base : FRFEAM THIRS A (n=2,667), B : %)
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(4) EIRTUARD T BRSNS B E R T IR

HORTUART T 2RSS P (n=2,667) A S E I 5 IE,  “OEAHRIB AR5 1T B
bR, 939.3%, HAUR“SIRISTARAIRSS FIE IR T #0viT 5 (22.9%),
“DEASEIR FEITEIZE” (11.0%) LU “ Bl T #(”(9.0%),

SRR TR SRERS A

(Base : BERMEAF THIRSZAF, B4 %)
524 2020%(n=1,430) 1 20214(n=1,522) M 2022¢F(n=2,667)
48.2
39.3

274
23.5 229

16.4 11.0 174
11.0 76 74 9.0
. . 0.1 0.1 04 0.0 0.0

ARG ZEERRE A FERTH BT Hith FMygfEA
AR5 ITiRER RSMERTH 1TEER

BT R

3.4. KIFBBEWERER
(1) SEALHEWRE

CD. LP. DVD, HOU/AKEDL, @REH,. Kihno%H, USBLHREFLIMLIRIILIA
KN 37.6%,

T EIEBTER |

(Base: 2f&, B : %(H%))

41.2
38.1 37.7 40.5

37 6 35.4 35.2

20205  2021%F 20214 10~19% 20~29% 30~39% 40~49% 50~59% 60~69%
(n=3,000) (n=3,200) (n=3,500) —1 ,781) —1 J719)1 (n=422) (n=609) (n=669) (n=674) (n=691) (n=435)

— BFEEt — «— 5 —>

—— R —

X 1) 2020FREENREBMWEER, M2021FEF RSN ERKALIEMIERNLIEEIE,
2) “HE TSN I/ AKEEE
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(2) KL IEHI

M AL RIS I (n=1,316) 5K LA E#, “10,00087CL E~AF
30,000%k7C” i Eedmermi, 453.1%.

SHBEELNET \

(Base : ML KA EIBNZTHE(n=1,316), B : %)

53.1
24.5
13.4
8.0
[ -
AE10,000857T 10,00087T U £~ 30,0008 U £~ 50,0008t £~ 100,0008 T £
F%30,00087T FE)50,0008%7T F%)100,000%7T

3.5. BRELMERR

(1) & TEREDEZER
FERRSI L T B RE I TE 1 (n=465) A IR, “HHETHEITEIG S &t
T, N48.4%, HRZERENEIL” (44.7%) . “EIRT” (28.6%) "HI“H i AR
(28.6%)

s |
(Base: I TERELNZIHE, AILiE, B %)

506 20204 (n=324) 7 20214 (n=247) M 2022%F(n=465)
47.8 48.4 494 46.2 44.7
31.532.0 31.6
BERTREEER ERBIEL BEERT HEEREN Live ClubZ I 3r5E
16.0 16.6 17.8 19424375
71 73 75 -
. . = 0.0 2.8 1.7
N ] ENASRR(BIEHF) ESp Hith
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(2) fE£k GEmEANT) HARETEWEI
T TEL R0k, EARREEL GEmm) SREHNZTERN (n=479) W
BIAIH EEEA TR SR, 963.5%. HIURERTT(33.6%), “HER
il (29.6%).

7 FEXE) BRALTELD |

(Base: ILITEL(GFEME)BRELNZINE, AISE, Bl %)
2021%E(n=393) W 20224 (n=479)

66263 5
31006 237263 20,
» 015 9 y
6'9- 1021
EERTHE BFTN  SFREUEE LiveClub .ﬂ HHEE i JEn'fn EREY Hth
JEIBR EIhEE (@?ﬁlﬁ% REH

) 2021 FFHiEIR,

3.6. WLEHRE RENER(goods) WLIER
(1) WLLiEam
(B, 555 R LR 33,30, Hob, {62k | phiidhy
LLERNINTII27.0%, 1EL FHRSRDILIEENIN23.1%
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o HHE .

5 ERIRXINLENER

(Base: 2ff, AIZi%k, B : %)

(GEFRANMEEDER ) 2021(0=3.200 W 2022%0=3.500)
ffffffff H ¥ RRLETNER 33.3% 515
- i : : 51.8
171 g
#;AE - e= 27.0

W REMLEDEN

23.1
19‘4. 14.2 . 171349

20214 20224 L EMeiER) EATHLED BER REMULEDER
(n=3,200) (n=3,500)

(GEFRERNLEDER )
114

9.3 76
. . 5.3 4.2 35 34
R B = =

MEL LEL/ % EWMERE/ SLM2ARS WNeLFEED A BM&L  BmMELETEER
EIER BinEm 9 22 NEESE R MLeLER neELR showcase

( BTRLER )

10.1
6.2
B B 0 & = <
[ ] [ ) )
MELTAL WRSFAFSE ATHXSE SNATSEEG  SMAT BMET
RER BiniEm showcase neELe MLnNER

F) 2021 FiR)RA,

(2) BIRFELARE S/ MDWSEET)
ZVIEWISS E IR /MDD R 722.3%, e EAEARTEN,

15 e \

(Base : 2f&, B : %(E%))

36.0
22..3 24.7 26.1 23.8
20.0 20.3
20.2 19.9 16.9
13.3

2020  2021F  2021%F 5 oy 0~19% 20~29% 30~39% 40~49% 50~59% 60~69%
(n=3,000) (n=3,200) (n=3,500) (n=1,781) (n=1,719) (n=422) (n=609) (n=669) (n=674) (n=691) (n=435)
— BEETt —> — 4 ——— ¥R —mMm >
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=i BRARIEEE

1. hnsEHIFRE

(1) MuseOn

e NRAISEEIE RRIIE, T20194F e, 20214F0 7 H LT %,
20204 E RSMNE T RFAGEN T HF, [HM20218, ZIH ULIMABER AT RR
WRFITE 10 AR 20T

(2) ZEEFRIENR A AT

H20204F LUR—IEAEHEE“ 22 RIMURITE M 2 R I H 02— i SRR 1T A
SRAEHEAATE R AT RIINH . HERTIERRHE ERHE R 2R & S22 ],
FRARZERISERT 2], 2021 AR T B R L, FHRRRE Y REIR I ELA 7
LM AR TR, AL, BEE it RTUERSE, Bk 7 ESGHHE U,

(3) ITEFRZ LRH AR

N7 | SR R AR OR AEH I AT SR — A N AT R,
SRE AL AR4EE T 2021450 1 i 78 ek LA MR IH . MRS D (Y
STHHIT, REMNESIZHETT, RS54k L, i RISEoREE ALk b
Y, SRYVRIER I AR i,

(4) MILLBAAEHIE

W& PSRN AR DU M ZS 2 F B RS E,  BHESCE AIRMBEE202 1 4F8T iR
TGN ATIERRFITH . %50 H S & RPN A IR 0 AR R R SR
TATERANENAVER, SBU7EE, EEIH, MVERT FlfEskRs, E3%mE
T 7200 IR, N2 TR, ERRHIVERAA, SCEL T YouTube B REL
14077 FI5-HRFIT H AR 311 1,000 53R R,
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(5) ICT-&%&(Music Tech)FIfEkiF

ICT-&% (Music Tech) #ilfES:RIH20204 Eahi—MHiHFFHE, 1200 H Bk
S T R T BORKIAWZA & RT3, BN HEEREE T35 RIICTH BORAHES S IR
BIE E R AIRIAESR AR, HAA155ERG 1 k2. ey H R ERr Ry
BRI BAHE HIE R SR

2) BRSNS RERF

(1) ZHEREMRSRERSR(MU:CON 2021)

BT H20204F LUR— IERSRTR N, TEENTE202 14t IDN gk L4817,
“MUCON Online 2021 F9H30HZEI0H2HZHAT, MWK, WHFmREE, LR
T B ERWC HEA IR ECN DU & SRR, G R R NI R R 2 R
KOCCA MUSIC YouTubeSiiiE BT 1 ER, LA UEEMUCONRGHAT,

NEEMUCONIOFEAEMZS M FEETY, HHEFENCT Dream. Jambinai, Younh
a. Pentagon. HeizeflIZion. T ESNEEMUCONERIE RA R ZE 2 M5 5%
RN, B RSB ALI160 K, BN 1 1EZRERK-Pop 2k RIMk IR
PREL,

(2) ZJnKorea Spotlight

TEFZERINE SR BRI A MR TH SRR “Korea Spotlight”, J&HkRisHh
TR E RIS RGP EE AR — S B, TRk AT, ShdSXSW
(3:E) . TGE (J&F) . Reeperbahn Festival (f&F) , MIDEM GXE) . CMW
UMEKR) . Music Matters GHhli) FE2RhE /R, At E R AL TR
EATE RE R A

2021 4F, EHESEr AR IS K-Pop /R H Korea Spotlight323#1E R+
FEESNEAEET RS MR K S SR T17“Reeperbahn  Festival (W MM EZRETE R
W) EHMMIERAS, 1ENERELRE, “Bryn”f“Drippin”fEAEER Lif
17730, RERERUELERIE R THY, (HREATGE 2t Rt 4a 1k
BORTE T PSR T T SN 8

BRE20214E12H, B RN EARN156,5302%, ESE 1 RRIMNHILX 3 ARpEoe A5t
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ESE=PAVN P o

(3) HEBNNIMLEHKIFIE

ki YouTubeRITIkToKS/EL T B RO EREIRA T & AR ARG EE B A, TELkiE
JRTE R E RN T, SHES AR T-202 145818 1 HEZE A N4 B AR I
Ho ZIEH AR BTG E R NG L EIT, & B THEL. WA, MD
BESFAE AR G, BN RIE1640E IR AT ET 6 TN A E 8
&1, HAH$50,557,158 KN HE &

3) BRMIRRAIR

EinE ks (FPD #90R, REFSEN SREWINRTE RET TSN, H
EEREIRTI7 52020 K 1718.5%, WEHUAEI259123ETT, & IRTBHAN B IRSS
FIUUEK, 20214 ERRITIEAIRSS GRS IR EAI65%, 1EFRESL ™ AR 4R
iy QO21E R SESIHE) wh, SRS (I E LS SRS (5 e
i, TUBARIRSS B KIS RHEAR R L, BEE T AL E 2R EEINE T
T, PWIHE20224FRENS IR S B AT AU,

SEEAEINF X M20214E T PAETFHA2E PN T, &R TN, KBTS,
MONSTA X, ADOY. #raaFehEE RANHIBEERTUTAS, AEEHA2Ehm
XY,  CEERON— MR I P U FEERTE I SRS T

A, NTERE. IXEREE. NFTHI, JTTFEFSMARBARIEEG SR RS, K
HHE RN ERIIRSS . I T B GR AR EAEA FANFTAHC 8 S ARRER RS 2 )
R, EEELRARBARBALTL T EZRFIVIPRHE SAPIP SANESS, SXEEHEOREY
R ORE 5 Ja 8 AR AR L 55 KR SR F7 17

BEE R RZERITT, BERRRAE NS SRR TIRZ 2, HEX
FEflrh, O 7 BB T & RIS — P R,  SENA ARG R EECR
7S
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