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Character User Trends

1. Research Design

The subjects of this research are Koreans between the ages of 3 and 69, who
are residing in Korea and have been exposed to real or digital character content
“At least once every 2 to 3 months” in the past year.

By setting 1.17 million research panels nationwide as sample framework, the
research used the June 2022 resident registration population statistics data
provided by the National Statistical Office as basis. The character user survey
for the previous three years was also referred to. The present survey was carried
out by sending an online survey email according to the population component
ratio sorted by region, gender, and age, until the target sample was completed
depending on the usage status of character contents.

The research was conducted once a year, and the response standard period

was from July 2021 to July 2022 (last 1 year), unless otherwise stated.

LI 2022 Factual Research Design for Character Users \

Type Content

Target Population + All Koreans ages 3 to 69

+ Koreans between the ages of 3 to 69 who were exposed to character (actual or digital

Research Population character) content “At least once every 2 to 3 months” content in the past year

Research Areas + Nationwide

Data Collection Method |« Online research through a structured survey

Resident Registration Population Statistics data as of June 2022 provided by the
Ministry of the Interior and Safety

+ A total of 1.17 million research panels set up nationwide by the research agency was
used as sample framework.

Sample Framework

Sampling Method « Proportional allocation according to region/gender/age

Sampling Error + +£1.63%p at 95% confidence level

3,500 people (post-weighted to 3,500 after survey of 3,608)

* In order to increase the reliability of the sampling of children (3 to 9 years old),
post-weighted 500 people aged 3 to 9 years to 392 people based on the ratio of
respondents aged 3 to 9 years to total respondents in the previous year

Data Collection Period |+ July to August 2022 (July 22 to August 21)

Valid Sample
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Type Content

Organizing Agency |+ Korea Creative Content Agency

Executing Agency + Global Research

2. Character Content Use Frequency in the Past Year

1) Real Character Content Use Frequency

With regard to the frequency of using real character content, 40.8% of the
respondents said “More than once a week” and 52.2% of them said “Less than
once a week.” “Once every 2 to 3 months” was the most frequent response at
27.7%.

Looking at the characteristics of the respondents, males had a relatively
higher rate of using real character content “More than once a week” compared
to females. By age, it was relatively higher in the age group of 3 to 9 years
old.

Real Character Content Use Frequency in the Past Year \

(Base: All, Unit: %)
2022(n=3,500) B Morethanonce aweek M Lessthanonce aweek Rarely

More than once a week 40.8 Less than once a week 52.2

18.9
10.4 11.4 11.8
. . . . -

Almost 3~4times 1~2times 2~3times Once Once every Rarely
every day aweek aweek amonth amonth 2~3months
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2) Digital Character Content Use Frequency

Regarding frequency of using digital character content, 59.1% of the
respondents said “More than once a week,” and among them, “Almost every
day” was the most frequent response at 23.0%.

Looking at the characteristics of the respondents, the ratio of using digital
character contents “More than once a week” was relatively high among those
in their 20s.

m Digital Character Content Use Frequency in a Year \

(Base: All, Unit: %)

2022(n=3,500) M Morethanonceaweek M Lessthanonce aweek Rarely
More than once a week 59.1 Less than once a week 20.5
23.0
19.5 20.4
16.7
9.0
= m B
Almost 3~4times 1~2 times 2~3times Once Onceevery2~3 Rarely
every day aweek aweek amonth amonth months

3. Most Preferred Character

In terms of most preferred character, “Kakao Friends” received the highest
result with 21.2%, and it has ranked number one since 2020. “Pengsoo(3.8%)”
fell to the 7Mplace, while “OnePiece(5.5%)” and “Gundam(2.5%)” entered the
topl0.

Looking at the characteristics of the respondents, those in their 40s preferred
“Kakao Friends,” those aged 3-9 years old preferred “Pokémon” and “Pororo
the Little Penguin,” and those in their 20s preferred “Crayon Shin-chan” and

“One Piece.”
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(T Most Preferred Character \

(Base: All, Unit: %, Top 10 rankings)
W 2022(n=3,500)

21.2
8.6 7.7 14
53 3.9 3.8
. . . : * 2.5 2.3 2.2
R B » m =»

Kakao  Pororothe Crayon Pocket OnePiece Marvel Pengsoo Gundam  Frozen Kitty
Friends Little Penguin Shin-chan ~ Monster (Hello Kitty)

4, Initial Awareness of The Most Preferred Character

When asked when they first became aware of their favorite character, 53.4%
of the adult respondents said “After becoming an adult,” followed by “In the
lower grades of elementary school(12.7%),” “In middle school(9.2%),” and “In
daycare/kindergarten(8.8%).”

Looking at the characteristics of the respondents, the higher the age group,
the higher the response of “After becoming an adult” becomes, and the lower
the age group, the higher the response of “In the lower grades of elementary

school” and “In daycare/kindergarten” become.

Initial Awareness of the Most Preferred Character \

(Base: All, Unit: %)
W 2022(n=2,590)

53.4
8.8 i 7.6 9.2 8.4
Indaycare/ Inthe lower Inthe higher In middle school In high school After becoming
kindergarten grades of grades of anadult

elementary school elementary
(gradelto3)  school(grade4to6)
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5. Reasons for Character Preference

Regarding the reason for liking the most preferred character (based on the
1+2 rankings), “I like the character design” ranked the highest with 60.2%,
followed by “I am familiar with the character / I saw the character often
(33.0%),” “I like how the character acts(29.9%),” and “I like the content of the
character(21.9%).”

Based on the characteristics of the respondents, females answered “because
I like the character design” relatively higher than males. By age, teenagers
answered “I like the character design,” those in their 50s and 60s answered,
“I am familiar with the character/I saw the character often,” those in their 30s
answered, “I like how the character acts” and those aged 3 to 9 years old

answered, “I like the content of the character.”

m Reason for Character Preference \

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

Il 2022(n=3,500)

60.2
33.0 29.9
21.9 18.8
11.7
10.1 5.3
R [ ] m 16

Ilikethe lamfamiliar |like how | like the Ilikethe Thecharacter  The Thecharacter  Other
character  withthe the contentofthe character ispopular character remindsme
design character/ character  character ~ product  withthose expresses of my
Isaw the acts aroundme  mewell  childhood
character often (friends, peers)

6. User Experience (Purchase) of Real Character Goods

The ratio of experience in purchasing real character products in the past year
was 86.0%, which has been on a similar level since 2020.
Looking at the characteristics of the respondents, experience of purchasing

character products was the highest among those aged 3 to 9 years old.
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User Experience (Purchase) of Real Character Goods in a Year \

(Base: All, Unit: %)

2021(n=3,200) 2022(n=3,500)
14.9 14.0
2021 2022
86.0
M Yes No

7. Purchase Trends of Real Character Goods

The most purchased line of products by respondents who purchased
character products in the past year was “Toys, such as dolls and robots, etc.”
with the highest share at 60.0%, followed by “Stationery/fancy goods(50.2%),”
“Fashion clothing/items(30.9%),” “Food/beverages/quasi-drugs(27.0%),” and “Kidult/
hobby items(24.8%).” The categories of “Food/beverages/quasi-drugs” and
“Kidult/hobby items” have been increasing since 2020.

Looking at the characteristics of the respondents, males had a relatively high
purchase rate of “Kidult/hobby items” and “Digital/game/entertainment goods,”
while females had a relatively high purchase rate of “Stationery/fancy goods.”
By age group, the purchase ratio of “Toys, such as dolls and robots, etc.,” “Fashion
clothing/items,” and “Food/beverages/quasi-drugs” in 3 to 9-year-olds, “Stationery/
fancy goods” in teenagers, and “Kidult/hobby items” in those in their 60s were

relatively high.
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(TN Purchase Trends of Real Character Goods in a Year \

(Base: Users who purchased real character Goods in the past year, multiple responses, Unit: %)

W 2022(n=3,012)

60.0
50.2
09 0 s
17.9 16.0
l | l 11.1 8.3
. BB a =

Toys,such Stationery/ Fashion Food/ Kidult/ Household/ Digital/ Aesthetic/ Sports/ Others
asdolls fancy  clothing/ beverages/ hobby daily game/ beauty leisure/

and goods items quasi-drugs items commodities entertain-  supplies automotive
robots, etc. mentgoods items

8. User Experience (Purchase) of Digital Character Goods

The ratio of experience in purchasing digital character products in the past
year was 82.5%, and this specific ratio has been increasing since 2020.

Looking at the characteristics of the respondents, the results showed that
experience of purchasing digital character products was highest among those
in their 20s.

User Experience (Purchase) of Digital Character Goods in a Year \

(Base: All, Unit: %)
2021(n=3,200) 2022(n=3,500)

M Yes No
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9. 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 29.0%, followed by “Less than 10,000 KRW(23.8%)” and “More than 30,000
to less than 50,000 KRW(23.3%).”

Looking at the characteristics of the respondents, the ratio of those in their
60s who can consume “Less than 10,000 KRW,” teenagers who can consume
“More than 10,000 to less than 30,000 KRW ,” and those aged 3 to 9 who can
consume “More than 30,000 KRW” showed a relatively high rate of consumption.

Average Monthly Consumable Amount for Character Content \

(Base: All, Unit: %)
W 2022(n=3,500)

29.0
23.8 23.3
14.1
7.2
R .
]

Less than More than More than More than More than More than
10,000 KRW 10,000to lessthan 30,000 to lessthan 50,000 to lessthan 80,000 to less than 100,000 KRW
30,000 KRW 50,000 KRW 80,000 KRW 100,000 KRW

10. Influence of Characters on Purchasing Products

Those who responded that the characters “had an Influence” on their decision
when purchasing a product turned out to be 64.2%, a 1.8%p increase from the
previous year.

Looking at the characteristics of the respondents, it showed that the influence
of characters on purchasing products is relatively large on the purchase

decision of those in the age group of 3 to 9 years old.
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(TN Influence of Characters on Purchasing Products

(Base: All, Unit: %)
2022(n=3,500) M Influence M Average No Influence

No Influence 9.3 Influence 64.2

50.4
26.6
13.8
17
m

Noinfluence atall Not much influence Average Someinfluence Much influence

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

Those who responded that the originality of a product “Important” on their
purchase decision turned out to 65.2%, which is a 1.8%p decrease from the
previous year.

Looking at the characteristics of the respondents, the influence of a product’s

originality was relatively large for those in their 40s.

m Influence of a Product’s Originality on the Purchasing Decision \

(Base: All, Unit: %)

2022(n=3,500) M Important I Average Notimportant
Not important 10.6 Important 65.2
46.7
24.2
18.5
9.2
1.4
Notimportant atall Notimportant Average Somewhat important Veryimportant
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12. Scope of Additional Payment for Products with Characters

The scope of additional payment for products with characters is relatively
high in “less than 10 to 20%” at 31.3% and “less than 10%” at 31.1%. The rate
of no additional payment was 6.9%.

Willingness to pay “less than 20%” decreased compared to the previous year,
while willingness to pay “less than 20 to 40%” increased from last year.

Looking at the characteristics of the respondents, the response of “less than
10%” was relatively high for those in their 50s, while the response of “no

intention to pay” was relatively high for those in their 60s.

m Scope of Additional Payment for Products with Characters \

(Base: All, Unit: %)
W 2022(n=3,500)

31.1 31.3
20.6
8.0 6.9
. 2.2 .
]
Less than 10% 10%to less 20%to less 30%to less Morethan40%  Nointention to pay
than 20% than 30% than 40%

2022 CHARACTER INDUSTRY WHITE PAPER | 11



* SUMMARY -

13. Intention to Use The Character When It is Implemented as
a Metaverse Service

The ratio of those who are “willing” to use a favorite character if it is
implemented in the form of a metaverse service was 42.7%, which is a 4.2%p
decrease from the previous year.

Looking at the characteristics of the respondents, males showed a relatively
higher willingness to use the metaverse service than females, and by age, those

in their teens and 50s were more willing.

AT EN Intention to Use the Character When It is Implemented as a Metaverse Service |

(Base: All, Unit: %)

2022(n=3,500) M Yes [ Neutral No
36.8
34.1
15.4
7.8 5.9
Very Unlikely Unlikely Neutral Likely Very Likely
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Support Programs for Character

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

key contents of the support projects carried out in 2021.

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. A total of 14
new character IPs were developed and discovered through this project in 2021.

Moreover, various promotional opportunities were provided. These were
aimed at strengthening commercialization capabilities through licensing and
customized consulting for business vitalization and expert training for selected
tasks. A showcase is also held to share project achievements and know-how

in connection with the character licensing fair.

2) Support Programs for Contents IP Licensing

The support project for content IP licensing aims to revitalize the licensing
business with 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. The
project promoted the expansion of various genres of excellent content IP and

vitalization of additional businesses. A total of 21 tasks were supported to
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strengthen the foundation of the licensing industry.

3) IP Licensing Build-Up

IP licensing build-up is a support project for discovering the licensing field
and to strengthen production and business capabilities by using the platform
of large companies and the existing content IP of small and medium-sized
content companies.

This year, theme parks (Everland, Lotte World) and entertainment company
(Megabox) collaborated with 6 participating companies in the screen and goods
categories through public offering for licensing using content IP.

The companies participating in the collaboration with Lotte World are
00SSO’s Uzzuzzu My Pet (screen) and GoldFrame’s BoBi BoNi (goods). The
companies that collaborated with Everland are Atoonz’s Hello Jadoo (screen)
and Bemypet's Samsek & Lili (goods). The companies that collaborated with
Megabox are Twin Spica’s Banitte & Friends (screen), and Winterbird’s
Veryberrybap (goods).

Three CP companies and 6 participating companies participated in the “2021
Character Licensing Fair” exhibition and event held at COEX from November
25% to 28, Support for collaborating IP content production cost was provided,

along with expert consulting and prototype production.

2. Support Programs for Distribution

1) Korea Character Licensing Fair

The “Character Licensing Fair,” which boasts of 20 years of history, represents
the largest character licensing business market in Korea. It is an event that
encompasses B2B and B2C centering on the promotion of a variety of contents
IPs, including comics, animation, games, broadcasting, MCN, and kidult beyond
characters.

This event, the largest fair in Korea with more than 100,000 visitors and 300
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companies participating every year, was canceled in 2020 due to COVID-19. In
2021, in commemoration of its 20™ anniversary, it was held at the C and D
Halls at COEX from November 25" to 28™.

Due to the nature of this event, which usually have large numbers of family
visitors with infants, the number of visitors decreased sharply compared to
previous years as an aftermath of the pandemic. The number of booth
participation and programs were reduced following the reduction in marketing
budgets by companies. To offset the effect, the event was held with a focus
on preparing for post-COVID-19 and vitalizing B2B business.

A special forum (Theme: The achievements and strategic visions of the
Character Licensing Fair) in connection with “Licensing Con” was held on
November 25 to generate strategies for the fair’s sustainable growth in the
future. Three presentations and discussions were held. The directions produced
from this forum are summarized as strengthening B2B functions, strengthening
private sector cooperation, and actively discovering new IPs. The Korea Creative
Content Agency plans to continue to promote solid positioning and long-term
growth as a global IP market by applying a development strategy anchored on
these strategies from 2022.

2) Licensing Conference 2021

“Licensing Con 2021,” the only business conference in Korea in the field of
content IP licensing, was held at the COEX Conference Room on November
25 to 26. Unlike 2020, which was conducted online, it was conducted as an
offline event and was broadcast online in 2021.

The theme of the 2021 conference, the third since 2019, was “New
Opportunities in IP Business.” Various strategies and cases for business
diversification in the rapidly growing content IP market were introduced.
Starting with the keynote session “Who will be the next Marvel,” various
programs were held including 6 conference sessions, 18 lectures, 2 live talks,
and a special forum.

“Licensing Con 2021” has recently become a venue for exploring strategies
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and sharing success stories to actively pursue opportunities as K-content has
recently begun to be consumed earnestly in the global market through global
OTT. Moreover, it was a meaningful occasion to confirm the fact that strategic
approaches, collaboration, and continuous efforts are necessary for companies
to build a concrete profit model and strengthen IP utilization as presented by

world-class experts.

3) Operation of a Testbed for The Distribution of Character IP

Products

In order to expand the distribution channels of small and medium-sized
character companies, the sales of various products by 23 content companies
were supported by implementing a distribution support project that launch
character products in a pop-up store (Kream Store) linked to a movie theater
(Megabox Hanam Branch) and 3 large distribution malls (Jamsil, Gimpo Airport,
Eunpyeong branches of Toys R Us etc.). This was a new project in 2021 that

expanded the pilot project in the previous year.

4) Korea Content Awards (Character category)

The Korea Contents Awards was established to inspire creative motivation
and pride among character industry workers by rewarding best-selling domestic
content and hard-working content industry contributors. A total of 24 works
were submitted for the “2021 Korea Contents Awards - Character Category,”

and 5 works were selected as the winners after two rounds of expert evaluation.

AL Winners of the 2021 Korea Contents Awards in the Character Category \

Company . .
Artist Iconix Smart Study DesignEGG Artpq Blue Shark

. . Walking Shark

Zanmang Loopy Pinkfong Pat a Pat Como Mongni SHAAK
Korea Creative
Presidential Prize Minister of Culture, Sports and Tourism Award Content Agency

Award
KRW 10 million KRW 5 million KRW 2 million
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