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Moderator: Song, Jong-Gil

- Commissioner of Korean Film Council
- Expert Advisor of Convergence of Broadcasting and Communication Promotion Committee

- Commissioner of the National Assembly Legislation Support Committee
- Professor of Department of Interactive Multi-media Arts, Kyonggi Univ.
- President of Media Strategy Institute



Session 1: Broadcasting Industry

Speaker 1) Jose A. Soto Estrada
2) Park, In-Taek
Panel 1) Eun, Hyechung
2) Jun, Heung-Sik
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The Traveling Fiction Format:
A New International Broadcast Model

By Jose A. Soto Estrada

Head of the Television Department
Iberoamericana Univ.
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José Angel Soto Estrada

An experienced professor and annalist of media communications.

He has been in charge of several schools and departments both in Mexico City and inland Mexico.
Diverse Fortune 100 companies have hired him to direct and coordinate their communications and
marketing efforts. Aside of his educational responsibilities, he also works as writer, director and
producer of diverse television shows. He has worked with the most important Television Industries in
Mexico like Televisa and TV Azteca. He consults for these and other companies on traveling fiction

formats, Hispanic and Asian markets/contents, new economic models, as well as idea and script
development for fictional shows.
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México

It's one of the most important Latin
American countries.

It has 110 million people.

It has a prime location because it borders
the US.

~ ANew Traveling

Television D Mtro. José Angel Soto



Latin American
Entertainment Expense

s expected to grow 8.5%
40 billion dollars (2005)

60 billion dollars (2010)

~ ANew Traveling

Television @ Mtro. José Angel Soto



Latin American
Television Growth

It is. expected to be of an average
10.8%

/ billion dollars (2005)
11.7 billion dollars (2010)

A New Traveling O
Television ) Mtro. José Angel Soto



Meéexico

It is the 8th advertising economy in the world.

It is amongst the three most important in Latin
America.

It will continue to have an average yearly
advertising expense of 1.7 billion dollars.

65% of that advertising goes into Television.

~ ANew Traveling

Television D Mtro. José Angel Soto
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México

Critics believe that during the 80s
American series had their greatest impact.

Jerome Burdon

Global currents: media and technology
now.

Series exports are a phenomenon that
has occurred since the 50s.

A New Traveling .
Television O Mtro. José Angel Soto
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Traditional Television

Business
- Lack of taxes in many
S countries.
4 Local production was very
expensive.
, Most of the countries

surrendered to buying cans.

~ ANew Traveling

Television D Mtro. José Angel Soto
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Second Half of the XX
Century

Countries found their own television.

The quantity of stories required was too
much.

Due to the lack of money or ideas local
efforts could not fill the airwaves.

_ ANew Traveling
Television Mtro. José Angel Soto
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The United States

Proven series.
Tenths of episodes finished.

Low price because they were repetitions.

_ ANew Traveling

Television D Mtro. José Angel Soto
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The United States

Proven series.

Tenths of episodes
finished.

Low price because they

were repetitions.

A New Traveling _ j
Television L _J Mtro. José Angel Soto
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The Business of Television

The business of a television
series doesn’t start with
production.

A TV show barely covers its
cost with the advertising of
first run.

The show becomes
successful through repetition

A New Traveling
Television D Mtro. José Angel Soto
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The Business of Television

~ ANew Traveling
Television

These recurrences happen
In diverse platforms.

Broadcast, Cable and DVD.

From there it jumps to other
parts of the world (Delayed a
few months).

These repetitions are where
the money comes from.

O Mtro. José Angel Soto
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The Business of Television

The canned Television
business has slow down
recently.

Why?

The history of another of
TV business: Format
Sales.

_ ANew Traveling

Television D Mtro. José Angel Soto
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Format Sales

The networks tried to sell all their
entertainment properties

Contest shows (Quiz Shows).

This could not be taken to other countries as
they were.

Nor making a simple dubbing.

A New Traveling _ D
Television Mtro. José Angel Soto
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Format Sales

They need to Regionalize It.
Local hosts and contestants.

Since they didn’t sold finished shows, the price
tag was lower.

Because local television would make the
production.

A New Traveling
Television D Mtro. José Angel Soto



Technology

It has also advanced.

Current television production

processes are cheaper.

What was exclusive during
the 50s today can be made
by almost everybody.

A New Traveling _
Television O Mtro. José Angel Soto
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An Inescapable Truth

Television is a local phenomenon.

Most of the stories the local audience likes
are those closer to their culture.

Ratings anywhere in the world would confirm
this.

A New Traveling

Television O Mtro. José Angel Soto
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Television Today

The audience demands local programming.

The network has the economical means to provide
it.

Where would we find stories that would not
represent a risk?

Such stories are canned, but can they travel as
formats?

Yes.

A New Traveling O
Television Mtro. José Angel Soto
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Ugly Betty
The most successful traveling

fiction format is Betty la Fea.

A Colombian format created by
Fernando Gaitan.

This story of the ugly girl that, in 7=
spite of being beauty challenged, |
conquers the love of the man of = &
her dreams.

A New Traveling
Television Mtro. José Angel Soto
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Ugly Betty

It has travel to more than 20
countries.

The original canned version
has also travel, but the
success has been limited in
comparison to the
regionalized versions.

~ ANew Traveling

Television @ Mtro. José Angel Soto
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Broadcast Today

Broadcasting is changing rapidly

The phenomena that come with this change
keep eluding us.

| don’t subscribe to an apocalyptic view.

We need to question what will be the content
and how will it be created.

~ ANew Traveling

Television C] Mtro. José Angel Soto



Broadcast Today

All rests in content.
How will we get this content?

Instead of cans, we need easier to
travel, creative, adaptable and
successful formats.

~ ANew Traveling

Television D Mtro. José Angel Soto
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The Future Strategy of
Korean Wave TV Shows:
The Planning of Killer Contents

By Park, In-Taek

Vice President of SAMHWA
Networks
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- 1987~1999 KBS7| Bl Z- 4, = A&E|, H| M4

- 2000 MBA & Media and Entertainment,
Loyola Marymount Univ. USA

- 2002~2004 & KBSCIE 4l B A%

- 2004 KBS 2z Y FeME S 2 HYH

- 2004~2006 & YOON'S COLOR A&, &

- 2008~ ¥ @ MY EHA BAY

- 2007~ & & TOUCHSKY &g, &

Park, In-Taek

1987 Department of Public Administration, Yonsei Univ.

1987~1999 Korean Broadcasting System(KBS)

2000 MBA & Media and Entertainment, Loyola Marymount Univ. USA
2002~2004 Vice President of KBS Internet Inc.

2004 Global Policy Planning, KBS Global Strategy Center

2004~2006 Founded YOON's COLOR Inc.

2008~ Vice President of SAMHWA Networks Inc.

2008~ Founded TOUCHSKY Inc.
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SAMHWA Networks

;e Of

SAMHWA Networks is the first Video Production Company and the first Outsourcing TV Show
Production in Korea. We have 3 fields; TV Drama Production, Media Business and so on. We are
producing quality TV shows and also joint investing & distributing with overseas broadcasting
companies. In Media Business, we are developing our own business model and managing it to
creating extra income. We also are preparing the other businesses through our overseas human
resource network. We consider the Asia as the one market and try to become the best entertainment
production in the market.




il
<
— =
rnl
=
ol
2
nl
U|




> eiR =elol,

ME=2 &3 =X

> AH0|2&
— ¥ 53] 2 22 A o} 25)
=313
— off 2 A}3}
-2 a3




> HEo1},
HALLYOO
PATH FINDER

> oE3,
HALLYOO
AMPLIFIER

= U= S
O[A|O},
TV driven

market




23 CIR T

- Taiwan and Mandarins Market in Southeast Asia

- OVER 50% OF GROWHTH GLOBAL MARKET SALES, YR

- G-MARKET GROWTH RATE DOWN TO 10%

-> New Challenges in Production and Marketing




5 STRENGTH

- EASY STORY

= FAMILY VALUE

- WARM HEARTED
- UNIQUE FORMAT

THREAT

- HOLLYWOOD/##

- REGULATION

- WORLD ECONOMY
CRISIS
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HOW TO
INCREAE THE POSSIBILITIES
OF
BEING SEEN,
BEING SOLD,

TURNING A PROFIT.
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- OSMU: One Source Multi Use
- OBMS: One Brand Multi Sources
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2009 TELECINEMA

PROJECT BRIEFS

> Production : SAMHWA NETWORKS (KOR)
S : TV (TELE) + FILM (CINEMA)
> Length : 90-120 min. * 7 titles
> Period : 2008~2009
» Camera : OKELY RED ONE CAMERA
> Releash : 2009 THEATRE

2010 TV (KOR, JP, and more)

Budget : Reasonable Production Cost
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_ Max - Exploitation
Rights/Biz Target/Channel

CINEMA B @ Distributor
1 Ve | IV station |
DIGITAL B 1PV, NET, Mobile
VIDEOGRANM B R DVD Publisher

ORIGINAL V/ MUSIC Music Publisher
i A
Content

PUBLISHING! - Book Publisher

Bemake/Eormat Producer:
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Future Strategy for
Drama

Planning and Marketing for Global

L

Killer Contents

Park In Taek
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> Korean Wave Drama,
Strategy for New Environment
and Challenge

> Case

— Introduction for Special Tele-
cinema Project of Korean—Japanese
co—production

— Planning Background

— Barriers

— Expected Outcome
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Growth of the Korean Wave

- G-MARKET GROWTH RATE DOWN TO 10%

‘aTa¥ale,

- New Challenges in Production and Marketing ' ‘BB
dal E




- Korean Wave SWOT

STRENGTH

- EASY STORY

- FAMILY VALUE

- WARM HEARTED
( UNIQUE FORMAT

THREAT

- HOLLYWOOD/##%

- REGULATION

- WORLD ECONOMY
CRISIS




The Industry and Environment for Korean Drama

> 2009-2010 The hottest Issue in all for Korean Drama Market

- Increase in Demand for Drama followed by an
Expansion of Amount in Production and Import

- Deepening Competition for Production
Resource of Drama causes concern
- Diversity for Creative work in expectation

- Emergence of New model for Commercial
Advertising combined with the contents




The Industry and task for Korean Drama

- {Korean Wave> Serial bankrupt of Vendors due to failing
materialization for surplus despite the Popularity of Drama

- Specialist Training for Drama Planning, Production and
Marketing
- Financial Advancement relevant to the Drama Contents




Korean Wave Drama and its Basic Strategy

HOW TO INCREASE THE POSSIBILITIES
OF BEING SEEN, BEING SOLD,
TURNING A PROFIT.




Global Killer Contents Plan

- A Plan to maximize an opportunity for creating Value added

Business

- Secure diversity throughout the continuous New Resource

Development i.e. STORY, CAST, DIRECTOR

- Home Drama : What is Love, Bath House Men
Romantic Melodrama : Flame, Autumn in my heart,
Winter Sonata, Full house
Costume Drama: DaeJangGuem, Hwang Jin Yi, Jumong,

Queen Seondeok




Marketing Strategy

- Future drama are contents and the media itself.
* The most appealing Killer Contents among TV, Cable, Satellite,
Internet, IPTV,DMB, MOBILE and DVD

= Drama, the most strongly complete Marketing for PLACE and
CONTENTS

- OSMU: One Source Multi Use
- OBMS: One Brand Multi Sources

-~ Expand Market : Mutual benefit
- Challenge for limits in small Market in Korea




New Challenge and Strategy
for Korean Wave
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2009 TELECINEMA =

PROJECT BRIEFS

> Production : SAMHWA NETWORKS (KOR)
> Genre : TV (TELE) + FILM (CINEMA)
» Length : 90-120 min. * 7 titles
» Period : 2008~2009
> Camera : OKELY RED ONE CAMERA
» Release : 2009 THEATRE

2010 TV (KOR, JP, and more)

Budget : Reasonable Production Cost




TITLE 1

Deliverer of Heaven

Writer : Kitakawa Eriko R b/ i

Director : Lee Hyung-Min
Cast : Hero Jae-Joong(TVXQ),
Han Hyo-Joo etc.

Plot :

One day a young promising president
of IT company suddenly became a
postman. It is said to deliver mail of
letters to heaven written by people
who grieve in death of their loved ones
desperately. One day, he runs into a
girl named Henna whom he happens to
deliver together. This creates strange
feelings for each other, but the
deliverer of heaven cannot readily
approach her.

Will the love become true for a man

wandering between real life and the
miserable circumstances.




TITLE 2

Writer : Ozaki Masaya
Director : Ji-Young Soo
Cast : Jae-Wook Ahn
Hae-Jeong Kang
Soo-Kyung Lee
Plot

A suspense black comic drama with
happenings around the World ‘s Art
Piece possessed by a young

tycoon’ s widow and the
surrounding characters of the piece.
Also a melodrama of defrauder who
buys to impress the young widow
along the detective chasing after
him, forming a triangle love
relationship.

A

Triangle
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TITLE 3
After the Wedding

Writer : Yokoda Rie

Director : Yun-Cheol Kim

Cast : Sung-Woo Shin, Ji-Won Yae,
Soo-bin Bae, Ah-Sung Ko

Plot

What If Mamma Mia becomes my
stury......

In a long time, the alumni in their

late 30s had a chance to gather at a
reception for one of their Remarriage -
Wedding. However, the only woman
among the alumni could not make it
to the reception and replaced her
daughter instead, uplifting the crowd
at the party--

The mother passed away so she came
to find her father who is present
among the party,..

In a moment at the party, there’ s a
tension wash of wondering whom the
father will be.




TITLE 4 s
My love shadowed evyes

Writer : Ooshii Shizuka
Director : Jang-Soo Lee
Cast : Ji-What Kang, Jia Lee
Plot

Interior Designer Typhoon is the
coolest guy who’ s handsome
and tall. What if So-Joong Wang,
a female character who is less

good looking but cheerful and
powerful fall in love together with
him---.

It is the chemical love.

Does one’ s appearance
determine feelings of love for
someone?

Regardless, this universal theme
of the movie set the floor for all
across the border to discuss on
Love as a Comic Melodrama.




TITLE 5 *
Dream of a Stone

Writer : Nakazono Miho
Director : Yong-Woo Jang

Cast : In-Pyo Cha, Hyo-Jin Kim
Plot

A story based on one week trip of a 10
year old boy who dreams to become

like Park Ji-Sung, the World’ s Soccer
player with a Comedian from the third-
rate Night club accompanying each
other with arguing along the way---. A
stranger this man runs into dies
suddenly by a car accident, left with the
dead man’ s keepsake to himself. He
originally planned to stop by the
bereaved family to deliver the keepsake
of the dead man but due to a favor from
the bereaved family, he is out on search
for the dead man’ s kid’ s mother. This
is a warm hearted story to encourage
and give hope and dreams to young
children and the rest in the world.




TITLE 6

Paradise

Writer : Okada Yoshikazu

Director : Jang-Soo Lee

Cast : Jin-Hee Ji, Ha-Nuel Kim

Plot

A woman who just got released from

prison sees a flyers on a train that says

about <The Ultimate Paradise> and

she aimlessly Goes on a ship to reach

the island of a paradise. With help of a

man (school teacher) she runs into on the ship, she finds a job at a school
cafeteria. She Sometimes doesn’ t get along with her co-worker.

A fire breaks out covering her in flames as she rescues a girl who’ s

a trouble maker to cause the same trouble she herself had gone through
to be imprisoned in the past.

What is it all about and what is the paradise for these people?




TITLE 7

Writer : Inouae Yumiko
Director : Yong-Woo Jang
Cast: Big Bang
(Top, Seung-ri)
Plot
A story of suspense, friendship, love and growth evolving around
typical three 19 year olds (2 boys, 1 girl) running away together from
a case of Murder. Standing awkward at the age of 19, and in the middle
of no one from their Parents, friends, the press, cops and others trusting
them, they run away desperately. Going through all the pain, they come to
realize their true self identity with confidence and greatness of life.
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Tele cinema, Planning Background

1)) Paved the way (o] ¢ East Asian erter S Conference <D|rect>

# De 'Ee!opmenf of Collaborative Model for Picture Creators in East
Asia to equal to Picture Industrial belt in Hollywood, Oceania of
English Speaking Countries

2) New Strategy for Korean Wave Drama approaching the lag
phase of growth

* De 'Ee!apfng Kfﬁer cembfned with Kor-Jap co-produced Resources
* Pursuing on all Kor-Jap Movie, Drama, Digital contents Market
3) Selecting a feasible model for co-production of Kor-Jap:
{Tele Cinema>
] & : film
¢ director

<Movie+Drama>

. Market fhregraﬁon: Planning of TV and Theater acknowledged by
both nations Kor-Jap.




- Tele Cinema, Strategic Considerations

1) Picture Market in the future

| P> bfgfrai Film Camera (Select Oakley Red one )
' 2) Global Picture Market

9 De vefop an original script rather than remake of the
successful scenario already established

—) fbe velop 7 items aiming to make an appeal to Teens, Young
and Older adults

3) Marketing Strategy

- A ‘ SInyfe dréma likely to be selected than the Series of Drama
(The America’ s, Europe Buyer)




Tele Cinema, Barriers(1)

1) Barriers due to Kor-Jap Co-production

- Until the final copy of filming Scenario is completed , Writer, director
and producer can freely modify the scenario with mutual agreement.
An agreed scenarios cannot be randomly modified unless due to
1) Expression Technical reasons , 2) length related issues
- COnsensus

- Has the <Agreement> been abided ?




Tele Cinema, Barriers(2)

2) <A blind End Drama? and <Screen>to be so and so-

- There are clear differences between film and the drama.

Currently both film and drama industry in Korea are facing
difficulties.

- The director’ s previous walk of life is not a matter. One who
makes a film that gives greater impression is a fine director.




- Tele Cinema, Barriers(3)

3) Small Scale films are to be sorry(?)

> Approach the break-even point by selling <TV Broadcasting Right >
from Korea and Japan by maximizing the promotion effect from
collaboration with TV media mass and Create <net PROFIT> from
small number of the audiences.

- For per 7 works, target 50-100 thousand audiences




Tele Cinema, Expectancy Effect

1) Meanmg of Busmess along the Economic Impact

* Opporrumty for Continuous expansion of Korean Wave
extensions

- Korean Drama = Asian Drama

- Asian Drama = World Drama.

+ Market Expansion (Kor-Jap Integration Impact of Asian
Picture Market)

+ Medium Extension(Experiment on integrating Medium of Film-
TV Market in the future)

2) Establish Potential Business Model of New Contents
> Tele Cinema sefts positive outlook on expansion of new
contents business model, small digital film and flexible
medium strategy .




Future Strategy for Drama




Future Strategy for Drama

Thank you!
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Eun, Hyechung

- Psychology, Korea Univ.

- MA in Journalism & Mass Communication, Korea Univ.

- Ph.D in Journalism, Loughborough Univ. England

- Member of Audience Advisory Council

- A lecturer at Korea Univ. Sogang Univ. Korea National Univ. of Arts

- Head Researcher of Policy Research Div. Korea Culture & Content Agency
- some Telenovela related researches
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Korea Culture & Content Agency(KOCCA)

Korea Culture & Content Agency was founded Aug. 22 in 2001. KOCCA is a leading culture & content
agency to frame culture industry policies, set basis of creating, support exportation of culture content
and breed up culture industry specialists, etc.




Jun, Heung-Sik

- Studying abroad in Japan

- Working with Japanese companies

- Started business 'Newsfactory' in 2004
- President of 'Newsfactory'

I E2I0E AJ|SH= BIAIZ F2 "TV LUFE'E 715t n Q&= &Gakken, Kinema
@Kinema Junposha, HatHiZ At (F)SPO, OFA|OIAHO|E F2 CIRE= &ETokimeki
Sto Yt UL

Newsfactory

Newsfactory is a company introducing Korean cinemas and TV dramas to Japan through working
together with Japanese companies like Gakken Inc., Kinema Junposha Inc., SPO Inc. and Tokimeki Inc.




Session 2: Music Industry

Speaker: Surachai Sensri
Panel 1) Antonio Park
2) Roh, Jun-Seok




The Latest Thai Music Market
& Proposal for the Active Music Industry
of Korea-Asia Pacific

By Surachai Sensri
Vice President of GMM International
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- 1992 Ef=+ Assumption Business Administration College 21074 A5 SHA}
- 1992~1997 EMI 28

- 1997 BMG YE{EQIHE 18 22

- 1998~2003 BMG OFA|OFEj T QF F 20| A}

- 2004 Craftsman Records 4 !

- 2006~ & GMM Grammy S AFZE

Surachai Sensri

- 1992 BA in Business Administration, majored in Adverting Management from ABAC college, Thailand
- 1992-1997 started in music industry at EMI

- 1997 joined BMG Entertainment Limited, Thailand

- 1998-2003 Senior Director of BMG International Asia Pacific

- 2004 set up Craftsman Records Co.

- 2006- Vice President of GMM Grammy Public Company Limited, Thailand
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GMM Grammy International

Ef =m0l 7HE 2 ZE 2O|S0|At AHHQAHE OF. Ef= AHHQAHE AR 70%0f s{E5t=
Heg8g ol QCt GMM Grammy0f| A< El OFE|AEE2+= Bird Mcintyre, China Dolls and Loso
S0| QIC} 29 ALY Q0| = GMM Grammys= =& | Ztat Slof|7|El, 22|10 Fste o™ & H=S

GMM Grammy Public Company Limited (G"MM' Grammy) is the number 1 largest record label and
entertainment company in Thailand. It claims a 70% share of the Thai entertainment industry. Artists
on Grammy include Bird McIntyre, China Dolls and Loso. In addition to its music business, the
company is involved in concert production, artist management, film and television production and
publishing.
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Seoul, Korea

20094112 26 %
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GMM Grammy Public Company Limited
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Ej= W CIX|E S & S AT RS
- Grammy 70%
- RS 15%
- LhE Eff= 2i|0]=10%
- CF2 X 0|2 4%

- OFA[OFA| 2O = 1%
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- 2PM - Hanami

- I3 (2PM) - Suzuki, TAT, Peppermint, Splash,
Cornetto for Wall Ice-cream
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slic Company Limited
6)-8-1824-5904
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GRAMMY

The Latest Thai Music Market
and
Proposal for the Active Music Industry of Korea-Asia Pacific
Seoul, Korea

26 November 2009

achai Sensri
mpany Limited

& @gmmgrammyinter com\ ) )-8-1824-5904
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GMM Grammy Public Company Limited

Established : 1983

Records and Music Publishing business

26 years later has more than 70% market share of music market in Thailand
Average of 1,000 new songs annually

Currently we have 400 signed and active artists

More than 95% of the artists are managed (includes touring) by GMM

In 2008, there were more than 5,000 paid shows (300 outside Thailand) for
GMM artists

More than 95% of the songs are published by GMM Grammy music publishing

Owned CD factory and more 200+ music shops nationwide (the biggest
music chain store)

® X ,;5_- "_ IIMMJ
;L'-' @:‘\‘:J_

Meaid GRAMM Y
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GMM Grammy Public Company Limited

Media business

4 radio stations in Bangkok and more than 200 radio stations
nationwide

5 magazines and a pocket book company

A joint-venture with the biggest movie company

Substantial shares in 2 major newspaper groups

Substantial shares in the biggest book chain stores (350+
branches)

40 hours weekly block on terrestrial TVs

4 satellite TVs (24 hours broadcasting)

Almost 4,000 full time employees

Sal PN : G”MM'

' GRAMMY
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Thailand Music Market

- Market value of music industry is 10,000 Million
THB (approximately 300 million USD)

- Digital is 5,500 Million THB(approximately
170 million USD) - 55%

. Physical is 4,500 Million THB(approximately
130 million USD) - 45%

- n F"“WG”MM

z‘wa-.x '"GRAMMY
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Physical & Digital Market Shares In Thailand

- Grammy 70%
- RS 15%
— Other Thai labels 10%

- International 4%

- Asian 1%

M GRAMM Y
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Major Problems For Thai Music Industry
- Same as most of the countries in the world
“piracy”

- Physical product piracy is getting less and
less

- Digital product piracy is getting more and
more

G”MM:

GRAMMY
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How GMM Grammy Market The Music In This
Environment?

- GMM has introduced a new model of digital business “BUFFET -
ALL YOU CAN EAT” to Thailand market more than a year ago

- Full song and true tone - 20 THB per month + transmission fee (GPRS)

- Ring Back Tone - 20 THB per month for the content + 20 THB monthly
fee for the service

. Close to 3 Million subscribers now which is only 5% of mobile phone
users in Thailand

- Sky is a limit for digital business

- Digital business is getting more and more important than physical
business

. We have focused on single release not album releases

Meassd GRAMMY
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What have we been facing in Thailand for a
digital music business of foreign works?

- Master rights, mechanical rights and public performance rights (transmission
rights) have to be 100% cleared

- Mechanical rights are the problem when we can not locate the songwriter /
the publisher

- We have lost a lot of opportunity because of this issue

- Some Thai companies have cleared not all the rights, most of the time they
have cleared only the master rights, but make the songs available commercially

- Some Thai companies have covered the hits or adapted the hits into local
language without getting an approval from the publisher

. They have violated the copyrights

- Some Korean records companies are still working with this kind of
companies in Thailand

e B



Other OJ)portunities For Korean Music In
Thailan

- Korea artist concerts in Thailand in 2009

- 7 Feb 09 - SM Town Concert (40-50,000 audiences)

- 28 Feb 09 - Wonder Girls (5,000 audiences)

- 27 - 28 Jun 09 - TVXQ! (24,000 audiences)

+ 28 - 29 Nov 09 - Super Junior (24,000 audiences)

-+ P G-MWr

M G RAMM Y
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Other Opportunities For Korean Music In
Thailand

- Endorsement Deals
. Super Junior for 12 Plus

- 2PM for Hanami

- Nichkhun (2PM) for Suzuki, TAT, Peppermint, Splash,
Cornetto for Wall Ice-cream

25 G”MM

IGRAMMY
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THANK YOU

irachai Sensri

¢ Company Limited
+(66)-8-1824-5904
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Antonio Park

- 1993 Communication Div. Hankuk Univ. of Foreign Studies

- 1997 MA in Journalism, Boston Univ.

- 1997~1999 Broadcasting Business Div., Samsung Picture Business Unit
- 1999~2002 Yahoo Korea & Thrunet, high speed internet company

- 2002~2006 Management Strategy Headquarters of CJ Group

- 2006~ President of M-Net Media/ General Director of CJ Group
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Mnet Media Inc.

Mnet Media Inc. is a total entertainment group which runs music business, portal business and music
content producing business. Founded in 1994 as Mediopia Technology and changed to Mnet Media in
2006. Mediopia Technology acquired major shares of CJ Music, Maxmp3 which is the largest music portal
at that time and GM Entertainment and became Mnet Media Group. We manage online music site and
music TV channel. We also produce music records and sale them.
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- Ph.D in Journalism, Chung-ang Univ.

- Head of Policy Development Dept. Korea Culture & Content Agency

- Media Content policy & Strategy Researcher of Industry Analysis Dept.

- Content Industry Statistics Researcher of Industry Analysis Div.

- Prof. the graduate school of international tourism

- Some researches related Mass Media, Broadcasting and Culture Contents
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agency to frame culture industry policies, set basis of creating, support exportation of culture content and

Korea Culture & Content Agency was founded Aug. 22 in 2001. KOCCA is a leading culture & content
breed up culture industry specialists, etc.

g
Korea Culture & Content Agency(KOCCA)
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- KOTRA(Korea Trade & Investment Promotion Agency) &lA}
- 1984 QAR GRS

2

- 1995 5 & 2| F 2 Korea Trade Center, New Delhi) 2+
JdTE 8Y

- School of Economics and Trade, Kyungpook Univ.

- Entering Korea Trade & Investment Promotion Agency(KOTRA)

- 1984 Korea Trade Center, Osaka

- 1993 Korea Trade Center, Tokyo

- 1993 Director of Korea Trade Center, Fukuoka

- 1995 Director of Korea Trade Center, New Delhi

- 1998 Head of Asia & Oceania Team, Overseas Research Dept.
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KOTRA

KOTRA, initially the Korea Trade Promotion Corporation, were established in 1962 as a national trade
promotion organization. Since then, it has successfully facilitated Korea's rapid export-led economic
development through various trade promotion activities such as overseas market surveys and
business matchmaking. KOTRA is now well-equipped to pursue its twin mandates of trade and
investment promotion to enhance national prosperity and competitiveness, with the ultimate goal of
positioning Korea as the business and economic hub of Northest Asia.

1
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1. What IS the Korean Wave Economy?

2. Current status of Korean Wave
Economy in Asia
2.1 Two Top Ranking Korean Items in Asia
2.2 Popular Korean Items in Asia
3.3 Landmark Structure

3 Extendrng},l__?;e:yend the Korean Wave
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" 1. What is Hallyu (Korean Wave) Economy ?
-Origin of Hallyu (Korean Wave)

-

Stage Performances from
H.O.T in China as a
foundation for spre
v the term Hal-lyu
Wave)

1998 1999 2000 >

The first export of
Korean Drama
to China

§%5% Hal-lyu meaning
Korean Culfure initiated by

Expansion of Press Media in China
Drama Invasion |
to Pop Song I(Ot ra
Industry Soron iade-verima
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1. What is Korean Wave Economy?
-Beyond the Korean Wave Culture to the Korean
Wave Economy

Favor for Korean Products Preference and
desire towards

Korea and its

Craze over Korean
Pop Culture

: -Tourism (Film location) people
: : -Purchase thlha-;derwed
: _Drama . i products (Purchase of
: i Character Items) :
- Pop song -Purchasing Korean made - Korean Brand

: i such as Electronic goods, Image Increase
: = Film . i cosmetics, living goods, :
: : Fashion goods and so on

=
-----------------------------------------




1. What is Korean Wave Economy?
-Going beyond the Korean Wave Culture to the
Korean Wave Economy

Phenomena of rage occurring from
Consuming Korean Products

! » Phenomena for Two Top Ranklng and highly preferred
Korean Made in Local

1 p Cases of Construction produced from Korean Company
taking up the role as a Landmark defined as Korean
Wave Economy

L

=] 0¥ =

; v
...............
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an Wave Economy in

REEREI = et

| [ Top ranking Korean Made and Main Projects in Asian Market |

o
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-4 -\L\ ,:_,-"’\'—'1\ ___Ls_.-- 0{":._5 LCD 2 LIE
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2. Current Status of Korean Wave Economy in Asia
- Two Top Ranking Products in Asian Countries

_""EL"Q Samsung LCD TV

= Malaysia 1st (26%)
Singapore 1st (30%)
Indonesia 1st (38%)
Thailand 1st (35%)

* Vietnam 1st (35%)

&« Cambodia 2nd

: p Reasonable Price with Excellent Picture Quality

p Various Promotions and events

: p Outstanding Design and High Quality Image highlighted
: » High Awareness of Brands

: » Domination of good locations in Stores

---------------------------------------------------------------------------------------------------------------------------------
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Samsung Plasma TV
Thailand 1st (33%)

LGLCD TV
Indonesia 2nd (27%)

» Samsung : Dominating Good locations in Stores,
: Establishing Premium Image

» LG : Active Marketing for Scarlet’ s new model

- 200 -
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2. Current Status of Korean Wave Economy in Asia
- Two Top Ranking Products in Asian Countries

LG Home Theater

== Indonesia 1st (34.7%)
* Vietnam 1st (26%)

: » Founded Production Corporation in the field, Invading from the early

: stage in the Market :
i p USB Download function, Rising Recognition of EQ System with Experts :
i parficipating
: » Quality, Price Competency

kotra

=201 -
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- 2. Current Status of Korean Wave Economy in Asia
- Two Top Ranking Products in Asian Countries

Phausungd Samsung

two-door refrigerator
Thailand 1st (66%)
Vietham 1st

*
(1) LG two-door
* Refrigerator

P Samsung : Dominating Good locations in Stores, highlighting High-class Image
: Well recognized of the brand Samsung by the Local people
High-class design

» LG : A Thorough Localization of Strategy as Design-Manufaciuring-Sales

kotra
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2. Current Status of Korean Wave Economy in
- Two Top Ranking Products in Asian Countries+

Pusingd Samsung LCD

Monitor
*  Vietnam 1st (over 30%)

LG LCD Monitor

== Indonesia 1st (38.8%)
% Vietnam 2nd (28%)

» Samsung : Superior Technology, Design Differentiation, Reasonable
: Price, National Systematic Distribution Network Establishment, Continuous

: Launch of New Model Based on Local Manufactured Products

» LG : Securing Price Competitiveness via local Construction Production,
: Establishing an image supported by broad promotion and an active
: social contribution, high quality, Systematic Distribution Network




2. Current Status of Korean Wave Economy in Asia
- Two Top Ranking Products in Asian Countries

Phamsungd Samsung Cell phone

Sesm Singapore 2nd (35%)
»  Philippines 2nd (20%)

— Thailand 2nd (21%)
* Vietnam 2nd (21%)
= Indonesia 2nd (18%)

: B Singapore : Grant of money support, New Model for Touch Screen Smart
Phone Launching

: p Philippines : Consumer Oriented Marketing, Product Renovation and

: Outstanding Design :
: B Thailand : Expansion of Distribution Channel, Dominating good positions in
: Stores :
: p Vietnam : Active Marketing and building an aggressive Circulation Network
:  Indonesia : Capturing Phone Market from Top Quality Model to low Priced :
' phones

204



2. Current Status of Korean Wave Economy inAsia
- Two Top Ranking Products in Asian Countries

Bz Hyundai Car Avante

&= Ranked Top in Singapore in
the 1st quarter 2009 (14%)

: B Appealing Design, Price Competitiveness
: p Broad range of A/S :
: B Coinciding with Singapore Consumers'

:  Trend

MDaewoo Car Captiva

* Ranked 27 in Taiwan (22%)

| : CAPTIV [iﬁ-l. i : E . " E
| T : B In 2008, Ranked 2" in local Construction
T : of 9 persons' automobile following Toyota :

Kotra |
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‘2.Current Status of Korean Wave Economy in Asia
- Young High Earning Class Preferred Products

LG Cell phone Samsung Computer
Monitor
- Premium Products
preferred by Young

High Earning Class

- Small size Design

- Innovative Technology
- Various Function

( Horea Trado=Invostmant
Framaobon Agency

— 206 —
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- Exploring Capable
Agents with Aggressive
Marketing

- A to Z replaced by i-10
resulting in a great
response from young
aged group

LG Ice Cream Phone

e
L

( Korea Trada=Invostmant
Bramatinn Agancy
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urrent Status of Korean Wa
- Popular Items among Women

cormiaznen e
E‘WE C* f § SKI?OQD 155
¥ MISSHA Y
_—%-.:?-.- -‘r,_,,,”,,"
Missha, Skin Food, Etude -
. . , : ¢ G&G Contact
. BBCream | -Selllrt';g UIij I;ne produc:s of Lohaas
: High Popularity : selselladabionial i te st , : i Advertising Effect
: for Hs -Reﬂec'{lon of Young Women s : i of endorsement
! Multi- Function spending tendency for cosmetics . i from Korean :
;""""“""“"”""""“: e e, g T e B By s S L e R S e s B I L e e : {:Elebriﬁes weuring :
circle lenses for
IFEETEC kv artificially
T e g : : enlarging their
: : : ball surf :
é - Natural Material Use : ;E‘)’EU-§L-""FICE ..... :
: - Low Price
: - Korean Wave Celebrities to
S0 R e b AR kotra
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- Eco-Friendly Products (green products)

LG Refrigerator Air Conditioner
Split Type
: : -Philippines takes up
L stUpes R OF T 8% of Market Share,
- local market share for
~ Indonesia 27%

- Home Appliances §; -Neo Plasma Model,

- -Quality, Energy Suwng g
. Elegant design reduction of Electric

- Current Status of Korean Wave Ecc

charge up to 44% max.

Bio Ceramic
EELILEREEN

- -Water used for

- washing , electricity,

~ defergent and time

 can be saved upto

- 50%
............................................. I\‘N:rwtmd!-a

a1




2. Current Status of Korean Wave Ec

- Steady selling Products recognized for their Medium to
High Quality despite economic downturn

= 210
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2. Current Status of Korean Wave Econon
- Capturing Products through the Gap in Market

Tous Les Jours
= ik & = =" -

Samsung Digital
Camera
Occupying 15% of
Market Share coming in
4" place, Aiming for
Professionals

=
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
|
1
1
]
1
]

Everpia
Popular for High

|

|

' i

Ragnarok ; ; i

i Quality, Various Products, ! |
- i

i |

| E ;

i

i Established as an on

% line game ranking
i among top 10 in

And Differentiating in its

(Malaysia J e e ] Through aggressive
r """"""""" y'“""""“"": r----------------J:--.".'.'.'.'.'.'.'.'.'.ql.g':'k'e""P'g' """""
' Lock n Lock . | TouslesJours |
i Aggressive Marketing ; : Popular for a Refined Image :
i gradually Extending its i I of Bread :
i market share i """""""""""""""""" I'?\otran




"2, Current Status of Korean Wave Economy in Asia

- Capturing New Products of Local Consumer Trend

= 2: % Solutions

pand” S M YAEY

| 2N AP TEINE PR et NS L
| awdes.Sagans -y
[EF e by ] :

o 4 023-427 000/ 092-411 700

= Samsung Wimax
(Broad Wireless Service) =

» Launched service since 2008

» Increasing demand in the Region

: deteriorating a fibre-optic Infra, Samsung in
contract to supply equipment

& Korean Restaurant
LE SEOUL

» High Consumption rate despite the :
: comparatively high cost of local consumer price :
: B Strategy from sponsor and active Culture ;
: Promotion

Kotra




2. Current Status of Korean Wave Economy in"Asia |

- Successful Products from thorough Localization

: B Energy Drink Ranked 31 of Market Share

:  Made Suitable to the taste of local people
:  with different combination of ingredients

:  from the Products in Korea

: B Launched Sugar Free drink for women

NN NN NN NN SN EEEEEE

= BBQ Chicken

-------------------------------------------------------------------------------------

: B Focus on Localizing the product using Olive
oil to adjust to the perception of healthy
diet and Islam Doctrine, Certified as Halal
for authentication

213




2. Current Status of Korean

i

Petronas Twin
Tower(Samsung,
kukdong
Construction)

- Essential Structure and the

- The tallest building in the
- world from 1998 to 2004

| - The largest Electronic
- Goods Manufacturing

: - housing complex from
- key Tourist spot in Malaysia - Samsung Group
- -Creating friendly

- atmosphere for the

- government and the citizens

- with large-scale investment

- Landmark Construction

Malaysia

ave Ecc

il | Penang Bridge
| (Hyundai Const.)

- The bridge as a symbol
- of Malaysia, promoting
- the Image of Korea




- Landmark Construction

Aceh West Coast
Express Highway
(Ssangyong Eng. &

Const.)

- Construction Project at
- a cost of 108 million

- dollars aimed to
 complete by 2010

- Positive Outlook on

- Uplifting ability and
reputation of Korean

- Construction Enterprise

- - Positive outlook to
establish as the new
Landmark of the Central
Jakarta

W= noonesia

JAGORAWI Express
Plaza Indonesia Highway
(Ssangyong Eng. & (Hyundai Const.)
Const.)

- - Set as a Role model for
.~ Firm and Secure
~ Construction for high way
~ projects among :
- Construction Enterprises
~in Korea

= P~



Current Status of Korea
- Landmark Construction

B3 vietnam

- The first large size
Integrated Commercial
Building in Ho Chi Minh
City

- Resident Shopping Mall,
Bowling Center, Cinema,
Game Room, Restaurants

- The first Five star Hotel
in Hanoi, Office Area and

Apartment

- Earning the highest
Popularity in Vietnam
and in Ho Chi Minh city
in particular

- 52 chains in operation
across the nation

( Kaoraa Trade—ifvestimant
Fromalion Agency
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. Current Status of Korean Wave Econ
- Landmark Construction

|

n cambodia Singapore

- The first Project for
Expansion of City from
Cambodia Government
- Full support with
~interest from local
government

- The h|ghes1 Integrmed

Commercial Building of - Uniquely Designed
42-stories in Phnom connecting 3 tfowers
Penh tilted 52 degrees up to
- Positive Outlook on its 10 times that of the
new landmark of Leaning Tower of Pisa
Phnom Penh
KQE" a,

Agancy

==




:mp Globalization of
: Culture Contents
: business

"o“' |
Korean Brand

Culture Sector Economy Sector m

: i p Utilize Korean Wave
: : for Aggressive
: Marketing
:mp Utilize the Korean
: wave as means to
: establish Human
: network and Enferprise
: Promotion
: » Making social
: Contribution from
: foreign investing
i Enterprises to the local
society in respect to the
: local culture and
: expansion :
: mp Promoting an Image
: of the Nation and '
: Enterprises

: p Promote the

: Contents

: Competitiveness

:mp Art ,Commercial

: and high quality

: combined production
: work

: p Leader of Asian

: Culture entering the

: World Market through
: collaboration in

: production, marketing
: and technology

: { p Sharing of

: : economic

i i development cases
: :of success

: imp Money is not the
i requirement for

Development

: countries

: p Expansion of ODA

: _- Manage its Role
: iin Infernational
: i Society
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Kee, Se-Myeong

Head of Asia-Pacific Division

Tel 02-3460-7311
Fax 02-3460-7914
E-mail razorkee@hanmail.net
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Seo, Byoung-Gi

- History, Yonsei College of Liberal Arts

- MA in Literature, Yonsei Graduate School

- Seoul Newspaper Journalist

- Culture Content Ambassador, Ministry of Culture, Sports and Tourism
- Judge of Television in Education Board, Korean Broadcasting System
- Director of Leisure Culture Society

- Global Director of Korea Leisure Sports Council

- Popular Culture Journalist, The Herald Business
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The Herald Business

The Herald Business is a leading Korean-language business and entertainment daily. Since its
inception in 1953 to serve as "Korea's window to the world," Herald Media has been a pioneer and a
leader in Korea's knowledge-information industries. Celebrating its 50th anniversary, The Herald
Business became the nation's first "fusion newspaper" combining business and entertainment.
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Kim, Si-Bum

- School of Business, Yonsei Univ.

- MBA Hofstra Univ. USA

- Working with SAMSUNG C&T

- KOTRA Exportation Consultant of Culture Contents

- Prof. Creation Planning Academy, Korea Culture & Content Agency
- CEO of Characterline Inc.

- President of Institute of Global Culture Management
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Characterline Inc.

Characterline Inc. is a leading marketing and management agent of the IP (Intellectual Property)
including characters, cartoon, animation, publishing, CD-Rom, entertainer, music, etc. Characterline
Inc. has developed its own characters and introduced them over the world. Also, various
international contents from others have been managed and licensed by Characterline Inc. in Korea,
in Asia and in the world.
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