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Offline Media Usage

Global Lens
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OTT Viewing Device
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Global Lens : Online contents preferences map
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Global Lens :

The principal objective of utilizing the internet is the consumption of media
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Global Lens :

One of principal objective of utilizing the SNS is the consumption of media
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Global Lens : GLOBAL OTT SVOD Usage Map
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Global Lens : SVOD Platform
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Global Lens : Global AVOD Usage Map

* GQV(Global Quick View) 2022, UNIVERSE 1,481,019,741, RESPONDENTS 86,766
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AVOD Platform
YouTube, Meta, Tiktok, Twitch

Global Lens
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Global Lens : TV & Video Genre Preference Map
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Big Wave : K Content?
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Big Wave : Country of Origin for Content Production
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Korea Contents Usage rate
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Types of Korean Content Usage
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Barriers to K-content access
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Big Wave: K-Contents usage platform
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Big Wave : K-Content time share
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Big Wave : K-Contents Competitive MAP

Content preference 12
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Big Wave : 2023. 08 OTT Contents rating
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Big Wave : K-Content usage Main Target

Male Female 1524 2534 3544 45+
: Indonesia 20% 57% 51% 44% 31% 48%
E Malaysia 22% 45% 36% 37% 37% 39%
_ Philippines 28% 43% 35% 34% 41% 53%
E Thailand 19% 37% 25% 23% 45% 45%
Vietnam 28% 39% 37% 33% 70% 20%
Singapore 23% 28% 17% 21% 27% 48%
Taiwan 14% 28% 29% 27% 15% 8%
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Big Wave : J-Content usage Main Target

Male Female 1524 2534 3544 45+
: Indonesia 30% 22% 30% 23% 18% 23%
E Malaysia 40% 37% 47% 47% 28% 18%
_ Philippines 56% 39% 51% 49% 34% 31%
E Thailand 33% 28% 39% 27% 26% 24%
Vietnam 23% 26% 42% 10% 0% 11%
Singapore 46% 26% 44% 41% 19% 28%
Taiwan 65% 35% 59% 49% 35% 12%
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Intention to use Korean OTT content
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Expanded Needs for Korean contents
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Big Wave : 2023. 08 Korea OTT Content Rating
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Conclusion : Toward a radiant Future

e The global media market is expected to shift from a platform -centric to content competition
e The potential for global growth of Korean content has been sufficiently verified, with its
competitiveness expanding
€ Structural support and organized management are necessary to maintain the competitiveness of
Korean content & to enhance profitability.
e Support for strengthening global competitiveness and growth can be found in three areas:
1) Providing credible information on the global expansion of K -OTT content to support its sales competitiveness
2) Linking the spread of K-OTT(content) to a broader representation of Korean brands, including national image, culture, products,
and brands
3) Enhancing content diversity through collaboration with local areas in various countries
é The role of the government is crucial, involving:

1) Discovering marketing resources linked to Korean content(OTT) and developing business models to lead Marketing/AD

2) Expanding support necessary for the continuous enhancement of the competitiveness of Korean content(OTT), such as
FHp-Hm-BHsHaHAHe-HHEH-HHbHeH eH-abmitH-e HpHwHH-mid-H-aHeHHHAHe A HHg - sHpHare HEH-HHH-HHB-HHeHm A He HH-FHHHHHHH S HE
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