Bt R R E E

a v Y EEBUR O & B
A A & i [E o s i 5E

TR - BEmEE Ry WEFER
el - BhER %
K4 £ BEx (M 14)

A, T O7 —ACEVEEOa T U Y EEXEFIRESHREL, BFEA A —
VHREBICER L, BEO T UYENIZ. T THE THRAICEAENLER
WRDETICHKEL, BRTH~0EHLRZLE, LrL, EBFRAa T Y
B R O il 7E ®@ % &\ Lt EHARTH -T2, —FH. HARBUFIX., #&E O g g
D 1% Bk % 5 mw$ J =Ty RNy BRI, KRB, THER & T
%J&wﬁ%bwﬁ%ﬁﬁ%ﬁb\HK&%E@:V?V&%%%%%L\%wﬁﬁ
WMECHERBEZALNITEZLOTH D,

REE O HARICR T2 TR 13, ENERIEBICES LTS, 19904 K, #o T
E@F?V%%%<me)ﬁﬁb%b\F%ﬁjﬁ%%éﬂﬁ@é&\%ﬁﬁﬁw\
OVTUVEXORBICH U CEN EEEI A LY 199942 [ S0k pE 2 iR B AL R v
] ZHIE L, 2000 IC X BROBIE L iITE2 —BH L TITH T8E=a 7 YV IEBEE)
(KOCCA) #f% . L7-, BEBFIZ. BARZET VI a LT Y FEEO R R BUKR %
E L7z, BAROEMEZE M L, 2009412 TE/EMEE ] 2&ET L, 20104R1CiE T2 7
VY BEEERE) AHE L, MEBFOBIKIX., BAOBELR T VY EEDH
EERE AL, ERNoary 7Y EEEMRS L, P Hhobdar sy 2 81E
THZELThol-, FLT, FOBSITObLHay Ty ZEACE TS 2L 230
S TWiz, BEM™MEATHRICBE 2R ELRBERIT, BEOENO= 7 Y GO
BEIA/NESLS, RERWBHATRICHLI Lo bThDH, BEBMFILZ, 207
VYU BEERICAAROMMMEEOM S A RS X, XL E (C-KOREA) | ~O % &
ZFHELTWD, L2rL, arvasryosimt cid, BRETEY FiExd & o7,
T, B RNa sy oNEHEBERE XA, @ik 23Xy 277 v 735
ZEThol,

— 05, BAROEE~O THf) X, wBIAAEKICERT L TWD, BARE, BB, 7=
AL =D, TE Jpop) WBWTENRZERLBAE VT, EEXKANED DS
ﬂ\n/T//F%imwﬁm&”E%%% %®mﬁiﬁg®ﬁ1mﬁf®mw%

W L7z, BARDa T U Y BT T AV DICRSE22UMOHEEZ > TWBH 728

HK@z/T//Fii@ﬂ@m i%hi&ﬁﬁ%fiﬁﬁohoit\wwﬁ

FR LI | %ﬁﬁmm@%@fax&ﬁi EHEFIRIC BT 5 EEOEE AT LD
EERIE Tél%f%ﬁ%@%%ﬁ%ﬁTéﬁT%tobﬂb AL, DT

-m#M%Tﬁ SFVWBERa VT YDOAFTARERFRNTEY, kT 5727
RT AV IHGERVMOLERNH ST, £ LT, BEO a7 Y RIKE O &I %
PLTRENEID, EWVIHIBERICBEVWIAEND L)1 D, BARBUFIZ, BEED T
B OENICZT, BINOBIKRFE D235 2 & 2mE LIKxD, 20104F12 7 —
T e N DERIE N FEA L T2,

20134E11H . B AOM D H 50 - Y — b 20N EERBICEET D X
cfEEABHBEBEL,. ER7Z7 Uy FELTIZ =NV y R UBEINZRLINEZ, L2
L., BARBRBWHIE o % —1c XhiE, 20134, T8 7 — L3045 o %5
OBRMMWY, T Y OERmENREML TN, 7 — Y o8 BB VST
BlcEOront, avrFsrYofHoEREEEALARZ N, L2L, 7 —A Ty
Ryl TEWH] OBRPFITHBESTZEND T, 2ANLETDOHMLEEZHL TS THA
Do




MREBIREDARIZOWT(FED GTe)

AR (4 - BERES - %L - AW - BIT%)

ERE. TK-popDRZh DMk [HaE LT R E—E > H2RTIEIARZITH - T
WET AL (201546 27H ., BAERERPBEIEREELABN RERZHE L 7 — KA
E‘F‘Eo

Fi 3L (4 - BEREHEL - i CHEEGE - B

T TR F L - AR -

B EE . 2015, TAIE. AIEEL LAl . Ty y@ERER=] BEER
k%%J,Flﬁ%i¢%%%%k@%%$%ﬂ%(EW%IM%%%E&
ey A W) 1, e, H24-29,

®F£TE

#=E K 2016, [®E /by T VEXLEEFICHT S H ARG LD
o TREXCEMHGE (EXEEHHE) J .

EEE (EL - BEL - B - RITRDI%)




COMPLETION REPORT

Imitation and Competition of the Cultural Content Industrial Policies: A comparative s
tudy for Japan and Korea

Dr. Wang En-Mei (+1)

Assistant Professor

Dept. East Asian Studies

National Taiwan Normal University

With the rising trend of the Korean Wave (Hallyu or Hallyu-wave) in recent years, the cont
ent industries in South Korea and the image of the country have been greatly elevated. The co
ntent products from South Korea have been able to not only run neck and neck with cultural p
roducts from Japan in the Asia market but also enter the Japanese market successfully. Howeve
r, Japan has been the model of reference when the content industrial policies were made. Mean
while, the Japanese government also learned from the overseas strategies experience of South K
orea and came up with the Cool Japan project in 2010. With a new research viewpoint of imit
ation and competition, this study aims to explain the development of content industries and the
process of relevant policies made in Japan and Korea through comparison and analysis.

The focus of the imitation of Japan from South Korea was laid on the national strategies.
By the end of 1990s, TV drama and music (K-pop) from South Korea have spread around the
world and formed the Korean Wave. The government took an active approach toward the devel
opment of the content industries by issuing the “Framework Act for the Promotion of the Cult
ural Industries” in 1999 and establishing in 2009 the Korea Creative Content Agency (KOCCA)
which is responsible for issuing and executing relevant polices. Imitating related laws and reg
ulations of Japan, the government issued “Copyright Law of South Korea” in 2009 and “Act fo
r the Promotion of the Content Industries” in 2010. Its strategy is to imitate the sound system
of the content industries in Japan in order to reinforce the content industries in the country a
nd to produce competitive content products. The ultimate goal of the South Korea government i
s to promote the competitive products overseas. The main reason why the South Korea govern
ment pays so much attention to the overseas market is because of the limited market of the co
untry which forces it to develop outwards. Adopting Japan’s concept of intellectual property on
the content industries, the South Korea government attempts to become the new cultural super
power of the generation. However, in the aspect of exporting the content industries overseas, t
he South Korea government has taken different approaches from Japan. It has assisted the expo
rtation of the content industries with policies supporting the Korean Wave to keep spreading ar
ound the world.

On the other hand, the imitation of South Korea from Japan was focused on overseas strate
gies. As far as the development of the content industries is concerned, movies, animations, vid
eo games and music (J-pop) of Japan have not only been equipped with sound foundation but
also been developed further towards industrialization and integration of the industry chains. In
other words, the technical quality and market of the content industries have been rather matur
e. In addition, the market scale of the content industries in Japan is second to the United Stat
es in the world, which is not small. Furthermore, under the influence of the Economic liberaliz
ation after 1990s, the Japanese government has been gradually adjusting its role in economic d
evelopment lowering its power on leading actively the development of the industries. However,
with the decreasing birth rate, the increasing aging population, and economic downturn in rece
nt years, the content industries in Japan have been having negative growth and hence started |
ooking for growing Asian markets or developing towards the leading US market. Due to this si
tuation, the Japanese government was forced to confront the threats from the content strategies
of South Korea. Under the pressure of competition, the Japanese government started to consid
er strengthening the leading power of government policies and hence came up with the Cool Ja
pan strategy in 2010.




With the purpose of supporting and promoting products and services of Japan and expandin
g the overseas needs, Cool Japan Fund Inc. was launched in November 2013. According to a r
esearch done by the Japan Center for Economic Research in 2013, South Korea has succeeded
in acquiring the overseas market with the spread of Korean Wave, which was greatly helpful t
0 exporting content products while the Cool Japan strategy failed to expand the overseas marke
t and there was no apparent growth in exporting content products. In spite of the findings of t
he research, the competition between the Cool Japan and Korean Wave in the international mar
ket has just started and will certainly grow more intense in the future.

Publication of the Results of Research Project:

Verbal Presentation (Date, Venue,Name of Conference, Title of Presentation,
Presenter, etc)

Wang, En-Mei, “The Secret of K-Pop Being Successful”, from the lecture of “Do you
really know about Korea?” held by the Korean Culture Association at the International
Conference Center of National Taipei University of Technology on 2015, June 27,

Thesis (Name of Journal and its Date, Title and Author of Thesis, etc.)

Presented:

Doong, Sy-Chi, 2015, “Creativity, Creation and Starting up Your Own Business: the or
igin and challenges of the policy on the content lab of Korea”, Bimonthly Information
and Trend Analysis on the Cultural Industries, Page 24-29, Issue 8.

To be presented:
Doong, Sy-Chi, 2016, “The Influence of the Japanese Popular Culture on the Cultural
Content Industries and Policies of Korea”, Industries and Management Forum.

Book (Publisher and Date of the Book, Title and Author of the Book, etc.)

N/A




