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INTRODUCTION

Good morning ladies and gentlemen. My name is Kim Joo-Ho from Korea. What I
was asked to do today is to bring you the current picture of Korean classical music
scene. In preparing my presentation I’ve asked myself many times whether this is
possible, because music is not only marketable goods, but also emotional
transaction. Well, not easy, but I will try my best to draw a good picture.
Before getting down to the serious business of my presentation, I would first like to
briefly introduce myself. For the past 26 years, I have had the privilege of being in
the music industry and the CEO of public organisations including a theater, grantgiving institution and symphony orchestra. Currently, I am in the midst of preparing to
open a purpose-built music hall, the second of its kind in Seoul.
Allow me to show you briefly my current project.
LOTTE World Tower
- 123F, 555m
LOTTE HALL
- 2,018 seats
- Vineyard type auditorium
- Architect: KFP & DMP
- Consultant : FDA & Nagata Acoustics
- opening: 3 September, 2015

Facade of LOTTE HALL

Interior of LOTTE HALL

Cultural facilities in Korea are generally built and operated by the public sector. The
National Association for Culture and Arts Centres has 176 centers under its umbrella.
This means that nearly every local government has its own arts center, and there is
even an oversupply of facilities particularly in provincial area. It also signifies the end
of the era where the tax payers’ money was poured into building such facilities. In
urban area, cultural settings are in the hand of private sector in return for the profit
from development. And the Lotte Hall, you’ve just seen is a prime example.
Describing a county’s music market is by no means easy or clear-cut. And despite
my long service in the music business, I often find it difficult to obtain objective and
accurate data of the market. You may be aware that cultural economists describe
performing arts as market failure. Interestingly, this has become a means of
justification for how the classical music has survived so far on the basis of public
support.
When it comes to classical music, Korea has similarities with Western countries on
one hand. However, on the other hand, it has its own distinctive features. This
session is to help you understand those features.
Now, let’s take a look at the map:
You can see how China, Japan,
and Korea are close one
another. When it comes to music
business, the three countries are
certainly growing very fast. When
I say music here, of course, it
means Western classic, even if
those three have their own
unique traditional style of music.
Turning to Korea, the exposure
of traditional music is still too little and too scarce compared to Western classical
music.

Let me show a figure of this:
16%
According to a 2011 performing arts survey, there were only
3,531 presentations of traditional music in Korea while there
were as much as 18,207 presentations of Western music
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during the same period. And this shows dominance of
Western classic in Korea.

Western Classical
Korean Traditional

Now let me go further into the background of the market:
Over the past two decades, all the components in classic music market have grown.
The number of theatres and music halls increased with regional development. The
number of musicians trained in classical music has also risen every year. Most
importantly, the size of the audience has grown. In particular, those who appreciate
live performance have not declined despite the rapid developments in media. This is
encouraging. Hopefully, you can also envision the future of classical music with the
experiences of Korea’s music market in mind.
Let’s move on to overview of market status: Features of Korea’s Music Market
As is the case of other countries, it is difficult to obtain accurate data on the actual
number of the “true” audience members of classical music. Promoters in Korea
assume that the number of consumers who repeatedly and actively buy tickets is at
around 100,000. Actually, the line between paying and non-paying audience
members is not clear enough because in the world of classical music there are many
free concerts and diverse arts education programs under the slogan of “Arts for All”
offered by the public sector.
The majority of Korea’s audience members are also young and passionate. Visiting
foreign musicians have noted that they hardly see OAP or senior audience members
and the applause is much louder than in other countries. I have never gauged the
decibel levels so cannot tell the difference between Korea and other countries but, I
do see often artists surprised or slightly embarrassed by the unexpected big

cheering and clapping from audience. Another important characteristic of Korean
audiences is that a dominant portion is women.
Audience Survey
The Korea Arts Management Service, a public foundation supported by the Ministry
of Culture, Sports and Tourism, conducted a useful survey of the music consumers in
Korea, mainly of those living in Seoul, from which I will show you some of very
interesting results.
Church attending women aged 20-44 living in Gangnam, the southern part of Seoul,
made up the main audience group. This shows that Korea’s classical music
audiences are relatively young.
With that, let’s move on to the demographics of Korea’s music consumers.
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By category, women accounted for 67.1% and by age
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group, those aged 19-44 represented 77.4%.
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Regarding residential area, more than 40% answered
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Gangnam. You have of course heard the song
“Gangnam Style” by Psy? Gangnam basically means
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the south side of Seoul. The region was developed
relatively recently and has many typical yuppie
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neighborhoods. Residents of this area are a typical
example of the country’s classical music audience.

The next feature was religion.
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Of the respondents, 35% affiliated themselves with
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the Protestant Church. Then those affiliating
themselves with the Catholic Church at 20.7%. In
total, those affiliating themselves either Protestant or
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Catholic accounted for more than 53%. This implies
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a connection between classical music and the two religions, both of which represent
Western cultures to the Korean people. For your information, those who affiliated
themselves with the Protestant Church took up 23% of the whole Korean population
while Buddhism took 22% and the Catholic Church 10%.
Now tastes of Audience:
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The survey confirmed that the tastes of Korean audience members are not much
different from those from the West. For favorite music styles according to musical
era, the biggest group at 31.3% chose the Romantic period, followed by those who
picked the Classical period at 26.1% and the Baroque 14.6%. As favorite composers,
21.4% chose Beethoven, 16.6% Mozart and 14.6% Bach.
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Next is source of information:
27.9% cited that word of mouth were the
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primary source of information when deciding
which concerts to attend. This demonstrates
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that the word of mouth marketing is one of the
most powerful tactics for promotion. Other
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influential channels were Internet websites at
11%
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23.9%, online communities at 10.5%, and
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newspapers or magazine at 10.5%.
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To buy tickets, the majority at 46.8% used the
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Internet while 12.1% bought tickets on site. You
may notice that the seasonal subscription was
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rather low. This is because the majority of Korean
arts centres are presenting houses.
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Pride and Prejudice
Korean audience tends to believe that classical music requires knowledge and
education. Most of the respondents replied they had full information on players,
composers, and an ear for the quality of music. In other words, they thought
themselves to have the ability to embrace high arts and pride in having such ability.
To my regret, however, this kind of notion can be a psychological barrier and keeps
general public from coming to the concert.

Musicians’ career path
In addition to the general characteristics of Korea’s music audiences, I feel that I
need to explain the country’s music education system.
In Korea, about 4,000 students majoring in Western classical music graduate from
87 universities every year. Some give up music after graduation, but others pursuing
a career in music choose to study abroad in countries such as Austria, Germany,
Italy or the US. And only a small selected few, particularly winners of prestigious
competitions, become soloists or members of an orchestra. The rest end up in the
teaching profession.
In fact, many music majors pursue a teaching profession as their final goal because
Koreans hold education and teaching in high esteem. To my regret, many artists also
pursue a teaching career and a career as a stage performer at the same time. I
guess this phenomenon is rare in Europe. Unfortunately, artists are hardly successful
in both fields at the same time. As I’m in a position to deal with music or musicians
for myself, I cannot condone vanity concerts by teaching musicians, issuing
complimentary tickets excessively or turning a blind eye to consumer demand. So,
Teacher for teaching and player for plying. Teacher serves student and player serves
audience.
Now, how much money classical music makes?
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Korea’s performing arts business is estimated at
350 million euros at the box office. Excluding the
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active popular music and commercial musical,
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classical music is estimated to take up 8% of the
total or around 27 million euros. I guess the size of
money little makes sense to you but the proportion

40%

of classical music in total market gives you an idea.
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Now, let’s move on to the other aspect of Korea’s classical music.
Survival of Classical Music in Korea
Cultural economists have proved that performing arts is a market failure. For that
reason to maintain a market inevitably needs support from outside. The following are
factors supporting Korean classical music market, in other words how the market fail
classical products are supplied to the market.
- Corporate Sponsorship
Economy of scale is surely true of marketing classical music. Big name orchestra
tours and other large-scale performances are deemed marketable. But in most cases
the marketable means ineligible for public funding. Thus they usually depend on
corporate sponsorship.
These days, the most expensive seats by visiting overseas orchestras can reach up
to 350 euros a ticket. So there is a fierce criticism about the excessive prices and
claims that classical music is increasingly becoming something only for the rich.
What even worse is full house never meets up the high costs of large scale project.
In a way, this justifies big name sponsorships for big name artists. However, the
more a concert is dependent on sponsorship, the more its members make efforts to
entertain the direct clients, which is sponsor. This may also be true in most other
Western countries.
Next is Support from public sector
- Public Sector
Public support for classical music can be classified into five categories: building and
operating cultural facilities; support for production costs; providing human and
physical resources for musical education, especially for life-long learning;

establishing and operating orchestras or choirs; and giving support to improve the
accessibility of the culturally and economically marginalised.
On the whole, the Korean government seems to proactively support classical music
from diverse fronts. Among them, number 3 and 5, which are life-long learning by
means of music, and improving the accessibility of the underprivileged look
particularly significant in terms of developing future audiences.
Another feature of public support, which I like to set forth a little bit more is that both
central and local governments each are running artistic companies like orchestras,
choirs, operas and dance companies. Currently, there are about 30 orchestras and
20 choirs regionally and they are maintained with tax payers’ money. In other words,
a substantial number of Korean musicians are on the public payroll of the
government. Very stable in terms of job security. Which is certainly the positive
aspect of it.
Now let’s move on to another feature, that is entrepreneurship
- Entrepreneurship
There are two main types of classical music products in Korea; international artists
and local artists, those of Korean descent. The former requires large venues of more
than 2,000 seats, because of costs, usually supplied by management companies
located in London and New York, and promoted by domestic impresarios. I’ve got a
feeling that there has been a downward trend in the number of small-scale concert
by soloist or ensemble while the large-scale by orchestra remain steady. As I
mentioned before, this is due to the advantages of scale in terms of promotion,
marketing and attracting sponsorship.
In the meantime, small presentations are increasingly performed by local ones.

Some Korean musicians who won prestigious international competitions rose as
hottest young stars in the local music scene and became competitive products in the
market.

To name a few, they are:

pianists Kim Sun-Wook, Lim Dong-Hyuk and Son Yeol-Eum, violinists Clara-Jumi
Kang and Shin Hyun-Su, and Ensemble Ditto composed of five male soloists with a
pretty-boy image. They have something in common on top of their superb musical
talent: all young, strong personalities, good-looking and images that can appeal to
younger generations. These characteristics are called “attractive capital” in Korea.

Ensemble Ditto

Now let’s move on to some issues of the future.

Epilogue
All of you would agree with me when I say digital technologies will play a leading role
in classical music in the future. In Korea, around 55% of audio sources are traded on
download service while CDs are declining fast. We can enjoy Met Opera and
Salzburg Festival telecasted at movie theatre
Korea offers a test bed for all kinds of digital devices. The country has one of the
fastest Internet access and highest Internet penetration rates. Its mobile phone
subscription rate has reached 100% and 60% of the population uses smart phones.
Digital technologies are now offering higher accessibility to classical music through
new creation platforms. The rise of digital media has even come to influence the
creation of classical music, for example, Eric Whitacre’s virtual choir and the creation
of the YouTube
Symphony
Orchestra. Such
situations call
on us to prepare
ourselves for
future changes
in digital media
and the music
market.
The Internet has had significant influence on the classical music market. For
instance, Go Classic, an online community with 145,000 members, wields influence
over musician groups and arts centers. Based on its power, the community has
preferential treatment such as pre-ticket sales and group discount prices. There is an
absence of influential classical music critics in Korea. Instead, previews and reviews
by members of online communities rather than newspapers or magazines have
played an important role in forming public opinion.

In addition, the spread of smartphones has brought a new wave of changes to the
classical music market. Social networking services or SNSs can be established as a
low-cost high-efficiency marketing tool for arts. As a result, audiences can share
information on concerts in real time. This has been made possible because such
services offer improved spreadability and reliability than word of mouth. For example,
“Retweet” function of Twitter and “Share” function of Facebook make it possible to
diffuse a mess of information at a faster speed. Moreover, SNS users who use their
real name and some are gaining high recognition in the classical music arena. This
has given way to enhancing the quality control of information on concerts being
spread through SNSs.
In this sense, I have high expectations for the next session, “Developing A Digital
Strategy For Classical Music Audiences: Reaching Audiences Through Compelling
Digital Campaigns” by Ms. Grabel.
As I have mentioned, I will be soon opening an arts center which will have significant
impact on Korea’s classical music scene. Performing arts require the audience and
artists to be in the same place at the same time. Given this, music halls are a
prerequisite for performing arts. I have thought hard about what arts centers should
be like in the new digital environment. Should it present music the way arts centers
have always done or should it embrace the changes to serve as a new channel of
convergence in a new era? You must all have the same kind of question.
So, with that, it is time to wrap up my presentation. Due to the time constraint, I did
not have the opportunity to draw the whole picture of the country’s classical music
market, but I hope that my insights into Korea’s music market in terms of market
size, audience profiles, forms of concerts and Korea’s new classic products have
been informative. I also hope that my presentation has provided you with an
opportunity to compare Korea with your home countries and gain new ideas.
Thank you for listening.

