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Research motivation

In recent years, the global passion for Korean pop culture has been steadily rising,
sparking massive business opportunities. This not only drives up sales of merchandise and
related data but also prompts fans to purchase memorabilia to show their love for their
idols. Among these, "photocards" are one of the most commonly traded items among fans.
Serving as emotionally valuable selfies of idols, photocards have successfully become a
key driver of merchandise sales, with their collectible value fluctuating with the
popularity of the members. Nowadays, photocards not only exist in albums but also extend
to various aspects such as merchandise, live performances, and endorsement products.
The "value difference" of photocards leads to their collectible value ranging from
hundreds to thousands of dollars after being traded secondhand, highlighting fans'
preferences for them. Fans spare no expense to obtain their favorite members'
photocards, repeatedly purchasing albums or other merchandise, thus driving multiple
purchases and secondhand transactions of other related items. As a high school student, |
too am deeply immersed in the captivating world of photocards. In the midst of life's
weariness, idols and photocards bring color to my life, serving as a comforting presence in
my life.

research content

(1) Analysis of the Emergence and Types of Photocards

(2) Analysis of Fans' Motivations for Preferring Photocards

(3) Analysis of the Advantages and Disadvantages of Bundled Sales Strategies

(4) Discussion on the Differences and Alternatives before and after the Rise of Photocards
(5) Questionnaire Survey on Consumer Purchase Motivations

(6) Possibilities for Optimizing Sales Methods

Research conclusions and suggestions

(1) Album card bonus: You can buy individual cards separately, which raises the price of each card. This can
make more profit than selling them bundled with smaller cards. It also saves people from buying multiple
albums just for cards, reducing paper waste and environmental pollution, and attracts more buyers.

(2) Regular album fixed cards: If you buy a specific number of albums from the same series, you can buy the
whole set of cards at once, increasing profits in one go.

(3) Merchandise cards: Keep their uniqueness, but share similar photos on social media to increase desire
to buy. Improve the quality of bundled merchandise accordingly, making them more practical and durable.
This gives consumers unexpected surprises and satisfaction beyond just cards.

(4) Live performance cards: Since these cards are usually pricey and highly collectible for fans, increasing
the chances of drawing lucky cards during live events can boost exposure and encourage fans to buy
expensive tickets for the chance to get these cards. It also allows fans with limited purchasing power to
obtain these cards by reselling them among fans.

(5) Endorsement cards: These cards usually aren't expensive or in high demand. The photos on them might
not be unique enough to attract buyers. It's suggested that for endorsing makeup or food products, there
should be more interaction with the idol to increase product exposure. For clothing and bags, focus more on
the idol's own fashion style to make them captivating enough to increase desire to buy.
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