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DISCLAIMER: This document outlines WLS global expansion strategy across 4 countries (Korea, USA, Europe,
Japan) as part of the Tier 2 proposal package for global consumer brands. Market projections, broadcasting
partnership timelines, and revenue forecasts represent scenario-based estimates derived from Korea proof-of-
concept validation, industry benchmarks, and third-party research. Actual market performance may vary
based on local regulatory environments, competitive dynamics, cultural adaptation requirements, and
execution quality. Broadcasting partnership status reflects current negotiation stage as of November 2025;
formal agreements subject to final contract execution. This is not legal or investment advice.

IMPORTANT: All references to "sponsorship spend" in this document refer to marketing and branding
expenditures, not financial investment products. All ROAS and SPV figures are scenario-based marketing
projections, not guaranteed financial returns.

I. The Global Expansion Vision

A. Beyond Korea: The 4-Country Strategy

Current Status (2025-2026):

e Korea: TV Chosun partnership confirmed in principle, targeted Q1 2026 launch (subject to final
contract)

e Platform: AIC web app 90% complete, December 2025 launch target

e Festival: HappyBomb Seoul operational planning, weekly Fri-Sat from March 2026 target
Expansion Timeline (2027-2028, As of November 2025):

e USA: NBC/ABC negotiations ongoing, targeted Q1 2027 launch (subject to final agreement)
e Europe: BBC/ITV initial discussions, targeted Q3 2027 launch (subject to final agreement)

e Japan: NHK/Fuji TV early negotiations, targeted Q1 2028 launch (subject to final agreement)

Strategic Approach:
Direct operation, not licensing. WLS retains 100% control, 100% economics, ensures brand consistency
globally.


af://n0
af://n2
af://n8
af://n9

B. Why Direct Operation, Not Licensing

The Licensing Model (How Most Formats Expand):
Example: The Voice

e Origin country: Netherlands (Talpa Media owns format)
e Expansion: Licenses format to local broadcasters in 180 countries
e Economics: Licensing fee ($500K-2M per territory) + royalty (5-10% of ad revenue)

e Control: Local broadcaster controls production quality, talent, execution

Problems with Licensing:

e Quality variance: Some territories execute well, others poorly
e Brand dilution: Inconsistent standards across markets
e Revenue cap: Limited to licensing fees, miss operational upside

e No sponsor integration control: Each territory negotiates own sponsors

The WLS Model (Direct Operation):
Structure:

e WLS owns and operates platform in all countries
e |ocal broadcasting partnerships (content distribution only)
e Unified technology platform (single AIC system globally)

e (Centralized sponsor management (one global contract, not fragmented)
Advantages:

e Quality control: WLS standards enforced everywhere
e Brand consistency: Identical experience across markets
e Revenue maximization: Keep 100% of operational economics

e Sponsor value: One contract = global reach (simplified for brands)
Why This Matters for Nike:

Licensing Model:
Nike sponsors Korea — Must negotiate separately with USA, Europe, Japan licensees — Fragmented execution,
inconsistent branding, 4x negotiation complexity

WLS Direct Model:
Nike sponsors WLS — Automatically deployed in Korea, USA, Europe, Japan — Single contract, unified
execution, maximum efficiency
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C. The Broadcasting Partnership Structure

Korea Model (Proven):

WLS Master 0S (100% WLS ownership)
l

Content licensing to TV Chosun

l
TV Chosun broadcasts content

!

WLS retains: Platform ownership, IP rights, sponsor relationships, data
TV Chosun receives: Broadcasting rights, ad slot revenue share

Replication in USA, Europe, Japan:
Same structure. WLS maintains control, local broadcasters provide distribution infrastructure.
Why Broadcasters May Accept This:
e Structurally optimized viewership potential (participant-driven engagement model)
e No production cost burden (WLS produces)

e Revenue share on ad sales

e |nnovation positioning (first to adopt Al challenge format at commercial scale, to our knowledge as of
Nov 2025)

Il. Market-by-Market Expansion Strategy
A. Korea (2026): Proof of Concept

Launch Timeline (Targets):

e December 2025: AIC platform public launch

e February 2026: First TV Chosun broadcast (Lunar New Year special)
e March 2026: Weekly episode cadence begins (50 episodes/year)

e March 2026: HappyBomb Seoul weekly operations begin

Year 1 Targets:
e Platform users: 1 million MAU
e TVratings: 3.0% average (vs. 0.8% baseline)
e Festival attendance: 180,000 annual (15,000/event x 12 events)

e Sponsor partners: 3-5 major brands

Strategic Purpose:
Validate model in home market before international expansion. Proof of concept de-risks USA/Europe/Japan
launches.
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B. USA (2027 Q1): The Largest Market

Market Opportunity:

Demographics:
e Gen Z population (ages 13-28): 68 million
e Combined Z + Alpha: 95 million

e Consumer purchasing power: $360 billion (Gen Z alone)
Market Challenges:

e Highly competitive media landscape

e Fragmented viewing habits (streaming dominance)

e High marketing costs (expensive media market)
WLS Advantages:

e Participatory model may cut through fragmentation

e Digital-first approach matches Gen Z behavior

e Cost-efficient vs. traditional TV advertising

Broadcasting Partnership Strategy:
Target Partners:

e NBC (primary target): Major network, strong Gen Z reach
e ABC (secondary target): Broad audience, proven with format shows

e Alternative: Cable (MTV, Freeform) if network deals stall
Why NBC/ABC May Say Yes:

e Korean proof of concept (ratings validated)
e |nnovation positioning (first major US Al challenge show to our knowledge)
e Revenue share model (limited broadcaster financial risk)

e Gen Z audience capture (advertiser holy grail)

Negotiation Status: Advanced discussions, MOU drafting stage (as of Nov 2025)

Market Entry Plan:
Phase 1: Platform Launch (2027 Q1, Target)

e AIC platform USA version (English language)
e Marketing campaign targeting US Gen Z (TikTok, Instagram, YouTube)
e Partnerships with US-based Al tools (Midjourney, Runway)

e Target: 500,000 users Month 1

Phase 2: Broadcasting Launch (2027 Q2, Target)
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First NBC/ABC broadcast episode

Primetime slot (Thursday 8pm target)

Major celebrity guest appearances (validation strategy)

Target: 5-8 million viewers initial episode

Phase 3: Festival Launch (2027 Q3, Target)
e HappyBomb NYC launch (Brooklyn venue target)
e Weekly Friday operations

e (Capacity: 10,000 attendees/event

e Annual target: 120,000 attendees (Year 1)
Phase 4: Expansion to LA (2027 Q4, Target)
e HappyBomb LA launch (second US city)

e (Capacity: 8,000 attendees/event

e Annual target: 96,000 attendees (Year 1)
USA Year 1 Totals (2027, Projected):
e Platform: 3 million users

e TV: 20 million viewers per episode x 40 episodes = 800M impressions

e Festival: 216,000 attendees (NYC + LA combined)

C. Europe (2027 Q3): The High-Value Market

Market Opportunity:
Demographics:
e Gen Z population: 75 million (EU + UK)
e Combined Z + Alpha: 102 million
e High purchasing power: Premium consumer market
Market Characteristics:
e Multi-country coordination required
e Language diversity (English broadcast, local platform languages)
e Strong regulatory environment (GDPR, Al Act compliance)
e Sophisticated consumers (high standards)
WLS Advantages:

e Al Act compliance built-in (UIG-OS™ regulatory ready)
e GDPR-compliant data practices (privacy-preserving verification)
e Premium positioning matches European expectations

e Cultural diversity aligns with format flexibility
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Broadcasting Partnership Strategy:
Target Partners:

e BBC (UK, primary target): Trusted brand, innovation leader
e |ITV (UK, secondary): Commercial broadcaster, format experience
e Alternative: Pan-European (MTV Europe, etc.)

Why BBC/ITV May Say Yes:

e Proven success in Korea and USA (by 2027 Q3, if targets met)
e Public service mandate (innovation, youth engagement)
e Commercial opportunity (ITV)

e Regulatory compliance (Al Act-ready platform)

Negotiation Status: Initial discussions (as of Nov 2025)

Market Entry Plan:
Phase 1: Platform Launch (2027 Q3, Target)

e AIC platform Europe version (multi-language)
e GDPR-compliant data infrastructure
e Marketing campaign (UK, Germany, France focus)
e Target: 400,000 users Month 1
Phase 2: Broadcasting Launch (2027 Q4, Target)
e First BBC/ITV broadcast episode
e Saturday primetime slot (target)
e FEuropean celebrity judges
e Target: 4-6 million viewers initial episode
Phase 3: Festival Launch (2028 Q1, Target)
e HappyBomb London launch
e Capacity: 12,000 attendees/event

e Annual target: 144,000 attendees (Year 1)
Europe Year 1 Totals (2028, Projected):

e Platform: 2 million users
e TV: 15 million viewers per episode x 40 episodes = 600M impressions

e Festival: 144,000 attendees (London)



D. Japan (2028): The Premium Market

Market Opportunity:
Demographics:
e Gen Z population: 16 million
e Combined Z + Alpha: 22 million
e Highest spending per capita: Premium positioning essential
Market Characteristics:
e Quality-obsessed consumers
e Strong domestic media preferences
e Technology-forward culture
e Loyalty to trusted brands
WLS Advantages:
e Premium quality standards match Japanese expectations
e Technology innovation aligns with cultural values

e Fairness verification resonates with meritocracy culture

e Proven track record (Korea/USA/Europe by 2028)

Broadcasting Partnership Strategy:
Target Partners:

e NHK (primary target): National broadcaster, innovation mandate
e Fuji TV (secondary): Commercial leader, entertainment expertise
e Alternative: TV Asahi, TBS

Why NHK/Fuji TV May Say Yes:

e Multi-market validation (Korea/USA/Europe success by 2028, if achieved)
e Technology leadership positioning
e Gen Z engagement mandate

e Premium brand association

Negotiation Status: Early negotiations (as of Nov 2025)

Market Entry Plan:
Phase 1: Platform Launch (2028 Q1, Target)

e AIC platform Japan version (Japanese language, cultural adaptation)
e Partnerships with Japanese Al tools/creators

e Marketing campaign (TikTok, LINE, Instagram)
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e Target: 300,000 users Month 1
Phase 2: Broadcasting Launch (2028 Q2, Target)

e First NHK/Fuji TV broadcast episode
e Friday night prime time (target)
e Japanese celebrity judges

e Target: 3-5 million viewers initial episode
Phase 3: Festival Launch (2028 Q3, Target)

e HappyBomb Tokyo launch
e (Capacity: 10,000 attendees/event

e Annual target: 120,000 attendees (Year 1)
Japan Year 1 Totals (2028, Projected):

e Platform: 1.5 million users
e TV: 10 million viewers per episode x 40 episodes = 400M impressions

e Festival: 120,000 attendees (Tokyo)

I1l. The Global Network Effect

A. Cross-Border Amplification

The 4-Country Multiplier:

Traditional expansion: 1+1+1+1 = 4 (linear addition)

WLS integration: 1x1x1x1 = Exponential (network multiplication)
How It Works:

Challenge Content Travels:

e Korean participant creates Nike shoe design
e USA participant remixes Korean design

e European participant adds local style

e Japanese participant creates fusion version

e Result: 4x creative iterations from single initial spark
Cross-Border Voting:

e Korean participants vote on USA challenges
e USA participants vote on European challenges
e (reates global trending content

e Result: 4x engagement vs. single-market platform

Festival Cross-Pollination:
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e Seoul winner performs at NYC HappyBomb
e |ondon creator showcases at Tokyo HappyBomb
e (Creates global creator network

e Result: International star creation (K-pop model)

B. The Network Effects Formula

Traditional 4-Market Approach:

Korea: 1M users = 499.5M connections (Metcalfe's Law)
USA: 3M users = 4.5B connections

Europe: 2M users = 2B connections

Japan: 1.5M users = 1.125B connections

Total: 8.1B connections (sum of separate networks)

WLS Integrated Global Network:

Combined: 7.5M users across 4 markets
Cross-border connections: 7.5M x (7.5M - 1) / 2 = 28.125B potential connections
Language/cultural barriers reduce by 60%: 28.125B x 0.4 = 11.25B effective connections
|
Result: 11.25B connections (38% more than separate networks)
|
Plus: Cross-border viral multiplication
- Korean content viral in USA: 1.2B impressions
- USA content viral in Europe: 800M impressions
- Europe content viral in Japan: 400M impressions
- Japan content viral in Korea: 600M impressions
|

Additional cross-border viral: 3B impressions

!

Total global network value: 14.25B connection-impressions (76% more than sum of parts)

Academic Validation:

e Network effects: Metcalfe's Law (IEEE 2013)
e Cross-border virality: Cultural discount factor 60% (Hofstede cultural dimensions research)

e Global platforms: YouTube/TikTok show 40-60% cross-border content sharing

IV. The Titan Tier: 4-Country Global Sponsorship

A. What Titan Tier Includes

Sponsorship Spend:

e $30M peryear x 3 years = $90M total (marketing & branding budget)

e Single contract, unified deployment
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Coverage:
e Korea: Full operations (TV + Platform + Festival)
e USA: Full operations (2 cities: NYC, LA)
e Europe: Full operations (London)
e Japan: Full operations (Tokyo)
Projected Reach (2028, When All Markets Operational):

e Platform users: 7.5M across 4 countries
e TV viewers: 52.25M weekly (cumulative across all markets)
e Festival attendees: 672K annually (182 events across 5 cities)

e Total unique reach: 60M+ consumers

B. The Titan Tier Economics (Nike Example)

Annual Sponsorship Spend:

e $30M per year (marketing budget)

® $10M per year more than Gold Tier (Korea only at ¥9.5B = $7.3M)

e $15M per year more than Platinum Tier (2 countries)
Modeled Sponsorship Platform Value (SPV, Conservative Scenario, 2028 Full Operation):
MediaValue (4-Country TV):

e Korea: ¥10.7B
e USA: $154M (20M viewers, 50 episodes)
e Europe: $115M (15M viewers, 40 episodes)
e Japan: $77M (10M viewers, 40 episodes)
e Total: $346M =~ ¥W450B
ParticipationValue (Global UGC):
e 7.5M users x 87% participation = 6.5M participants (projected)
e 6.5M x 8.7 UGC pieces = 56.6M UGC pieces (modeled)
® 56.6M x 67% sharing x 147 followers = 5.6B primary viral impressions
e Conservative 1/10th valuation: 560M valued impressions
e Total: $235M = ¥305B (estimated)

TrustLiftValue (4-Country LTV):

e 7.5M participants x 60% conversion = 4.5M customers (projected)

® 67% loyalty persistence x $15K LTV = $45B total 30-year LTV (modeled)
e 0.22% attribution = $99M annually

e Total: $99M = ¥129B (estimated)
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DataAssetValue (Global Dataset):

e 7.5M profiles x $75 per profile = $562.5M total asset value
e 8.7% usage rate x 3-year amortization = $16.3M annually
e x9 network effects multiplier = $147M

e Total: $147M = ¥191B (estimated)

Total Annual Projected Value: $827M = ¥1.075 trillion

Titan Tier ROAS:
®1.075T / ®w39B ($30M) = 27.6x (projected, global network scenario)

Why 27.6x vs. Korea-only 17.5%x?

e (Cross-border network effects (+38% vs. sum of parts)
e Global brand positioning value (Nike = "worldwide Al innovation leader")
e Multi-market data asset (4x richer profiles)

e Competitive suppression across all major markets (Adidas locked out globally)

V. Competitive Scenarios: Nike vs. Coca-Cola vs. L'Oréal

A. Nike: Global Footwear Dominance

Scenario:
Nike sponsors WLS Titan Tier (4 countries), $30M/year, 2026-2028

Campaign: "Design Your Air Max with Al"
Execution:
Global Challenge Structure:

e Participants design Nike shoes using Al tools

e Top 1,000 designs showcased on TV across 4 countries

e Top 100 manufactured as limited editions

e Winners flown to global HappyBomb tour (Seoul — NYC — London — Tokyo)

Projected Results (Conservative Scenario):

e 6.5M participants (87% of 7.5M platform users)

e 56.6M Al-generated Nike shoe designs

e 5.6Bviral impressions (UGC sharing)

¢ Nike ="Al innovation leader in footwear globally"

Market Impact (Projected):

e Gen Z/Alpha footwear preference: Nike 78%, Adidas 22% (modeled shift)

e Market share increase: +15%p globally over 3 years
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e Incremental revenue: $3.2B/year x 40 years = $128B lifetime advantage

e ROAS: 14,222% (conservative estimate)

B. Coca-Cola: Global Beverage Innovation

Scenario:
Coca-Cola sponsors WLS Titan Tier (4 countries), $30M/year, 2027-2029

Campaign: "Al Design Your Coke Can"
Execution:
Global Challenge:

e Design personalized Coke cans with Al

e Voting across 4 countries determines top 500 designs

e 500,000 limited edition cans produced (top designs)

e Festival exclusive products (collectibility drives attendance)

e Coca-Cola = "Al personalization leader in beverages"
Market Impact (Projected):

e Gen Z/Alpha beverage preference: Coca-Cola 78%, Pepsi 22%
e Market share increase: +8%p
e |Incremental revenue: $2.1B/year x 4 years = $8.4B

e ROAS: 9,333% (conservative estimate)

C. L'Oréal: Global Beauty Technology Leader

Scenario:
L'Oréal sponsors WLS Platinum Tier (USA + Europe), $18M/year, 2027-2029

Campaign: "Al Beauty Transformation"
Execution:
USA + Europe Focus:

e Al-powered makeup look creation challenges
e Virtual try-on integration
e Professional makeup artists as judges

e Winners receive product development collaboration
Festival Integration:

e Beauty transformation stations at Impact Universe
e Professional makeup application services

e Product sampling (premium brands)
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e Influencer meet-and-greets
Projected Results:

e 13M participants (USA + Europe, modeled)
e 113M UGC beauty looks created
e 1.2Bviral impressions (beauty content shares exceptionally well)

e L'Oréal = "Technology-forward beauty innovation"
Market Impact (Projected):

e Gen Z/Alpha prestige beauty preference: L'Oréal 65%, Estée Lauder 35%
e Market share increase: +10%p
e Incremental revenue: $1.8B/year x 3 years = $5.4B

e ROAS: 10,000% (conservative estimate)

VI. Risk Mitigation: What If Global Expansion Faces
Challenges?

A. Scenario Analysis

Scenario 1: USA Expansion Underperforms

e NBC/ABC partnerships fall through or viewership below target

e USA platform launch disappoints
Impact:

e Global reach: 60M — 35M (still substantial)
e Titan tier value: Reduced, but Korea + Europe + Japan still deliver
e Sponsor adjustment: Repriced or focused on successful markets

e WLS action: Pivot to alternative US broadcasters or streaming platforms

Scenario 2: Multiple Markets Underperform

e Only Korea succeeds strongly

e USA/Europe/Japan all below projections
Impact:

e Global reach: 60M — 15M
e WLS credibility: Impacted, but Korea success provides foundation

e WLS action: Slow global rollout, focus on Korea optimization, rebuild for international

Scenario 3: Technology Challenges Across Markets

e Al-Live Sync™ trust issues
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e Platform stability problems
Impact:

e Fundamental model challenged

e Sponsor commitments potentially subject to renegotiation per performance safeguards & KPIs
(operational metrics, not financial guarantees)

e WLS action: Full technical review, suspension until issues resolved

B. Sponsor Protection Mechanisms

Contractual Safeguards:
Performance Safeguards & KPIs (Operational Metrics, Not Financial Guarantees):

e Minimum platform MAU thresholds
e Minimum TV ratings thresholds
e Minimum festival attendance thresholds

¢ If missed: Pro-rata refund or contract termination option (subject to contract terms)
Market Launch Contingencies:

e FEach new market (USA, Europe, Japan) subject to separate go/no-go decision

e Sponsor approval required before international deployment

¢ Protects against forced expansion into underperforming markets
Exclusivity Protection:

e (Category exclusivity locked even if performance below target (subject to minimum thresholds)

e Competitors blocked regardless of WLS execution (within contracted scope)

e May help ensure competitive advantage maintained

C. The Korea Foundation

Why Korea Success Validates Global Model:
Proof Points from Korea:

e Platform engagement validated (pilot testing complete)
e TV ratings mechanism validated (participant — viewer conversion)
e Festival model validated (operations proven)

e Sponsor value validated (ROAS demonstrated)
If Korea achieves targets:

e USA/Europe/Japan become "lower-risk replication" not "unproven expansion”
e Broadcasting partners in new markets gain confidence (proven model)

e Sponsors gain confidence (track record established)
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Timeline:

VII.

Korea launch: Q1 2026 (target)
6 months validation: Q1-Q2 2026
USA decision: Q3 2026 (based on Korea results)

Korea results determine global expansion pace

Conclusion: The Global Opportunity

The Key Insights:

1.

Direct operation, not licensing. WLS retains control, ensures quality, maximizes sponsor value. One
global contract = 4-country reach, simplified execution.

. 4-country strategy: Korea, USA, Europe, Japan. Covers 80%+ of global consumer brand revenues.

60M+ unique consumers projected to be reached by 2028.

. HappyBomb™ global network: 182 events/year (target). 2M+ annual attendees projected across 5

cities. Impact Universe may provide 1.365M engagement hours annually—6,562x traditional festival
exposure potential.

. Network effects may compound globally. Cross-border amplification may create 4x better reach than

sum of parts. Global challenges may generate 20B+ viral impressions.

. First-mover advantage may be permanent. Research suggests brand loyalty formed ages 15-25

persists 30-50 years. Nike signing 2027 may result in Gen Z dominance through 2070s. Adidas waiting
may result in permanent disadvantage.

. Risk mitigation built-in. Korea validates model before global expansion. Contractual performance

safeguards & KPIs (operational metrics, not financial guarantees) protect sponsors. Exclusivity
maintained even if execution faces challenges (subject to minimum thresholds).

The Strategic Reality:

By 2028, WLS aims to operate the world's largest Al-powered participatory marketing platform, with a target of

reaching 60M+ Gen Z/Alpha consumers across the developed world's four largest markets.

For global consumer brands, this may represent:

Simplified global execution (one contract, unified deployment)
Potential cost savings (60% less than traditional global campaigns, modeled)

Potential permanent competitive advantage (first-mover may capture generation for life, based on
research)

Quantifiable ROAS modeling (27.6x ROAS on Titan tier with global network effects, scenario-based)

The window may be closing. Korea launches Q1 2026 (target). USA follows Q1 2027 (target). By 2028, the
global map may be drawn. First sponsors may capture advantages. Late movers may watch from
sidelines.

Next: Part 6 will provide the final answer—why WLS, why now, and what may happen if you wait.

End of Part 5: Global Expansion
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Coming Next: Part 6 - The Answer (Why WLS, Why Now, What If You Wait)
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