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The voice of Doraemon will change……
the news came as a great shock to Japan.
Perhaps, this might be overstating the mat-
ter but various Japanese media reported the
news that the voice actors of the 26-year-
running TV animation program, Doraemon,

(broadcast in 11 countries) will change.
Doraemon is loved by many Japanese.

This is not only limited to Doraemon.
Japanese people love “characters” in gener-
al.  Character merchandise such as snacks,
toys and stationery are everywhere and even
banks and newspapers use characters for
their campaigns.  On top of that, characters
are painted on airplanes and amulet sacks
with characters are sold in famous temples.
Even the Tokyo Metropolitan Police has its
original symbol character, Pipo-kun.  When
you look around Tokyo, you can find count-
less characters, and most Japanese people
own some character goods.  Character
licensed merchandise achieved retail sales
of ¥1.7 trillion in 2003 in Japan.1

Pokémon has created a ¥3-trillion market
in 67 countries worldwide and a ¥1-trillion

market in Japan.  Hello Kitty and other
Japanese characters are also popular glob-
ally.

There are other aspects to the character
business.  Hi Hi Puffy AmiYumi Show, a TV
animation, started last November in the
United States.  It features a Japanese duo,
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Puffy AmiYumi, or Puffy as they are known
in Japan.  The animation scored the highest-
ever audience ratings of the Cartoon
Network2 for its maiden broadcast among
children in the Kids 2-11 and Kids 6-11 rat-
ing groups, and the anime-characterized
duo is now a “cultural phenomenon” in the
United States.

The Powerpuff Girls is another megahit
from the Cartoon Network (broadcast in

more than 160 coun-
tries).  To achieve a
blockbuster hit in
Japan, the Cartoon
Network decided to
remake the program in
the form of a co-pro-
duction with two
Japanese companies.

The animation infuses all the elements that
can appeal to Japanese kids thus the set-
ups and the character appearances are
changed altogether.  The producer of the
network told the press that the characters
are the key to the success. 

The goal of this completely new attempt
is, of course, to get a big name in the world,

but first of all, it is necessary to achieve
popularity in Japan, the home country of
various animations now seen around the
world.  The collaboration of Toei Animation,
the kid animation mogul, Aniplex, which
recently recorded a worldwide hit with its
Fullmetal Alchemist, and the US Cartoon
Network, is now a real eye-catcher.
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A press conference to announce the remake of
the Powerpuff Girls

2) The Cartoon Network cable station has an audience of 87.3 million US homes and 160 countries around the world.
The data on audience ratings were supplied by Time Warner.


