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The wind these days is no longer a welcoming breeze, as the cold Korean December is 

right at our doorstep. Nevertheless, millennials march onto the subway platforms over 

and over again to get to their places of work. They might look monotonous with all their 

black padded jackets covering their bodies, but inside those jet-black jackets is the spirit of 

pragmatic creativity that is bringing a new wave of change into our world. We’ve entered 

an age of living with COVID, post-COVID19, and the era of the New Normal. The current 

around us is changing, and the millennials are the ones leading it.

Waves of change always seek to find their space, and space awaits the wave to make it 

whole. The current of transformation swooshes through the area, making it no longer what 

it used to be. The millennials’ desires and tastes create new spaces, such as retro areas 

that keep the structures of old buildings intact, cultural complexes that are full of new and 

refreshing content, brand sectors that reflect the new trend of experience over possession, 

and new-normal spaces that show us the key values that will be our daily life events, such 

as ‘non-contact’, ‘technology’, and ‘sharing’. These areas present new values and lifestyles 

of millennials that are spreading everywhere around Seoul.

This month’s edition of Seoulmade will go the extra mile to introduce you to three areas 

made by Seoul. Seoul Business Agency created the brand Seoulmade to show the 

activities of young people in Seoul and to protect the values of the businesses in Seoul. 

The Seoulmade magazine  is also one of the Seoul Business Agency’s family members. 

Now, you can also feel this magazine’s ‘spirit of Seoul’ in the areas of Seoulmade Space, 

Seoulmade Stage, and Seoulmade Museum. Of course, it’s not easy to escape the 

temptation to crash onto your sofa after so much work. But with the new edition of 

Seoulmade, you’ll be able to make up your mind and jump out to discover the spaces that 

carry the spirit of millennials and embrace the wave of change. 

Introducing 

the favorite areas of the 

millennials in Seoul
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Haenghwatang, a cultural art complex
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Musinsa Terrace became 

millennials’ favorite space 

as the place fits their tastes 

perfectly. The terrace offers 

a brand experience as well 

as a spectacular view of 

Seoul, and it became a 

new meeting ground in the 

region of Hongdae with its 

extraordinary exhibits, events, 

and promotions. 

Photographer  Lee Seungbok
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The forest of the analog vibe  Mangwoo Samlim

The power of the original  Oriental Coffee Salon

Sustainable tastes and personalities  Villa Records

Let’s think of the good times  Donuimun Museum Village

Walk slowly and you will find the way  Jungnim Warehouse

Bathing in arts: The cultural art complex  Haenghwatang

#RETRO SPACES
Millennials are always looking for places that a the retro vibe. The antique cafes 

in the backstreets of old towns and worn-out saunas that have been recreated as 

cultural art complexes are the places that catch the eyes of millennials. 
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We’re living in an age when the meaning of 

photographs has changed completely. Back 

in the old days, you had to go to a photo 

lab and go through the process of shooting, 

developing, and printing to get your hands on a 

photograph. But that’s no longer the case. What 

value could the analog photo labs possibly hold 

in the digital age? We met with Yun Byeongju, 

the owner of Mangwoo Samlim, to hear his 

thoughts on this question. 
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The forest 
of the 
analog vibe
Mangwoo Samlim
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What is the meaning behind 

‘Mangwoo Samlim’? It’s a forest that 

gets rid of depressing memories. It 

sounds a bit ironic, doesn’t it? 

Taking photos is an act of 

remembering, but this is a photo lab 

where the photographs are taken to 

be forgotten. I believe the name of 

this forest holds a lot of meaning. 

What is the main role of this 

space? It’s fundamentally a photo 

lab. Photographs and films are in the 

field of personal tastes and I set up 

this place so that people can gather 

and chat and share the things they 

love. I want this forest to become 

something more than just a photo lab 

and grow into an area of inspiration for 

photograph enthusiasts.

Tell us about the main themes of 

Mangwoo Samlim Well, it’s filled 

with the things I love. For example, I 

have several films from Hong Kong. 

Not only do I love the country, but 

I also find myself intrigued by the 

cultural nuances inside the scenes 

of Hong Kong films. When I first 

started my business, I wanted my 

lab to have the atmosphere of films 

from Hong Kong. I also love traveling, 

so I filled the space with items that 

could remind people of travels and 

adventures. 

Which age group visits Mangwoo 

Samlim the most? Most of my 

customers are in their twenties and 

thirties. Women who come here are 

mostly in their early twenties, and 

men range from the late twenties to 

early thirties. I never started with an 

aim to grab a specific age group as 

my customers, but I did expect that a 

photo printing service would draw the 

attention of young people.

Yun Byeongju, owner of Mangwoo Samlim
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seamlessly into the history of the 

city? That’s right. The cafes with 

decades of history around Eulji-ro are 

good examples as they are all playing 

their roles inside the area’s culture 

and history. Even if Mangwoo Samlim 

leaves Eulji-ro, the accomplishments 

we’ve made will still stay here. We, as 

people of Seoul, always seek out the 

meaning of the city in which we live, 

but we also realize that there are little 

things that will change and precious 

values that will always stay the same. 

But they are all equal when it comes 

to making Eulji-ro, Seoul, and Korea 

the way they are. 

What plans do you have for 

Mangwoo Samlim? I’ve been very 

after opening up the photo lab two 

years ago. I’m very thankful for the 

success of my business, but I’d like to 

dig into new areas based on the brand 

of Mangwoo Samlim when things 

become a little less hectic. Of course, 

photographs will always be the 

foundation of all of my future work.

this phenomenon. 

What do you think was the key 

aspect that allowed Mangwoo 

Samlim to young people? In the 

end, it was all thanks to my thoughts 

and beliefs. Photo printing was 

always thought of as work only for the 

masters, but millennials don’t share 

this idea anymore. The generation 

before them cherished every 

photograph because it wasn’t easy 

for them to get their hands on actual 

photos, but the case is different for 

millennials because they’ve already 

taken thousands of photos with their 

phones and digital cameras. They 

sometimes wouldn’t even come back 

to claim their photos after they had 

paid to get them printed, which would 

seem like complete nonsense to 

people in the past. Grasping this shift 

in ideas was what I tried to do, and 

I realized that what seems valuable 

today might not be the same in the 

future.

Do you want your place to sink 

Millennials consume

photos not keep

them, which makes

analog photos

novel to them. Places

like Mangwoo Samlim

have revived for

the people getting

interest in old things

This makes the culture of 

analog fascinates young

generation.

Millennials aren’t used to film 

cameras and photograph printing. 

What can Mangwoo Samlim 

provide for them? Most of the 

people who come here were born 

in the digital age, which is why the 

analog experience from film cameras 

is even more meaningful for them. 

The fields of film cameras and photo 

printing are indeed minority tastes, 

but that adds even more meaning 

for this generation when they get 

the opportunity to experience 

them. Film cameras also work as 

fashion items for some people. This 

shows that millennials are ready to 

embrace analog photos as new and 

peculiar items of interest. Places like 

Mangwoo Samlim have been able to 

come to life thanks to the people who 

take interest in the things that might 

seem ordinary and plain to older 

generations. People are already diving 

into the analog culture, and I believe 

that the surge of photo labs after 

Mangwoo Samlim is a good proof of #
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You might think all the newtro and 

retro places were built and designed 

by people who wanted them to 

carry those vibes, but the actual 

creators of those areas might have a 

different story to tell. Gang Yunseok, 

the owner of Oriental Coffee Salon 

in Eulji-ro, states that the reason he 

opened up his coffee shop was that 

he was simply drawn to the town’s 

antique atmosphere, authentic items, 

and the power of originality.
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The power of 
the original
Oriental Coffee Salon

The old polished floor creaked as we 

entered the salon. The room was filled 

with warm lights, and under the light, 

the owner was roasting coffee beans 

with a machine that had to be operated 

with his own hands. The faint smoke 

that had risen from the cooked beans 

was fading behind the yellow lights. 

We felt the textures of the old walls 

and handrails as we slowly made our 

way up the old-fashioned stairs. The 

town outside of the salon seemed 

strangely exotic as the view was seen 

through the stained glass of the salon. 

This is Eulji-ro’s Oriental Coffee Salon, 

the coffee shop that started the wave 

of newtro around the area by retaining 

Eulji-ro’s most treasured memories 

and history. The place became known 

to people for being built on the site 

of Hyeminseo, which was a medical 

clinic for peasants back in the age of 

Joseon. However, that’s not the only 

reason this salon became a sensation. 

Eulji-ro, which is located at the heart of 

Seoul, has always been bustling with 

raw industrial materials such as wood, 

metal, and construction supplies.

Gang Yunseok had always been a 

fervid visitor of Eulji-ro ever since he 

was little, so it wasn’t a surprise when 

he told us that the old town was his #
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source of inspiration and the habitat 

of his daily life. The streets of Eulji-

ro are now filled with fancy shopping 

malls and company buildings, but 

the old cafes and shops are still 

there, coexisting with the new and 

sophisticated edifices. Gang insists 

that this scene makes the town even 

more enchanting. 

“Look at the ceiling of this building. 

It’s still the same as it was 50 years 

ago. People never build ceilings this 

way anymore, so structures like this 

are like treasures in my eyes. They 

also have significance in the history of 

architecture.”
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We started to wonder why he chose 

this specific street when the whole 

town of Eulji-ro was full of tiny streets 

that were linked together like a spider 

web. Gang replied that he still can’t 

forget the first moment when the 

sunlight shined through the narrow 

gap between all the buildings that 

surrounded him. “I’ve known this street 

ever since I was a little kid. The world 

outside seemed so busy, but everything 

seemed to stop when I came here. I 

loved that moment, and it was always 

relaxing to stare into the walls of the 

buildings in front of me.” 

Time flew by, and he came back to the 

street he loved, which turned into one 

of the forgotten alleys where people 

would just come by for a smoke. That 

was when the idea of Oriental Coffee 

Salon was conceived. The concept of 

‘newtro’, which is a combination of ‘new’ 

and ‘retro’, might not sound so strange 

now, but it was a whole new concept in 

the times when the salon opened up. 

Gang pushed himself to implement the 

beauty in the things that were close to 

people inside his cafe. He also became 

confident in his spatial design as the 

customers started to find the charms 

inside his coffee shop that even his 

employees were unaware of. 

“I think my cafe provides an authentic 

retro experience for people in their 

fifties and sixties and the warmth of 

getting their hands on the things of 

their grandparents for millennials. With 

Oriental Coffee Salon, I realized that 

the warmth and comfort of second-

hand objects were not limited to the 

trend of “newtro” as it got through to 

people from all sorts of generations.”

He stated that he was worried because 

he wasn’t sure if people would come 

to a narrow alley of Eulji-ro just to 

visit his cafe. But he was wrong, and 

the majority of his customers are 

people in their twenties and thirties. 

They spread his coffee salon on social 

media, magazines, and television. 

Oriental Coffee Salon is leading the 

trend of newtro, and it makes young 

generations visit Eulji-ro. This is why 

Gang wishes to keep his cafe as long 

as he can. The salon is located on a 

narrow street where it’s hard for even 

two people to walk through. 

“I want you to look for the authentic 

things here. You don’t have to be an 

expert. All you need is your eyes, 

your nose, and your skin to feel the 

difference between truly old things 

and things that are just pretending to 

be old-fashioned. I hope you find the 

true values of old things from Oriental 

Coffee Salon.”Gang Yunseok, owner of Oriental Coffee Salon

#
R

E
T

R
O

 S
P

A
C

E
S

W
ri

te
r  

S
on

g 
H

ye
m

in
 P

ho
to

gr
ap

he
r  

Ki
m

 J
ae

hy
eo

ng



0
2

5

S
E

O
U

L
M

A
D

E
0

2
4

The ultimate way to showcase your 

tastes is to express your personality 

in the space where you reside. Villa 

Records fits right into this category with 

its retro furniture and tasteful bars that 

draw the attention of millennials. We had 

the chance to meet with the managers, 

Im Seongbin and Gwon Hyeona.

Sustainable 
tastes and 
personalities 
Villa Records 
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Villa Records features furniture 

inspired by spaces in the 1960s to 

1970s. What led you to make this 

choice? Im Seongbin My team and 

I had very long discussions before 

starting our business, and we made up 

our minds to do what we wanted. We 

concluded that the age of the 1960s 

to 1970s had the best potential to be 

rediscovered and recreated. 

At the time, the furniture market was 

full of furniture from Scandinavian 

countries, which we thought was 

limiting the choice of customers. That 

was when we dared to add steel, fabric, 

glass, and plastic to the furniture of the 

1960s and 1970s and present them to 

the market. A lot of customers who visit 

our showrooms describe our furniture 

and space as ‘retro’. That wasn’t our 

intent, but I think we hit the right spot 

and were able to fit into the tastes of 

millennials.

Tell us more about the Villa Records 

Bar. Gwon Hyeona Just like the name 

of our brand, which is a combination 

of ‘villa’, a symbol for houses, and 

‘records’, which stands for music, 

the area within our store provides an 

audio and olfactory experience as well 

as visual aspects from our furniture. 

Furniture takes up the majority of our 

brand value, but we also made efforts 

to implement a wide variety of sensory 

experiences for those who visit our 

store. We opened up the bar with this 

idea in mind, and we’re doing our best 

to offer good music and delightful drinks 

to anyone who comes by. 

Millennials are leading the cultural 

trends right now. Have you taken 

their preferences into account in 

the process of your business?  Im 

Seongbin Of course, we have. The 

target customers of the furniture market 

are newly married couples that I think 

can also be categorized as millennials. 

Let me clarify that our bar and furniture 

store have different targets. I would say 

that our bar is closer to the tastes of 

millennials than our furniture. Students 

who studied abroad for a long while 

or Koreans who live in other countries 

often visit our bar, which I think is 

because the exotic environment gives 

them comfort. We carefully controlled 

the lighting so it wouldn’t be too dark 

or too bright, and we also tried our 

best to make the atmosphere not too 

extravagant so people wouldn’t get 

tired of the space around them. We’ve 

received a lot of visitors, so it would be 

One thing I’ve 

realized while running 

this space is that 

millennials are very 

sophisticated people. 

Back in my day, people 

only said things such 

as that the area was 

pretty, the food was 

nice, and the songs 

sounded good, but the 

younger generations 

take so many aspects 

into account when it 

comes to enjoying a 

spatial experience.

Im Seongbin, manager of Villa Records
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safe to say that our plan was a success.

Gwon Hyeona What surprises me is 

that there are a lot of teenagers and 

people in their twenties who follow 

our store on Instagram, which I think is 

because most of them are into interior 

decoration or students who major 

in design. Of course, the ones who 

actually make purchases are people 

in their thirties, but a lot of visitors in 

their twenties come by to take looks 

around our showroom. Making sales is 

important, but it’s also crucial for us to 

maintain the interest in our store and 

the brand of Villa Records, so we’re very 

grateful for their attention. 

 Vintage and retro items are still 

ruling the market. What do you think 

is the reason? Im Seongbin I think 

it’s because of the pleasure of owing 

unique and special things. Today’s 

young people have distinct tastes and 

preferences. The wish to express one’s 

distinct colors with rare and valuable 

items has always been the source of 

trends in all age groups. 

What have you found out about 

millennials after running Villa 

Records? Im Seongbin I’ve realized 

that millennials are very sophisticated 

and take so many aspects into account 

when enjoying spaces. We put so much 

effort to set the vintage mood, and the 

people who visit here are well aware 

of our motives. This proves that their 

standards have gotten higher. 

What significance might Villa 

Records have in Seoul? Gwon 

Hyeona Countless multi-purpose 

spaces are emerging in Seoul but it’s 

not easy to integrate two completely 

different places into one space. The key 

factor is to deliver a single theme and 

brand value in various ways, which I 

think we’re doing pretty well. #
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Right in the center of Seoul, there is a 

village that preserves the city’s good old 

memories just the way they used to be. 

In Donuimun Museum Village, every step 

you take will lead you closer to a retro 

experience right at the heart of the city. 
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Let’s think of 
the good times 
Donuimun Museum Village

Halfway between the stations of 

Seodaemun and Gwanghwamun is 

an extraordinary village that sets itself 

apart from all the fancy skyscrapers and 

the busy crowd that hurries along the 

streets of Seoul. The little town is called 

Donuimun Museum Village, which has 

already been widely acknowledged in 

various social media. You might think of 

boring old exhibits when you hear that 

the village is a museum, but this place 

is far from that. Here, you can have 

the pleasure of getting actual hands-on 

experience.

Of course, the question has to be asked; 

how was this museum able to gain so 

much popularity among millennials? 

In 2003, the area of Saemunangol 

was designated to be renovated into 

‘Donuimun Newtown’, which meant that 

all the old buildings had to be demolished 

for a new park. Fortunately, the city 

government of Seoul recognized the 

historical value of the area and decided #
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to preserve it. Thanks to the city’s policy, 

the town was able to escape its fate 

and be reborn as ‘Donuimun Museum 

Village’, which kept the original scene 

of the town as well as cherishing the 

history of Seoul and its people.

The museum is a quite a unique place 

to be. On one side, it seems like a 

village that reflects the good times of 

older generations, and on the other side 

are exhibits of people and lifestyles in 

the early 20th century of Korea. When 

you walk along the narrow streets, the 

experience might make you feel like 

you’re strolling around in an actual town 

instead of a museum. But that’s exactly 

the thing that makes this museum 

fascinating.

Here, you can have all the cultural 

experience you need. You can enjoy 

various performances every day in 

front of the village’s information office, 

as well as events that the museum 

prepares for all to enjoy. There are 

also traditional culture areas for young 

people to take breaks while getting the 

chance to experience meditation with 

gurus and cook traditional food. Not only 

that, there are galleries that exhibit the 

history of Saemunangol and halls that 

introduces you to the good old times 

from the 1960s to 1980s. Other sites 

include galleries of people in the early 

20th century and exhibits of artwork 

from Seoul citizens, Seodaemun 

Photo Studio where film photos can 

be taken, and Donuimun Experience 

Center where you can utilize AR and VR 

technology to experience the gate of 

Donuimun that was demolished under 

the imperial rule of Japan. All these 

places offer experience with various 

content that has been accumulated in 

the century-long history of Donuimun.

What people love the most are the 

What people love the most are the spaces

that are full of retro vibes, and it’s no surprise

that the millennials’ trend of retro is evident

all around the museum.

spaces that are full of retro vibes, and 

it’s no surprise that the millennials’ 

trend of “retro” is evident all around 

the museum. Printing photographs has 

become a thing among young people, 

so the museum set up a photo zone 

out on the exhibits. There is also an 

area called Donuimun Gurakbu that is a 

simulation of a social club that existed 

in the later years of Joseon when the 

country was making moves to interact 

with its foreign neighbors. The items 

and the stage in the area are a perfect 

replication of the original time and 

space, and its beauty tempts anyone 

who passes by to come and take 

photos while getting their hands on all 

the parts of the club.

There are so many areas where you 

can take charming photos, and this is 

why people borrow dresses from the 

late Joseon era just to take pictures of 

themselves around the museum. 

Saemunan Theater is another place 

worth visiting. The theater welcomes its 

visitors with a vintage sign and provides 

the perfect spots to take pictures at 

the box office on the first floor and the 

snack bar on the second floor.

While Saemunan Theater mesmerizes 

its spectators with classic films, you 

can play old video games in Donuimun 

Computer Game Room. The museum 

might be small, but there are so many 

things to see such as trick arts in every 

corners. It offers exciting experiences 

and ‘hip’ vibes to people who walk 

through the streets. You could find 

something even more valuable than 

seeing the city’s history.

MC Seon Minji, guide of Donuimun Museum Village
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The warehouse in the town of Jungnim-dong was 

reborn to serve the role of experimenting with urban 

regeneration. We had a chance to talk with the one who 

designed Jungnim Warehouse, Gang Jeongeun, and 

listen to her thoughts on how we should react when our 

old city starts to embrace new values. 
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Walk slowly and you 
will find the way 
Jungnim Warehouse

Multi-purpose apartments are 

everywhere in Seoul, and Saint Joseph 

Apartment in Jungnim-dong was one 

of the edifices that started the trend of 

high-rise housing in the 1970s. It has 

been 50 years since its construction, 

but the little store on the apartment’s 

first floor is still selling the same goods 

as it did back then, and the owner still 

stands on the store’s doorstep.

In November of last year, Jungnim 

Warehouse opened up on the hill 

of Jungnim-dong. The warehouse is 

one of the eight areas that has been 

constructed under the city’s urban 

regeneration project, and its duty is to 

be the cultural foothold for the town’s 

residents. 

Jungnim Warehouse made itself 

known to younger people with its main 

area called Urban Space Odyssey, 

even before winning the grand prize 

of ‘2020 Seoul Architecture Awards’. 

The warehouse ran curation sites 

‘City Bookstore’ and ‘Nighttime Salon’, 

both of which wrapped up their first 

season of business this summer. Gang 

Jeongeun, the chief of Every Architects #
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and architect of Jungnim Warehouse, 

started off with a story on the town of 

Jungnim-dong. For the last 50 years, the 

location of the warehouse was used as 

a storage for the stores and merchants 

of Saint Joseph Apartment. It was an 

old town, so the people around the area 

all shared the idea of using the land 

together as a community, even when 

new buildings started to come into their 

neighborhood. Just as she was telling 

us the kind nature of the townspeople, 

a resident came by and said hello to 

Gang.
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the town’s scenery, and I found out that 

my neighbors were excellent people as 

well. The best thing about this place is 

witnessing how the bustling lights of 

the city and the slow nature of an old 

town blend perfectly. I guess millennials 

say that Jungnim Warehouse has a 

vintage vibe because they also saw 

what I had noticed.”

Gang also pointed out the fact that the 

warehouse was able to reach the hearts 

of millennials because it presented an 

authentic image to them that sets itself 

apart from other areas that millennials 

like to visit. But its original vibe isn’t the 

only reason for young people to visit the 

warehouse. The place can transform 

into any area according to the needs 

and purpose of those who use it, which 

makes it the perfect space for those 

who are always ready take in new 

things. The atmosphere of Jungnim 

Warehouse fits right into the trends and 

preferences of millennials as well. Gang 

Jeongeun has always been in the front 

lines when it comes to witnessing the 

rise and fall of ‘hip’ towns in Seoul, and 

she says that gentrification is the thing 

that she fears the most. She states 

that it ruins the harmony between the 

people and the environment of the 

town and isolates the natives because 

young people come flooding into 

popular places around the area. That is 

why Chief Gang, the one that designed 

the warehouse as well as Seoul City 

Regeneration Cooperative, which is in 

charge of managing the region, is doing 

everything they can to prevent the 

crisis. 

The Jungnim Warehouse project goes 

beyond building an architecture to 

sketch outlines of a neighborhood. 

Gang says that she never thought 

of separating the building from the 

town at the beginning. Now, it’s the 

region’s center of culture and infinite 

possibilities with its versatile space. 

Gang says that Jungnim Warehouse has 

an experimental and daring move. “It’s 

an experiment of urban regeneration. 

We’ve thought of ways to connect the 

old with the new of Seoul to embraces 

new values.” She wants people to 

walk through the warehouse and travel 

whole town of Jungnim-dong slowly 

and realize that Seoul is a vivid city. 

“The people here are so generous. They 

welcome any stranger or new business 

that comes into their area. I think it’s 

because they all have a sense of love 

for their community, and I think they’ve 

already embraced me as their neighbor.”

The residents aren’t the only ones 

who are in love with their town. Even 

the people outside who come here to 

open up their stores instantly fall in love 

with the charms of Jungnim-dong. “I 

came here because I fell in love with 

The place can 

transform into any 

area according 

to the needs and 

purpose of those 

who use it, which 

makes it the perfect 

space for those who 

are always ready 

take in new things. 

The atmosphere of 

Jungnim Warehouse 

fits right into 

the trends and 

preferences of 

millennials as well.

Gang Jeongeun, Chief of Every Architects

#
R

E
T

R
O

 S
P

A
C

E
S

W
ri

te
r  

K
im

 S
uh

ye
on

 P
ho

to
gr

ap
he

r  
Le

e 
Se

un
gb

ok



Once a forgotten public bath, this 

place has now been reborn as space 

for people to relax and enjoy all 

sorts of art. Here, you can have the 

pleasure of sinking yourself into 

various art programs surrounded by 

a unique atmosphere that is full of 

Seoul’s retro vibe. 
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Bathing 
in arts 
Haenghwatang: A 

cultural art complex

When you step out from Eogae Station 

on the subway Line 5 and walk for 

three minutes, you’ll be able to see a 

huge chimney far away. Once you get 

to the building under it, the sign called 

‘Haenghwatang’ will welcome you into 

an old public bath. Haenghwatang is 

famous for having been transformed 

into a cafe with a unique atmosphere, 

and you’ll agree when you open up its 

gigantic door and discover the warmth 

and hospitality inside the area. You’ll 

start to wonder if the place had ever 

been a public bath when you notice the 

neatly packed brick walls and the tables 

that are perfect for nibbling snacks and 

sweets. But after traveling deeper into 

the cafe, the white tiles on the walls 

and the worn-out wash bed right in the 

middle will be enough to make you 

imagine the building’s days of the old as 

a public bath.

In a world where spa shops and #
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jjimjilbangs are taking over the bathing 

industry, this good old building will 

certainly make you look back at the 

good old days of public baths.  

Haenghwatang was the first public 

bath to be built in Ahyeon-dong, and it 

was renovated into a cultural complex 

as a cafe and an area for exhibits and 

performances. In the past, the building 

was a bath for people to come and 

relax, but now it has evolved into a 

sauna of culture and art. Constructed 

in 1958, the antique ceiling and walls 

inside Haenghwatang reflect its long 

history, while giving the visitors a sense 

of comfort with its welcoming interior 

design.

This public bath was abandoned in the 

years between 2008 to 2015, but it was 

able to be reconstructed as a cultural 

complex by Seo Sanghyeok, the CEO 

of Festival Planet, which is a content 

lab for culture and art. However, he 

wasn’t the only one who contributed to 

the idea of the building’s renovation, as 

public baths have always been cultural 

gathering grounds for common people. 

While under Japanese colonization, 

public baths used to have teahouses 

inside them so people could come and 

have chats with each other. 

This would’ve been the same for 

Haenghwatang, and they would have 

soothed themselves and conversed 

with each other inside hot tubs. With 

this historical foundation, this public 

bath was able to be rebuilt into a new 

source of communication as a cafe 

and a gallery. To some, Haenghwatang 

might be a place to look back on the 

wonderful memories they had, and to 

others, it might be a breath of fresh air 

as a form of creative architecture.

There are a lot of spaces inside. Getting 

past the changing room, which is a 

cafe now, you’ll see tubs used for 

various exhibits, performances, and 

other events. Outside of the building 

are the boiler room, oil chamber, and 

the house where the owner used to 

live also used for events. Unfortunately, 

Haenghwatang will disappear because 

of redevelopment. Ironically, this might 

be why the people who oppose the 

norms and standards of society visit 

here. They would remember that there 

used to be a fantastic public bath 

here. If you want to set yourself free, 

you should go to Haenghwatang and 

immerse yourself in art and culture.

Haenghwatang, a cultural complex of art and 
culture, and its creative director Seo Sanghyeok
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The secret well inside the city  Brickwell

Turning your story into our document  Girok Mansion

A new experience with plants  Plant Society 1

Know your taste  Tastehouse

Storing culture instead of oil  Oil Tank Culture Park

Contemplating the essence  Sayoo

A gallery or a rooftop restaurant?  N°646 Collective 

#CULTURAL SPACE
Culture reflects the time in which it is created, and now is the time of diversity 

and respect for the choices of others. Millennials today are searching for cultural 

spaces where they can experience and participate in activities they love. 
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The secret 
well inside 

the city 
Brickwell

There’s an extraordinary building that has 

been gaining immense popularity amongst 

Instagram users. Its name is ‘Brickwell’, 

which stands for a well that is made out of 

bricks. The brick walls look as though they 

were knitted tightly on the ground, and 

the cool breeze out of the open roof softly 

blows in the sky above Seochon. 
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A new space has opened up behind 

Tongui-dong’s forest of white-barked 

pine trees. Located in the middle of 

the narrow streets of Seochon, the 

extraordinary and gigantic building 

tempts all those who pass by to stop 

and take pictures. The name of the 

building is ‘Brickwell’, a space that has 

opened up this year.

People who come to visit the well 

usually head to the parking lot instead 

of making their way to the front gate 

because they are captivated by the 

magnificent garden over the fence. 

Here, you’ll forget that you’re right 

in the middle of the busiest city in 

Korea as the garden’s perfect imitation 

of nature will soothe your heart. It’s 

located at the center of the building, 

but it is still an outside garden. The 

building that surrounds the garden 

has no roof, letting the bright sky to 

be seen from both the front and back 

sides as well as all the area around 

it. The rays of the sunshine  on the 

open space and the snow and rain 

hit the ground all year without any 

interference, making it a place where 

you can truly experience all four 

seasons.

The view up from the garden will 

make you feel as if you’re looking at 

the world outside from an actual well, 

and that will be the moment when you 

realize why the building’s name has 

the word ‘well’ in it. When SoA (the 

Society of Architecture) first set their 

plans for the design of this building, 

they had very clear principles. Their 

first rule was about bricks. Obvious 

as it may sound, Brickwell is made 

out of bricks. However, the building is 

quite different from the ordinary brick 

buildings we would usually imagine. 

The architects from SoA thought of a #
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new way to utilize the bricks instead 

of just stacking them up, which was 

to experiment with their potential 

as exterior decoration. They cut the 

original bricks into three pieces and 

skewered them together one by 

one with PVC shielding. To fulfill this 

task, the architects had to become 

meticulous artisans, and thanks to 

their effort, Brickwell was able to 

become not only a form of architecture 

but a magnificent handicraft. 

Their second principle was to connect 

the building’s space with the forest of 

white-barked pine tree. The forest is 

speculated to be where Kim Jeonghui 

planted a pine trees after importing its 

seeds from China. The tree surpassed 

the threat of being cut down even 

when the imperial government of 

Japan tried to get rid of it in 1908 

after shutting down Wolseongwi-gung 

for the construction of their Oriental 

colonization company.

However, it could not survive 

the blows of a typhoon in 1990. 

Fortunately, an elderly lady gathered 

up the pine cones from its remains 

and planted them, and three new 

trees have grown to tell the tales 

of the forest’s history. The owner of 

the area was in love with nature, and 

the architects followed the owner’s 

will and designed the building to be 

closely connected with the forest. 

That was how Brickwell came to have 

a peaceful court right in the center. 

The view from the outside garden of 

Brickwell to the white-barked pine 

forest makes it seem as if the two 

areas share the same design. 

Park Seungjin, the director of Studio 

Loci, was in charge of designing 

the garden, and she states that she 

planned the court to serve the role 

of a public garden from the start. 

Gardens and parks are commonly 

distinguished by their openness. The 

former is considered to be a private 

landscape while the latter is public, 

to which Brickwell was designed to 

be right in the middle. Brickwell is 

designed to have a circular void that 

leads to verandas into the building, so 

the visitors can look down at the court 

from whichever floor they are on. The 

verandas offer a different atmosphere 

to the view from the first floor. 

On the second floor, you can see the 

huge trees from eye level. Similar 

to Gardens by the Bay in Singapore 

where you can walk past the trunks of 

enormous trees with mid-air bridges 

like Tree Walk, Brickwell gives you a 

unique experience to look into the 

gigantic trees at your eye level. On 

the fourth and top floor, you can see 

the unexpected side of Brickwell. 

While the first three floors are full 

of brick walls, the top of the building 

is covered in glass. The terrace on 

the fourth floor offers a panoramic 

view of Seochon, and a gable-roofed 

glasshouse looks like a book that lies 

top-side-down. Brickwell is a hot place 

among millennials with its unique 

structure. Its landscape will provide 

you with a fresh and vivid experience 

of nature. Also, Brickwell is a huge 

playground for millennials. The building 

was restricted for a while after the 

end of its opening period, but visitors 

can now enter the building and 

enjoy exhibits as the exhibit planning 

company Media and Art started to run 

Brickwell as a cultural complex called 

‘Ground See-Saw’.

#
C

U
L

T
U

R
A

L
 S

P
A

C
E

W
ri

te
r  

G
o 

A
ra

 P
ho

to
gr

ap
he

r  
O

 C
hu

ng
ge

un



0
5

1

S
E

O
U

L
M

A
D

E
0

5
0

Turning your 
story into our 
document 
Girok Mansion

Millennials break boundaries by 

sharing their spaces, values, and 

preferences with others while 

keeping their personal spaces intact.  

Some of them like to come to ‘Girok 

Mansion’ and take notes to make 

records of their stories.

you to create your very own content 

while opening it will let you share your 

stories with others.

The white walls, wide windows, and 

wooden furniture all harmonize with 

each other to create a space that feels 

soft and firm at the same time. 

The windows allow the sunlight to 

shine through the building, which sets 

different moods inside according to the 

flow of time. 

Every room in Girok Mansion 

resembles the studies of best-selling 

writers, and this is what millennials 

have been waiting for. Those who 

make time to visit the mansion all get 

to discover reasons to dive into the pile 

of records and writings. They take sips 

from cups of coffee and look into the 

records of others, and it won’t be long 

until they too start jotting down their 

own stories they’d like to share.

Those who wish to run programs 

and collaborate with the mansion 

can become owners of a room. 

These owners include ‘Dongyang 

Gabaegwan’, the cafe out on the lobby; 

‘Philostory’, the story directing group 

on the third floor; ‘Zakn Books’, Korea’s 

only play publishing company; and 

the drawing class studio ‘Your Haru 

Drawing’.

The way Girok Mansion rents out 

the rooms is quite extraordinary, as 

participants are instructed to sign up 

to be ‘Daily Chroniclers’. The Daily 

Chroniclers can use the rooms their 

reserved rooms freely from 10 AM to 

About a ten-minute walk from Hongdae 

Station, Girok Mansion stands in 

between the old houses out on the 

narrow streets of Yeonnam-dong. It 

has no parking space, and far away 

from the famous Gyeongui Line Forest 

Park, but the mansion still manages 

to attract visitors every day. Most of 

the visitors come here to satisfy their 

desire to record their tales and stories. 

The mansion is a renovation of a four-

story apartment that is old and narrow, 

and it became even more packed 

as the second and third floors were 

divided into smaller spaces. However, 

the limited space ironically fits into the 

tastes of millennials as they are the 

ones who wish to share instead of 

possessing. Closing the door allows #
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8 PM, either alone or in a group. The 

chroniclers change day by day, but 

there hasn’t been any issue in making 

reservations as the participants value 

the space that they borrow, which is 

a habit that’s hard to find in shared 

offices. 

Girok Mansion was designed as a part 

of the project ‘Shared Village’, which 

was set out by Urbanplay to create 

and discover cultural content inside 

the city. The concept of the mansion 

was to bind the creators’ content and 

the region’s unused land together 

to form an innovative ecosystem of 

local business. Urbanplay adventured 

into building Girok Mansion because 

they believed the rise of millennials’ 

consumption of writings will require 

more room for storytellers, and they 

were exactly right. Even after the 

outbreak of COVID-19, the mansion 

has been receiving a lot of attention 

from Instagram users and on other 

social media platforms one year into 

its operation. The managers of Girok 

Mansion and Urban Play are planning 

to attract more visitors by making the 

mansion even more renowned as an 

area for the community’s creators. 

Urbanplay’s ultimate goal is to push 

their ‘Shared Village’ project and 

provide a lifestyle service for the 

community as well as offering chances 

for the growth of both creators and 

the town. Most of the visitors are 

millennials, and their preferences 

and activities are getting diversified. 

Because of COVID-19, people are 

getting used to sharing stories through 

online. This is why the managers once 

thought of running the store online. No 

one knows what Girok Mansion would 

be like in the future, but it will never 

stop sharing exciting stories.#
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A new experience 
with plants
Plant Society 1

Plant Society 1 is a space that inspires 

people with experiences through 

plants. Here, you’ll be able to find 

just the right tempo for your life by 

socializing with the plants inside. 

Choi Giung is the creative director of the designing studio Flake, which runs Plant Society 1

#
C

U
L

T
U

R
A

L
 S

P
A

C
E



S
E

O
U

L
M

A
D

E
0

5
6

0
5

7

서
울

 제
조

업
의

 현
재

│
성

수
동



S
E

O
U

L
M

A
D

E
0

5
8

0
5

9

by taking the utmost care when it 

comes to selecting the plants to be 

introduced at the shop. He first finds 

the plants that have beautiful figures, 

then checks their conditions to finally 

select only a handful of plants that fit 

into his rigid categories. 

Plant Society 1 is based on the idea 

of ‘experiential designs’. Director Choi 

states that Koreans have a habit of 

keeping designs ‘locked up’, which 

means that we only acknowledge 

designs when we’re able to see them 

and grasp them with our hands. But 

here in the society of plants, the 

metaphysical designs break loose 

and surrounds its visitors with its 

inspirational plants. The industry 

on plants grew under the theme of 

companionship, which was focused 

on providing emotional comfort for 

Here in Itaewon, different cultures 

mingle with each other in an 

atmosphere of freedom. But that 

doesn’t mean the area is always full of 

noises, as it offers a quiet glasshouse 

with plants here and there along the 

way of a peaceful street. A normal 

plant shop would be full of plants, but 

Plant Society 1 is no ordinary plant 

house. It is a place where rare plants 

are presented to visitors as well as 

showcasing various creative projects. 

That is why the managers of the shop 

like to say that they ‘introduce’ plants 

rather than ‘sell’ them.  The plants 

here are the materials for creative 

activity and sources of inspiration. 

Choi Giung is the creative director of 

the designing studio Flake, which runs 

Plant Society 1.

He starts off his course of work 

color of indigo just for this exhibit.

With the exhibit, he planned to pay 

homage to the iconic ‘Willow’ pattern 

of the British artist William Morris 

in the 19th century and present his 

work at Seoul’s Plant Society 1. There 

were souvenirs such as notes with 

the patterns of ‘Willow Glitch H’, 

T-shirts, and bags. The exhibit was 

scheduled to close on November 8th, 

but it was extended for two weeks 

because of its unexpected popularity. 

When the designers prepared for a 

space for plants in March this year, 

many people offered to provide the 

area. Some might say that things go 

way too slow in Plant Society 1, but 

director Choi stands unshaken as he 

Choi says that his wish is for

people to visit Plant Society 1 and 

find out who they are through

unique experiences with plants.

the customers who bought them. 

Although the companionship of 

plants provide is important, Plant 

Society 1 prefers to lean towards 

their inspirational value. It hasn’t even 

been a year since its opening, but the 

shop is already rising to the top as a 

plant house that stimulates curiosity 

for cultural leaders who seek creative 

work with plants.

Plant Society 1 has been running two 

projects, one of which is ‘Pop-Up 

Dining’, which started first. Eating is 

at the core of human needs, and the 

dining project focused on its creative 

side as a process of life meets 

another life.

Working in LA, Chef McTavish was 

invited to cook food with plants and 

chat with participants. The taste, 

aroma, plating, music, and lightings 

were all adjusted to provide a whole 

new dining experience for those 

involved in the project. 

Meanwhile, Plant Society 1 is 

currently holding the exhibit of Patrick 

Thomas’ Indigo. Thomas is a world-

famous graphic designer who runs 

his projects in Berlin, and with this 

exhibit, he is showcasing his plant-

themed lithography patterns, silk-

screen editions, and paintings. He 

produced natural ink and paints in the 

is confident in finding new potential 

in the experience with plants and 

collaboration with various creators. He 

is planning to showcase plant-themed 

items with famous brands, and the 

original products from the shop. 

Also, he’s planning to open up a plant 

photograph exhibit next February. 

Plant Society 1 can give answers to 

millennials who want to know who 

they are and want to be accepted by 

others. Choi says that he opened up 

Studio Flake and Plant Society 1 while 

finding his true identity and designs 

he wanted to do. He says that he 

wants people to visit Plant Society 

1 and find out who they are through 

unique experiences with plants. 
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If you have a strong self-expression, you have a clear idea 

of your tastes. We met with Gwon Sunu, the director of 

‘Tastehouse’ to hear how he is helping millennials realize 

their tastes in art.

In 2015, about 30 art directors and 

planners gathered at Sejong Center for 

the Performing Arts. They made room 

for 15 areas that were completely out 

of the box and invited about 80 young 

artists who were not being appreciated 

in mainstream art fairs to celebrate their 

work. It wasn’t long before millennials 

who were interested in art but didn’t 

have the chance to learn how to buy and 

sell them started filling up the area. The 

visitors to the exhibit were mesmerized 

by the unique and fresh masterpieces 

from the young artists.

Those who came into the exhibit 

purchased artwork they found 

interesting without any hesitation, and 

the young artists found out that their 

work too could be sold. Gwon Sunu was 

the event planner of the exhibit ‘Goods’, 

We live in a world where everything is 

bought and sold, and there’s no arguing 

that. However, buying and selling 

artwork still isn’t a common thing to 

do. Most people don’t even know how 

to obtain pieces of art, and even those 

who love to go to exhibits have no idea 

how to purchase the artwork they enjoy. 

People born in the 1980s—who are 

at the edge of the range defining 

millennials—didn’t even have the 

chance to share their paintings and 

pictures, let alone buy and sell them. 

But with the new millennium, young 

directors and artists started to create 

their own spaces of art. On the surface, 

it looked like they were just trying out 

new things for fun, but it was actually 

their desperate attempt to attain decent 

room to showcase their artwork.

Know 
your taste 
Tastehouse
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and he wanted to keep pursuing the 

potential of art that he found at the 

event. To carry out his plan, he invited 

artists Kim Donghui, Don Seonpil, and 

Park Jeonghyeon to create a space 

where people could constantly come 

and have to communicate through art. 

That was how Tastehouse was born—

an area where people can take the time 

and discover their tastes while being 

able to choose and buy pieces of art as 

if they were everyday supplies. 

With the help from Park Jeonghyeon, 

the store has been able to share the 

first floor with ‘Studio Pie’ from 2016. 

While Studio Pie holds art lessons on 

Mondays, Tuesdays, Saturdays, and 

Sundays, Tastehouse presents artwork 

on Wednesdays, Thursdays, and Fridays. 

Inside the glass case on the first floor 
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is a collection of artwork that the 

managers of Tastehouse have carefully 

selected. Works of art inside the store 

all have price tags to help visitors make 

up their minds when they run into 

pieces they may want to purchase. The 

managers intended to create a space 

where people would come to look at 

one picture for days, or even months, 

and their plan worked out perfectly. 

Visitors stop and stare at a piece of art, 

and after a while, they come back to 

take it with confident smiles on their 

faces.

After running Tastehouse for half a 

year, the building’s owner offered to let 

the managers use the second floor as 

well, and they gladly accepted. It was 

just when they were starting to feel a 

need for a breath of fresh air. On the 

first floor, all the great artworks were 

crammed inside glass cases because 

they wanted visitors to find the pieces 

that fit into their tastes right away.

With that, the managers used the 

second floor to create an area where 

people could concentrate on pieces 

from one artist. Their plan was a 

Gwon Sunu, director of Tastehouse
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success, and even more people are 

now visiting Tastehouse to discover 

their cultural tastes through exhibits and 

performances.

Those who come to see pieces from 

their favorite artists often discover new 

tastes when they get down to the 

first floor and notice works from other 

artists and the stories they share on 

Tastehouse lead to even more visitors. 

Thanks to Tastehouse, Seoul has been 

experiencing a rise in the number of art 

spaces. 

You can feel free to visit Tastehouse, 

have a look, and buy any artwork that 

you find interesting. “People are used 

to buying and selling daily products 

and fashion items. The artwork is 

nothing different from them. All you 

need is a little more experience. Then 

you’ll find your tastes in art”, says Choi. 

Meanwhile, the managers planned 

to reach out to other Asian countries 

and share their secrets to discovering 

tastes with foreign project developers. 

This plan is on hold because of the 

COVID-19, but they’ll never give up on 

their artistic ambitions.
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Previously, cultural complexes 

were places where people 

consumed culture. However, 

Oil Culture Park does exactly 

the opposite by turning its 

visitors into cultural producers. 

We set our foot into a land 

of cultural diversity and 

freshness for which millennials 

have yearned for years. 

from the year of its construction in 

1978 to its shutdown in 2000, making it 

a forbidden territory for decades. 

After shutting down, the tanks lost 

their purpose and were deserted for 

years. However, in 2013, a contest 

was held to bring life back into the old 

tanks, and it was reborn into a cultural 

complex thanks to Heo Seogu and 

RoA Architects’ design that won first 

place. It took over forty years for the 

tanks to be open to the public, but 

surprisingly the Oil Tank Culture Park 

is nearly the same as how it was first 

built. The architects didn’t try to change 

things too much when they redesigned 

the park so that the park’s architecture 

could bring out the land’s full potential.

The new has always been preferred 

to the old, but with the retro trend, 

everything has changed. People 

are finding out that worn-out items 

are worn out because they had the 

strength to withstand time, and they’re 

starting to marvel at times that they 

haven’t experienced. This is exactly why 

the millennials born after the 1980s visit 

the Oil Tank Culture Park, which was 

built in the 1970s. 

Located in Mapo-gu, anyone who visits 

the park for the first time can’t help but 

stand in awe as they discover that such 

a huge oil tank can be built right in the 

middle of Seoul. But it’s no wonder that 

they’re so surprised as the tank used 

to be classified as a top-secret facility 

Storing culture 
instead of oil 
Oil Tank Culture Park
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When the project was conceived, 

the people in charge of the park’s 

construction started with reading time 

from the ground, which meant that 

they had to find out the land’s role. 

To do this they looked back into the 

history of the tanks, which were built 

when the first oil shock prompted the 

government to build oil storages in 

case of emergencies. One of the tanks 

was the one in Mapo-gu, which is now 

the Oil Tank Culture Park. However, 

this tank was classified as a dangerous 

facility in 2000 because a stadium 

was set to be built for the Korea-Japan 

Soccer World Cup in 2002, which led to 

its shutdown.

There are two ways to remodel an area: 

one is to fill an area with new things 

under a new theme while the other 

is to simulate the things that were 

already there. The Oil Tank Culture Park 

was rebuilt in a second way, and the 

architects excavated traces of its history 

with their utmost effort to connect the 

people of today with the generations 

of the past. There are a total of six 

gigantic cultural tanks at the park, five 

of which were already there and one 

that was newly built. The sixth tank 
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was constructed to serve the role of 

providing auxiliary functions that are 

needed to run the cultural complex, such 

as management offices, lecture rooms, 

conference rooms, and cafeterias. 

On the second floor is a lounge and 

deck where anyone can come up to 

take a break and look up at the sky. 

The original five tanks were designed 

to retain their old forms as much as 

possible while being decorated to bring 

out their spatial potential. The glass-

covered pavilion, outdoor performance 

stage built on the upper part of the 

tank, the cultural areas with huge steel 

exterior walls pipes still intact, and the 

exhibits where all the concrete walls 

and cutting areas can be seen are 

some features that can be seen here. 

The third tank especially is the one that 

best reserves the vivid past of what it 

used to be when it was used as actual 

oil storage. 

The outside of the park used to be 

completely barren, but now it’s full of 

flowers and trees. Walking around the 

park, you might feel that something 

is slightly off. Unlike other cultural 

complexes with many things to see 

and experience, the tanks here are all 

empty. This makes the park an open 

space for people to produce the culture 

they want. In other words, visitors 

can define the meaning of cultural 

experience in their own ways not just 

taking in what the space offers. It’s up 

to you to decide how you’ll manage 

and decorate the huge tanks and how 

you’ll bring out their full potential. This 

openness is why many millennials who 

live their lives in their own ways visit Oil 

Tank Culture Park.
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Sayoo is a place where you can dig deep into a wide 

range of cultures and contemplate the world’s essence. 

We met with Yu Jaeseok, the manager of a building 

that resembles the relaxing yet unique atmosphere of 

Hannam-dong—the town where Sayoo is located.

The five-story building at the start of 

Hannam-dong’s Cafe Street catches the 

eyes of all those who pass by. This is 

none other than the cafe Sayoo, which 

has already become a popular photo 

zone among young people. As if to 

prove this fact, a young couple that was 

leaving the building stopped in front of 

the entrance to take another photo. We 

had arrived too early, and while waiting 

around for roughly 20 minutes for our 

meeting, we already saw five groups 

of people shouting “Hey, look at this 

place!” and heading straight into the 

building. Finally, we were able to open 

the door with high hopes.

Sayoo is a multi-purpose cultural space 

with five floors. The first floor has a cafe, 

and the second consists of a chocolate 

and gelato shop called ‘Bean to Bar’. If 

you move up a level, you’ll run into an 

area of media on the third floor while 

the fourth has a gallery. Last but not 

least, the fifth floor is open as a rooftop. 

On the second floor, you can get hands-

on experience with the whole process 

of cacao beans turning into chocolate, 

which is fitting for the name of the 

Contemplating 
the essence 
Sayoo
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The most notable thing here is the 

seats where visitors can freely sit. There 

are furniture and interior designs in 

completely different styles on each floor. 

If you like dark and quiet places, the 

third place is the right place. If you love 

viewing unique artwork under a bright 

light, the fourth floor won’t disappoint 

you. Those who love taking breaks in 

nature would like the rooftop with an 

eco-friendly greenhouse theme. ‘Sayoo’ 

means ‘use reason to make decisions 

and contemplate the essence of things’ 

in Korean. Manager Yu hopes millennials 

think about the essence of the world 

around them in Sayoo. In this peaceful 

building, no one bothers you. Although 

some areas go on breaks because of 

the COVID-19, we believe that Sayoo 

will fill its space with the most intriguing 

cultural activities next spring.

music, and videos in one space.

Thanks to his efforts, Sayoo has been 

able to grow into a building where 

millennials come and participate in a 

wide variety of cultural activities. But 

the building is capable of so many other 

things as well, such as being open for 

collaborations with artists. 

To start the designer’s merchandise 

and drinks are set to be released under 

the theme of Jeju Island next February. 

There are also plans to hold exhibits 

for female directors in the media area. 

Yu states that he wants people to have 

easy access to Sayoo so that it can 

grow into a cafe where artists and the 

public can get together. That is why he’s 

trying to introduce the youngest artists 

to the cafe, and the millennials who 

are especially interested in subcultures 

naturally flow into Sayoo.

shop: ‘Bean to Bar’. The third floor is 

a media area where visual arts from 

artists’ videos and classic films are 

shown.

The fourth floor exhibits a wide variety 

of pieces from young and new artists. 

The current exhibit features artist 

Nangnang’s project, which is called 

Astringent Picture Salad. Of course, 

you can’t forget the rooftop on the fifth 

floor, which is a famous site for taking 

pictures as it provides a panoramic 

view of Hannam-dong. The spatial 

construction of Sayoo shows that it is a 

building that has expanded from coffees 

and desserts on the bottom two floors 

to cultural areas starting from the third 

floor and up. The building’s manager, Yu 

Jaeseok, always thought that culture 

was a crucial part of life and sought to 

create an area that integrates pictures, #
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preparing a market where we can link all 

online, offline, and non-contact services 

into one. We’re calling this project 

‘O2O2O’, and we’re making efforts to 

keep it up and going. Here’s how the 

market service will work: First, we’ll 

provide information to our customers on 

the online platform. Then, they’ll be able 

to come to the offline space in N°646 

to see and feel the product themselves, 

which will maximize their product 

experience. This will allow them to obtain 

real-life information on the merchandise 

they wanted to buy online. The 

customers will then be able to exchange 

the knowledge they’ve gathered back on 

the online space. In summary, O2O2O is 

a platform that will let customers move 

onto the comforts of a non-contact 

service. The age of post-COVID is already 

here, and offline spaces aren’t doing that 

great anymore. But I believe we’ll be 

able to create a new spatial paradigm by 

combining technology with the unique 

personality of N°646.

Your space might be limited, but it 

seems like you’re utilizing it very 

well. N°646 has diverse spaces that 

people can experience the things they 

want. This is why many entertainment 

companies borrow our space. Our 

building is open for individuals as well. 

In 2019, fans of Jungkook from BTS 

rented the whole building and held his 

birthday party. 

N°646 provides various forms of 

culture as well as a connection 

between online and offline. We 

always think about how to introduce 

artwork and content that fit customers. 

We’re sure that we can provide a lot 

of content by analyzing the customers’ 

behavioral patterns. That’s why N°646 

keeps growing to provide even more 

experiential variety.

floor might look like an ordinary cafe, 

but the props, lighting, and pictures are 

all from legitimate brands and artists. 

The shoes displayed by the entrance are 

also a collaboration between Mypalette 

and ‘Nico Boco’, a brand that uses the 

basement gallery as the company’s 

showroom.

The first thing we noticed on the 

first floor is the sensational furniture. 

Are they available for sale?  We’re 

giving adding a different touch to our 

space regularly with the online platform, 

‘Leweekend’, by experimenting with 

furniture from different brands Of 

course, some of the furniture isn’t 

for sale as they are only there for the 

experience.

Furniture that can’t be bought right 

at the spot? That’s peculiar. We’re 

N°646 Collective is a cultural complex that 

shows exactly what the word ‘complex’ 

means. Park Seonyong, the CEO of Forcs, 

dreams of a connection between online 

and offline through the coexistence of 

different cultures. 

A Gallery or a rooftop 

restaurant? 
N°646 Collective

Tell us about the spaces that make 

up N°646 The first floor is a lifestyle 

shop and a cafe where people can 

freely come and experience various 

furniture and other content. On the 

first basement level, there is the 646 

Gallery, which features a fashion brand 

showroom. If you move up to the sixth 

floor, you’ll find the 646 Terrace, which 

works as a rooftop restaurant. It’s a 

place where events can be held both 

online and offline. 

On the first floor, ‘Mypalette’ is 

holding painting and plant classes. 

There are also photo zones here 

and there, but we couldn’t see any 

doors that divided up the space. 

We didn’t separate the areas because 

we designed the area so that different 

cultural activities could coexist. The first 

Park Seonyong, CEO of Forcs
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When you’re living in Seoul, driving or walking past Han River 

is a daily life event. But the river that runs through Seoul 

isn’t always the same. Han River provides a dramatically 

different experience according to the road and the riverbank 

on which you decide to be. On the highways of Olympic-

daero and Gangbuk-daero, you can enjoy the exciting night 

view of Seoul while driving swiftly past the colorful buildings 

and apartments. Right beneath those highways are bicycle 

roads and trails for visitors to the river. The bike riders who 

push through the wind, the people who pass by slowly while 

chatting with each other, and the grass that surrounds them 

are all the things that reflect the vibrant energy of Han River.

But my personal favorite has to be the trail by the riverside 

The Neosporin of Seoul: tranquil spaces 

below all those tracks. It’s not easy to see where the trails 

are, but if you walk down the faded stairs that can be seen by 

the tracks, you’ll be able to spot a tiny road right next to the 

river. It’s barely wide enough for a single bike to get through 

but too narrow for two people to walk together hand in hand. 

The best thing about this little trail is that you can be free 

from all the noise and lights around the river and enjoy it in a 

state of complete tranquility. There aren’t any street lamps, 

so the scene around you turns pitch black after sundown, 

and the rumbling of cars and people fades away into the 

thick grass before getting to you. The fish fluttering inside the 

water will be the only thing you’ll hear by the riverside, and 

the wet mud here and there will make you realize that the 

trail can sometimes turn into a part of the river. Once you get 

used to the slightly fishy smell of the water, the next thing 

you’ll notice are sandy plains that will give you a pleasant 

surprise.

As you sit down on the moist sand, the river will pass its 

texture into your hands—a little cold yet so clean. The road by 

the riverside is so close to the raw nature of Han River, but 

the experience inside it is tranquil and peaceful. The riverside 

trails can be found all over the river, from under Jamsil-

daegyo, Jamsu-gyo to all the other areas around Han River. 

It’s a fortunate thing to have such a space right in the middle 

of Seoul. Some say that spaces like this are like Neosporin, 

because it can heal the hearts of those who come to visit. I 

can’t think of a better way to describe the tranquility of the 

riverside trail. While trying to follow the traces of millennials 

in Seoul to write a book on their lifestyles, I found out that 

there are people who post pictures and writings on spaces 

that have ‘tranquility’. I initially thought it was just a strange 

hobby, but I soon found myself searching for the same peace 

of mind. 

Society has been creating a lot of new terms to describe the 

attributes of millennials, one of which is ‘mu-mean’, which 

means that they are a generation that doesn’t search for any 

meaning. This word accounts for their attempts to be free 

from any objective or definition of things. If you think you fit 

into this category, searching for tranquility in Seoul might be 

the right thing to do for you. It certainly helped me, since I 

started to find peace of mind in Han River’s riverside trails, 

Yangjae Citizen's Forest, and Seoul Forest because I’ve been 

wearing my sandals and wandered around without a plan.

Lee Ganghun Reporter at TBS Reporting Headquarters, 
Co-writer of 2020 Seoul - The City of Millennials

What does one’s preference have to do with his or her 

favorite space? What kinds of spaces do millennials 

prefer? To get the answers to these questions, we 

asked the millennial artists in Seoul about their tastes 

and favorite spaces in Seoul. 

My taste, my Seoul

I work at an architectural firm, which means that I have to 

put a lot of time into my work. Most of the time I’m doing 

things on the computer or meeting people. My work takes up 

a good amount of my life, but it can also be overwhelming. 

When my work starts to weigh on me, I try to take a break 

with things that are completely the opposite of the things I do 

in the office. In other words, I search for a quiet place where 

I can have a bird’s-eye view of the city. You could say that I’m 

someone who finds their work/life balance by putting work 

and break on  the opposite sides. 

I also like to visit peaceful roof gardens and places up high 

where I can stare at the horizon for a long while rather than 

going to the ‘hip’ places on Instagram that a lot of young 

people visit, such as privately owned rooftops.

One of my personal favorites would be the fifth floor of Seoul 

Library. There is a cafe on the roof of the city government’s old 

building, but not a lot of people seem to be aware of it. That’s 

why I can visit the classic architecture anytime and enjoy a cup 

of coffee without any noise around me. Stepping out of the 

cafe and standing on the roof garden leads you to a straight 

view over Gwanghwamun. Thanks to the Seoul Library 

building protruding a little more out to the road than other 

buildings, nothing will hinder your view when you look over 

to the city’s plaza. Another garden on the roof I like to visit 

is the one on the eighth floor of Seoul Museum of History. 

The garden here provides a panorama that encompasses 

Cheongwadae, Bukhansan Mountain, Bugaksan Mountain, 

Inwangsan Mountain, and Gyeongbokgung Palace. The view 

of Gyeongbokgung is especially worth seeing as the museum 

sits close to the palace, which allows you to take a closer 

look into the history of Seoul. In the same way, I love to visit 

Jeong-dong Observatory at the Seosomun Building of Seoul 

City Hall. The observatory sits on the 13th floor of the hall’s 

first building, and the glass wall provides a refreshing view of 

a city where the past and the present mingle with each other. 

You can also get a close look at the beauty of Deoksugung 

Palace which sits in front of Inwangsan Mountain and an array 

of skyscrapers. These three floors are the places I visit when 

I want to keep myself away from work, take the stress away, 

or get back the energy that I’ve lost. But I also never forget 

that they are public spaces where people can freely come 

and have the most fascinating view around Seoul. 

Seo Yurim Director of City’s United Cooperative 
Association’s Architecture Firm

A good public space to gaze into Seoul
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When there’s a group of people walking, there is always 

someone who falls behind. I am one of those slowpokes. I 

never liked walking fast ever since I was little, and that has 

never changed. Not only that, I’ve recently started to not 

go to crowded places as well. That’s because I developed a 

panic disorder when I was transferring to Tokyo Airport while 

I used to be a reporter on traveling. Since then, I’ve only 

searched for places where I won’t bother people with these 

slow steps of mine. 

A town that fits right into my preferences is the area around 

Sangam-dong. (Of course, it’s also because it’s near my 

house.) The area is perfect for taking long, peaceful walks 

as long as I leave out the weekends. Whenever I get there, I 

walk around World Cup Park and look up at the sunset after 

getting to the top of Haneul Park. A blank stare into the cars 

My preferences rarely change. I’d say that the spaces I like 

to visit change whenever there’s a change in my life, rather 

than my tastes.

After getting married and having two children, the standards 

that I had set for finding new spaces have changed. These 

days, I like to take strolls around the trail in Bukhansan 

behind my apartment at dawn or dusk. The trail is not known 

to a lot of people yet, and it’s flat enough for me to take 

the stroller around, which allows me to take walks with my 

daughters there.

The reason that I said ‘strolls’ is because I can take light 

walks without having to wear hiking shoes there. Although 

I love mountains, I’ve never enjoyed hiking. But the trail 

behind my apartment is a perfect road for me to appreciate 

the beauty of Bukhansan without the need for hiking. 

All it takes for me to get there is a bus ride from Hongje 

Station, and the healing effect of the Seoul’s mountain is 

phenomenal. That’s why I always recommend that people 

walk the trails as well as introducing them to Hongeun-

dong’s Pobangteo Market when they visit me. A friend of 

mine from New York said he couldn’t thank me enough for 

letting him know about such a marvelous place in Seoul. 

As you can see, there are so many wonderful places in 

Seoul, and they aren’t always the ‘Instagramable’ and 

that swoosh away beside Han River clears my head.

Actually, I’d like to tell you a secret here. It’s that I don’t 

enjoy listening to music. I had to keep this a secret because 

people would always say that everyone loves listening to 

music, which always made them ask me back the reason 

why I didn’t like what they liked. I tried listening to music, 

but keeping the earphones in my ears just didn’t work for 

me. To me, music isn’t something that fills up my daily life. 

It’s more of a cultural activity that I look for when I feel like it. 

It’s like choosing a musical or a play to go and see it, rather 

than playing songs on the radio keeping them as background 

music.

Just like how people have their ‘movies for life’, I have my 

‘music for life’, and it rarely changes. So, it’s no wonder that 

people on the subway who just casually listen to music 

through their earphones (how can they be casual when the 

music is hitting their ears?) never cease to amaze me.  

In contrast, I like to listen to the noises that I can hear on 

the subway or from the streets of Seoul. The reason that I 

brought up my secret is that I wanted to tell you that I love 

cafes that don’t play music. You might wonder if there are 

any, but I can tell you that there are plenty. 

‘Anthracite’, which is located in Seogyo-dong, is one of the 

cafes that satisfies all of my needs.  In the cafe’s spread-

out garden are tall pine trees, and inside the place are seats 

that have plenty of space between each other. Not only that: 

Anthracite serves coffees that have just the right sour taste, 

and I can take sips from the cup while enjoying the silence. 

You might think the cafe would be noisy without all the 

music covering up the visitors’ conversations, but it’s actually 

pretty quiet. That’s because the power of serenity inside 

the cafe softly urges them to keep their voice down. Sitting 

beside the glass windows to see the pine trees and listen 

to the birds chirping eases my mind. I might have a taste 

for places that are common and plain, but it all comes from 

my extraordinary (but not bizarre, I can assure you of that!) 

personality.

Lee Jihye Editor of Seoulmade 

I once had to look up the meaning of the word ‘hobby’, and 

it blew my mind away. Of course, there was the definition 

we’re all aware of; activities that one likes to do in his or 

her free time. But there was another meaning to the word, 

which was ‘the power to appreciate and understand beauty’. 

The hobbies I thought I had included going to art exhibits, 

walking around old palaces, and drawing cats out on the 

streets. But thanks to the dictionary I had, I was able to find 

its new meaning. I started to think that there are plenty of 

beautiful things inside my life that might seem plain and 

simple. 

To me, Seoul is a city of art. I come from a region outside of 

the capital, and that’s why I never take the artistic areas in 

Seoul for granted. These days I often visit Seoul Botanic Park 

and the National Museum of Modern and Contemporary Art. 

I go to the botanic park when I need peace in my life, while 

the museum is my go-to place for finding new excitement. 

The National Museum of Modern and Contemporary Art 

in Seoul is often called an ‘everyday life art museum’. That’s 

because the museum has good transportation as well 

as being equipped with a practical structure that exhibits 

accessible artwork.

I sometimes visit the museum even when I don’t have any 

exhibits to see. Stopping by the museum’s wide yard while 

walking through Samcheong-dong or Bukchon always gives 

me the pleasure of watching the visitors to the museum. 

Next up is Seoul Botanic Park, which is the largest botanical 

space in all of Seoul. The place has a combination of a 

botanical garden and a park, which makes it perfect for 

taking walks. My personal favorite inside the park would be 

the ‘Seed Library’. The library runs a program where visitors 

can borrow seeds like books and grow them into plants so 

they can make returns by handing in the new seeds from 

the plants they’ve grown.

Unfortunately, I’ve never been able to make a return 

because of my poor botanical skills. But I’ll be doing my best 

to make a return next year.

Yun Parang Once an editor of a literature publisher, then a planner at an 
advertisement agency, and now a cartoonist, Yun published the webtoon 

Feelings for One on Naver. 

Seoul, without BGM

Appreciating and understanding the 
beautiful things inside Seoul 

Walking through Seoul’s blank spaces
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People around me say that I’m a ‘trendy’ person, and I 

must admit that it’s true. I actually know a lot of trending 

places in Seoul. So, you might think that I will have a lot of 

hip areas to tell you if you ask me about my favorite places 

around the city. But on the contrary, the spaces I love are 

far from the newest and the fanciest areas of Seoul. I 

actually like to visit places with vintage atmospheres that 

keep the old self of Seoul intact. Jongno is an enchanting 

area where the past and the present coexist in between 

the soaring skyscrapers, just like the Old City of Jerusalem. 

My favorite place in the district of Jongno would be 

Jeongdong-gil, and its road in front of Seoul Museum of 

Art always brings me joy. 

It’s a one-way street, which means that there aren’t a lot of 

cars, and the road has a peaceful vibe with buildings that 

My vintage Seoul

isn’t too tall. Jeongdong-gil is perfect for taking slow walks 

to ease your mind while you watch the autumn leaves fall. 

I also like to visit the Hanok Village of Bukchon for similar 

reasons. To have such a peaceful area inside Seoul is truly 

a blessing. Sitting on the floor of a quiet Hanok lets me 

escape from the bustles of the city. That little moment is 

enough to make me feel as if I could fade away into the 

serenity forever. I sometimes stay a few nights at Hanoks 

in Bukchon when I’m too stressed out. But it doesn’t take 

away all of the stress, as I would have to face the room 

charge that might rival the lodging expenses of hotels the 

day after. I long for the day when the owners will lower the 

fees so that more people will have access to the beauty of 

the traditional houses in Korea.

Kim Minjeong Video designer based in Seoul 

I like to go to places that make me think, ‘Wow, I never 

thought a place like this would be in Seoul!’ Areas like 

those are usually peaceful spaces in nature. I realized this 

spatial taste of mine when I had a visit to Bukchon Hanok 

Village. I loved the idea that I could experience traditional 

Korean houses right inside Seoul. But what really 

mesmerized me was the fact that I could see the huge 

mountains and the blue sky in between the low buildings 

around the town. I also love going to Seonjeongneung 

Royal Tomb for similar reasons. The tomb surprises its 

visitors with a broad forest that stays hidden behind the 

skyscrapers that stand beside the street of Teheran-ro. The 

life that I have in the city makes me crave nature, which is 

the reason why I visit Seounyudo Park.

The park is equipped with botanical gardens, trails, cafes, 

and a view of Han River. 

Seounyudo Park is actually the place where I met my 

boyfriend. It used to be just a fling, but after having a 

dinner date near Sangsu Station, we took a walk through 

Yanghwadaegyo Bridge, and finally ended up in Seonyudo 

Park. That was where we became lovers. If you want to 

make someone fall for you, take the same dating course as 

mine. It will be a success, I guarantee you.

To me, Seoul is like a treasure chest. I’ve lived my whole 

life here, but there are still places that I’ve never visited. Not 

only that, there are towns that feel new even when I’ve 

already been there. The fact that there so many places to 

see gives me excitement, but at the same time the changes 

that happen so fast inside the city worries me about losing 

the places I love. Well, at least I’ll never be bored inside the 

dynamic city of Seoul.

Daeun Illustrator and content creator, author of the Daily Daeun

Water takes up 70% of the human body, and it also takes 

up 70% of the Earth’s surface. I spent my childhood by the 

The little ponds of Seoul

sea, which made it natural for me to believe that we were 

a species that evolved from water creatures. I was always 

close to the sea and was used to the warmth of the water, 

so you could imagine how strange it must have been for 

me when I arrived in the city of Seoul. After the outbreak of 

COVID-19, even sitting by the riverbank of Han River started 

to feel risky, so all I can do now is just stare into the river 

desperately as I cross the Han River bridge. Nevertheless, 

this inland city still manages to provide plenty of alternatives.

Based on the data from 2013, there are a total of 246 

swimming pools in Seoul. There are district pools for healthy 

adults and children who take survival swimming lessons, 

while others include luxurious hotel pools that have glass 

windows to let in the sunlight. Some pools might smell 

like chlorine, and some might taste like salt because of 

the artificial seawater  made from electrolysis. But the first 

soothing touch you get when you jump into the water will 

be the same for all these different kinds of pools. The little 

ponds in between the tiles, concrete walls, and the ceilings 

are all bringing moisture into the arid city of Seoul. 

Due to social distancing, most of the public pools are 

closed. However, if you’re a person who has been searching 

for open pools, you might have realized that the water is the 

perfect place to keep your distance from others. The pools 

that are open with just the right temperature might be in 

places that you’ve never imagined. This year, I often went to 

an outdoor pool that is an extension to a spa in Yongsan-gu.

I mostly visit the pool at 10 AM on weekdays, which is a 

time when customers seldom come to the pool and other 

facilities. When I get there, the white sunbeds would be 

still wet from the morning cleanup. It’s the 18-meter-long 

pool is so shallow that I can’t even make flip turns, but it’s 

still enough for my swimming routine. As I swim my way 

through the graceful, jelly-like water, I can see the sunlight 

penetrate the dolphin patterns on the tile floor.

After some exercise, I like to lie still in the middle of the 

pool and take a little break. The sunlight beams through the 

buildings, the leaves of the artificial palm trees, and lands 

on my body. A break like that makes me feel as if I turned 

into an otter. I never dreamed of all of these peaceful events 

before the outbreak of COVID-19. But now, the tides have 

changed. I can now enjoy the pleasure of being alone inside 

a pool that was once filled with enthusiastic swimmers who 

swooshed through the lanes.

Song Seombyeol Translator and fervent swimmer 

‘trending’ places that you’ll find on social media. The trails 

in Bukhansan are a perfect example of that fact. On the 

surface, Seoul might look like a megalopolis full of busy 

people. But if you take a closer look, you’ll see that the city 

has a human touch with blank spaces here and there.  

Im Hongtaek Author of Four-Squared Story and The Millennials Are 
Coming, and the chairman of the Korean Red Cars Union, a group of 

people who drive through Seoul in red cars 

Seoul: A chest full of treasure
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Enjoying online brands offline  Musinsa Terrace

Discover the beauty inside  Amore Seongsu

By millennials, for millennials  Daily Teum

Seoul’s most intriguing space  Dr. Jart’s Filter Space in Seoul 

A funding company overcomes the limits of online  Space Wadiz

Just come and take a break  60 Seconds Lounge

#BRAND SPACE
Brand labels are things that expose one’s tastes right away. Brand spaces are 

transforming into whole new places where millennials can visit and go beyond 

just experiencing and purchasing the products inside them. 



0
8

5

S
E

O
U

L
M

A
D

E
0

8
4

Fashion brands are closing down their offline stores, 

but Musinsa is an exception. The company still runs 

‘Musinsa Terrace’ right in the middle of Hongdae. We 

met with O Gihyeon, one of the managers of Musinsa, 

to hear him out on how the terrace was able to become 

the hot spot for fashionable millennials. 

Enjoying online 
brands offline 
Musinsa Terrace 
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This is the first offline space created 

by Musinsa, which is an online 

fashion platform Musinsa Terrace is 

a place where brands write stories 

and consumers come to experience 

brands. We’ve made arrangements 

here so that visitors can enjoy exclusive 

content such as fashion, culture, 

music, designs, and exhibits while they 

freely walk around our terrace shops, 

outdoor parks, and cafes. The terrace 

is getting more and more renowned 

as a ‘hip’ place for millennials because 

they can enjoy various content that is 

only available from Musinsa. The walls 

and contraptions inside the shops, 

kitchens, and the lounge were all made 

with fiberglass. We thought that the 

material was a symbol of a connection 

between the past and present, which 

is why we utilized it in our terrace 

to express our goal to achieve a link 

between online and offline spaces. The 

objects here might be repetitive, but 

they are placed at various heights so 

they can be interpreted differently by 

the walkway and eye level on which a 

person is located.

It seems like the terrace is full of 

things that millennials love. That’s 

true. I think millennials have an 

immense influence on both online and 

offline areas when it comes to fashion 

and culture. They are people who 

Young people who are keen on online services tend to 

prefer content from their acquaintances or themselves 

to digging into brand-manufactured products. That’s

why we’re hoping they will express their unique ideas

and put out creative content herein Musinsa Terrace,

which will contribute to making them feel closer to

our merchandise as well as our brand.

object to the idea of formalities. They 

make independent decisions on what 

they like and want to do. The terrace is 

here to fit into the needs and wants of 

these millennials so that our content 

can slip into their lives seamlessly 

rather than giving them straightforward 

instructions. Our efforts to satisfy the 

millennials include examples such as 

three outdoor parks, signage on the 

floors, the ‘Supreme Wood’ aroma 

that is exclusive to the terrace, and the 

splendid interior designs. Visitors often 

post pictures of our perfume on social 

media and call it the ‘scent of the 

terrace’ after experiencing it.  

Why did the terrace have to be in 

Hongdae? Hongdae is one of the 

most crowded places in the area of 

upper Seoul. Teenagers and people in 

their twenties account for most of the 

visitors here, and there are also a lot 

of foreign tourists that come here with 

the convenience of the airport railroad. 

The area around Hongdae naturally 

developed into a place where tourists 

can satisfy their desire for excitement. 

But out of all the attractions in Hongdae, 

Musinsa Terrace is the only one that 

can provide its visitors with various 

events as well as a bird’s eye view 

around Seoul. The terrace is designed 

to offer a rich experience of Hongdae to 

millennials and foreign tourists.#
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It’s also interesting that you don’t 

sell anything here. We want to 

communicate with our customers. 

Young people prefer content from 

their acquaintances or themselves, 

not digging into brand-manufactured 

products. That’s why we hope they put 

out their unique ideas here, which will 

make them feel closer to us. 

Other brands are providing similar 

services. What is your advantage 

over them? We have a lot of fellow 

companies. You can experience not only 

Musinsa but other events and fashion 

items from other brands. We collaborate 

with trendy companies to provide our 

customers with special events. You can 

experience combinations of trending 

restaurants and fashion brands, as well 

as extraordinary collaboration such 

as a pop-up store with an ice cream 

company.
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Discover 
the beauty inside
Amore Seongsu

Experience is a thing that is crucial to 

millennials. Amore Seongsu is a space 

where they can come and experience all 

the products from Amore without being 

pressured to make a purchase. We met 

with one of the company’s assistant 

managers, Choi Jiseon, to listen to how 

this beautiful place was created.

#
B

R
A

N
D

 S
P

A
C

E



S
E

O
U

L
M

A
D

E
0

9
2

0
9

3

You must have a lot of young 

customers Amore Pacific’s goal was to 

create a space where millennials could 

experience our products exactly the way 

they want in an area they often visit. It 

has only been a year since its opening, 

but we’ve already had a lot of customers 

who told us that they’ve actually 

developed desires to make purchases 

because they weren’t forced to buy our 

products. Anyone who visits Amore 

Seongsu can have the pleasure of 

experiencing about 3,000 products from 

30 of our brands. Unlike other stores, 

we’ve divided the space equally for all 

brands, from luxury products to makeup 

products for men.

What made you choose the town 

of Seongsu-dong? We took the 

initiative and reflected opinions from our 

employees who are actually millennials, 

as well as making investigations on the 

market, customer type, and trends. 

In our company, there’s a group called 

‘Reverse Mentoring’, which runs a 

program where young workers share 

their trends. We made efforts to listen 

to their ideas, and from that we made a 

conclusion to land on Seongsu-dong.

This is a place for millennials, after 

all. How are they reacting? 80% of the 

visitors to Amore Seongsu are people 

in their twenties and thirties. Ever since 

opening up the store, we’ve had about 

200 to 300 visitors every day. Most of 

the visitors give out positive feedback 

such as “It’s so hip!” or “It feels new 

every time I come here.” What they 

say is actually true. Due to the recent 

outbreak of COVID-19, we’ve been 

running our classes online. But we’ve 

been able to reflect the ideas on the 

classes right away.

How do millennials act inside Amore 

Seongsu? One of the interesting things 

about them is that they like to share their 

experiences and empathize with others 

rather than keeping their thoughts to 

themselves. They are also very clever, as 

they get hands-on experiences with the 

products before making a purchase. They 

aren’t like the older generations who buy 

products right after receiving one-way 

promotions and advertisements. To fit 

into the needs of these millennials we’re 

running various programs such as pop-up 

events and classes. 

Why did you design this place to be 

an experience-only area without any 

opportunities to make purchases? 

There just weren’t enough places that 

provided the product experience that 

customers need. That’s why we created 

a space where our clients could come 

and concentrate on experiencing our 

products without being pressured to 

buy them. In fact, we’ve had an increase 

in sales by 40% of people who visited 

Amore Seongsu. I think this figure sends 

a message that experience is the crucial 

factor in making customers want to buy 

a company’s product. I’m confident that 

it is a reflection of the preferences and 

spending patterns of millennials. 

What meaning might Amore 

Seongsu have as a space inside 

Seoul? Amore Seongsu is a store that 

was built by renovating an old car repair 

shop. We kept the building’s original 

structure and created a garden full of 

green plants called Seoungsu Garden. 

This garden can be seen from all sides 

through the windows. The plants in the 

gardens are ones that can be found in 

A lot of other brand shops lack space for customers to freely

experience their products. However, Amore took a different course

and designed a space where people can actually focus on the

company’s products without being pressured to buy them.

Korea, such as hosta and primroses. 

The water, soil, and pebbles are also 

arranged in traditional ways to celebrate 

the beauty of Korean gardening. You can 

experience cosmetics with a cup of tea 

at our Osulloc Store while enjoying our 

peaceful garden. I promise that this is 

the perfect place to find your inner and 

outer beauty. 

What is the best way to look around 

Amore Seongsu? After the reception 

area, there are cleansing, skincare and 

makeup zone. We’ve arranged them in 

an order of applying cosmetics. From 

New Product Space, Skin Sensory 

Zone, and Makeup Table, you’ll be 

able to find the cosmetics that fit your 

skin. Also, our signature goods such as 

‘Seongsu Toner’ and ‘Seongsu Water’, 

as well as ‘Today’s Flower’ from our 

flower store and signature dishes from 

Osulloc Seongsu won’t disappoint you.
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Out on the street of Gangnam-

daero, a perfect place for millennials 

has opened up. This place is none 

other than ‘Daily Teum’. You can 

enjoy the pleasure of being in a 

cafe, bookstore, photo zone, and a 

meeting area all in just one place.

Gangnam-daero is a street full of 

restaurants, cafes, and bars, but it now 

welcomes a cultural amusement to 

its collection. LG Uplus felt the need 

to communicate with its customers 

offline, and the company rounded up 

all the things that millennials enjoy and 

stuffed them into the store of Daily 

Teum. The visitors to the store all look 

very curious, and it’s no surprise since 

finding a place like this is not easy 

in the area around Gangnam-daero. 

Daily Teum is a multi-purpose cultural 

area that is packed with content for 

millennials. There are so many things 

to see and experience because the 

store is filled with items from a wide 

range of vendors. The companies who 

take part in the business are popular 

among millennials, so you don’t have 

to worry about the quality of the 

content. 

The traces of LG Uplus can’t be found 

here in Daily Teum as millennials 

are the only ones in full control over 
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By millennials, 
for millennials 
Daily Teum
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the store. The goal of LG Uplus 

when creating Daily Teum was to 

communicate with millennials. To 

escape from the idea of just building a 

store for sales, the company thought 

of five keywords to analyze the exact 

preference of millennilas, which 

were “exhibits”, “cafes”, “bookstores”, 

“photos”, and “gatherings”. The result 

of mixing those keywords into one 

space was Daily Teum. 

To bring out the store’s full potential, 

you must sign up as a member of its 

app. The app provides services such as 

content information by floor, real-time 

event updates, discount coupons, and 

bookings on free exhibits.

The first basement floor is usually 

filled with exhibits that reflect the 

tastes of millennials. The exhibits and 

events always change, so you can 

count on having a new experience 

whenever you come here. But of 

course, the most fascinating area 

would be the lounge. The screen 

that beams out green rays will ease 

your mind as soon as you make an 

entrance. The screen will show you 

a forest full of trees, which matches 

the inside as the area is also full of 

plants. The screens on the walls that 

show snow, rain, clouds, and the sun 

shift their patterns according to the 

weather outside. 

On the second floor is the cafe 

‘Glasshaus’, which is a famous coffee 

shop in Gangwon-do.

There’s a surfboard on one side, and 

the benches are finished in graffiti 

patterns to complete the cafe’s ‘hip’ 

vibe. It doesn’t end here. The cafe will 

enchant you with real-time videos of 

Goseong’s sea in Gangwon-do. The 

videos coming live from Goseong will 

draw you into the actual scene of the #
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sea that changes its waves according 

to the weather.

On the spread-out space of the third 

floor is an independent bookstore 

called ‘Storage Book and Film’. With 

this extraordinary bookstore, you can 

say goodbye to looking for books 

in huge franchise shops. If you’re 

a millennial looking for books that 

fit right into your peculiar tastes, 

this is the place for you. The land 

value in Gangnam is extremely high, 

which makes having an independent 

bookstore like this one especially 

special. The shelves on the center are 

filled with books that include seven 

keywords that represent the things 

millennials like, such as traveling, 

society, daily life, and romance. You 

should also check out the sensational 

MD props that are scattered around 

the store. 

If you’re a millennial who is into 

social media, the fourth floor might 

be the most fascinating for you. 

That’s because a branch of ‘Studio 

Sihyunhada’, which is famous for 

producing stunning photos is located 

there. Of course, the photos aren’t for 

free, and you have to get on a waiting 

list to use the studio. Fortunately, you 

can get discounts by using the app.

A fifth floor is a place for gatherings. 

Cloud games, VR, AR, and home 

training are all available here, and 

you can even have the pleasure of 

Daily Teum is a multi-

purpose cultural area that

is packed with content for

millennials. There are so

many things to see and

experience because the

store is filled with items

from a wide range of

vendors. The companies

who take part in the

business is popular

among millennials, so you

don’t have to worry about

the quality.
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enjoying content in little theaters. The 

community rooms are also separated 

to provide comfort and security. 

Classes, workshops, and studies 

that satisfy the wants and needs of 

millennials are all here.

All in all, Daily Teum is a place that 

attracts millennials with the most 

intriguing content from the basement 

all the way to the fifth floor. It’s a place 

where millennials can communicate 

with various brands in the most 

fascinating ways. The reason that 

visitors never become tired or fed up 

with its space is that it manages to 

keep its content fresh and up to date. 

The potential for millennials here is 

truly beyond imagination. W
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Seoul’s most 
intriguing space 
Dr. Jart’s Filter Space in Seoul 

There is a renovation going on in Garosu-gil, and 

it’s turning back into the vibrant and lively street 

that it once was. Dr. Jart’s ‘Filter Space in Seoul’ 

has managed to keep its head above water on this 

street for over five years, and we met with Jang 

Yeonghwan, the store’s supervisors, to ask him how 

this space was able to reclaim its popularity. 
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There’s a must-visit place for 

millennials here in Garosu-gil. Out 

on the busy street, there’s one 

building that will be one of the most 

extraordinary buildings you’ll ever see. 

That will be none other than Dr. Jart’s 

Filter Space in Seoul. 

Filter Space in Seoul is the first 

flagship store of the cosmetic brand 

of Dr. Jart that opened up in 2016, and 

it has been gaining popularity from 

millennials with its trendy exhibits and 

spatial designs. It’s been five years 

already, but the store still holds the 

name as one of the coolest places 

in Garosu-gil. Jang Yeonghwan, the 

supervisor of Dr. Jart’s Communication 

Team, was in charge of initiating Filter 

Space in Seoul. He saw that the store 

fell into a slump after getting too used 

to its popularity, and he came up with 

a project to fix the problem. When the 

store came in, Garosu-gil had already 

lost its vibrant atmosphere as one 

of Seoul’s most busy streets. Jang 

noticed this and made plans to shift 

the objective of the space inside the 

store. He declared that Filter Space in 

Seoul should be a ‘content production 

depot’ and added a practical side to 

the store by letting an exhibit area 

into the first floor, Dr. Jart’s shop into 

the second, and a studio for photos 

and videos on the third. The company 

has run a total of 13 projects here in 

Filter Space in Seoul. The first was a 

public art project called ‘Garosu-gil’s 

Pink Hill Elephant’, which featured 

works from various artists that tried to 

relieve the minds of those who were 

worn out from hardships in their lives. 

From then on, a new project opened 

up every year, as well as updating 

the original ones a couple of times. 

Planning and running projects require 

more than just coming up with ideas. 

The ideas have to be developed and 

the space for which the thoughts 

will be realized has to be completely 

redesigned, and this takes a lot of 

money. But Dr. Jart continues to 

bring out new ideas because the 

company sincerely hopes its flagship 

store to become a meeting ground 

for various artists to showcase their 

work to the public as well as keeping 

it commercial. 

The current project in the store is 

‘Repair Shop’, which is a relaxing 

program for those who are hurt 

inside. The aim of the project is to 

stretch the image of pennyworts from 

cosmetic plants to daily life objects to 

emphasize the importance of ‘relaxing’ 

in a world where the coronavirus has 

severed the connection between 

human beings.

The highlight of the exhibit is a garden 

that is decorated with pennywort 

models and tiger-shaped patterns. 

The empowering rays of green first 

welcome their visitors to the exhibit. 

After that, the objects that have been 

reborn, such as relaxing tools, clothes 

revived from the touch of artists, 

ceramic fragments that have been 

reassembled into whole pieces, and 

repaired tennis rackets all provide a 

relaxing experience to their beholders.

The show doesn’t end here. The 

project contains another area where 

aromas created from the works of 

professional perfumers under the 

theme of ‘Seoul’s Bruises’, will take its 

visitors to a different level of mental 

repairing experience. The second floor 

is where you can get your hands on 

all of Dr. Jart’s products. This is the 

only place where you can experience 

all of the company’s items, as other 

cosmetic stores around all of Korea 

can only provide you with a part of Dr. 

Jart’s lineups.

The second floor, a commercial area, 

also changed its interior designs. The 

third floor is a new studio. Content 

production is important today. Dr. 

Jart is aiming to become a creative 

powerhouse for various brands. So, it 

took utmost care to make the store 

perfect to take photos and videos. 

Millennials just can’t wait to see what 

the store will do next. Dr. Jart’s has 

now become the most intriguing place 

in Seoul.

Jang Yeonghwan, supervisor of Dr. Jart’s Communication Team
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Wadiz is a company that helps 

out small-sized companies 

and creators with online 

crowdfunding projects. The 

company has opened up ‘Space 

Wadiz’ to break through the 

limits of online spaces and 

feature products offline.

To find Space Wadiz, all you have to do 

is take a turn from the main street in 

Seongsu-dong and walk into the alley 

just a little bit. The building is located 

in a peaceful residential area, which 

makes it, even more, stand out with 

its huge lawn and minimalistic figure.

Space Wadiz is a product exhibition 

center for the online crowdfunding 

platform, Wadiz. The company opened 

up the exhibit in the April of this year, 

and even the outbreak of COVID-19 

couldn’t stop the company’s offline 

success. 

The building consists of four areas: the 

basement’s ‘Square’, ‘Space’ on the 

first floor, ‘Place’ on the second, and 

‘Rooftop’ on the third. When you step 

onto the first floor, the products that 

fill up the area will automatically grab 

your attention. There are all sorts of 

items here, such as clothing, everyday 

products, furniture, and cosmetics. 

But you can’t buy them right away, 

as the building of Space Wadiz only 

works as a kind of exhibition for 

the products that are listed on the 

A funding company 
overcomes the limits 
of online 
Space Wadiz
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company’s crowdfunding projects.

Although it’s a showcase area, there 

are no signs of ‘Do not touch’ labels 

anywhere. You’re allowed to wear 

clothes to measure their sizes, and 

the bags can be opened to check the 

space inside. You can also sit on the 

chairs and smell the cosmetics to feel 

their aroma and texture.

Here in Space Wadiz, you can see, 

smell, and touch the merchandise that 

you could only experience as photos 

and reviews. After getting to know the 

product you want to purchase, you can 

type the item’s QR code to support 

its funding online. Space Wadiz was 

created to overcome the limits of 

the company’s online platform. It 

may look like a strange road to take, 

as online shopping has become 

the mainstream. However, Hwang 

Inbeom, the general sales director 

of Wadiz, says that the company 

opened up the space because the 

staff had faith in the strength of offline 

experience. The goal of Wadiz was to 

create an area where people could 
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come and get hands-on experience 

with the products that were being 

funded online. The company replaces 

its funding products every week, and 

this urges customers to revisit the 

building as they can experience new 

content in a matter of days.

The second floor includes a cafe, 

a working area, and again, more 

products from Wadiz.  But unlike the 

ones on the first floor, you can buy 

the products here right away because 

the funding projects supporting them 

have been completed. The staff of 

Wadiz designed the second floor 

to be something more than just 

an area for customers who come 

to buy the company’s products. 

Their aim was to create an area of 

communication between investors 

and businesspeople who needed 

investment. That is why collaboration 

work can be easily found on the 

second floor. 

“We gave each floor a name that has 

a spatial concept in it. The ‘Square’, 

‘Space’, and ‘Place’ are all integral 

parts of Space Wadiz. We wanted 

to run each space under separate 

themes, as well as receive feedback 

fast enough to adapt to the changing 

trends. Now our space has become 

something more than an exhibit. 

It’s a place where we can provide 

a wide spectrum of content for our 

customers.”

Space Wadiz is a good example of 

how online platforms can adapt to the 

offline market. With the rise of IT, the 

lives of people today are moving onto 

online areas, but there still are some 

millennials who swim against the 

current and stick to offline experience. 

If you’re one of them, Space Wadiz 

will be the perfect place for you. 

The goal of Wadiz was to create an area where people could come

and get hands-on experience with the products that were being

funded online. The company replaces its funding products every week, 

and this urges customers to revisit the building as they can experience 

new content in a matter of days.
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Just come and 
take a break
60 Seconds Lounge People are spending time home alone more than ever before. 

In these unusual times, some millennials are making moves 

to transform the idea of ‘home’. ‘60 Seconds Lounge’ is an 

excellent example of this. Visitors who come to the lounge can 

dive into an experience of relaxation outside of their homes 

and realize how important it is to get a good sleep.
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People spend most of their time on 

their beds, and they do everything they 

can to make their sleep comfortable. 

60 Seconds offers relaxing sleep with 

its mattresses and bed items, and its 

lounge is a symbol of the company’s 

effort to give the rest that people need.

The founding member of 60 Seconds, 

Jo Jaeman, and the company’s brand 

director, Kim Hanjeong launched the 

company’s brand in 2014. Then they 

opened up ‘60 Seconds Home’ the 

following year to create an area where 

customers could freely come and 

experience their products. A mattress 

is the crucial factor when it comes 

to getting good sleep. The materials 

and parts inside the mattress all have 

to fit into the various body shapes 

and sleeping patterns of different 

individuals.

Unfortunately, people tend to overlook 

the importance of finding the right 

mattress and purchase them after 

just lying on one at a store or buy one 

online. Director Kim Hanjeong thought 

that stores that only gave out one-

way information couldn’t do the job of 

providing the right sleeping experience 

for her customers. 

She then set a goal to create a place 

where she could send the right 

message about the value of sleep. She 

and her colleagues worked relentlessly 

to realize her dreams, and the end 

result was ‘60 Seconds Home’ and 

‘60 Seconds Lounge’. 60 Seconds 

Lounge is the second showroom of 

the company’s brand, which is located 

in the peaceful neighborhood of 

Itaewon, at a building that used to be 

the embassy of Lebanon. Both of the 

floors inside the 436m2 space were 

renovated to become a lounge for 

people who need good rest. 

On the first floor is the showroom 

where visitors receive interviews from 

the store’s manager while having a 

relaxing cup of tea. Another feature 

here is the Note & Rest Shop, which 

includes props that you need to 

experience to know what it feels like to 

get good rest. The shop contains items 

such as pajamas, diffusers,  teacups 

and all sorts of bed props that show 

the company's goal of extending the 

idea of sleeping to other activities.

Meanwhile, the second floor is an 

independent space exclusive for its 

visitors. Here, visitors can fall on their 

backs and take the rest they need 

without being interrupted by any 

staff around the store. The company 

was well aware that the attention of 

company personnel could sometimes 

be overwhelming for customers. That’s 

why the showroom on the second 

floor was designed to be a place only 

for visitors.  What makes this space 

even more special is the locker room 

that allows visitors to change into their 

most comfortable outfits for their rest. 

60 Seconds Lounge is run under a 

booking system.

Unlike other showrooms where 

customers run into each other in 

limited spaces, you can enjoy the 

comforts of having plenty of room 

through hour-long bookings here. 

Of course, making reservations isn’t 

compulsory. If you haven’t reserved 

the lounge beforehand, the managers 

will make arrangements for you not 

to get tangled up with other visitors. 

Director Kim says that mattress, 

Kim Hanjeong, brand director of 60 Seconds 
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topper and sleeping gear must all be 

in their perfect conditions to get the 

rest you need. Customers can realize 

this fact by experiencing showrooms 

product at 60 Seconds Lounge. 60 

Seconds Lounge became a popular 

spot for millennials with things that 

no other brands had. The lounge 

caught the attention of young people 

with its simple yet cozy furniture and 

interior designs. They also fascinate 

millennials who value their private 

lives in a secluded place where they 

can understand what it means to 

get deep sleep. 60 Seconds Lounge 

concentrates not on the norms of 

commercial success but on being a 

store to become a shelter for those 

who long for the true meaning of 

getting rest in the busylife in Seoul.
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Machines cook, robots deliver No Brand Burger in Yeoksam

Thanks for the chicken, Dilly! Merry-go Chicken

Both together and separate in the age of new-normal Commontown Yeoksam Treehouse

I’ve found a job in a cafe Catch Cafe

#NEW-NORMAL 
SPACES

Non-contact, robots, AI, and sharing economy: these are some of the 

keywords that will lead us into the daily lives of our future. Spaces that 

foretell our new-normal age are already appearing in the city of Seoul.
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In the age of post-COVID, a futuristic 

burger place has opened up in the town 

of Yeoksam. The restaurant’s name is 

‘No Brand Burger’, and it’s becoming one 

of the most popular meeting spots for 

millennials. We met with Kim Yeongsam, 

the manager of Shinsegae Food’s 

Interior Team to follow his guide on this 

innovative burger shop. 

Machines cook, 
robots deliver 
No Brand Burger in Yeoksam
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This hamburger place seems to 

deliver more than just burgers. 

Everything here is sending the 

message of futuristic lifestyles Here 

in No Brand Burger, a machine will do 

the cooking when you make an order 

through one of the kiosks. The conveyor 

belt watches over the machine flipping 

over the buns, and it delivers the burger 

to the customer as soon as the burger’s 

ready. This means that you will never 

run into our actual staff, from the time 

you make your order to the time you 

pick up your burger.

You claim that this is a ‘store of the 

future’. What does that mean? We’re 

becoming more and more used to the 

idea of ‘non-contact’ services. No Brand 

Burger aims to fit into the sign of the 

times by meeting the social demand. 

The burger shops are managed in a 

way that customers can avoid as much 

contact with the staff as possible. When 

you make an order through the store’s 

kiosk, a robot will serve your food at a 

separate pick-up area.

Your burger shop has become one 

of the most popular places among 

millennials. Did you make any 

preparations beforehand to reflect 

their preferences? We’re in Gangnam, 

which represents the shopping area 

for millennial office workers in Korea. 

Therefore, we did everything we 

could to create a place that could be 

interesting. Millennials are people 

who find themselves comfortable in 

a digital environment, and they make 

rational spending decisions but also 

love to experience new things. Our 

burger place is different from other 

fast-food restaurants in every way, 

from the user’s manual to the store’s 

interior designs. Not only that, we’re 

always developing new dishes for the 

millennial workers here in Yeoksam. 

These dishes include sandwiches and 

salads that people can grab for their 

morning meals while getting to work. 

We’re doing everything we can to 

make ourselves stand out from all the 

other fast-food restaurants, and I think 

our effort paid off. 

But your new system can’t be the 

only thing that rounded up so many 

customers. You must’ve put a lot of 

effort into other components such 

as your menu, service, and spatial 

designs The key to our success was 

in our aim to think outside the box and 

create a restaurant of the future. Our 

branch here in Yeoksam is the epitome 

of our continuous efforts to complete 

our new management system. It took 

us six months just to get done with the 

restaurant’s interior settings. The idea 

Shinsegae Food’s very own automatic 

cooking equipment. The machines here 

all cook the buns and patties according 

to the kiosk order from customers. 

Different chefs make different burgers, 

but that’s not the case for our branch 

in Yeoksam. The automatized machines 

cook our buns and patties, so you 

don’t have to worry about the taste of 

our burgers changing, as well as their 

quality. 

It seems like the non-contact culture 

is becoming the norm for millennials 

in the age of post-COVID. How will 

No Brand Burger’s branch here in 

Yeoksam adapt to this change? Well, 

one thing is for sure: we’ve surpassed 

the stage of just being a hamburger 

restaurant. I just hope our branch can 

become a place where people can 

experience new things while living out 

their daily lives.
Kim Yeongsam, manager of Shinsegae 
Food’s Interior Team#
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we had was to plan out the space so 

that our main targets, the millennials, 

could freely visit the restaurant and 

make themselves at home.  An example 

of this would be the tables that have 

different heights, which show our effort 

to include a wide variety of designs in 

the restaurant. We also gave variations 

to our pick-up area and the tile patterns 

on the floor so customers could find 

their paths right away. I should mention 

that the automated facilities, which are 

like the vital organs here in Yeoksam 

branch, were all developed and made 

in Korea. It took us two long years to 

get the store done, and right now we’re 

making improvements to our system 

so that it can be applied to the brand’s 

smaller branches. 

The brand-new system that you 

developed to automatize the store 

is also amazing It’s all thanks to W
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Thanks for the 
chicken, Dilly! 
Merry-go Chicken

Information technology is a 

thing that goes alongside new 

trends. ‘Merry-go Chicken’ is 

a restaurant that proves this 

with robot chicken servers, and 

with this, the chicken place 

has been able to gain immense 

popularity from millennials. We 

met with Kim Cheolyeong, the 

director of Woowa Brothers 

who was in charge of the 

restaurant’s spatial design, to 

listen to Merry-go’s story of 

success. 

This is the second year of your 

business. How far do you think 

you’ve gotten on achieving 

that goal? We’ve obtained some 

meaningful results. This restaurant 

became known as an exotic place that 

is full of excitement to millennials who 

value sharing and experiencing over 

owning products. The millennials are 

a generation of communication, and 

their activities on social media allowed 

us to reach out to other age groups. 

On the weekends, we’ve been having 

a lot of families with children as 

customers as well as elderly people in 

their sixties and seventies. This shows 

that the millennials’ spending patterns 

of getting into new technology and 

culture are affecting other age groups. 

Dilly is the robot in charge of our hall 

service. All the customers who see 

this robot are amazed at how it is able 

People call this place “the 

restaurant from the future.” What 

was the idea behind your spatial 

design here? In 2017, Woowa 

Brothers started to make investments 

and developments in robots and 

AI. We had a long-term view, and 

our aim was to utilize the data from 

technologies such as robots, smart 

orders, AI, ERP (Enterprise Resource 

Planning) to make running restaurants 

more efficient. The prototype of our 

project was Merry-go Chicken. Here, 

customers make smart orders and 

the owner of the restaurant serves 

the food using serving robots. Our 

ultimate goal is to make Merry-go 

Chicken a place where millennials 

could experience the brand-new 

technology of the restaurant business 

as well as becoming a role model for 

restaurant owners. #
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to swoosh through the store using 

its ‘Dilly Slide’ technology. I believe 

images like this serve as models of 

what our future will look like when 

robots come to our lives.

But there are also people who 

have concerns about robots The 

human race is already drawing the 

outline of the future with so many 

technologies. It should be noted that 

these technologies will bring new 

opportunities for us, not replace 

us. The principle that we had while 

preparing for Merry-go Chicken was 

to imagining the spatial designs of 

the future. We had long discussions 

on how the restaurant’s space should 

be, and we agreed that it should take 

a form that goes along with human 

nature. To make this happen, we 

made efforts to simulate the daily 

lives of people in the near future. This 

is why people who come to Merry-

go Chicken are surprised on their 

first visit to see that the place has a 

simpler design than they’ve imagined.

We’re curious to find out about the 

reaction from Merry-go Chicken’s 

owner The owner doesn’t have to go 

around the hall to take orders now, 

and the restaurant has been able to 

save a lot of money and time with the 

smart order system. This in turn led to 

the enhancement in the food’s quality 

and developments on new dishes. 

Our company has also experienced 

an increase of people who are eager 

to take our lessons in restaurant 

management.

Will we be able to see robots 

running through the streets to make 

deliveries in the near future? The 

POS system and kiosks shifted the 

paradigm of restaurant management. 

Now, robots will bring a second wave 

of change. COVID-19 is a catalyst for 

this change, and related technologies 

are growing. We’re moving onto 

a world of ‘non-contact’, but that 

doesn’t mean we’ll be losing all 

the connections we had. It means 

that we’ll be forming new links. The 

development of technologies and 

industries will bring change into our 

lifestyles and the spaces we live. It 

won’t be long until robots deliver food 

to astronauts in outer space. (Laughter)

Our ultimate goal is to make Merry-go Chicken a place where millennials can

experience the brand-new technology of the restaurant business while becoming 

a role model for restaurant owners.

Kim Cheolyeong, director of Woowa Brothers
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Both 
together 
and separate 
in the age 
of the new 
normal 

‘Commontown Treehouse’ is a shared space that provides a sense of community 

as well as cozy private rooms for its residents. Libeto Korea is in charge of the 

tree house, and we met with the company’s managers, Lee Minhyeon and Hong 

Seungyeon to get some insight on how one-person households are doing in the 

age of new normal.

It’s Please tell us about 

Commontown and the idea of co-

living Lee Minhyeon Commontown 

is a brand that provides a new kind 

of housing called ‘co-living’ to people 

who live in Seoul and Singapore. 

People tend to think of housing as 

getting good houses for families, but 

with Commontown we offer houses 

that are perfect for one-person 

households. We’ve also added the 

idea of a shared economy into our 

houses to replace the old values of 

family housing, and we’re hoping this 

will help build a sense of community 

for our residents. Commontown 

Yeoksam Treehouse is one of our 30 

Commontown houses, and it’s a co-

living building located in Yeoksam. 

The tree house comes with 72 private 

rooms in six different lifestyles, as 

well as a shared space.

Who are the people that live in 

Commontown 

Yeoksam Treehouse
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your tree house? Lee Minhyeon 

They’re mostly millennials who work 

as freelancers, entrepreneurs, and 

startup CEOs. I guess they were 

attracted to our tree house because 

they could have the pleasure of 

having both their houses and offices 

in the same space. This created a 

synergy effect, as the abundance of 

businesspeople led to collaborative 

work between residents, as well as 

collaborations with our company.

What do you think of the lifestyles 

of millennials who live inside 

the houses you’ve built? Hong 

Seungyeon They are the pioneers of 

their lives and immerse themselves 

in the things they love. They also try 

to escape from what society forces 

them to do and dream of becoming 

their real selves. To make this happen, 

they try to find the balance between 

their lives and their work. To meet 
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these needs of millennials, we tried 

not to cram everything inside the 

spaces of Commontown Yeoksam 

Treehouse. We created private spaces 

wide enough for them to take comfort 

breaks, and we’ve also left room for 

a shared space where residents can 

have access to the various facilities of 

Commontown.

What does the word ‘community’ 

mean inside Commontown? Lee 

Minhyeon Here in the tree house, the 

community is a sense of connection 

between people who live in the same 

space. I don’t mean to say that this 

is a strong bond between people. It’s 

more of a loose link between people 

who share the idea that they’re living 

in the same place. The programs we 

provide for our residents, such as yoga 

and jogging classes are all means to 

spread this spirit of community.

The COVID-19 outbreak must have 

changed people’s ideas about 

shared spaces. Hong Seungyeon 

People used to gather together a lot 

before the outbreak, but now they 

prefer to redesign their private spaces 

so they don’t have to run into other 

people. Up until a while ago, shared 

spaces were all about getting together 

and having fun. But the outbreak of 

COVID-19 changed everything. Now, 

people are looking for private rooms 

with various features for their small-

sized meetings. I think people’s 

desire for balance will give a rise to 

the demand for shared spaces with 

various features. What I mean by the 

word ‘balance’ is that people will try 

to find independence in their lives, 

which is a value that is at the heart of 

the millennial lifestyle.

How do you think the perception of 

housing has changed in the age of 

the new normal? Hong Seungyeon 

After the pandemic, more people are 

working in their homes and taking 

online classes. I believe this trend led 

to the popularity of houses that can 

adapt to the lifestyles of residents. 

Houses used to be placed for rest 

and recharging, but in the new-normal 

age, they are evolving into areas of 

business, leisure, and other various 

activities. That’s why we need houses 

that satisfy the various needs of 

residents who live there. Millennials 

never discriminate against others 

just because they’re different. As 

managers of Commontown, we’ll 

continue to create houses that fit the 

diverse lifestyles of millennials. 

Hong Seungyeon (left) and Lee Minhyeon, team leader and 
manager of Libeto Korea
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I’ve found a job 
in a cafe 
Catch Cafe

Catch Cafe is both a cafe and a job-searching site for 

millennials. The cafe comes with everything that you need, from 

study groups, employment education programs, and of course, 

just the right atmosphere for a cup of coffee.

Back in the day, people would go to 

cafes for a cup of coffee and have 

chats with their friends. But now, 

cafes are turning into places where 

people study and work. One cafe 

took the initiative in this trend and 

turned itself into an area of infinite 

possibilities. 

This place is none other than Catch 

Cafe, which turned into a franchise 

with six branches in Seoul after its 

huge success. The cafe is managed 

by Jinhaksa, which specializes in 

providing information on university 

entrance exams. 

On the outside, the place looks like 

any other cafe around Seoul. The 

space inside is big and wide, and the 

slick interior design tempts visitors to 

reach for their smartphone cameras 

to take pictures of the cafe. However, 

this is no ordinary cafe. Catch Cafe is a 

place where the company of Jinhaksa 

shares information with people who 

are looking for jobs. If you’re looking 

for a job, you can come to Catch Cafe 

and get all the information you need 

right away.

What’s interesting is that companies #
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are also familiar with Catch Cafe. Catch 

Cafe was created to help university 

students who had trouble looking for 

jobs. The idea behind the cafe was to 

provide a space that might provide 

more useful information on jobs than 

portal websites. In other words, the 

cafe is for people who want to find 

jobs, form social connections, study 

for exams, and do all of these things 

while drinking coffee. Another feature 

of the cafe is that you can sign up for 

mentoring programs where you can 

listen to the stories of actual workers 

in related fields at any branch.

Surprisingly, all of these services are 

free. All you have to do is sign up 

as a member through the cafe’s app 

or website. Then you’ll be able to 

receive a QR code, which will enable 

you access to drinks, bookings, and 

programs inside the cafe. It truly is a 

place where you can do everything 

you want while enjoying the comforts 

of being in a shared space. The 

services from the cafe might be 

free, but their quality is not to be 

underestimated. Millennials tend to 

completely ignore the things they 

don’t need, so the managers of the 

cafe took extra care to satisfy their 

needs.

All the branches of Catch Cafe are 

located near subway stations. All of 

them have awesome interior designs 

in a huge area. People might first visit 

the cafe just because it’s free, but 

they come again because of its warm 

atmosphere, tasty refreshments, and 

information for getting a job. There 

are tables for study groups, seats 

for single customers, and private 

rooms for large groups in the café, 

which fascinate people. The cafe 

also offers lectures on resumes, 

job interviews, and opportunities to 

meet professionals. Also, Catch Cafe 

provides a variety of information on 

jobs and career paths. All you have to 

do is register on the cafe’s app. Job 

recruitment trends keep changing, 

and both companies and job seekers 

need information and knowledge. 

Catch Cafe is the place where both 

companies and people looking for jobs 

can find everything they need.

Kim Jeonghyeon, the chief manager of Catch Headquarters, contributed to making the 

cafe a perfect place for job-searching millennials.
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Made by Seoul Seoulmade Space

Connecting Seoul’s brands and businesses Seoulmade Stage with Shinhan

Preserving history to bring life back into the companies of Seoul Seoulmade Museum-Eulji-ro

#SEOULMADE 
SPACE

A cultural hub of Seoul, an area that connects Seoul’s brands and businesses 

together, and a museum where the past and future of Seoul coexist in one 

space: all of these are Seoulmade’s hippest areas just for millennials.
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Made by Seoul  
Seoulmade Space 

If you’re looking to find Seoul’s most original vibe, the 

first floor of Seoul Business Agency’s building in Sangam-

dong, Seoulmade Space, is just the right place for you. 

Millennials are starting to recognize this floor as one of 

their favorite cultural areas in Seoul.
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new and trendy components that 

millennials would find interesting. 

If you’re someone who was born in 

the mid-1990s to early 2000s, you 

won’t be disappointed by the things 

exhibited here. Seoulmade Space 

is open to anyone, and there’s no 

right and wrong here. You can come 

in and take a break, look around 

the area, or read a book. There is 

absolutely no need for you to buy 

coffee or souvenirs. Another thing 

that makes this floor interesting is the 

curation that changes every month. 

The curation changes according to 

the theme of Seoulmade’s monthly 

editions.

Everything inside the area, such as 

books, items, and even refreshments 

all share a deep sense of connection. 

The theme until mid-November was 

the magazine’s ninth edition, ‘World-

Changing Creators’. Since then, the 

floor has been highlighting a book 

curation from Kim Soyeong, the CEO 

of Bookplant, which corresponds 

to the theme of Seoulmade’s tenth 

edition, ‘Still Into Books’. Pop-

up stores from companies that 

collaborate with Seoulmade can also 

be found at Seoulmade Space.

In November, artist Jean Jullien 

and creative director Heo Jaeyeong 

worked together to showcase a 

pop-up exhibit of a living brand 

called NouNou from Jae Huh & Co. 

Seoulmade Space is also an area for 

millennials to come and taste the 

coffee of Seoul. Visitors in November 

can have the pleasure of tasting coffee 

from Fritz and Muhwadang’s desserts. 

Fritz is a popular coffee brand among 

millennials for its innovative takes on 

Seoul’s coffee, and Muhwadang is a 

bakery company that aims to catch 

the attention of millennials with its 

adorable symbol and healthy desserts. 

In Seoulmade Space, everything 

you see, feel, and taste all carry the 

atmosphere of Seoul.

It might look like a book café or a pop-

up store. Managers of Seoulmade 

Space worked hard to describe the 

Seoulmade’s values. The decoration 

here shows that Seoul’s past coexists 

with the high-tech today. Seoulmade 

Space is open on weekdays and 

weekends, from 8 AM to 7 PM. Now, 

the offline community ‘Culture Club’, 

is being run in small groups under the 

regulations on epidemic preventions. 

Online programs will also be open 

soon.

This is all thanks to Seoul Business 

Agency. The agency created 

Seoulmade Space to preserve 

Seoul’s cultural values as well as raise 

awareness on the first-ever brand 

space of Seoulmade, which is the 

agency’s magazine that promotes 

the activities of young people who 

are making contributions to Seoul’s 

industries. Here, you can have a 

look at all the content and items 

that represent Seoulmade’s motto, 

which is to preserve the Seoul vibe 

that millennials love. In other words, 

Seoulmade Space is a place where 

millennials can come and experience 

the brand of Seoulmade as well as 

Seoul’s culture. 

You can find all of Seoulmade’s 

company collaboration products here. 

The product displays are also full of #
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Connecting 
Seoul’s brands 
and businesses 
Seoulmade Stage with Shinhan 

To spread the values of, Seoulmade, Seoul Business 

Agency came up with three areas; Stage, Space, and 

Museum. ‘Seoulmade Stage with Shinhan’ is one of 

those areas, and it’s a place where companies and 

brands can receive all kinds of support to improve 

their business.
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Just like its name, Seoulmade Stage 

with Shinhan is a place for small and 

medium-size companies in Seoul. 

The reason that the stage comes 

with ‘Shinhan’ is because the area 

was created from a collaboration 

between Seoul Business Agency 

and Shinhan Bank. Companies 

collaborating with Seoulmade can 

run their product launching shows, 

media events, company introductions 

and presentations on investment 

solicitation right here. It’s not hard for 

major companies to launch product 

showcases or hold seminars. But if 

you’re running a small or a medium-

sized company, it sure is a different 

story. 

Seoul Business Agency was well 

aware that these companies would 

need a space to get help and 

information on running these events. 

The result of the agency’s efforts 

to support them is Seoulmade 

Stage with Shinhan. Up till now, 

the aid for small and medium-sized 

businesses has been focused on cost 

savings, recruitment, rental support, 

and overseas training. However, 

Seoulmade Stage with Shinhan takes 

a step further and seeks to reinforce 

the companies in a different way. 

Seoul Business Agency plans to 

connect the brands and businesses 

of Seoul by providing support on 

branding, marketing, and advertising 

to companies that are collaborating 

with Seoulmade. Companies and 

brands that have succeeded in putting 

their business into action can make 

new networks here on the stage if 

they are in a collaborative relationship 

with Seoulmade.

The stage also offers business 

programs for brands and companies 

from Seoul. The programs include 

conferences on business trends and 

paradigms, as well as classes on 

practical business skills. 

Meanwhile, the agency is planning to 

hold a talk show called ‘Seoulmade 

Society’, which will be accompanied 

with brands from Seoul, such as Food 

Namoo, Oktokki Project, FC Seoul, 

Living Crafts, Hibrow, and Monami.  

Participants to Seoulmade Society will 

be able to freely share their opinions 

on topics such as branding, marketing, 

Coming’. Last but not least, the stage 

is equipped with a work space where 

collaboration companies and brands 

can handle their business. All of the 

programs and community activities 

in Seoulmade Stage with Shinhan 

are managed in small sizes through 

online reservations. The stage is 

also planning to prepare non-contact 

program services through Zoom, and 

YouTube live videos to run classes to 

simultaneously run online and offline 

services. W
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Seoul Business Agency plans to connect the brands and

businesses of Seoul by providing support on branding,

marketing, and advertising to companies that are collaborating 

with Seoulmade. The stage also offers business programs for

brands and companies from Seoul.

products, service quality, and company 

welfare. The brands and companies 

that collaborate with Seoulmade will 

also be able to receive benefits such 

as classes on investment solicitations 

and writing contracts. 

Meanwhile, visitors to the business 

conference will have a chance to talk 

about the characteristics and work 

patterns of millennials who have 

become the main consumers in the 

market. The conference will be held 

under the title, ‘The Millennials Are #
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This old building resides in the street of 

Euljo-ro 1 ga, Jung-gu, Seoul, right next 

to the City Hall. The address is enough 

to make you wonder at the building’s 

history, but it was actually the home of 

Grévin Seoul Museum, which featured 

displays of wax figures. The theme of 

the museum somewhat undermined the 

building’s historical value. Fortunately, 

from next year it will be able to recover 

its old glory, as Seoul Business Agency 

announced that the building is to be 

renovated into a multi-purpose culture 

area called Seoulmade Museum. 

The agency didn’t forget to add that 

Connecting 
Seoul’s 
brands and 
businesses
Seoulmade Museum- 

Eulji-ro

A building has stood its ground from 

the times of the colonial rule of Japan 

to the year 2020. This building is none 

other than the old American Cultural 

Service Building in Eulji-ro. This living 

legend of an edifice has been reborn 

into ‘Seoulmade Museum-Eulji-ro’.
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the original architecture and historical 

significance will all be preserved. 

But you might wonder why the agency 

would need to do that. We had the 

same question in our minds, and we 

met with Professor Lee Yeongyeong 

to find answers. She holds a Ph. D in 

Architecture and is the chief of Incheon 

University’s Convergence Research 

Institute of Regional Humanities and 

Information.

“Out of all the buildings in Eulji-ro that 

had been built under the Japanese 

colonial rule, the American Cultural 

Service Building was the only one 

that survived. The Eulji-ro buildings 

constructed in the 1930s are nowhere to 

be seen except for this one. The reason 

this one was able to survive is that it was 

owned by the United States of America.” 

She actually found out this fact while 

making researches on this project. After 

Korea’s liberation in 1948, the building 

was handed over to the United States 

government under the Initial Financial 

and Property Settlement Agreement 

between Korea and the United States. 

Then in 1955, it was passed on to the 

American Embassy.

Back in the day when Korea was under 

the imperial rule of Japan, the Japanese 

government ran a drainage construction 

project in Korea, and one of the first 

roads to be uncovered was Eulji-ro. Eulji-

ro and Namdaemun-ro were streets that 

had significant values as Korea’s centers 

of business. “In 1910, Eulji-ro became 

the Wall Street of Seoul, as it was the 

center of Korea’s finance and economy. 

Major trade companies from Japan such 

as Mitsui, and other financial institutions 

all had their branches here. There still 

are a lot of banks in Eulji-ro, so you can 

see how history had its effects on this 

street.”

that it holds a huge meaning in Korea’s 

contemporary history.” 

It’s possible that Eulji-ro 1 ga took less 

damage during the Korean War because 

it was under the administration of the 

US government. On the contrary, it is 

told that the area around Seoul Station 

and Namdaemun took direct hits from 

the war. 

During Rhee Syngman’s presidency, the 

street of Eulji-ro became to be a part of 

the government’s ‘Scenic Project’.

“The point of Scenic Project was to 

make Seoul a place that wouldn’t raise 

disappointment from foreigners. The 

project required buildings on roadsides to 

have at least five floors. This is the reason 

why the old buildings all disappeared 

around the 1960s and 1970s.”  

That was about the time when the US 

Embassy building changed its name to 

the American Cultural Service Building. 

In 1985, an incident occurred where 73 

students from five universities in Seoul 

occupied the service building to protest 

against the American government.

It’s not hard to see the complicated 

history behind the building, from the 

Japanese colonial rule to the American 

government’s takeover. But unlike its 

long history, the building was equipped 

with state-of-the-art elevators ever 

since the beginning of its service. The 

outside and inside of the building might 

have been remodeled, but the original 

structure is still the same. This is why the 

service building has a significant value 

as construction that features the modern 

architecture of Korea.

We asked Professor Lee about the things 

that she had found impressive while she 

made a research on this building. She 

answered that she was amazed by how 

the building served the role of being “the 

center of America inside Korea”.

“I figured out that I’ve only been 

focusing on the architecture from the 

1930s. With this research, I learned that 

I should pay closer attention to history 

from the 1940s to the 1950s.

I hope the Seoulmade Museum will 

write new stories as well as keeping the 

legacy of the American Cultural Service 

Building.” W
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Coming up in 2021 is ‘Seoulmade 

Museum-Eulji-ro’. 

The old American Cultural Service 

Building will be renovated into 

‘Seoulmade Museum- Eulji-ro’, a multi-

purpose culture area for the people of 

Seoul. 

Seoul Business Agency is planning to 

introduce its Seoulmade brand here. 

The agency will allow visitors to feel the 

vibrant atmosphere of Seoul with the 

brand as well as carry out tasks that will 

bring out the full potential in the small 

and medium-sized companies in Seoul.

The building of Seoulmade Museum - 

Eulji-ro on Vol. 17, No. 12 of <Joseon and 

Architecture> (December 1938). 

Lee Yeongyeong, chief of Incheon University’s Convergence Research 

Institute of Regional Humanities and Information. She led the research on 

ascertaining the history of the Seoulmade Museum project. 

Mitsui’s Seoul branch was located right 

here in Eulji-ro, and this made the street 

a capital foothold for Japan. After the 

liberation, the American government 

took over Mitsui’s old building and 

inherited the enemy’s assets. The 

American military used the old Mitsui 

building and Bando Hotel building across 

the street as their headquarters. Rumor 

has it that the military used the hotel as 

their barrack.

“After Korea was liberated from Japan, 

this street became a crucial area of 

finance as well as politics. You can see 
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Places that people love don’t just fall from the sky. The history, sentiments, 

and the preferences of one generation are the things that make these places 

attractive. Millennials’ favorite places are exactly the same. You might think 

millennials would just go out looking for places that are new and fresh. 

However, their tastes, sentiments, and economic conditions are the real 

deciding factors in their choices.

The millennials’ 
tastes and spaces 

A while ago, I started reading Paul 

Auster’s novel Sunset Park. The novel 

is set in the times of 2008 when 

America was going through the 

subprime mortgage crisis, and the 

main characters are a man born in 

1980 and a woman born in 1991. It 

might be a bit rash to categorize them 

according to their age difference, but 

they do have subtle differences in how 

they love each other. However, they 

also share similarities; they want each 

other, but they both hate the sense of 

responsibility.  

The two make an agreement on how 

far their love can go. What’s interesting 

here is that the limits of the agreement 

are not proposed by the woman born 

in 1991; it’s actually the man born in 

1980 that does his best not to cross 

the invisible line.

I couldn’t help but ask myself while 

reading the book, “Can the instincts 

of a man and woman be controlled 

by reason?” At first, I felt it was 

somewhat awkward for Auster, 

an early baby boomer, to describe 

the love life of millennials. But as a 

member of Generation X myself, I 

soon found myself empathizing with 

the main characters. I’m tired, I don’t 

want to be in complicated situations, 

and I loathe hurting other people’s 

feelings. 

The whole Generation X has been 

this way. When we were children, the 

generation before us always told us 

that we weren’t doing our best. After 

growing up, the ones after us made 

us worried about falling behind their 

trends.  No one knows for certain what 

will become the new trend in 2021. 

But one thing is clear; Generation 

X will have to follow whatever the 

millennials are going to put out. 

For me, the older generation’s ways 

are too stubborn, and the younger 

people’s ways of justifying everything 

sounds too cheesy. But if I had to 

make a choice, I’d choose the latter 

because it’s still better to innovate and 

look around for new things than just 

hold onto the old ways that no longer 

work.

In the end, the ones who innovate 

will be the ones to control the cultural 

hegemony. Here are the summaries of 

the sentiments, tastes, architecture, 

and spatial characteristics of the 

millennials today. 

#Connection: 

A millennial’s emotional 

foundation
Simplicity, fun, honesty, sharing, 

experience, belief. These are some 

of the keywords that describe the 

millennials born around the 1990s. 

Their thoughts are based on direct 

experience and search bars inside 

smartphones, rather than books and 

contemplations. They also grew up 

in an era of low economic growth, 

which made them frugal but at the 

same time endowed them the spirit of 

prodigality.

Mainstream media might like to 

describe them as right-minded and 

happy people, but they’ve forgotten 

that millennials were born in an age 

of economic crisis and so many 
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on their construction and accept ideas 

and opinions from other areas to make 

their architectural designs better.

After the economic crisis in 2008, the 

world has fallen back to the morals of 

low-growth and architects are coming 

up with fresh ideas again to fit into the 

new trend. Web magazine archives 

such as Arch Daily took over the 

market, and this gave way to a flood of 

information in all areas of architecture. 

The projects on normal houses and 

commercial buildings became the 

mainstream as paper magazines had 

to give up their thrones to their peers 

online, and now these projects are in 

endless competition with each other to 

be on the top. 

Young architects abandoned the 

near-impossible goal of becoming 

maestros and chose to pay attention 

to the clients who respect their work. 

Simplicity, fun, honesty, sharing, 

experience, and belief. The tales of 

architecture aren’t so different from the 

stories of millennials today.

Today, we live in a world where 

architects no longer have the words to 

describe the times in which they live, 

nor do they have the power to bring 

their architecture to life without help 

from others. In such a world, only one 

sentence remains to illustrate their 

architecture: respect is more.

However, the millennials still managed 

to rebel against this overbearing 

society by embracing the ideas of 

acceptance and tolerance. Through 

social media, they learned to take in 

positivity by clicking ‘likes’ instead 

of being negative all the time. These 

millennials are becoming enthusiastic 

social members who value equality 

and respect the differences among 

individuals. 

 

#Complexity: 

The character of millennials’ 

space
Accumulating wealth is no longer an 

easy task to carry out. In times like 

these, millennials are struggling to get 

their living spaces. However, they’ve 

learned how the economy works 

at  an early age, which has allowed 

them to move on from being passive 

customers to active participants of 

the sharing economy. They survive 

in today’s world by discovering, 

organizing, and participating in an 

alternative spatial culture that can be 

shared not only at an individual level 

but also at a level of the urban domain. 

Sharing living spaces, redesigning the 

concept of close-range communities 

with trades on second-hand items, 

free markets, flea markets, urban 

regeneration, and market revitalization- 

These are only a few examples of 

how millennials are integrating their 

thoughts on social issues, lifestyles, 

and themselves to create their very 

own spaces. The way millennials look 

for unique value in rare items rather 

than going for major brands is similar 

to how the bourgeoisie tried to make 

#Respect Is More: 

The architectural trends of 

millennials
Places and cultural tastes might be 

areas of social hierarchy, but they are 

also outcomes of history. The way 

millennials embrace and respect all 

thoughts and values, as long as the 

thoughts aren’t out of line, can be 

analyzed through the historical context 

of architecture.

In the early 20th century, architecture 

was assigned with a mission to 

rebuild the lands of men that had been 

shattered by the world war, as well as 

having to proclaim the vision of a new 

era. Therefore, the idea of modern 

architecture back then was to construct 

buildings for all people. This was done 

by building edifices that held general 

and pragmatic values, rather than 

individualistic and regional ideas that 

represented different cultures around 

the world. Just as the famous architect 

Mies van der Rohe once said, “Less is 

more.” It was a time of simplicity and 

modesty. 

However, the cold war in the mid-20th 

century turned the clock backward 

and brought back the oppression of 

freedom. The architects realized that 

their vision could not be realized, and 

all they could do was print out the 

same old buildings without any hope 

disasters; both natural and man-made. 

Millennials are well aware of the 

twisted truth behind Korea’s economic 

growth, and they struggle to survive 

inside a world where the bubbles have 

already burst. Unlike the generation 

before them, millennials fight social 

injustices by publicizing them on 

political spheres in the digital world. 

They can do this because the web 

allows them to connect and move 

around freely in a virtual space. The 

homes of these millennials are in cities 

that are equipped with state-of-the-art 

mobile systems. 

They connect everything, and at the 

same time, they are connected to 

everything. With actual technologies 

such as blockchain the millennials 

are close to bringing the idea of a 

decentralized society into the real 

world, which only used to be a dream 

for generations before them.

#Respect: 

The root of millennials’ tastes
Rapid urbanization changed a lot of 

things, but we live in a world where 

individuals can’t find private space 

because the community around them 

forces its ways upon them. It’s still 

hard to draw the line between public 

and private matters, and we still have 

to care about what others think of us.

In a society where individuals have 

to fit into the rules and norms, it is 

impossible for people to be who 

they really are. Instead, surviving and 

protecting oneself from the threats of 

social stigma becomes a top priority. 

Those who can’t fit in are treated like 

nobodies.C
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themselves distinct from the nobles by 

embracing the art of impressionism. 

But the difference is that unlike the 

bourgeoisie, the millennials are not in 

the top 20%. On the contrary, they are 

in the remaining 80%, which means 

that they are powerless if they don’t 

unite. This is why the millennials seek 

satisfaction in cost-effective items.

However, looking through price tags 

all the time to find the cheapest 

product can’t become the new norm 

for millennials. This is why they look 

for new things all the time, instead 

of settling down with what they 

already have. Just like the clearance 

stores that move around every two 

or three months, millennials go 

around everywhere in search of new 

experiences. That is why the concept, 

designs, service, and marketing 

indexes of places that millennials love 

can only be temporary. This explains 

why the ‘pop-up’ concept that focuses 

on advertising and instant reactions is 

gaining popularity.

More importantly, it should be noted 

that millennials’ favorite places are 

compounds filled with chemistry, 

physical reactions, synchronization, 

and integration of time. They log into 

different time slots (retro spaces), 

operate in content platforms (cultural 

spaces), share values (brand spaces), 

and react to the world around them 

(new-normal spaces).

Inside these various areas, millennials 

collaborate with each other to create 

and reinterpret the world around 

them and fill up their daily lives with 

non-daily components that will bring 

changes in our society. 

of change. 

But that was when the architect Robert 

Venturi struck down on them with his 

new motto, “Less is boring.” He saw 

that the world was becoming more 

and more complicated, which was a 

complete contradiction to the ideals 

of simple architects. He went on to 

argue that it was the architects’ duty 

to embrace society’s complexity and 

ambiguity to recover the richness in 

architecture. 

While the field of architecture struggled 

to bring itself back to the hands of 

the public, the wave of neoliberalism 

and globalism in the late 20th century 

gave birth to new architects that would 

become icons of the new age. 

Rem Koolhaas, the expert on the urban 

culture of density, is one of those 

architects. He came up with the line, 

‘more is more’, to represent his goal of 

infusing new experience and cultural 

diversity into architecture. 

In the new millennium, architects 

embraced the elegant storytelling 

images from the Internet as their new 

trend. At the center of this trend was 

the architect Bjarke Ingels who claimed 

“Yes is more.” The new generation 

of architects witnessed the power of 

architecture in the 20th century, and 

they were confident that they could 

escape from just projecting their ideas 

Writer Lee Jungyong (Architectural Editor) 

An architectural editor. He majored in architecture at the graduate school of Sejong University. 

Afterwards, he worked as a reporter in the architecture magazine C3, and as the chief editor of 

Wide AR. Lee is currently reading, writing, and contemplating his role as an architectural editor, 

as well as exploring other areas such as architecture, information, media, and human nature. He 

is the author of Never Forget Cha Ungi, The Housepora Manifesto, and Breakaway. Ill
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#Retro Space

01	 Mangwoo Samlim

	 3F, 108, Eulji-ro, Jung-gu, Seoul

      +82-2-6261-0536

02	Oriental Coffee Salon

	 16-6, Samil-daero 12-gil, Jung-gu, 	
	 Seoul +82-70-4148-4242

03	Villa Records

	 B2F, 18, Dosan-daero 15-gil, 	
	 Gangnam-gu, Seoul 

	 Instagram	@villa_records_

04	Donuimun Museum Village 

	 14-3, Songwol-gil, Jongno-gu, 

	 Seoul +82-2-739-6994

05	 Jungnim Warehouse

	 33, Seosomun-ro 6-gil, Jung-gu, 

	 Seoul	+82-70-4152-7489

06	Cultural complex of art,
	 Haenghwatang

	 12, Mapo-daero 19-gil, Mapo-gu, 	
	 Seoul +82-2-312-5540

#Cultural Space

07	 Brickwell

	 18-8, Jahamun-ro 6-gil, 

 Jongno-gu, Seoul 

 +82-70-4473-9746 

08	Girok Mansion

	 24-6, Seongmisan-ro 29-gil,  

 Mapo-gu, Seoul6 

 +82-70-4137-6620

09	Plant Society 1

	 1F, 24, Hoenamu-ro 26-gil,  

 Yongsan-gu, Seoul

	 Instagram	@ps1_official

10	 Tastehouse

	 Room 201, 96 101, Donggyo-ro 

 17-gil, Mapo-gu, Seoul

	 tastehouse.info@gmail.com

11	 Oil Tank Culture Park

	 87, Jeungsan-ro, Mapo-gu, Seoul

	 +82-2-376-8410

12	 Sayoo

	 85, Itaewon-ro 54-gil, 

 Yongsan-gu, Seoul

	 +82-2-2289-9050

13	 N°646 Collective

	 646, Nonhyeon-ro, 

 Gangnam-gu, Seoul 

	 +82-2-6188-8290

#Brand Space

14	 Musinsa Terrace

	 17F, 188, Yanghwa-ro, 

 Mapo-gu, Seoul

 +82-70-4006-4573

15	 Amore Seongsu

	 7, Achasan-ro 11-gil, 

 Seongdong-gu, Seoul

 +82-2-469-8600

16	 Daily Teum

	 426, Gangnam-daero, 

 Gangnam-gu, Seoul

 +82-70-4090-8005

17	 Dr. Jart’s Filter Space in Seoul

	 46, Dosan-daero 11-gil, 

 Gangnam-gu, Seoul

 www.drjart.com

21	 Merry-go Chicken

	 Room 207, 7, Baekjegobun-ro 

 51-gil, Songpa-Gu, Seoul

 +82-70-8869-5609

22	 Commontown Yeoksam

	 Treehouse 

	 33, Dogok-ro 23-gil, 

 Gangnam-gu, Seoul

 +82-2-3444-3335

23	 Catch Cafe in

	 Seoul National University

	 9F, 165, Gwanak-ro, 

 Gwanak-gu, Seoul

 +82-70-8860-7765

#Seoulmade space

24	 Seoulmade Space

	 1F, 400 World Cup buk-ro, 

 Mapo-gu, Seoul

25	 Seoulmade Stage with Shinhan

	 9F, 135 Seosomun-ro, 

 Jung-gu, Seoul

26	 Seoulmade Museum-Eulji-ro

	 23, Eulji-ro, Jung-gu, Seoul

Just the right 
spaces for 
millennials in Seoul 

Did you have a good look around Seoulmade’s takes on 

spaces for millennials? Well then, now it’s time for you to 

look at the map and search for the same places yourself!
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18	 Space Wadiz

	 7-1, Yeonmujang 1-gil,  

 Seongdong-gu, Seoul

 +82-2-6213-3600

19	 60 Seconds Lounge

	 29, Jangmun-ro, 

 Yongsan-gu, Seoul

 www.60s.co.kr

#New-normal spaces

20	No Brand Burger in Yeoksam

	 1F, 201, Teheran-ro, 

 Gangnam-gu, Seoul

 +82-2-501-4506



Seoulmade is an overall umbrella brand that 

communicates with millennials by discovering and 

curating the products and content that carry the vibe 

of Seoul. We curate the city of Seoul with our partner 

brands, which represent the taste, elegance, safety, 

and convenience of Seoul. 
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워드마크는 NULUK의�이미지를�대표하는�시각�표현물로서�아이덴티티의�핵심이�되는�기본�요소입니다. 어드마크를�임의로�변경하여서는
안되며, 사용시�변형을�막기�위하여�본 Data로�확대, 축소하여�사용하도록�합니다.

New Lifestyle, New Smartstyle
새로운, 참신한, 선도하는, 남들과�다른, 차별화된, 나만의�스타일, 유행�선도자, 소확행, 개성있는

중성적인, 현대적인, 단순한, 스타일리쉬, 개성있는
속성을�나타내는, 차별적인, 기억하기�쉬운, 오래�지속되는, 적용이�쉬운

워드마크
wordmark

Craphic Motif
그래픽모티프 Craphic Motif는�기업의�아이덴티티를�확립하는데�보조적인�역할을�하는�요소입니다. 아래에�지정된�원칙을�참조하여�적절한�공간과

매체에�맞게�활용합니다. Craphic Motif는�반드시�사용해야�하는�요소가�아니므로�공간�확보가�되지�않을�경우�사용하지�않도록�합니다.

Word Mark

Symbol

Color

워드마크 Basic System
Wordmark

오센트의 워드마크는 기업이미지를 대표하는 핵심적인 요소로써, 전문적인 조향기술을 갖춘 라이프스타일 방향브랜드의 이미지를 상징화 하였다.

간결한 산세리프체의 워드마크는 오센트가 추구하는 브랜드의 감성을 향이라는 매개를 통해 보다 직관적으로 전달하고자 한다.

BS01

OHSCENT Identification Standards

Minimum Size
최소 크기보다 작은 크기로는 사용하지 않는다.

워드마크는 대내외적으로 오센트의 이미지를 대표하는 가장 핵심적인 요소이므로 일관된 이미지를 위해 활용시에는 반드시 메뉴얼이 수록된 원고 데이터를 활용하며, 

왜곡, 변형, 오·남용 등 어떠한 이미지 손상도 발생하지 않도록 해야 한다.

Print = 3mm height Digital = 6px height
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“Plant Society 1 is a place where rare plants are 

introduced as well as showcasing various creative 

projects. That is why the plants here are our materials 

for creative activity and sources of inspiration. We hope 

you’ll have a unique experience with plants here.” 

“The lifestyles of millennials are so diverse. 

They never discriminate against others just 

because they’re different. Instead, they 

embrace others and try to learn new values. 

Commontown Yeoksam Treehouse is just 

the right place for millennials like them. 

We’ll continue to create houses that will be 

able to accommodate their lifestyles.” 

Choi Giung, creative director of the designing studio Flake

Lee Minhyeon and Hong Seungyeon, manager and 

team leader of Libeto Korea P
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“Jungnim Warehouse is an experiment of urban 

regeneration. Seoul is a city with a long history, and 

we’ve always thought of ways to connect the old 

with the new. All in all, the warehouse is our take 

on the mindset we’ll need to have when the city of 

Seoul starts to embrace new values.”  

“Countless multi-purpose spaces are 

emerging in Seoul, but it’s not easy to 

integrate two completely different places into 

one complete space. The staff here in Villa 

Records aim to deliver our theme and brand 

color in various ways.” 

Gang Jeongeun, Chief of Every Architects

Im Seongbin, manager of Villa Records
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“Places like Mangwoo Samlim have been able 

to be brought to life thanks to the millennials 

who take interest in the things that might 

seem ordinary and plain to older generations. 

Even if Mangwoo Samlim leaves Eulji-ro, the 

accomplishments we’ve made will still stay here.” 

Yun Byeongju, owner of Mangwoo Samlim

“Oriental Coffee Salon provides the authentic retro 

experience for people in their fifties and sixties, and 

the warmth of getting their hands on the things of 

their grandparents for millennials. I realized that the 

warmth and comfort of second-hand objects was 

not limited to the trend of newtro as it got through 

to people from all sorts of generations.” 

Gang Yunseok, owner of Oriental Coffee Salon



SEOULMADE

PUBLISHER  Jang Yeongseung

MANAGING  Seoul Business Agency

DIRECTOR  Yu Jinyeong  

TEAM LEADER  Kang Myeonggu

SENIOR MANAGER  Seo Jiyoon

MANAGERS  Park Yuseon and Jo Yerim

EDITORIAL  Sungwoo Adcom

EDITOR IN CHIEF   Song Wonseok

SENIOR EDITOR   Lee Jihye

EDITORS  Jung Jaeun, Sin Eunjeong

CONTRIBUTING EDITORS   Go Ara, Kim Kyeongseon, Kim Suhyeon, Park Eunjin, Song Hyemin, 

      Eom Jihui, Won Jongmyeong 

COPY EDITORS   Park Soyeong and Kim Hyeran

ART DIRECTOR  Kwon Youngjoo

DESIGNERS  Kook Sunho and Lim Boyoung

PHOTOGRAPHERS  Kim Daejin, Kim Jaehyeong, Lee Seungbok, and O Chunggeun

ISSUED BY  Seoul Business Agency

ADDRESS  #400 World Cup Buk-ro, Mapo-gu, Seoul

WEBSITE  www.seoulmade.com

INSTAGRAM  @seoulmade__official

COPYRIGHT  ⓒsba

REGISTRATION NO.  Mapo, La00568

REGISTRATION DATE   November 15, 2019

ISSUE DATE  On the 20th of Every Month

This magazine complies with the code of ethics 

and common provisions established by the 

Publication Industry Promotion Agency of Korea.

Writings, photographs, and pictures put in this 

magazine are all copyrighted.

ISSUE NO. 11

DECEMBER 2020

English Version

<SEOUL MADE> Subscription 
If you subscribe to our magazine <SEOUL MADE>, you will be able to 

get broader and deeper perspectives and insights on art and life in Seoul. 

10% off for now! (KRW 144,000 → 129,600)

Subscription

If you are interested in a subscription, give your name, contact, and 

mailing address by QR code, phone, text, or postcard.

Text   1811-0751
Telephone  02-890-0919


	000 SEOULMADE 12월(11호)
	001-003 인트로
	004-011 목차
	012-019 #레트로공간_망우삼림
	020-023 #레트로공간_커피한약방
	024-029 #레트로공간_빌라레코드
	030-033 #레트로공간_돈의문박물관마을
	034-037 #레트로공간_중림창고
	038-041 #레트로공간_행화탕
	042-049 #문화공간_브릭웰
	050-053 #문화공간_기록상점
	054-059 #문화공간_플랜트소사이어티1
	060-063 #문화공간_취미가
	064-069 #문화공간_문화비축기지
	070-073 #문화공간_한남동사유
	074-075 #문화공간_N646
	076-081 칼럼-나의 취향, 나의 서울
	082-089 #브랜드공간_무신사테라스
	090-093 #브랜드공간_아모레성수
	094-099 #브랜드공간_일상비일상의틈
	100-103 #브랜드공간_닥터자르트
	104-107 #브랜드공간_공간 와디즈
	108-111 #브랜드공간_식스티세컨즈라운지
	112-117 #뉴노멀공간_노브랜드 버거
	118-121 #뉴노멀공간_메리고키친
	122-125 #뉴노멀공간_커먼타운 역삼 트리하우스
	126-129 #뉴노멀공간_캐치카페
	132-135 #서울메이드 공간_스페이스
	136-139 #서울메이드공간_스테이지
	140-143 #서울메이드공간_뮤지엄
	144-147 칼럼_이중용
	148-149 지도
	150-153 자사광고
	154-159 엔딩코멘트화보
	160 판권

