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Shim Gayeon

When you read a book, there may be a few words that 

keep catching your eyes. And to me, such words seem 

to cast me questions. From Issue 16 of SEOUL MADE, 

I was struck by one of the interviewees who honestly 

confessed that he once asked himself why he should 

keep thinking about what his next home could be and 

why he could not be satisfied, even though he liked the 

place he had been living. I would like to stress that it was 

one of my favorite parts of the issue.   

Lee Hyeongyeong

The fifteenth issue of SEOUL MADE opened my eyes to 

unseen aspects of the beauty industry. The issue gave me 

lots of takeaway lessons, with a conclusion that I should 

start a few healthy experiments. Most importantly, other 

than industry trend and business insights, I came to learn 

that I could be beautiful if only I seek be “myself” through a 

journey of learning who I am and further, what makes me 

who I am. 

Soryeong

Businesses are increasingly making their efforts in 

engaging their customers and communicating with them 

actively. From Issue 16 of SEOUL MADE, I was delighted 

to find some brand names that I had known for many 

years, while I was pleased to get to know some new 

brand names. All of these had one thing in common – they 

choose to take actions for change, rather than conducting 

marketing activities for the sake of publicity and promotion. 

I was especially moved by the article, which shared a 

message that we all need to keep in mind that some may 

dislike what I like, while what I dislike would be likely to be 

unwelcomed by many. 

Yong Daram

Because I was born and grew up in Seoul, I thought I 

knew everything about the city. But SEOUL MADE proved 

me wrong – Seoul is a city that is much more splendid, 

glamorous, and robust than I imagined. 

gomrii

Every issue of SEOUL MADE gives me insight. As 

always, the recent issue has been filled with unique and 

eye-opening stories. 

seoul Made

《SEOUL MADE》 has been created to provide you with a diverse and 
fresh experience that is unique to Seoul.
Are you a millennial with a smartphone? Then you’ve found just the right brand. 
At 《SEOUL MADE》, we deliver Seoul’s tasteful, elegant, and convenient products 
and services that represent its vibrant atmosphere right to your doorstep.

《SEOUL MADE》 reflects the change in the industry of Seoul. We start from the 
history of hand-made manufacturing businesses and make our way to the state-
of-the-art brainwork that will transform the city’s landscape.
We cherish the baby boomers’ business values that led to Seoul’s miraculous 
growth, and we also celebrate the brilliant ideas of millennials that will shift the 
landscape of the city’s industry.

Our brand’s magazine, 《SEOUL MADE》, is a monthly publication that documents 
the dynamic changes in the city’s industry and the various individuals, companies, 
and platforms that come up with innovative ideas. We reinterpret the tales that 
we collect in our magazines to rediscover and furnish the stories that shine with 
“Seoul’s vibes.” 

Seoul Business Agency
Seoul Business Agency
CEO Jang Yeongseung
www.seoulmade.com
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Kitchen

Are You Still Struggling with 
Cooking in the Kitchen?

Kitchens have long been places to cook. But these days, kitchens are 
evolving with new layers of function and characters added, as novel 
ideas such as meal kits are delivered to the door and cooking tools 
are transforming with enhanced convenience and smart technology. 
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HMR and meal kits will keep evolving, resolving environment 
issues, and improving convenience. But we should still ask 
ourselves whether kitchens we have are still functioning as 
places for us and our loved ones. 

Until a few years ago, grocery shopping was part of weekly 
routine for many households in Korea. However, with mobile 
and online stores cropping up, consumers are now able to 
buy anything they need any time. The trend shift has recently 
accelerated with the outbreak of Covid-19 and rapid spread 
of contact-free culture. As to a question of whether recent 
changes in lifestyle and trend shifts have brought impacts 
to dining culture, the answer would definitely be “yes” – the 
dining culture has seen dramatic transformation with the 
traditional extended family system breaking up in favor of the 
nuclear families since the New Millenia and more choices 
for dining being offered for consumers. With the size of each 
household shrinking these days, large sums of left-over food 
materials end up being wasted. 

The Past 
Meals had been some of the key items of concern for the 
majority of households, as these households were made up 
with extended families and moreover, convenient products, 
services and tools were limited back then. I can recall that 
my parents’ generations who lived the time spend most of 
the day figuring out what to eat for each mealtime. And as 
schools did not provide lunch for students back then, they 
had to pay attention to lunch box menus for their children 
as well. Literally, they were juggling between their jobs of 
amateur cooks and their roles as nutritionists. Moreover, gas 
was not widely popular for fuel that most households had 
furnace and oil ranges in the kitchen. Most of menus were 
cooked with direct heat or flame grills in these kitchens. Some 

of them left lasting impression to me that I can still remember 
the sweet and salty smell of pork galbi (Korean style short rib 
barbeque) being grilled on flame. Because most households 
had little choices to source from outside of their homes, they 
had to cook for themselves for almost all occasions. Indeed, 
kitchens were, back then, the stages for lot of fascinating 
things taking place, especially on the days of family events.

The Present 
Kitchens are transforming, with modern design and 
technology filling the spaces to respond to demand for 
aesthetics, convenience, and safety. Yet what we have 
seen little changes in “what we eat.” Rice is still an everyday 
staple for most Koreans and kimchijjigae (kimchi stew) is 
still on the top of the list of popular lunch menus today. For a 
person like me who believes that diets best reflect the time, 
diets are part of culture to mirror lifestyle and way of life of 
the generation living in the time. While many of us still turn to 
and enjoy Korean dishes, we are increasingly dining out or 
placing order for delivery, instead of cooking for ourselves 
at home. Then we should all pay attention to the significance 
of a space called kitchen to us and how it is evolving. 
Kitchens have long been the spaces to create key sources 
of energy for families, but the places are often associated 
with tediousness, patience, and some inconvenience. For 
now, it is time for all of us to sit down and ask ourselves how 
kitchens have evolved, to what extent they have changes 
and further, whether these places went through changes with 
transformation of culture surrounding dining and diets.  
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Kim has paved his career path in the food industry, starting with a stint as 
a manager for Lotteria in 1999, and then working for headquarters of food 
franchise stores, including Kyochon Chicken and Ebadom Co. Ltd., This food 
busines expert runs his own business in B2B food supply, consulting service 
in dining business, and education and training. 

About Kim Jeongdeok
CEO of Danji F&B CO. Ltd.,
danjifnb.modoo.at

Introduction of HMR
My family may be one of typical Korean households – my 
spouse and I have a teenager son and both of us work. It is 
only three of us in the family, but unfortunately, we only get 
to sit down together for dinner a few times a week. I make 
a quick breakfast for my child, but both my spouse and I 
skip meals in the morning. And for lunch, my son has one 
at school, while the two of us eat out most of the time. The 
routine clearly hints at how hard it is for three of us to have 
meals together, as for most other families in Korea in the 
twenty-first century. It is not that we are unwilling to cook 
at home. Entering the fifteenth year into the marriage, my 
spouse still does her best to cook for our child at home, even 
though she has less opportunities since he started going 
to school.  Moreover, with HMR and meal kits available in 
the market these days, anyone can try making what they 
like to have on their table at home. And to the delight of 
many, cooking equipment and tools such as gas stove tops, 
electronic induction stoves and air friers have become widely 
available to enhance convenience and efficiency of cooking 
at home. But the biggest concern today, for those in food 
industry to turn to, is that most of us don’t make meals as 
often as our parents’ generation did in the past. The kitchens 
are no longer serving as a place to resolve the primary issues 
so-called diet. 

With introduction of ready-to-eat curry pouch in Korea, 
convenient food has continued to evolve in proportionate 
to growth of smaller-sized families and single households. 
Statistics Korea revealed that single households make up 
more than 30% of the entire household in Seoul. The change 
in demographic gives a glimpse at the reasons why people 
opt for dining out or cook meals with ready-to-cook products, 
rather than cooking at home with food materials bought from 
grocery shopping. Although the pandemic looming over the 
world play some crucial part, the recent trend shift has been 
spark largely by growing number of consumers who prefer 
to spend “me-time” and “stay at home” for their leisure 
time. Thus, HMR and ready-to-cook markets are rapidly 
growing in size to meet demands spurred by popularity. 
The markets have expanded to KRW 1 trillion in 2013 and is 
prospected to hover the size of KRW 5 trillion in less than a 
decade (according to the Ministry of Agriculture, Forestry and 
Fisheries and Korea Rural Economic Institute, the outlook for 
sales in 2022 is to reach approximately KRW 5 trillion). 

Food Delivery Service & Meal Kits 
Delivery service has been accessible to enjoy dining at the 
comfort of home before HMR products and services became 
available. Whereas the items were limited to fried chicken, 
pizzas, and Chinese food only about a couple of decades 
ago, it only takes a few touches on screen to have anything 
one may imagine – from coffee, salad, noodle bowls, grilled 
fish to party menus – delivered in front of the door. HMR 
businesses and delivery service businesses are booming 
to respond to consumer demand seeking convenience 
and efficiency amidst the new wave of social changes. Yet 
quite fascinatingly, compared with HMR markets in the UK, 
the US and Japan, the market in Korea has still rooms for 
growth, because delivery services, paradoxically, hindered 
growth of the market. Whereas delivery food is ready to eat 
upon delivery, HMR and meal kits need so-called post-
delivery work such as heating or cooking. But to make up for 
the weakness, HMR and meal kits attract consumers for its 
strengths in storage and convenience of cooking any desired 
occasions and time. 

Changes of Dining Scenes 
Early morning delivery services offered by businesses 
heralded by Market Kurly and Coupang are overturning our 
lifestyle and diets as well. If you place an order of HMR or 
meal kits before the end of the day, you will have fresh-out-of 
the kitchen/factory products delivered to the front door in the 
next morning. Grocery chains and local markets, in turn, are 
seeing their position as key source of food materials waning. 
The recent transformation implies changes in lifestyle seeking 
convenience and efficiency taking deep roots in diets and 
dining culture. Lunch boxes and ready-to-eat meals sold in 
over four hundred thousand convenient stores nationwide 
sparked further transformation of diets and dining culture, 
as they are selling well with honbab (solo-dining in Korean) 
and honsool (solo-drinking in Korean) trending these days. 
Mealtime is becoming part of “me-time” for many these days. 

In this regard, one may ask what it means to be sitting down 
and eating together or cooking for someone. Kitchens are still 
in place for cooking meals for loved ones but has begun to 
add new layers of function and significance with new waves 
of changes rising. For most occasions, meals are packed 
with heart and thoughtfulness of one who makes them, as 
well as tastes and flavor. I often take myself back to the 
memories from my grandmother who would steam rice with 
freshly milled rice and make savory deonjangjjigae (Korean 
soybean stew) with steaming hot tofu bought from tofu 
sellers in the early evenings. But I suppose, quite pitifully, that 
these scenes will become things of the distant past. While 
the world is changing fast and we have made remarkable 
economic growth, life has become tougher and faster paced 
in exchange for convenience, efficiency, and productivity. 
But once convenience and efficiency blend into life, most 
of us prefer not to go back to the past routine – instead of 
being blessed with convenient food products that take only a 
few minutes to heat, many of us might be losing changes to 
enjoy luxury of getting together for meals. Needless to say, 
HMR and meal kits will keep evolving, resolving environment 
issues, and improving convenience. But we should still ask 
ourselves whether kitchens we have for us are still functioning 
as places for us and our loved ones. 
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Growth of Value Consumption, Green Consumer and Veganism 
With responsibility of individuals and society on sustainability increasingly become a part of major trend, each industry is 
formulating relevant measures. And in line with the recent trend, a group of new type of consumers, “green consumers” 
is growing in size to make influence. With consciousness in environmental issues, these consumers are raising their voice 
to bring about changes in numerous sectors, including food industry that businesses began to turn to vegan and organic 
food ingredients and began making efforts in reusing and recycling packages and containers. Veganism, with recent 
global trend, has become one of the trending keywords these days. The vegetarian population in Korea has surged by 
tenfold in a decade of time from one hundred fifty thousand in 2008 to 1.5 million in 2018. Quite opposite to the trend of 
consumption of other sectors, veganism and the related market display some tendency to continue its growth in line with 
spurred demand and consciousness to environmental issues. In parallel, with more businesses diving into the vegetarian 
and alternative meat markets, the quality of products is improving to thus steering the markets and society for changes. 

Source 

“Big Data Analysis – Vegetarianism: Vegetarians in Korea to Reach 1.5 million … a Tenfold Increase for the Past Decade”, The Food & Beverage News , 2020 



Quality Meal for Myself
In Korea, the culture and perception of solo dining is shifting from an act of filling stomach alone to treating oneself 
with quality meal. The trend of solo dining has first started in the country with upward trend in the number of single 
households and it has transformed into part of mainstream with the outbreak of COVID-19. The recent pandemic 
has introduced social distancing, limiting dining out and get-togethers, and pushed those who did not opt to eat 
alone into a new routine of solo dining. The food service industry has responded to the increasing demand for solo 
dining with relevant menus, dining spaces and delivery services to bring about improvement in quality of products 
and services. In virtual spaces, key words such as “solo diner,” “recommendations for solo diners” and “solo 
banquet” have been trending since 2017. 

Source “Korea Food Outlook 2020”, The Ministry of Agriculture, Food & Rural Affairs & Korea AGro-Fishers & Food Trade Corporation 
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Restaurant Quality Meal at Home – Boom of Premium Home Meal Replacement 
The restaurant industry has begun to turn to HMR (Home Meal Replacement) to make up for losses 
incurred from the pandemic. The production volume of HMR products surged by 562 % from 
approximately 184 tons in 2018 to around 1,037 tons in 2018, and sales volume soared by 844 % 
from KRW 358.8 billion in 2008 to KRW 3.3 trillion in 2018. The meal kit products, in particular, are 
showing remarkable growth. The businesses that have been offering ready-to-cook or ready-to-eat 
products have swiftly responded to the recent trend shift started by the outbreak of Covid-19 and 
began to work closely with top-tier chefs and restaurants. The outcome - premium meal kits packed 
with irreplaceable tastes and menus of popular restaurants and celebrity chefs – has brought dining 
at home to another higher level. The HMR market, heralding in transformation of dining scene in Korea 
with synergy created by delivery service, is predicted to see more players competing in the future. 

Source “Stories of HMR by Statistics”, National Food Safety Information Service, 2020
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Same Day Deliver Service for Fresh Food Products 
These days, anyone can order food before bedtime for delivery in the next morning and place order during the 
day for dinner menu to be delivered to the front door. Delivery service industry, which has already been growing 
before the outbreak of the infectious disease, is showing explosive growth these days. One of the leaders, 
Market Kurly jumped into the early morning delivery service business in 2015 and has seen success with its 
robust refrigeration and distribution infrastructure to open a new chapter for online food business in Korea. The 
early morning delivery market in Korea has grown, as a result, from an estimation of KRW 605.1 billion in 2019 
to 1.3137 trillion in 2020. With growing number of customers accessing same day delivery service of fresh 
food products offered by businesses, including Market Kurly, SSG and Coupang, the distribution platforms are 
responding to the surging demand by establishing temperature-controlled supply chain. 

Source 

“Annual Development of Payment Amount in Stores Specializing in Early-morning Delivery of Food Products”, WISEAPP & WISE RETAIL 2020 
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Geared up with Efficiency and Hygiene to Ensure Safety – Food Tech 
You would feel “super-efficient” when you pass by a long line in front of a café to stride straight to a 
pickup station and grab your drink. This is thanks to the recent trend of in the food and dining industry 
in introducing relevant technology for enhancement of convenience, efficiency, and food safety. As a 
result, food tech industry is expanding to introduce a vast variety of products and services, including 
robot server, automatic order system and unmanned convenient stores with credit card payment 
system, as well as kiosks that have been popular these days.  

Source 

“Korea Food Outlook 2020”, The Ministry of Agriculture, Food & Rural Affairs & Korea AGro-Fishers & Food Trade Corporation
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Whether 
You are Vegan or Not 
CEO of Gikuin Company 
Min Geumjae 

Out of the entire annual production volume of fresh 
produce in Korea, 6.8 million tons, those that remain 
unsold make up 60%. The pressing figure may explain 
why farmers across the country cannot rejoice over 
good harvest. Gikuin Company, led by the CEO Min 
Geumchae, makes plant-based meat with so-called 
“ugly produce” – the harvests that may be substandard 
in looks, yet still are edible. Taking a bite of the 
company’s “Unlimeat,” the experience crumbled down 
all barriers and typecasing against plant-based meat 
products that were often associated with tastelessness. 
Regardless of whether one is pursuing veganism or not, 
the stories of Min behind her business were convincing 
for many to turn to Gikuin Company’s Unlimeat. W
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You first started your career in companies like Daum 
Communication and then led Woowa Brother’s HMR 
business before you set up your own company, Gikuin 
Company to serve customers with sustainable and eco-

friendly food products. What is your motivation behind 
focusing on food business? 
Overseeing the HMR business activities for Woowa Brother’s, 
I learned that inventory management was key to sustainability 
and profitability of food business. And a stint of marketing 
director for Kakao Commerce gave me a lesson that 
farmhouses end up having 20 ~ 30% of harvest unsold and 
thus, measures should be taken to solve the problem to sell 
these by establishing relevant supply chains. Since then, I 
rolled up my sleeves to experiment with making delicious 
HMR from this unsold produce, but quite unfortunately, the 
experiments had to be stopped for numerous reasons. And 
then I decided to start my own business, Gikuin Company to 
carry on with my efforts in finding a solution to the problem. 

After you founded Gikuin Company in July 2017, you 
introduced “Ugly” food series, such as “Ugly Prune in 
Bottle,” “Grape Juice Made with Ugly Grapes,” and “Ugly 
Tangerine Spread.” What made you open your eyes to so-

called “ugly” produce and fruits?

I received a phone call from a tangerine farmer in Jeju Island 
one early morning that the tangerines were good harvest for 
the year that the price hit the rock bottom and the farmer faced 
challenges in selling them at decent price level. Hearing the 
news, I teamed up with the crews of Kakao Commerce team 
to sell these tangerines as part of contents marketing and the 
tangerines sold very well. The farmer later sent boxes of locally 
grown tangerines with a thank you letter. I first started with the 
idea for the sake of sales and performance but found myself 
feeling enormous sense of accomplishment after seeing the 
farmers their gratitude. The experience offered me a priceless 

lesson that businesses can create a benign cycle that all 
stakeholders can appreciate and support one another. 

Have you faced any challenges making profits from these 
ugly produce and fruits?

For one, only a handful can predict production and harvest, 
because they tend to be determined by environment and 
climate condition, which turn out to be vastly different every 
year. And as for so-called ugly produce and fruits, it’s going to 
be much harder. And furthermore, to process these produce 
and fruits, we need to find OEM companies*, but most of them 
ask for commitment with minimal volume. In short, we need 
to forecast supply and demand and brace ourselves to meet 
demand, which we viewed were almost mission impossible. Any 
slight changes would push up product cost. We had to build 
some business structure to make profits out of the business 
idea, but because there were too many variables that were 
beyond our reach, we had to bring an end to our trials.

You have shifted your focus to plant-based meat and 
introduced Unlimeat in 2019.  
We worked with fifty-three farmhouses and helped sixteen of 
them sell all their harvest. The words spread among farmers 
that we were overwhelmed by phone calls from farmers of 
virtually all crops and beans, asking us whether we could give 
them some helping hands. Honestly, we had been eyeing 
on these unsold crops for three years and tried making and 
selling products like rice puree, fruit smoothie and rice yogurt. 
But these products did not create as much stir as we sought 
to. Then when I visited the US for business, I had a chance to 
try Impossible Burger and was dismayed by the fact that the 
juicy burger was made with plant-based meat patty. The eye-

opening experience gave me an inexplicable drive to start 
research and development of plant-based meat products 
back in Korea.  

* OEM : an original equipment manufacturer refers to a company that produces products that may be marketed by other companies. 

I would like to underline that plant-based meat can guarantee safety 
and make a delicious healthy alternative to meat products. 
In this sense, the team makes its best possible efforts in striking a good balance 
between wellness and stability of quality and taste of the products.

The dishes – meat pie, banh mi (Vietnamese sandwich) and tteokgalbi (Korean minced meat patty) – were all 
made with plant-based meat products, Unlimeat and tasted amazingly great, just like those made with meat. 
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Let’s talk about Unlimeat now. What sets the products 
apart from all other plant-based meat products in the 
market? 
They not only look like meat, but it smells, tastes, and feels 
like meat when sizzled and grilled that you can enjoy the rich 
tastes and juiciness just like you would with the conventional 
meat products. 

Tell us about key technology and substances that made 
rich taste and texture of your plant-based meat possible.

We first experimented with brown rice, oats and nuts, using 
technology for molding and extrusion of protein. But with export 
volume rising, we learned that some customers may be allergic 
to nuts. Since then, we made a few more trials to replace 
some of ingredients. The Unlimeat products are made with 
ingredients, including quinoa, lentils, chickpeas, rice protein 
and green bean proteins. 

What did you may the most attention to at the stage of 
product planning to find the plant-based meat that you 
were after?
The rich texture of the meat had been the key element that we 
were after. We felt that almost anyone could enjoy it when it 
tasted and felt just like real meat. 

Many may believe that plant-based meat products are 
cheaper than conventional meat products. What were your 
strategies to ensure competitive edge in price to attract 
customers? 
For your information, it took between five and seven years 
to develop products like Beyond Meat and Impossible, 
with investment of tens of millions of dollars in R&D and 
manufacturing. This was inevitable to make what had never 
been seen before. For us, it took about three years with 
enormous amount of investment. The price level of Unlimeat 
products is somewhere between local meat products and 
imported meat products. And we’re confident that with surge 
of production volume would bring down price to secure 
competitive edge in pricing. We anticipate that we can sell 
them cheaper than imported meats in a couple of years in 
Korea. 

You may need to keep your eyes on the global market to 
make further improvement for the products.

I can say that I tried almost all the plant-based meat products in 
the market. Before the outbreak of Covid-19, I visited numerous 
companies and met experts based in countries like the US, 
France, Hong Kong, and Japan for market research. Then we 
took our prototypes to pop-up stores and trade exhibitions in 

major cities such as New York, San Francisco, and London to 
receive customer feedback. The pas experience helps us serve 
customers with better products later.

It may occur to many that consumers who are keen on 
vegetarianism and wellness are less likely to be interested 
in “meat flavored and plant-based protein.” Because 
some could be concerned about additives and technology 
applied to these kinds of products. Could you share your 
thoughts on this?

Trans fat and cholesterol-free Unlimeat products are rich in 
protein, but low in calories. And most of all, they are made with 
non-GMO and additives are derived from natural ingredients. 
Colors are made with beet roots and juice, with cacao butter 
and coconut oil. As part of our key principle, we make sure that 
they are healthy and safe, while keeping off GMO ingredients 
or chemical additives. I suppose that innovation without ethos 
would only leave skepticism and concern. But we aspire to 
make breakthroughs to serve customers with healthy and 
delicious plant-based meat and seek to use technology as 
part of our tools. 

The plant-based protein product industry has increasingly 
been divided into two different trends – some are turning 

to offering products that tastes and smells like meat, while 
some others are choosing to make the best use of the 
key elements of natural ingredients. Is Gikuin Company 
considering the latter?
I believe that tastes make up the core part of food products – 
first and foremost, they need to be delicious. This is why use 
of a variety of natural ingredients are crucial for us to make 
products look, taste and smell like meats. We are continuing 
our efforts in finding out-the-box idea, freeing ourselves 
from stereotypes on what to make products with. We are 
experimenting with new ingredients such as by-products from 
farmhouses and tropical fruits these days. 

Most of the products are replacement of beef. Are you 
planning to expand to replacement of pork and chicken in 
the future?

For replacement of beef, the key focus will be laid on replacing 
animal protein with plant-based protein. But as for pork, we 
face challenges from finding alternatives to fat, because pork 
tends to be higher in fat than beef. And we don’t see much of 
reason why we should pay attention to finding replacement 
for animal fat. On the other hand, we are working on chicken 
nuggets and looking are best possible measures to make sure 
they are as affordable as real chicken products.  

Unlimeat Kitchen that has recently been refurbished themed around butchery
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If you have opportunities to introduce what has never 
been out in the market, what could it be?

We are making our efforts in improving tastes of sliced meat 
products these days. Because we see that Korean BBQ is 
popular these days, I wish consumers could enjoy it with 
Unlimeat products.

One of the global consultancies, AT Kearny offered an 
outlook that by 2040, alternative meat will make up 60% 
of meat consumption. Do you see that humanity will go 
through such drastic changes in diet in the less than two 
decades of time? 
Consumers are increasingly paying more attention to 
alternative meat products these days. With demand for 
healthier food menus growing, consumers will have more 
choices for balanced diet, with more variety of product types 
to pick (e.g. HMR, ready-to-cook meal, dried food). The 
spectrum of gourmet is likely to expand further for us to indulge 
ourselves in.

Your products has been awarded by Monde Selection, 
while the company has been listed FoodTech 500 by 
Forward Fooding and Asia ALT 100 The Good Food 
Institute Asia Pacific. What is the secret behind Unlimite 
receiving spotlights from around the globe, especially from 
countries where more variety of options for vegetarian 
menus are already available? 

Alternative meat products made with grains had already been 
out in the market, but We found that none of the makers offered 
products in slices. One of the Japanese businesses, Next Meat 
has recently introduced such kind, but Unlimeat has made its 
presence around the globe. As a brand name based in Asia, 
Unlimeat has clear identity for its plant-based meat products 
that are attractive to Asian consumers. In parallel, we are being 
received well for our efforts in recycling or upcycling produce. 

Quite unlike other parts of the world, including Americas 
and Europe, where demand for alternative meat products 
continues to increase, the market in Korea seems to grow 
at relatively slower pace. 
Korea is one of the largest one of countries with the highest 
volume of meat consumption, because meat dishes make 
up the core part of the Korean dining. And most of all, only 
few of Korean consumers were convinced about giving up 
on meat for alternatives. And the alternatives like meat made 
with beans were not delicious enough to meet demand. But 
these days, so-called clean eaters – those who pursue plant-
based diet, refraining from eating meat – make up 30% of the 
population, about 1.5 million in Korea. These clean eaters, 
notably, are interested in healthy eating habits, but never give 
up on tastes and quality. If we manage to offer plant-based 
products for these kinds of epicurean consumers, I believe 
that we can secure wider customer base in the future and 
larger number of consumers can take pleasure in gourmet 
with a wider variety of options. 
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Unlimeat has secured corporate customer base from 
big businesses, including Subway, Salady, Food Does 
Matter, Monks Butcher and Market Kurly. With veganism 
becoming part of the trend, you’re likely to receive more 
offer from potential business partners. What kind of 
projects do you want to run with your future partners?

We have supplied Unlimeat to food companies or franchise 
restaurants, with wishes that consumers could enjoy Unlimeat 
products with a variety of choice. We want to push ahead 
with our experiments with alternative meat products that are 
relevant to dining scenes in Korea, working closely with burger 
or pizza franchises. 

For Gikuin Company, could the global stage be the 
ultimate destination to land in?

That’s true. We want to keep promoting our plant-based meat 
that made in and are relevant to Asian dining tables. Because 
we see that we could play our parts in resolving environmental 
issues, once we secure a robust system that can use more 
grains and the by-products. 

Since the outbreak of Covid-19, plant-based meat has 
received more attention around the globe. 
In the US, the pandemic disrupted supply chain of meat 
products, while Korea faced numerous issues such as spread 
of Avian Flu and African Swine Fever and reported cases of 
hamburger disease. I would like to underline that plant-based 
meat can guarantee safety and make a delicious healthy 
alternative to meat products. In this sense, the team makes 
its best possible efforts in striking a good balance between 
wellness and stability of quality and taste of the products. 

How often do you consume plant-based meat products?

I need to confess that I had been a meat person before I 
delved into the alternative meat business. I had been firm in 
belief that despite good causes, even plant-based products 
would end up being unattractive if they didn’t taste great. But 
I have found myself eating less meat, since I began to replace 
meat with Unlimeat products. I have cut back on meats that 
I only have meats when I have get-togethers with my friends 
these days. I have a cup of fruit juice in the morning, and I try 
cooking quite a lot of dishes with Unlimeat products.

For sustainable dining, what kind of efforts do you 
personally make? 
Attention to animal rights has been one of motivations behind 
cutting back on meats. I had rescued two dogs fifteen years 
ago and spent time together before they died. The experience 
opened my eyes to animal rights and environmental issues that 
I have become a fan of companies that are championing good 
causes like Freitag, Melixir and Patagonia. And moreover, I 
am an aspiring minimalist - I try not to keep too many items at 
home that my friends tell me that my place is too minimal like a 
Buddhist temple or a monastery (laugh). Because I choose to 

own less. Most of all, I seek to keep my diet simple and healthy. 
I wish I could play my part to protect the planet Earth.

To you, what is “Seoul”?

To me, Seoul is a homonym to youth filled with sprouting 
energy like sprouts in the spring season. Seoul has been home 
to me from my twenties and is a city that keeps evolving and 
experimenting. 

What do you like doing in your kitchen? 
I like keeping my refrigerator clean. I visit my parents every 
weekend, and they give packs of food for me. Then I divide 
them into small portions for myself to eat for a week and make 
sure I don’t make wastes. Sometimes, when I end up with 
some left-over, I take it for snacks or lunch to share in the 
office. I found a hot sauce with the best before date remaining 
only about a month that I made myself bowls of spicy noodle 
for a couple of weeks to make sure I don’t waste it (laugh).

Grains and beans like chickpeas, lentil and quinoa are some of the key ingredients for meat-like flavor and taste of Unlimeat
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Communication Director of ONULHOI, Park Seoungjae

Pushing the Boundary of Same-day 
Delivery of Fresh Food Products 

Seafood has been one of the challenging categories in the fresh food industry 
– so much so that seafood dishes were considered to be the items that could 
not be ordered online for delivery. But ONULHOI has been pioneering in the 
industry with its unparalleled same-day fresh seafood dish delivery service 
to lead recent trend in innovating supply chain and delivery service. For those 
wondering what made delivery of fresh seafood to Seoul downtown in less 
than half a day, the communication direct of ONULHOI shared its insights and 
future prospects of food supply chain and food delivery service industry. W
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Please tell us about “ONULHOI.”
ONULHOI is an online fishmarket where it is only a few 
touches away from finding and purchasing fresh seafood 
to have it delivered before the end of the day. Seafood has 
notorious for difficulty in keeping and supplying fresh and 
are thus, known to be a few of challenging categories to sell 
online. But we have resolved problems by offering same-

day seafood delivery service through our in-house supply 
network. So far, there are more than three hundred raw 
fish dishes, seafood, and meal kits available in our store, 
attracting 1.2 million customers every month. 

How would you define ONULHOI with three key words?

“Everyday life,” “today,” and “promise” – these are the three 
key words to best describe our business. Honestly, seafood, 
especially raw fish or hoe (Korean word referring to raw fish 
dishes), has not been everyday menu to enjoy. You had to 
travel a long distance to coastal areas for a dish of fresh 
seafood or visit seafood market to haggle with merchants 
over fish in water tanks before you have a dish in front of 
you. ONULHOI has made it easier to have fresh seafood 
dishes in everyday lives with little fuss. In addition, we are 

tearing down barriers for customers by offering a variety 
of benefits so that they can enjoy seafood in almost any 
occasions in their everyday lives. 

Could you tell us more about why you chose “today” and 
“promise’?

With the keyword, “today,” we wanted to send our brand 
message revolving around same-day delivery service and 
values that we are aspiring to offer. For instance, fresh sea 
breams are caught fresh from the sea in front of Geoje-

do, the island on the south coast of Korea, to be clean and 
slice into bize-sizes pieces and then be transported to our 
warehouses before being delivered to our customers in 
the evenings. This was an impossible scenario until a few 
years ago, but things are the exact opposite today – we 
seek to deliver fresh seafood so that our customers can 
finish their day with delicious dishes. In parallel, we believe 
that transparency and adequate flow of reliable information 
are the only keys to resolve asymmetry of information on 
seafood products. We are convinced that we should be 
responsible for all contents and information that we provide 
so that we can earn trust from our customers. 

ONULHOI has made it easier to have 
fresh seafood dishes in everyday lives 
with little fuss.

It may have been challenging to secure customer base 
because your online seafood store has relatively been a 
new idea in the market. 
That’s true. We still see some customers who are skeptical 
about placing order in online stores, because there are 
still larger number of consumers who still believe that 
they should see, smell and touch seafood for themselves 
before they make decisions. I believe that this is one of the 
challenges that we should invest our time and resources 
to overcome with time. Because we admit that even if we 
managed to share all information we can, including pictures, 
there would be barriers in building trust. This drives us 
into keeping our words so that our customers can spread 
words such as “ONULHOI is very accurate in delivery” and 
“seafood from ONULHOI is as fresh as those from seafood 
markets.” We should be honest that our products are 
fresher and more delicious than those from grocery chains 
or physical stores, because we know well that there are 
countless number of experts out in the markets who know 
how to keep seafood fresh and clean. In short, the message 
from us is to let our customers that seafood purchased from 
online stores can be as fresh and trustworthy as those from 
physical stores. 

Menus at seafood restaurants in Korea often reads that 
prices are determined by market price. This hints that 

asymmetry of information is still part of the business 
practice in the seafood market across the country. 
For meat and dairy products, market price* has been formed 
and stabilized for over many years that consumers can 
access reference price* to grasp ideas on price of sirloin 
per 100g and Wagyu fillet mignon per 100g, for instance. 
But seafood, in contrast, does not have reference price 
formed – they are normally sold by a piece or by kilograms, 
rather than by fixed quantity and price. Moreover, when a 
consumer purchase 1kg of fish from seafood market, only 
400g will be edible after cleaning and slicing that many of 
consumer feel that there are rooms for improvement. We 
view that all of these come from asymmetry of information, 
with high risks of morphing the market into a lemon market. 

ONULHOI is spearheading in resolving problems from 
asymmetry of information. And your company has made 
its name for “same-day delivery” as well. You may have 
faced numerous challenges from delivery fresh seafood 
products. 
I admit that seafood and raw fish are some of the most 
difficult food categories that are sensitive to external 
conditions throughout delivery process. We tried to find 
best partners to build our same-day delivery system and 
went through numerous trials and errors but reached our 
conclusion that we should build our own system. We have 
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*Market price: real price formed in markets 
*Reference price: price that makes guidelines for purchase decision 
 for consumers 
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fresh seafood delivered from one hundred forty locations 
across the country to our logistic center and undergo 
rigorous inspection for quality assurance. All of the process 
is to make sure that the products are delivered within twelve 
hours from shipping to delivery. All the attempts are from 
our firm belief that once we find ways to deliver some of 
the most difficult food categories, we can dominate the 
market in advance and claim leadership in other fresh food 
categories later. 

We heard that inventory, order, payment, and delivery data 
are all managed by automated database system.

That’s true. Because when we built our own database, we 
paid attention to building aligned system to ensure effective 
value of data and comprehensive management of market 
data and customer related data. From our perspective, if 
each category of data remains fragmented, data would 
not offer value as much as they are designed to – data 
generated from entire process spanning from shipment to 
delivery should be collected to acquire useful information. 
We can make most of the information from our own online 
store and build sophisticated algorithm to predict demand 
and automated logistics system. 

What sets your system apart from the conventional supply 
chain in the seafood market?
There were numerous steps involved in the conventional 
supply chain. We suppose that not all of them were 
excessive and unnecessary, because we admit that each 
step was meant and designed to function for reason. But 
we decided to turn to what we can be better and stronger 
at – we generated demand by running our own online store 
and reduce waste by accurately analyzing data from the 
customer demand. Whereas manufactured products and 
produce can last longer throughout supply chains, seafood 
poses risks of being wasted in the process of transportation if 
predictions are not made properly. We saw that accuracy in 
data analysis for prediction would reduce risks and costs and 
serve customers better with more benefits. 

What is the secret behind the same-day delivery of 
ONULHOI?
We are working closely with experts in delivery service as 
well as more than three thousand amateurs for Flex Delivery 
Service. Upon receiving orders, we designate adequate 
delivery service provider real time, based on analysis on 
types of delivery, distance, adequate amount and the shortest 
travel distance. The system has been designed to have any 
products reach any parts of Seoul and Gyeonggi-do area.

What sets ONULHOI apart from other food delivery 
service?

We are ready to serve our customers with an extensive 
variety of seafood menus. To take flatfish, for instance, we 
offer more than dozens of kinds of dishes, spanning from 
raw fish dish for one person, dishes for two to three persons, 
assorted dishes including raw flatfish, carpaccio, to spicy 
stew. And most importantly, any of these dishes can be 
delivered on the same day. Even if you don’t buy one, we 
are confident that you can have fun having a look through 
our webpages. 

And we observed that customers leave detailed reviews.

Thankfully, our customers leave detailed review. They tell us 
where they had with whom and what dishes and drinks, they 
paired with. So, every time we feel exhausted, we go back 
to reviews from our customers to cheer ourselves up (laugh). 
We all need to be honest that only a handful can be as 
reliable as customers’ review based on their experience. And 
these customers give candid feedback on our weakness as 
well. We make sure to check out these kinds of comments so 
that we can serve our customers better. I can confidently say 
that customers’ reviews are our biggest assets.
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ONULHOI is attracting customers with local specialty 
menus from areas such as Jeju Island and Sokcho as well.
Raw red-banded lobsters were some of the most popular 
menus. We are proud to tell our customers that they can 
enjoy local specialties at the comfort of their home, without 
travelling a long distance to Jeju Island. Since we learned 
that the menu was received well among the customers, we 
sought to introduce menus that can be found only in local 
fishing villages in areas, including Sinan, the east coast of 
Korea and Jeju Island. And we managed to find ways as 
we kept focusing on logistics and supply chain as well as 
product planning and sourcing. We hope our customers can 
enjoy wider variety of seafood other than popular species 
such as flat fish and rockfish. 

With the summer season upcoming, what is ONULHOI’s 
recommendation?

We’d like to suggest you try raw croaker fish because it is 
in-season now. Croaker fish are inexplicably delicious, but 
they are pricy. So, to have a few pieces, you either need to 
find a few to visit fish markets or visit higher-end restaurants 
specializing in cuisines from southern coast of Korea. 
ONULHOI, on the other hand, has accumulated data to 
make forecast on demand with accuracy that we are able to 
sell small portions for one person. And spicy croaker stew is 
available in the store as well. We received positive feedback 
last year that we are pushing further with great products this 
year. 

You may be one of a few who are closely watching the 
latest trend of seafood consumption in the market.
Most of all, consumption volume has shrunk. It’s probably 
because of growth of single households and less 
opportunities for get-together’s due to Covid-19. And 
moreover, you don’t need to buy in bulks anymore, quite 
unlike the past – same-day delivery service business is 
booming these days that you can have almost anything you 
need delivered before the end of your day.

It has been four years since ONULHOI was first founded 
and doubled its sales every year. What could have been 
the key drive for growth?

I need to tell you that this is the third startup I am working 
for. I view that what makes a startup grow faster is not “great 
minds” or “great ideas,” but greater amount of time and 
efforts investing into business. It’s not that we are smarter 
than everybody else, but we are pouring more time and 
efforts into what we seek to do. Markets are changing fast, 
and customers are changing faster. And one of our biggest 
strengths is that we keep asking ourselves more questions 
and put more efforts into acting faster to respond to market 
demand. In short, we need to keep moving on to push for 
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*Value chain: a group in an organization that oversee product and service for customers 

growth, while everybody else is not (laugh). All the team 
members are working hard and making the best possible 
efforts.

The company has recently attracted investment amounting 
up to KRW 12 billion. What made ONULHOI attractive to 
investors?

I believe that investors gave credits to the fact that we have 
been serving our customers well with seafood, one of the 
trickiest food categories to touch on. Quite unlike the outside 
perception that merchandizers make up a significant part 
of the team, I’d like to tell you that engineers are taking up 
more than half of the team. This indicates that more than 
half of the resource is placed in supply chain management. 
I’d like to conclude that investors made their decision after 
spotting potential of expansion into other categories from 
value chain* that ONULHOI has built up, covering supply 
chain network and the seafood industry in general.   

Where do you think the competitive advantages of 
ONULHOI come from?

When we work on product planning, we first start by asking 
ourselves, “what would customers want to have on their 
dinner table?” If we take suppliers’ perspectives, then we 
would be inclined to focus on what we have and when we 
can ship and such perspectives will pose limits to products 
we can offer. But since we make an opposite approach 
to take customers’ perspectives, we are receiving market 
reactions much faster. And moreover, it is much easier to 
communicate with suppliers. Since the seafood market is a 
relatively novel area, we see that we have a lot in front of us 
to experiment with. 

What are the key values that you pursue?

We aspire to create a working environment where anyone 
seeking to work hard and unleash their potential at a place 
that opens the floor for such passionate talents. Because I 
believe that things become much more fun when you meet a 
team with the similar interests and passion. As from my side, 
I try the best I can to help the team members focus on their 
roles and responsibilities and build teams with optimism. 

What could be the top priority of ONULHOI?
We are preparing to deliver products three times a day 
from the latter half of the year. We are delivering seafood 
for days and evenings, but before the end of the year, we 
seek to serve our customers in early mornings as well. To 
make the new delivery service possible, we need to set up 
new system and prepare with a wider variety of products 
and services. We are poised to press further ahead with our 
ideas, because we know that only few players in the market 
can afford to jump into this kind of service. Everything is 
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in line with the pursuit of ONULHOI to deftly respond to 
customers’ needs.

What could be ahead of ONULHOI in three years from 
now?

I hope “ONULHOI” becomes an endorsed brand name 
to give a message to customers that seafood is safe and 
delicious, just like “Handon” and “Hanwoo” assure quality 
of locally bred pork and beef. We look forward to being able 
to serve customers from across the country with transparent 
track records, accurate amount and reliable quality. To 
make them all possible, we should build a robust foundation 
for all related system, as well as branding. 

To ONULHOI, what is “Seoul”?

Seoul boasts honeycombed transportation infrastructure 
network that connect the vast and densely populated area. 
To our view, it is one of the metropolitan cities where you 
can experiment with micro-fulfillment (ultra-personalized 
delivery service), because we seek to be closer to our 
customers. In this regard, Seoul makes a hub city with 
enormous opportunities for ONULHOI.  

Then to you, what is “Seoul”?

I like seaside and oceans, probably because I’m from 
Busan, one of the largest coastal cities in Korea. And Seoul 

feels like a vast ocean to me. Whereas the city is overflowing 
with dynamism and excitement, it is clam like night seas. 
And seeing someone being active in the midst of the 
calmness, I am often reminded of undersea in quiet nights. 
I commute from Gyeonggi-do area after I started a family, 
and I often feel like I am out on fishing when I go to work, 
while I feel like I am returning to ports after fishing by the 
time I head home. And when I find signs nearby by house, I 
find myself relieved to see a lighthouse that functions like a 
checkpoint/

What do you like doing in your kitchen? 
I like preparing food ingredients so that it is easier and 
efficient for me to cook later. For instance, I wash and cut 
carrots and apples to make juice later, chop green onions 
to keep them frozen, or crush garlics so that my spouse 
doesn’t need to have a fuss of peeling and crushing every 
time she is in the kitchen. Similarly, when I am at work, I 
spare a few minutes to get materials organized or do some 
research before I buckle down for work, because I feel more 
comfortable and find myself being more productive. For one, 
my spouse and I like beers that we have a vast collection 
of goblets and jugs that are designed for in different beer 
brewers. And every time we pour beer into matching goblets 
and toast for ourselves, we feel thrilled. 
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With new normal posing threats and opening doors 
to opportunities, the food industry is fervently facing 
challenges these days. The industry has always been a 
stage of fierce competition, yet amid the wave of changes, 
new opportunities are showing glimpse of hope for the 
market players. Here are six start-ups that are poised to 
bring about changes to the landscapes of the market with 
novel ideas such as HMR, snack curating services and 
coffee makers to make a good cup of coffee at home. 

HELLO

Snackfor
Umsun
Order+
Bean Scope
Fishmonger
TAGRIN

©Beanscorp 
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Snack Curating Service 
to Meet Different Tastes 
and Preferences
Snackfor

Snackfor Curator Kang Misoon 

Your company’s making use of AI for curation service. What 
is AI for?
The technology makes recommendation based on customer 
information on tastes and preferences. We first started serving 
customers with recommendations from curators, but we learned 
that unless these experts had tried the snacks, these snacks 
cannot be part of curation. But we resolved the issue by making 
most of the big data we have that AI is able to make a variety 
of recommendations. The list of recommendations, I admit, has 
become much longer and extensive. 

What was customers’ feedback to your service? 
A lot of customers liked our service that I feel like I have become 
“Daddy Long Legs” for them. Last March for White Day (the 
day for which males offer candies and gifts for females), we 
sent lollipop trees to our regulars for surprise gifts and received 
a lot of thank you notes and photos taken in front of the candy 
trees. The feedback and comments seemed to have paid of 
our efforts and gave motivations for us to improve the service. 

Gifts and snacks make a lot of us happy. That what does the 
snack bar in your company look like?

A lot of us in the team like snacks that it doesn’t take long 
before we fill with new ones. Most of the time, the snack bar has 
never been full (laugh). We also have coffeemakers, beverages, 
and microwaves to heat food.

Your team could try almost all snacks out in the market. 
Our team could be one of a few who could try the newest ones, 
as well as those that are available in the market already. They 
should try first so that they could make recommendations for 
their customers that we sit down together every week to try a 
few bags of the latest products. 

To Snackfor, what are snacks?

To the team and I, snacks are small yet tangible happiness. 
Because they could spare you time for breather, and 
refreshment. We would like to pursue values, as well as offering 
high quality snack service for our customers. 

Snackfor has a close relation with SBA.

We started the close relationship with SBA back in November 
2019. As a team of startup that just started, we were receiving 
feedback and support from numerous businesses and 
organizations back then, and SBA was one of them. SBA 
contacted us later for service and thankfully, has become one 
of our key customers. 

What could be ahead of Snackfor in the future?

We would like to push further ahead with our curations service 
that we could offer personalized snacks for consumers later. In 
short, we would like to be a Netflix in the snack industry. 

To Snackfor, what is “Seoul”? 
I suppose it is a city of opportunity. We are working with 
hundreds of partners in Seoul area, and look forward to grow 
partnership in a foreseeable future. We’d like to improve our 
snack curation service further so that we could offer a variety of 
services themed around snacks. 

What do you like doing in your kitchen? 
I like experimenting with and trying new food menus. With 
supply chain being improve, we have more access to products 
that were not available in the market before, and I am a person 
with curiosity that every time I find anything new, I grab them to 
try at home. I feel delighted and even thrilled from discovering 
new tastes and flavors that best suit my tastes.

Please tell us about your snack curation service, “Snackfor.” 
Snackfor offers personalized snack packages. What on 
customers information, including tastes and flavor, we curate 
and offer snacks. We are specific in categories, including 
gender ration, age, number of people, venues, and occasions 
(e.g., conference, events) that we can customize snack 
packages for different types of customers. We are offering 
turnkey service for our customers, especially corporate 
customers who have been offering snack bars as part of 
company perks.

What could set your service apart from the companies that 
have been running its own snack bars?

It’s management and maintenance. Most snack bars have 
been part of company perks that human resource managers 
or general affairs mangers make decision, taking employees’ 
need into little consideration. And moreover, most managers 
have often faced challenges from disposals and wastes. Having 
identified the problem, we are serving customers by curating 
snack packages based on database, delivering snacks, and 
installing snack stalls. It’s the convenience that has attracted 
managers from our customer companies.

Then what could set you apart from your rivals?

It’s the curation that set us apart. We have our professional 
curators who can select snacks for individual customers and 
these curators serve customers by proactively communicating 
with customers and taking feedback and comments. In fact, 
90% of customers keep coming back to us and I view that the 
percentage indicates how much customers like our service. 

Each customer may have different tastes and preference. It 
could be a challenge for you to meet these different needs.

That’s true. Everyone has different tastes and difference that it 
is obviously a challenge to offer services to meet all of them. But 
that is, in fact, one of the key motivations behind the service. 
You can never be full of the first bite, but with data accumulated 
from our service and experience, we seek to service customers 
with optimized packages and by doing so, we see that our 
efforts are getting paid off seeing our customers satisfied. H
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Please tell us about the online community themed around 
food, “Umsun.” 
Umsun is an online community with eight hundred thousand 
members where you can connect with other foodies. You 
can find and try food products to your tastes and needs and 
share your thoughts on food. 

Umsun could be popular for parents. Who are your main 
customers?

Female make up 90% of the customer base, and among 
them, 50% have children, and the rest are solos in their 
twenties or thirties. 

Your business was on plateau after the explosive growth in 
the first phase. 
Back in 2016, chemical substances and additives gain 
spotlight in the society after the humidity sterilizer scandal. 
The incident motivated me into starting Umsun, based on 
food-related data in March 2017 and the service gathered 
passive popularity among mothers with pre-school age 
children for sharing information on chemical additives in food 
product and safety ratings. But the public interest changed, 
and trend shifted later and we learned that we would face 
limits in building ecosystem with experts and professionals in 
the food industry if we keep centering at sharing information 
on so-called “must-not-eat” products. And activity per user 
stagnated due to unilaterality of data. The experience gave 
us lessons that we should engage customers, while offering 
insights on the latest trend in the industry that we started one 
of the cores of our business, “Online Trial” last year. 

What is “Online Trial?” 
This is similar to trial or demonstration service that you often 
see in physical stores. We bridge between businesses and 
consumers for experience. The service is not only replacing 
activities in physical stores, but also helps businesses acquire 
data for analysis to gain insights, improve product quality and 
promote products and services.

You have switched your focus from providing information 
to opening grounds for uploading reviews.

Umsun is a platform business with focus on food-related 
data. And value of data largely depends on reliability and up-

to-dateness. Conventional sets of information were reliable 
but could not keep up to date. We thought that for balance 
between these two elements, we should offer opportunities 
for experience and grounds for sharing consumers’ stories 
and comments. By doing so, we could be spearheading in 
consumer data-driven innovation in ecosystem in the food 
industry.

You had food manufacturers making inquiries before.

When we first started, we often received inquiries from 
food companies, because consumers increasingly made 

complaints against them after finding negative comments and 
information from Umsun. But we more candid comments from 
consumers, these companies are coming to us for advice on 
how to make and sell new products. 

What is the key value for Umsun?

We pivot around the keyword, “together.” For one, our 
company name is Tryus & Company, to deliver a message 
that “we try toether” and the same would go for food business 
– food is so valuable in our lives that we should make, try 
and share useful information together. And from the business 
perspective, I believe that you should engage your customers 
for product planning and development and share information 
and tips with as many customers as possible. The more you 
share, the more pleasure you will find from food. 

Umsun has a close relation with SBA.

Without SBA, we couldn’t have been where we are today 
with Umsun. SBA has been one of the most reliable partners 
who have been without from the very start until now. Just like 
Umsun is doing its job in the ecosystem of the food industry, 
SBA is a precious partner for us in the ecosystem of startup 
business.

You are working closely with other food companies.

Most food businesses in Korea introduce new products 
throughout the first half of the year and start working on new 
products for coming year for the latter half of the year. We 
are partnering with Pulmuone and Harim throughtou product 
development and introduction. Pulmuone introduced fifty new 
products, working with us. Before market release or sales 
expansion, we offer help for these businesses in final decision 
making by listening closely to voice of customers and 
analyzing marketing keywords. We are reflecting feedback 
from customers from the stage of beta testing to help partners 
improve their products and set up marketing plans.

What could be the ultimate goal of Umsun?

We aspire to be a Netflix in the food industry. Just as the 
OTT giant generates contents based on data, Umsun is 
poised to make food, making most of data. The difference 
is that Umsun helps out food companies in sales and 
product making by making good use of valuable data from 
engagement with consumers and businesses. With the key 
mission, “making and selling products well,” Umsun seeks to 
build an ecosystem. You can count on us. 

To you, what is “Seoul”? 
Seoul is a city where you can start anything with great minds 
and talents. To me, the city is significant because it is where I 
started my business with brilliant partners.

What do you like doing in your kitchen? 
When I worked for one of grocery chains, E-mart as a food 
merchandizer, I would tour around food manufacturers for 
work. To me, kitchen look and feel similar to food factories. 
I find utmost pleasure from creating something new, 
depending on the mood I am in, when I am at the place with 
who and what ingredients I take out and pair with. 

A Platform to Communicate 
with Consumers 
on Food with Transparency 
Umsun 

CEO of Umsun Cho Kijoon
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Please tell us about Order+.

Order+ is an online platform where owners of small and 
medium restaurants can compare prices before making their 
purchase decision. We are with fifty partners – spanning 
from big businesses to retailers – and offer one hundred 
forty different food products for wider variety of choices at 
the lowest possible price. We can also match each customer 
with professional merchandizers for consulting and 
recommendation of adequate suppliers for better choices. 
Furthermore, we are serving customers with early morning 
delivery service, quick exchange in less than three hours 
upon receiving requests via the Korean instant messaging 
service, KakaoTalk, and credit service for settlement date of 
up to ninety days from purchase. 

What sets Order+ apart from the rivals in the industry?

For business owners, we help them save time and 
energy. We are offering the widest range of products, with 
competitive edge in price and quality. Whereas restaurant 
owners toured around stores in the past, they can place 
order anytime and anywhere from us.

Please tell us more about personalized consulting service 
offered by merchandizers with expertise in food. 
That’s true. Personalized consulting service is another one 
of our strengths and offers recommendations based on type 
of business, food ingredients and quantity on adequate 
products, business partners and qualities. The service is 
being useful for customers because they can easily find right 
products with affordability. Some customers commented 
that they feel like they hired managers who take good care 
of their food ingredients.

You may have faced entry barriers in the market, given 
that major businesses have been dominating the supply 
chain in the industry. 
Because we haven’t prepared well enough in consulting 
service and delivery, the conversion rate stood relatively 

low at first. We received a lot of calls for customer service, 
but engineers often responded to the customers due to the 
lack of system. We decided to introduce KakaoTalk Plus 
Friend service and customer service center to communicate 
with our customers with efficiency. Since then, we grew our 
customer base and introduced contact-free sales activities, 
covering from orders to delivery. 

Small and medium business owners may have faced 
challenges from shrink of consumption in the industry due 
to the pandemic.

Most of these businesses make up crucial parts of livelihood 
for owners and their families. Every time I hear news 
that small and medium business owners shut down their 
stores since the outbreak of Covid-19, we felt sorry and 
discouraged. Some businesses are booming with growth of 
delivery service industry, but the majority of business owners 
are weathering the storm these days.

Meal kits from Order+ is gaining popularity because it has 
become difficult to dine out these days. 
We introduced Meal Kits Service to help restaurant owners 
turn their menus they sell in their stores into meal kits and 
make up for losses caused by the pandemic. A lot of 
business owners were keen on selling meal kits, but the 
process had been complex to them that they had little clue 
where to start with. But with Order+, the business owners 
can overcome all hurdles and find adequate help for 
product planning and sales. Everything can be done in as 
fast as four weeks. We designed this service, hoping that 
restaurant owners can make turnarounds in the time of the 
pandemic. 

Order+ is seeking measures for coexistence with business 
owners in the food industry by running, for example, 
scholarships for business owners and their children or 
“Future Restaurant Community.” 
The mission statement of Order+ is to help promote 
sustainability of restaurant business for sustainability of 

this country and its economy. Hence, we wanted to offer 
support for restaurant owners, because dining industry is 
facing enormous challenges these days. We have designed 
numerous programs to run, such as “Self Directed Learning 
Program” for children of restaurant owners, “Future 
Restaurant Community” to share opinions for the future of 
the industry and a fundraising contest program, “Restaurant 
for Tomorrow.” 

This sounds heart-warming. Please tell us about your 
relationship with SBA.

The CEO had an opportunity to lecture in front of students 
of Seoul National University who were interested in starting 
their own business at a program called “Campus CEO 
TOK” hosted by SBA. The lecture was about finding 
business items and materializing them. The lecture marked 
the beginning of the close relationship with SBA to attract 
investment later. The investment has brought of out of the 
woods and pick up the pace for growth. 

What is the key value for Order+?

“Pleasure” for business owners to smile in the midst of their 
busy business activities, “proactiveness” to offer help for 
business growth, and “attention and sympathy” to listen 
closely to voice of customers – these are three key words 
for our mission. We hope our customers get encouraged 
and motivated for their business throughout all stages of 
experience in our products and services. 

What could be the ultimate goal of Order+??

We are seeking to expand our service to Korea nationwide 
so that more business owners can access our service. 
And we are going to run a fundraising contest program 
“Restaurant of Tomorrow” – a program designed to open 
doors for business owners who are facing unprecedented 
challenges in exploring future opportunities. We are going 
to help business owners materialize their ideas and invest 
KRW 30 million for each. 

To you, what is “Seoul”? 
It is a city where changes and transformation constantly 
take place. Just like the city, Order+ seeks to take different 
approaches to be a reliable partner for restaurant owners. 

What do you like doing in your kitchen? 
I like dishwashing. Because washing all dishes and cups 
clean, I feel like I could retrieve peace of mind. I enjoy doing 
it that I often look around in the kitchen to see what to wash. 
Most of all, this is useful to me because I could feel much 
comfortable working and communicating, having calmness 
and mindfulness with me.

Where to Compare Price 
Before Ordering Food Materials 
Order+   

Marketer of Service & Marketing Team 
Kim Geurin
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Beanscorp makes coffee brewing tools.

Beanscorp is specializing in coffee tools, running a brand 
named “Cafflano.” It has been nine years since it was 
founded. I can say with confident that the company is one 
of the best Korean companies that’s making its global 
presence, while most of coffee tools in Korea are imported 
from outside.

Please tell us about Cafflano. 
Cafflano offers coffee making tools for anyone to enjoy 
coffee anytime and anywhere. The products are unique, 
setting apart from other coffee brewing products in the 
market. 

Please tell us why you make products that don’t need 
electricity.

The focus is not necessarily on manual tools, but these 
kinds of products tend to be easier and affordable for 
anyone to enjoy coffee. And because of key traits of coffee, 
consumers find experience from manually brewing coffee 
more valuable. 

Why do you source more than 90% of parts from 
manufacturers based in Korea?

I spent many years in the manufacturing sector after I had 
started a semiconductor manufacturing business. And from 
my experience in the industry, I witness the manufacturing 
sector in the country shrinking, except for major business, 
for many reasons such as trend shifts and competitive 
edge-related issues. The past career motivated me 
into sourcing parts from manufacturers based in Korea, 
unless they cannot be made in the country. For most of 
the products, I decided to name with K, after Korea. And I 
promote with confidence in the global market that “K” is for 
made in Korea. 

You may have gone through numerous trials and 
errors before you finally introduced Cafflano products 
in the market. What was your key priority for product 
development?
I admit that we bumped into numerous barriers, because we 
sought to made products with ideas that were never seen 
before in the market. We went through numerous trials and 
errors in development and manufacturing of parts, as well as 
design. The developers and partners struggled with the new 
ideas. And we wouldn’t have made it if we hadn’t built trust 
with them. But nevertheless, I’d like to say that we all should 
keep experimenting, because experiments are making up 
the core part of us. 

International sales make up a significant part of the total 
sales. What is the secret behind your performance in the 
global market?
When I first started the business, coffee became popular 
in Korea, but most customers preferred enjoying coffee at 
cafés. But I learned from researching global market that 
coffee is part of everyday lives for consumers in the markets 
outside of the country and a lot of people were making their 
coffee at home. We felt that we could sell our products in the 
global market that we tried to take part in almost every show 
and exhibition related with coffee business. We participated 
as many as twenty times a year. We poured all our efforts 
and resources to promote our product for the past decade, 
and they are slowly paying off.

All your team members have had experience working in 
the manufacturing sector. What is the key strength of your 
team?

They are creative yet self-disciplined. We don’t need much 
of micromanagement. Instead, we encourage the team to 
be responsible for what they do. The policy has helped each 
one of us know what to do.

Backed by SBA, you took part in one of crowdfunding 
projects in Japan and saw some fruitful results. What 
made to turn to the Japanese market?
It is an enormous challenge to make your foothold with 
coffee related items in Japan. To be honest, the market in 
Japan is more mature and advanced. But you need to keep 

Useful Tools to Enjoy Coffee
Anytime, Anywhere 
Beanscorp  

CEO of Beanscorp (Kafflano) Yoon Hansang
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knocking on the door because the presence in the market 
will make a good reference for your reputation. We were a 
few percent shy from 100% in Makuake Funding, but the 
experience became a stepping board for us to grow further. 

What could be ahead of Beanscorp in the future?

We will press ahead with our mission to promote coffee tools 
with the label, “Made in Korea.” We are looking forward to 
be taking part in global exhibition in a foreseeable future, 
after the pandemic is over.

To you, what is “Seoul”? 
Seoul is my home and heart of Republic of Korea. And it is 
a city where Beanscorp and Cafflano are taking deep roots 
in – so much so that a lot of my customers ask me questions 
like, “Where are you from? Seoul?”

What do you like doing in your kitchen? 
I like cooking. It makes me happy to cook for my loved ones. 
But I need to be honest that I’m a freesytle cook - I get 
different reactions from my children for every dish I make 
(laugh). 

©Beanscorp

©Beanscorp
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Please tell us about Fishmonger.
This is a fish shop that sells fresh seafood, meal kits and 
ready-to-cook menus. It also sells matching wine, cheese 
and side dishes to pair. We sell sushi, fermented raw fish 
and HMR as well.

How did you start your business?

I have had extensive experience running sales and supply 
of seafood, including seafood restaurant, “Bubble & 
Cockes,” a snack cart, “Banggopocha,” and a retailer in 
Noryanjin Seafood Market, “STP Trading.” Then an idea 
flew into my mind to start a unique fish shop in a residential 
area. Because I observed that only few are clean and 
modernized. 

Fishmonger is located in Dongbuichon-dong. What made 
you choose the area?

Dongbuichon-dong looks and feels like different from other 
parts of Seoul. It’s not necessarily because international 
residents make up a significant part, but because it has its 
unique atmosphere and vibe. And I observed that a lot of 
residents are walking around the neighborhood. Moreover, 
there weren’t grocery chains opened in the area that I could 
open a fish shop to attract potential customers. In fact, 
residents of the area make up 80% of my customer base. 

What is the most popular menu of your shop?

The focus is laid more on processed seafood. Fermented 
raw fish, sushi and ready-to-cook menus are selling well. If I 
could run a manufacturing facility later, I’m going to expand 
the product portfolio.

What is the key priority for Fishmonger? 
“Freshness,” “speed,” “ground-breaking,” and “kindness” 
– these four are the keywords for the business. The 
freshness and kindness should definitely make up the core 
part because they are important to engage customers. I try 
to make sure the atmosphere is kind and warm enough for 
any customers who come to the store. And because I run a 
seafood retailer, I have easier access to reading the market 
trend on a daily basis and I could respond much quicker to 
seasonal changes. I believe that as an owner of a fish shop, 
I should be fast enough in responding to seasonal or market 
changes to serve customers with fresh seafood products. 

Could you tell us more about why you chose “ground-

breaking” for one of your keywords?

You can find some unique menus from the shop – those you 
would find in other parts of Korea like Sokcho, on the east 
coast of Korea or Daegu. The menus may sound and look 

new to the customers, but I pushed ahead with the idea of 
offering menus that would otherwise have been harder to 
cook at home.

What makes Fishmonger unique?

I believe it is freshness, because I can source fresh seafood 
through the channels I have acquired from the retailer 
business that I’m running. I would like to keep expanding 
the menu to keep my shop unique. These menus will include 
meal kits that would reinforce uniqueness of the shop. 

The market has seen some trend shifts in consumption for 
the recent few years.

I agree. The seafood markets in Seoul are large, but 
still has some room for modernization. But new players 
like ONULHOI or The Pirates have played their parts in 
making the customer layers more diverse, providing more 
accessibility to information. And the market has become 
friendly for businesses to grow larger. I anticipate that the 
trend will continue for a while. 

Tell us about your connection with SBA.

We became partners since I started using manufacturing 
facilities and office space via Kitchen Incubator run by Seoul 
Startup Hub. I was short of fund to run my own factories 
back then. I was thrilled by the fact that I could materialize 
my menu ideas in reality. And the experience gave me a lot 
of lessons as well.

Are you working on new menus for the upcoming summer 
season?

I’m preparing a cold raw fishbowl, mulhoe made with 
cuttlefish and abalone, because they are in-season. 
Seafood restaurants normally serve these kinds of raw 
fishbowls with sea cucumbers, but I decided not to include it 
because it melts after it is sliced. I am working on it to enjoy 
it on hottest days of the year.

What could be ahead of Fishmonger in three years from 
now?

I guess my shop will be found in almost every part of 
Seoul. To make that possible, I hope to find manufacturing 
facilities, because manufacturing facilities are quintessential 
to run shops in multiple locations. I wish I could find one in 
Noryangjin Seafood Market, even though I know it would be 
hard to make the dream come true (laugh). 

To Fishmonger, what is “Seoul”? 
Seoul is a land of opportunity, while it keeps me wondering 
whether I could survive in the cutthroat competition.

What do you like to do in your kitchen? 
I used to spend many hours in the kitchen in the past, but 
I leave the space to the team now so that I could pay more 
attention to the supply chain and management. But I cook a 
lot at home. I like cooking, but I love seeing my loved ones 
enjoying the dishes I make for them. 

Friendly Seafood Grocery 
with Fresh Seafood 
and Fresh Idea
Fishmonger

CEO of Fishmonger Choi Sijoon
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Filling and Healthy Salad 
Tagrin 

CEO of Tagrin (It Salad) Song Jehyeok 
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Please tell us about It Salad – a salad shop run by Tagrin.

It Salad is a salad maker with a mission, “helping customers 
build up healthy routine in life.” We are serving customers with 
healthy salad in a nicely designed space to guide customers 
into forming healthy dietary habits. The mission drove us into 
experimenting with food ingredients that have never been used 
for salad dishes such as couscous, nachos, tempeh and dried 
persimmon and in parallel, we designed the shop to look like 
an arena and filled the space with more tables for one person. 
It Salad is a brand that readily serves and satisfies customers 
who proactively choose salads for their healthy meals. 

What is the signature menus of It Salad?

Our signature menus are Energizer, Stress Release and 
Classic Chicken Caesar Salad. 

The naming idea is brilliant. Where do you get inspiration 
form?

We name each menu so that customers know what to expect 
from the names. For instance, from Energizer, customers may 
figure that they would be recharged! Energizer is packed 
with high quality protein, carbs, vitamins and fiber to give you 
energy. And the salad menu has couscous colored with beet 
root juice on top to make sure that it looks good and infuse 
energy for mind as well.

Tell us about stories behind menus like “Temple Stay” and 
“Stress Release.” 
Stress Release is served with spicy tastes and crunchiness 
of nuts to help you relieve stress. It is popular for being one 
of a handful salad menu with spicy tastes that a lot of Korean 
customers like. And as you can tell from the name, Temple 
Stay, all ingredients are plant-based. It tastes mild and soft. 
It resembles much like dishes you can have at a tranquil 
Buddhist temple. 

What sets It Salad apart from other salad shops?

We sought to resolve the pain points that other salad shops 
had. For instance, we have paid close attention to customers 
commenting that pieces were too large for a bite, vegetables 
were not tossed well with dressings, or the portions were too 

small for meals. But with It Salad, you won’t find such pain 
points. And moreover, the shop is better-designed, and the 
salads are more delicious. We invested our time and efforts in 
interior design of the store as well.

According to Status Report for Individual Process Food 
Categories by the Ministry of Agriculture, Food and Rural 
Affairs, the market revolving around salad in Korea continues 
to grow from 110 billion in 2016 to over 200 billion in 2020. 
What drove the market growth in Korea?

Growing interesting in wellness and weight loss is one of the 
reasons that spark the market growth. And the market trend 
began to pivot around better quality of life and wellness as well. 
And consumers began to pay attention to salads because they 
are often related with fresh food.

The vast majority of customers leave comments that your 
shop is a safe haven for those who are on diet, or the store 
is friendly for both vegans and non-vegans. What could be 
the key characters of your customers? 
Our customers are those who love and mindful of themselves. 
They love treating themselves with their favorite food and 
quality time. And they invest their time and efforts in diets, 
exercising, leisure time activities and their style. Moreover, they 
are eco-conscious. In short, they are mindful of the world, as 
well as themselves and seek to make good influence. 

Salads were often known as appetizers, but a lot of your 
customers comment that the menus are filling. 
We first started to serve customers with salad menus that 
would make delicious and filling meals and the idea has 
worked. While a salad menu normally weights 250g per 
dish, ours weigh at least 500g. It may look small because we 
chopped all the ingredients into small pieces and then balled 
them all together. But you will now after a few bites that the dish 
is stuffing. And most of all, each dish is packed with essential 
nutrients that it is enough for a meal.  

What is the top priority for It Salad?

We seek to help our customers live better lives. And we felt 
that salads should be the first menus to introduce to have more 
veggies in their diets. We took a few steps further to introduce 
“Water Helper” to encourage customers drink more water. For 
now, we are working on new products and services themed 
around medication and exercises. 

What is the future plan for It Salad?

We would like to continue our efforts in helping customers 
improve quality of their lives and in parallel, I will seek best 
possible measures for the It Salad team to help live better lives. 
I believe that the efforts will finally be rewarded when I see 
people saying, “I like everything from It Salad!” 

©Tagrin ©Tagrin 

To you, what is “Seoul”? 
Seoul is the starting point for It Salad for global expansion. I 
cannot wait to see customers from many parts of the world 
mentioning that It Salad is a salad shop from Seoul. Since 
Korea is seeing superstars from culture and art scenes and the 
sporting world, we anticipate that superstar brands will make 
presence in the global market soon. And we will carry on with 
our efforts in becoming one of such brands.

What do you like doing o in your kitchen? 
I like using the wrist-magic when I make stir-fries. With wrist-
snaps, all ingredients would hop up and down as if they are 
dancing, and it is fascinating to watch. I like washing, trimming 
and cutting food ingredients as well. 
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For Happiness 
and Wellness in Life 
CEO of Freshcode 
Jeong Yooseok,

Marketing Director 
of Freshcode 
Yoo Eegyeong 

Wellness has increasingly become part of common 
interest for many who are living modern days. With 
a goal of delivering messages to make life richer, 
Freshcode delivers freshness paired with wellness. W
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It is crucial for all of us to share our mission and know “why we are doing what we do.” 
Because our business is not just about selling salads, but about introducing consumers 
to healthy lifestyle.
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Consumers often relate a brand logo with colors or icons. 
But Freshcode’s brand logo is made up mostly with green 
leaves. 
Jeong Yooseok (Jeong) You may have noticed curly 
brackets on both sides of the symbol. They are mostly used 
by developers for computer programming, and we came to 
use these for the brand logo.

Have you combined two words “fresh” and “code” 
because of the relation with IT technology?

Jeong When we were brainstorming to find a name, we 
found a lot of ideas pivoting around salads. But in fact, we 
were not simply pursuing to be a food company just like 
everyone else in the industry, because we wanted to serve 
our customers in the health food industry with IT technology. 
With the keyword, code, we wanted to deliver two messages 
– one was that we seek to serve customers with healthy 
and fresh food, and the other was that we sought to solve 
problems surrounding healthy and fresh food with IT 
technology

Brand names often set the tone for business activities and 
aspirations. Freshcode has introduced hub supply chain 
and resolved related problems.

Yoo Eegyeong (Yoo) It is called “Fcospots,” an abbreviation 
of Freshcode Spots and these are designed to integrate 
the supply chain. Upon receiving orders online, we deliver 
directly to these spots and hubs to reduce delivery costs 
and ensure freshness and speed.

Have you teamed up to start a business themed around 
salad at first?
Jeong Originally, I was preparing to start a service business 
of managing and maintaining Airbnb accommodations for 
the hosts. I had to stop because of an infectious disease, 
MERS a few years ago, but the experience opened my 
eyes to platform business. Yoo had experienced health 

food culture when she had spent two years working in San 
Francisco, US. The IT industry was booming back then 
that based on what we observed from these aspects, we 
decided to co-found the business. 

Freshcode started in 2016. The perception may have been 
different from that of now.

Yoo A lot of Koreans believe that bowls of steamed rice 
are the source of energy. Salads were often perceived as 
the menu for weigh loss or weight management. But both 
of were firm on belief that the market will keep growing. 
Spending a couple of years in San Francisco, I observed 
that the consumption volume was enormous, because they 
weren’t merely dishes of legume, but were parts of balanced 
diet, rich in quality nutrients including protein, fats and 
carbs. It occurred to me that we could introduce the market 
to delicious, filling and healthy menus.

Jeong Quite unlike today, few fresh food categories were 
available in online stores that consumers had few options for 
healthy diet. As for salad, the products had been polarized 
in quality – they were cheap with poor quality or expensive 
and Instagramable with high quality. We saw that if we could 
bring about innovation in the business structure with some 
breakthrough business models, we could offer welcoming 
services for customers.  

You seem to have read the consumer demand and trend. 
Do you plan to open physical stores in the future?

Jeong We keep thinking about it, because we still have 
problems to solve, even though we did come up with 
solutions for quite a few after we started the business. 
Our focus is mostly on online business now, but we are 
seeking to bridge between online business and business in 
physical stores in a longer run. Our new experiments may 
start as early as next year, or at latest, in a few years from 
now. Because we are aware that some experience can be 
available only in physical stores. Left Yoo Eegyeong 

Right Jeong Yooseok
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uncertainty and volatility in the market.
Yoo That’s right. When we first started, a programmer was 
one of the co-founders who designed and developed 
applications for us. But we had not promoted our business 
well enough back then that we decided to open our website 
first. That delayed the introducing of the app service, but 
we encouraged customers to sign up for beta-service 
with a few marketing campaigns such as “Salad Attack” to 
promote ourselves, instead of wasting time. And in parallel, 
we expanded our service to early morning delivery and 
regular delivery. 
Jeong We keep the core of our business intact, but we are 
making decisions, listening closely to voices of customers. 
Because our business is about serving customers with what 
they are looking for. In this sense, throughout our sales 
activities, what we pay the most attention to is feedback 
from customers. 

When it comes to feedback, you need to be balanced to 
decide whether to take it. How do you strike balance?

Jeong In fact, feedback can be on extreme ends of the 
spectrum – it’s either 4.5 or 1 on a scale of 5 points, when 
you take ratings as an example. All comments and ratings 
are precious to us, but you have a good start of problem-

solving when you start turning your eyes to those who give 
your products or service with the lowest ratings. Because 
once you figure that these customers leave your because 
of what they rated you poor, it has to be resolved no matter 
what it takes. I would say in summary that feedback can 
make a good foundation for any businesses and brands to 
grow.

I heard that you mentioned you are aiming to open three 
thousand Fcospots in a foreseeable future. 
Jeong When we were setting the goal, one of the major 
bakery franchise stores had thirty-four hundred stores in 
Korea nationwide. Just like other major franchise businesses 
that analyze business potentials, we made some research 
and conclude that our target should be three thousand 
locations. But the tightness of network shall be determined 
by where our potential customers are. Because we see the 
number of Fcospots growing faster in populated and busy 
areas like Gangnam. In parallel, we are keeping close eyes 
on sustainability and eco-friendliness. If our customers 
could have products delivered from our spots that are closer 
from where they are ordering from, it would not only be 
more efficient but also eco-friendly and leave more positive 
impacts on our business and society. 

Do you have other goals as well? 
Jeong We are aiming to attracted one million members. 
Suppose that half of the ten million population of S
eoul are active players in the economy, we imagined what 
percent of those labor force could come to us for our service 
and products. We suppose we could prove that Freshcode 
is making positive influence to people and society once the 
membership passes the threshold of one million.

A lot of businesses modify their business goals because 
of the pandemic. And Freshcode may have been impacted 
by the outbreak of Covid-19.

Yoo If we had physical stores, we may have been impacted 
to a certain extent. But we found opportunities for change, 
because the market and industry have begun to pick up 
the pace in transformation. And after the outbreak of the 
infectious disease, consumers have relied more heavily 
on delivery services that they have begun to perceive 
shipping cost as cost that they should pay for. Before the 
outbreak, we anticipated it could take three to five years to 
communicate and educate our customers about shipping 
and delivery fees, but in reality, it took much shorter time. 

It takes quality assurance, as well as brand management 
to spur demand and keep your busines growing.

Yoo Freshcode kept growing because we have a large 
number of repeaters. And we can ensure quality because all 
process – from manufacturing, delivery to customer service 
– are taking place in-house. In addition, we learned from our 
experience that if we could reinvest at least 10% of what we 
sell, we could improve quality. We admit that we still need 
to pour efforts and resources to secure membership in our 
platform and expand the service and delivery network, but 
we are confident that we can continue our growth, because 
we make investments in quality of products and services. 
Jeong “Quality” is one of the bottlenecks for the majority of 
businesses that sell salads. Because when your business 
grows bigger, it would be more challenging to control the 
entire process of sourcing produce and making products. 
We do face difficulties with quality assurance when quality 
of produce deteriorates because of torrential rain or heat 
wave, but we continue our journey of finding best solutions 
to ensure stability in quality of produce.  

©Freshcode
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Communication with the team members could be another 
one of keys for business growth, because you take care 
almost everything, starting from production, delivery, and 
service.

Jeong It is crucial for all of us to share our mission and know 
“why we are doing what we do.” Because our business 
is not just about selling salads, but about introducing 
consumers to healthy lifestyle. I was inspired by the 
comments that the founder of Amazon, Jeff Bezos had left 
in the past interviews, making analogy to mercenary and 
missionary. Bezos mentioned that whereas a mercenary 
comes to you to promote himself or herself to get paid more, 
a missionary makes commitments for a mission. As for our 
team, we communicate with the members to share our 
mission and talk constantly about where we are heading. 
And if we could find the area where brand values and 
individual values overlap and make them grow, I believe 
we could find the best scenario for busines growth. And 
besides, we could benefit from strengths of starting and 
running business with partners as well. 
Yoo All of us faced challenges when we started working 
together. But with time and efforts, we began to build trust. 
Because we learned that we could have each other’s back 
now – while I am good at communicating with customers, 
Jeong has great insights on investment and business 
acumen. And quite thankfully, a lot of the members of our 
team are committed to what they do. But we know that 
we can’t push them too hard at work, because each of 
them have different priorities in life. And knowing this, we 
are all the more grateful for the team that we could create 
synergies at work and share burdens from business. 

What could be the aspirations and future goals of 
Freshcode?

Yoo We should keep expanding our supply chain. And 
just like other business, we would be delighted if we 
could receive an offer from major business for business 
partnership. But above all, we hope we could keep 
expanding our sales network, just as we have from 
Gangnam to the entire Seoul and then later to Pangyo. We 
could make our presence in other major cities in Korea, we 
suppose that we can set more detailed goals.

Jeong We look forward to making foothold in major cities 
across Asia. With environmental issues and healthy diets 
trending around the globe these days, we would like to 
practice leadership in resolving related problems. And 
furthermore, wellness is not just about eating healthy – it 
can be about active lifestyle and mindfulness one could 
seek from meditating. And some others may say that it takes 
quality time with family for wellness in life. We would like to 
push our boundaries to other categories outside of food. 

To two of you, what is “Seoul”? 
Yoo Seoul is my soul and my home. When I was young, I 
was dying to leave the city for other places around the world 
and be free as birds. This motivated me into the internship 
in a company based in San Francisco to spend two years in 
the city. But I’m deeply in love with the magnetism of Seoul 
now. I dream to become a personality that could take part 
in making Seoul a great city, a place of admiration and envy 
from around the world.

Jeong To me, Seoul has been a place that nudged me into 
adventures and experiments, giving me opportunities to get 
exposed to diversity and countless encounters.

What do you like doing in your kitchen? 
Jeong I like making simple breakfast for myself, with fruits, 
yogurt, granola and coffee.

Yoo I am not into cooking, but I like spending time with 
friends over glasses of wine. Because I’m one of the people 
who believe in the magic that food and drinks can bring to 
people – it creates warm atmosphere and connects people 
with warmth. 
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It has become harder for any families to sit down together for a family dinner filled 
with warmth. Obviously, it takes efforts to do grocery shopping and cook for loved 
ones, but it would become much easier if one could get some help from experts 
and professionals. Here are professionals who are ready to offer help for those 
who look to have restaurant quality dinner tables with their loved ones. The insights 
shared by these culinary experts may hint at what it takes to find happiness in life. W
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Those with Brilliant Cooking Ideas 
to Melt Away All the Woes of Beginner Cooks 
MYCHEF Lim Jongeok, Fresheasy Lee Sangyoon
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Less Time for Cooking, 
More Time to Spend with Loved Ones    

Lim Jongeok has been a visionary in the food industry who saw potential of 
meal kits even when such products were not available in the market. From 
Lim’s point of view, kitchens are where happiness stem from, because warm 
feelings are made by sharing meals. Conversation with this entrepreneur 
with insights would definitely open eyes to different aspects of “cooking.”

CEO Lim Jongeok
MYCHEF 

Please introduce yourself.
I’m Lim Jongeok, the CEO of a meal kit maker, MYCHEF. 
I started my career as a researcher of Korea Environment 
Institute and then spend years working for a consultancy and 
a manufacturing company before I started my own meal kit 
manufacturing business in 2011. 

Meal kits are popular today, with relevance to social 
changes and trend shifts. But they may have been new in 
the market when you first started your business.

When I was working for a manufacturing company, DIY 
furniture business boomed. Watching the trend back then, an 
idea flew into my mind that if I could somehow find ways to 
infuse ideas of DIY into cooking, anyone can cook. Because 
there were almost no ready-to-cook food products available 
in the market. Most of all, I came to a conclusion that I would 
find business opportunities, observing only few making most 
of information on food and cooking inundating the market. 

What was in your mind when you first started your 
business. You may have faced backlashes from your family 
and close friends.

Needless to say, my family was against the idea, and the 
biggest task to me was to convince them about my business 
idea. But I was confident that a whole new chapter is ready to 
be opened in the food industry because the idea had never 
been seen before. In the end, thankfully, my family gave 
support for me to take on a good start. 

You may have faced challenges taking an unbeaten path.

I can recall two things – one was when I just started the 
businesses, I kept bumping into barriers because I could 
receive little help and support, and the other was when I 
relocated the manufacturing facility in 2018 for expansion. 

Especially when I looked into new locations for the new 
factory, I had already made investment in business expansion 
that I faced some difficulties in funding. I was lucky enough 
to be out of the woods because the market and the business 
grew as I anticipated. 

Your comments are hinting at your confidence in your 
business in the market. Have you had interest in cooking 
and food? 
Cooking had long been my passion before I started my own 
business. I was a foodie that I visited popular restaurants 
quite often to check out. I have my own policy in finding good 
dining places, but my family keep nagging me that I’m being 
too picky (laugh).

You are actively involved in developing menus. Where do 
you get inspiration from?

The first menu I took part in was japchae (Korean noodle 
dish) with Korean beef. Because it takes a lot of fuss to make 
a dish, the team picked this menu at first to make it easier for 
anyone to make. As for inspiration, I get from online resources 
to learn recent trends and gain consumer insights. But when 
we materialize ideas for products, we follow our ethos and 
policies of our own. 

What is behind your ethos?

The ethos is made up of four pillars – first, consumers should 
be able to cook for themselves easily, second, key elements 
for tastes and flavor should be clearly identified, and third, 
food ingredients should be delivered fresh. Last but not 
least, we pay close attention to whether a menu we seek to 
develop can be made with minimal ingredients. These are 
the key criteria for us throughout our product planning and 
development process.  P
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I was confident that a whole new chapter is ready to be opened in the food industry, 
because the idea had never been seen before.
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You seem to have a clear set of policies on products. Do 
you prefer to prepare meals with HMR or cook dishes from 
scratch?

I personally prefer what I can make and enjoy without fuss. 
I strongly believe that people can share warmth and build 
strong bondage by sitting down together at dining tables to 
share meals. And the belief motivates me into materializing 
ideas that would reduce cooking time for consumers to spend 
more quality time with their loved ones at dining tables. 

To you, what is “cooking”?

I view that cooking is a medium to bridge between people 
and deliver warmth, as well as to give satisfaction and 
happiness to anyone cooking in kitchens. I myself seek to 
deliver warmth and happiness with what my team and I offer 
for our customers.

Do you often cook for your family?

If I can, I try to cook for my family. I am good at Korean stews, 
especially doenjangjjigae – a type of Korean soybean stew 
(laugh).

Meal kits are often associated with “convenience,” but 
“freshness” and “wellness” seem to be matching for these 
types of products.

When you compare meal kits with other microwavable food 
products, you can see that meal kits are fresher and healthier. 
Food is directly linked to wellness that you cannot turn blind 

eyes to freshness and healthiness of what you eat. I also see 
that customers keep coming back to buy meal kits because 
they can see how fresh and healthy the products are with 
their own eyes. 

What do you like doing in your kitchen? 
This is a tricky question (laugh). I’d like to stress that kitchens 
are where happiness starts and where you can share 
your warmth with your loved ones. Without care for your 
loved ones, you cannot choose to step into your kitchen. I 
personally roll up my sleeves for dishwashing.

You can’t do dishwashing unless you care a lot for your 
loved ones (laugh).

I agree. When we can’t get together, I try my best to at least 
do the dish washing.

Lastly, to you, what is “Seoul”? 
Seoul was a subject of envy for a while before I relocated 
myself to be based in. I am originally from Gyeongsang 
Province, but I spent more years of my life living in the city 
that I guess I can call Seoul my home now. I have blended 
myself into the city, I should say. I look forward to keep 
findubg measures for co-existence in the city of Seoul.  
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Interest and attention are what are crucial delicious dishes 

For Lee Sangyoon, cooking is in and of itself pleasure. For those who 
stressed out from cooking, this seasoned expert in cooking advises that 
first step to take is to find pleasure and fun from cooking, step by step. 
Originally aspired to teach at schools to teach ethos and philosophy 
surrounding cooking, Lee opens customers’ eyes to pleasure of making 
meals, developing HMR products for his company. From smile throughout 
the interview revealed how serious he has been about cooking. 

Deputy Head of Product 
Development Lab Lee Sangyoon 
Fresheasy

Please introduce yourself. 
It is such a pleasure to be part of this interview. I am Lee 
Sangyoon, currently leading development of new products 
for Fresheasy. I am overseeing projects of developing HMR 
and vegetable packages. 

You have been building your career in prestigious hotels 
in Korea. What is your motivation behind switching your 
career to the new area, HMR development?
I had been aspiring to teach at culinary schools, as well as 
becoming a sushi master, but I learned that while I was in 
the hospitality industry, I could not juggle between these 
two different jobs. So I decided to dive into development of 
HMR products to make some of my dream come true and 
materialize my idea. And I suppose I was fascinated by 
introducing consumers into the world of cooking. In the end, 
I am being an instructor teaching everyone in this country 
how to cook (laugh).

What the first reaction when you said you decided to make 
a career switch?

I have seen a lot of my acquaintances showing their 
skepticism on my decision, because only few were familiar 
with HMR products back then. But I was confident about 
my decision, and most of all, I couldn’t find HMR product 
makers that satisfied me. 
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Fresheasy has been aspiring to serve 
customers with “the recipes and products 
that are easy as making instant remens.” 
So, simplicity and handiness have always 
been the keywords.
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delicious ready-to-cook dishes in the market.
That’s right. But don’t you need that kind of guts (laugh)?

But your work on meal kits may be different from cooking 
for hotels for its nature. Have you faced any challenges 
from your new roles and responsibilities?

I admit that I found myself up against a brick walls because 
“developing menus” was entirely different from “cooking.” 
When you cook, you focus mostly on finding right tastes 
and flavor. But when you develop menus for everybody 
else to cook at home, you need to make sure you keep off 
all possible variables and keep making improvements. In 
short, one of the biggest challenges came from numerous 
factors that I had to look around throughout a long journey of 
product development. 

Where do you get inspiration for new menus?

I often check out the latest trends from a variety of media 
channels before I decide what to work on. Because tastes 
and preference keep changing in the market. I make sure 
I keep myself prepared to be with the trend and make 
experiments and research. 

Do you like to cook for yourself with meal kits as well?
I’d like to be honest that I preferred to cook for myself from 
scratch. But I have found so many products that are easy to 
cook and most of all, taste great that I came to like cooking 

with meal kits. Depending on what I have in my refrigerator 
and how much time I have, I decide whether to make from 
scratch or turn to meal kits.

When you cook at home, don’t you feel that you’re 
bringing your work home?

I know many often say that those who cook for work keep 
themselves away from kitchens after work. But I personally 
like and enjoy cooking that I don’t get much stress from 
making dishes at home – to treat my loved ones with savory 
meals, as well as myself. I can say that I find pleasure from 
cooking.

I can tell how much you like cooking. Then what is your 
favorite meal kit menu that you made for Fresheasy.

It’s the first menu that made to the market after I took the 
job. It was sundaebokeum (stir-fried Korean sausages) and 
I’m pleased to see it has become one of the steady sellers.

What has been your key focus for your work on meal kits 
these days?

I don’t face challenges from finding right tastes. Fresheasy 
has been aspiring to serve customers with “the recipes and 
products that are easy as making instant ramens,” and to 
keep up with the slogan, the key focus has always been 
finding the right balance for all factors, including cooking 
method and temperature for storage. So, simplicity and 
handiness have always been the keywords.

I like the key slogan and keywords. Then do you, what is 
“cooking?”

To me, cooking can be a melting pot of all human emotions 
– joy, anger, sorrow and even happiness. I could get 
exhausted and wary from what I do, but at the end of the 
day, it leaves me with joy and happiness.

Do you recall that you liked cooking when you were 
young?

I remember I liked watching cooking shows on TVs, when 
I was little. When I started figuring out what to study and 
what to do for living, I began asking myself what I like and 
reached my own conclusion that it was cooking. But my 
mother didn’t like the idea at first.

Chef become one of popular jobs and cooking has gain 
massive popularity these days, but your mother may have 
been against the idea because cooking had long been 
considered one of labor-intensive work. 
I suppose she had been concerned about the future 
prospects that she was against the pursuit in my career 
path for about eight years. But she has become one of the 
biggest fans these days.

You never gave up on your dream. Do you have any advice 
to share with the readers?

There are so many things that makes a dish delicious, but I’d 
like to stress that curiosity and interest make up the crucial 
part for cooking. Because with these, you can afford to 
make experiments and go further to become creative. 

What could be your future goals that you’d like to reach?

I’d like to be ahead of the trend to serve customers with 
mouth-watering menus. And in a longer run, I’d like to share 
my knowledge and experience with those who seek to make 
their food hold in the market. I hope to see the market grow 
larger by sharing useful information with aspiring business 
leaders.

What do you like to do in your kitchen? 
That’s hard to tell, because I like spending time in the 
kitchen. But I should tell one thing I don’t lie – I hate the 
kitchen turning messy when I cook. I keep nagging at my 
parents’ place when they cook at home (laugh).

Lastly, to you, what is “Seoul”? 
It is the stage of my everyday life and part of me, because 
most of my customers are based in the city. 
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Items 
for a Flawless Table 

Six Essential Items 
for a Perfect Dinner Table 

Kitchen is a place where acts of preparing food and cooking 
repeats almost every day. All acts of preparing meals can 
sometimes be tedious, but in the end, they shall be necessary to 
fill ourselves with warmth and energy from delicious dishes. W
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Useful Items for Cooking 

GBH
GBH X SALT HOUSE CUTTING BOARD

Once any food materials are placed on a cutting board, it 
signals a start of cooking and leave some excitement and 
expectation for delicious food. In this sense, it is recommended 
to find a piece of cutting board with a deft balanced between 
form and function. A design studio that serves customers with 
beautiful items with functions, GBH and a delicatessen, SALT 
HOUSE partnered to make cuttings boards made with walnut 
wood that is known for sturdiness and water repellency. These 
cutting boards are strong and easy to use and most of all, the 
dark color would make colors of almost any food materials 
look better. The nicely designed cutting board can be used for 
serving and plating as well. 

H. gbh.kr

Clean Clinic
Clean Kitchen Powder 

To make a few dishes of meal, it not only takes enormous heat, but 
also tremendous amount of water to  thoroughly wash ingredients. 
For those who are conscious of health, safety and environment, 
baking soda and vinegar are a few of the best picks to wash and 
rinse off dirt and pesticide residue. And such choice probably 
comes from thoughtfulness and care for those who would sit at the 
dining table together to enjoy savory and heart-warming dishes. 
Clean Kitchen Powder will make much cleaner and safer choice. 
This reliable product is made by heating and roasting oyster shells 
that are collected from clean waters on the south coast of Korea at 
the temperature as high as 1000 ℃. By letting any food ingredients 
sit in a solution of the powder in water for three minutes, harmful 
substances including herbicide and pesticide residue would be 
washed away. Furthermore, the substances of Clean Kitchen 
Powder kill off all the germs and bacteria. Experience in using this 
safe and eco-conscious powder would definitely leave many with 
a conclusion that anything that comes from nature could be the 
most reliable, after all. 

H. cleanclinic.kr

ITEM



S
E

O
U

L
M

A
D

E
7

4

7
5

IT
E

M

©Table N Table

©
Ta

bl
e 

N
 T

ab
le

 
©Pola At Home 

Useful Items for Table Setting 

Table N Table 
Ove Silicon Table Mats

While only few may pay attention to table mats on a dining 
table, these table items could turn out to be a small yet 
striking details to give some stylish finish. Yet just like many 
other items that are to be placed in a dining scene, there 
should be numerous details to pay attention to before taking 
a few pieces home –  for instance, one may want to take a 
close look to see whether they can make food look better, 
whether they can be versatile and whether they are easy to 
clean or wash. Amazingly, Ove Silicon Table Mats by Table N 
Table meet all of these criteria. The mats come in six different 
colors that they can blend well into any colors of tables and 
dirt and stain can be easily wiped off with towels or wipes. 
Needless to say, for anyone looking into table mats that can 
be used every day, these mats are the ones to look into. 

H. smartstore.naver.com/tablentable

Pola At Home
Urban Series – Spoon Rests 

Just as water may look in different shape in different cups, 
dining table could have different finishes with different 
tableware. Every meal time does not necessarily have to be 
luxurious, but you can make your meal time more pleasant 
with a few nice looking tableware. Pola At Home has 
recently introduced its new “Urban Series” for its customers 
who are looking for affordable luxury for their meal time. The 
collection boasts aesthetics with a blend of urban mood and 
Korean traditional design elements. In addition, semi-matte 
enamel gives softer feel to the surface. This set of rice bowl, 
soup bowl and spoon rest is simple, yet adds some stylish 
finish to what may look and feel mundane on dining tables. 

H. polaathome.co.kr
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For a Clean Finish

Dongubat 
Washing Bar 

Dishwashing may be one of the last of the household chores 
to many would want to do. Yet this the most unwanted 
household chore would, in fact, make the finale of cooking, 
because for anything, it is important to see it through, as well 
as to make a good start. If you find yourself keep leaving 
dishwashing for later, you may want to turn to a few items 
that can make the banal routine more pleasant. Washing 
Bar from Dongubat is made with natural ingredient that it 
is safe to use and fragrance of lemon essential oil leaves 
pleasant smell as well. Soap bars on a kitchen sink may 
look and feel new at first, yet experience with this soap bar 
will leave satisfying experience for its safety – it is free from 
chemical substances that are normally added to liquid type 
dishwashing soaps.  

Rhombus 
Disposable Sponge 

Seeing wet surface on a kitchen sink leaves contrasting 
feelings – sense of accomplishment from being diligent in 
a kitchen and discomfort from staleness in the space. And 
items like wet sponges, in particular, are likely to leave less 
than comfortable feeling that they are to be used repeatedly 
to clean utensils, cups and dishes, because excessive 
moisture could breed bacteria. To help consumers’ concern 
on safety and hygiene, Rhombus has recently began 
offering its disposable sponges. This sponge, just like 
kitchen towels, can have each sheet ripped to wipe off wet 
surface and leave kitchens nice and dry. The sponge from 
out-of-the box idea is easy to carry around and can be 
useful for places and occasions like bathrooms and outdoor 
activities. Moreover, this rolled sponge is versatile and eco-

friendly – it takes only a little dash of soap to lather and can 
be used multiple times after washing and drying to sweep 
off dusty surfaces at home. 

H. donggubat.co.kr

H. smartstore.naver.com/rhombus

©
Rh

om
bu

s

©
Rh

om
bu

s

©Rhombus



Soybean Paste, Tofu, Soymilk

How to 
Read Labels Properly 

Human body is basically an assembly of various nutrients, and all these nutrients are sourced 
mostly from “food.” The fact inevitably leads to a conclusion that quality of what we eat and 
drink determine wellness and quality of life, as most of us are well aware of. however, only a 
handful is knowledgeable about quality and substances in food, and moreover, the majority 
of us have opportunities in acquiring in-depth knowledge in nutrition. Such are combined to 
mislead the vast majority of the public into blindly taking groundless information on health and 
wellness. Admittedly, since it is a challenge to find a good nutritional balance or finding healthy 
food for most of us who are swept in hustle and bustle of everyday lives, here are a few things 
that come first and foremost to pay close attention to. W
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LABEL

How Much Do You Know about What You Eat? 

“Soybeans” make up the majority of these products, and country of origin shall be one of key items to 
pay attention to. Because in case the country of origin is outside of Korea, they are most likely to be 
imported agricultural products and the majority of these imported products are GMO products. Self-
sufficiency of food of Korea currently stands merely at 23%, while self-sufficiency of maize reaches 
between 0.3 ~ 0.8 % and that of soybeans, only at 12%. And GMO products that are permitted for 
import in Korea are maize, soybean, cottonseed, canola, beets and alfalfa. Furthermore, average 
consumption volume of GMO per person in Korea amounts up to 45kg every year, and with indirect 
consumption added, the amount will stand similar to the average consumption of rice. While views 
on GMO may be divisive in academia, one should never turn blind eyes to exponentially growing 
number of countries and victims raising their voices on damages incurred from GMO and taking legal 
actions against developers. Korea stipulates on labelling of GMO ingredients by law, but because 
of exceptions, the legislations, in fact, are in name only. Finished products are, in theory, obliged to 
indicated DNA or proteins of GMO materials, but because these substances are mostly diminished 
throughout manufacturing processes, most of the manufacturers find themselves less than motivated 
to include these substances as part of their product labels. As a result, GMO materials are rarely found 
in labels of processed food products sold at grocery chains in the country.

7
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In fact, various types of soy sauce, or ganjang (간장) in Korean, can be found in Korea. Traditional 
types are made after fermenting and maturing soybean lumps. Fermenting process require time 
for this type of condiment, but the soybean will have depth and flavor added in the process. 
Brewed soy sauce, on the other hand, is manufactured en masse, with a blend of barley power, 
rice powder and flour for fermentation. Acid-hydrololyzed soy sauce is made by diluting defatted 
soybean with edible hydrochloric acid and have glucose such as high fructose corn syrup added 
to taste and food coloring in black or caramel color is blended for color. And lastly, mixed soy 
sauce is a blend of traditional types, brewed types and acid-hydrololyzed soy sauce and the 
percentage of hydrololyzed type can be found in the food product labels. Since acid-hydrololyzed 
soy sauce is being concerned for inclusion a carcinogen named “3-MCPD,” consumers need to 
pay close attention to this type of substance before making purchase decisions.

Eggs are some of popular food ingredients, but many may find 
themselves puzzled by what to choose. After “pesticide scandal” in 
Korea, the country introduced a system to ensure all farms track their 
production that the track record can be helpful in making purchasing 
decision. However, larger number of customers still need to be educated about 
what numbers on packages are indicating. For those who are purchasing eggs in grocery stores 
in Korea, last digit of the numbers printed on the packages will give useful glues. “1” indicates 
that eggs are free range eggs laid by chicken that are fed organic feed and grown stress-free 
and thus, are safe to choose. However, these eggs tend to be relatively higher priced. “2” on 
the other hand, are eggs laid by chicken that are grown free-ranged in indoors and often have 
labels such as antibiotics-free and animal welfare. If the packages printed “1” in the last digit are 
too expensive, those with “2” can be an affordable alternative. “3” reveals that eggs are laid by 
chickens grown in a spacious cage and fed with conventional feed and these are often labeled 
anti-biotics free or animal welfare products. Lastly, those printed with “4” on packages are laid 
by chickens grown in factory-type cages, treated with pesticides and antibiotics. 

In Korea, fruits and vegetables are mostly classified into “Eco-friendly Agricultural Products” and 
“general agricultural products” by National Agricultural Products Quality Management Service. 
Eco-friendly agricultural products are labelled “Organic” or “Non-pesticide,” while other labels are 
not nationally certified. To the dismay for many, labels like “eco-friendly” and “pollution-free” are, 
in fact, marketing phrases. Whether it is labelled organic or non-pesticide, no pesticides shall be 
detected, while organic agricultural products are to be cultivated without chemical fertilizers. General 
agricultural products, on the other hand, are cultivated using pesticides and chemical fertilizers. For 
those who choose to be selective because of affordability of organic food products, these would 
be the key facts to remember - fruits such as apples, apple pears, Koran melons, watermelons 
and kiwis are advised to peel off before eating, while mushrooms do not necessarily have to be 
organic, as most of them are grown without pesticides. Most importantly, because pesticides are not 
washed away by cooking or blanching, it is strongly recommended to use eco-friendly detergents 
that effectively shed pesticide residues before consuming. In the end, any produce and fruits, even 
those certified to be eco-friendly, shall be washed thoroughly before consumption. 

As vinegars are challenging to make at home, larger number of consumers turns to store-bought 
products. However, in front of countless number of products lining up in stalls, one would often 
be at loss. Vinegars can be divided into three types. First, there are 100% naturally fermented 
vinegar made with fruits with high glucose level by fermenting alcohol converted from glucose. In 
fact, for proper vinegar making requires months and often years. Second, vinegars can be made 
by accelerated fermentation process. For profitability and mass production, processes involving 
fermentation from glucose into alcohol are often omitted – instead, saccharite substances and 
acetobacters are added to spirits to pace up fermentation. The process could well explain why 
“spirits” are often found the labels on these types of vinegar products. However, consumers need 
to be aware that these types of accelerated fermented vinegars are often labelled fermented 
vinegars as they are made by fermenting spirits that close attention will be necessary before 
purchasing. Lastly, diluted acids are made with acetic acid diluted in water. These types of 
vinegars are use for production of pickled products or often found in restaurants for condiments. 

Soy Sauce Eggs

VinegarFruits & Vegetables
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Proteins are some of key nutrients that cannot be deprived from meals and are essential, 
particularly, for underaged and older aged. Milk, in this sense, is often chosen as source of 
protein, but it is recommended to consume no more than 250 ~ 500 mL per day. Because fat 
and phosphorus prevent absorption of calcium, and furthermore, excessive consumption often 
result in discharging calcium from body. As to question of what dairy products to choose, you 
had better not expect that eco-friendly milk products are free from antibiotics. Before product 
shipment in Korea, screening of antibiotics is conducted, and products below certain level of 
antibiotics are permitted for shipment. And for your information, even antibiotics are injected, the 
substances will reduce after certain withdrawal period. Hence there are few reasons to choose 
higher-priced eco-friendly dairy products. Instead, you may turn to organic milk. A number of 
dairy farms in Korea grow free range milk cows and these cows fed with organic feed and have 
less stress that if possible, it is highly advised to choose either organic milk or milk from cows 
grown on meadows. In addition, the package indicates number of somatic cell, which shows 
health condition of milk cows – larger volume of somatic cells can be included as these cells fall 
off due to bacteria or aging. In short, milk products with less somatic cells can be certified to be 
the first-grade products. On the other hand, fortified milk or flavored milk are not recommended, 
because to have additional nutrients such as calcium, DHA and iron, synthetic additives are 
essential for use, while flavored milk have sugar and synthetic additives to taste, instead of 
adding real fruits.

All meat products sold in Korea are classified into “Organic,” “Antibiotics-free” and “General.” 
Organic meat product are sourced from stock animals fed with organic feed and bred in stress-

less environment that they are strongly recommended for children or patients recovering from 
disease. Antibiotics-free products, on the other hand, include small amount of antibiotics. 
But because stock animals undergo withdrawal period, the amount is relatively smaller than 
conventional meat products, and most importantly, they are not injected with growth hormones. 
Conventional meat products are known to have adequate amount of fat to create marbling, as 
stock animals are normally grown in factory-type facility and fed with GMO feed. However, the 
feeds are often blended with growth hormones and antibiotics that the stock animals often go 
through some drug-free intervals before shipment. When it comes to the amount of antibiotics 
substances, all of meat products are required to meet threshold before shipment that consumers 
do not need to be concerned about residue of antibiotics. However, if possible, it is highly 
recommended to opt for organic meat products. 

About Oh Saeeun 
The author of I am What I Eat. The writer has been lecturing on wellness for over two decades to share accurate and useful facts 
and run a tie-in YouTube channel, “I am What I Eat.” 

Dairy Products Meat (Beef, Pork, Poultry)
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Where You Can Be Yourself 
in a Limited Space

Every home is filled with uniqueness and distinctiveness that may best 
hint at tastes and preference of individual person living in the space. 
A start-up first started with focus on remodeling and refurbishing 
homes and than has expanded to online commerce platform for home 
refurbishing, Apartmentary chooses to take approaches like producers of 
documentaries to give close attention to stories behind individuals to have 
them mirrored in their homes. W
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MOVEMENT

A Lifestyle Platform with Virtual Stores for Remodeling 
and Home Furnishing Goods – Apartmentary
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INTERVIEW

CEO of Apartmentary
Yoon Soyeon 

Please introduce yourself.
I’m Yoon Soyeon and am leading a lifestyle platform, 
Apartmentary.

You were formerly a produce for a broadcasting company. 
What made you dive into your own business? 
It started when I furbished by own home. My spouse and 
I poured life time saving to buy a condominium, but didn’t 
like the interior design that I toured around contractors for a 
complete make-over. We figured that we could afford to hire 
smaller-sized design studios in the neighborhood but their 
outcomes were less than satisfactory. Then we contacted one 
of the design studios that we found in a magazine, but they 
asked me for KRW 100 million, whereas we only had KRW 20 
~ 30 million in our pockets. We concluded that we can’t find 
a designer studio within the budget that we decided to find 
and hire contractors by ourselves to refurbish our new home. 
We kept almost everything we went through in our blog and 
the web pages became popular later that we published a 
book titled, Interior One Book. The book became one of the 
bestsellers, paving the way into a new business. What made you focus on condominiums and apartments 

for your business? 
Apartments and condominiums are modularized type of 
housing, to a certain extent. And sizes are distinctively 
standardized in Korea by pyeong (3.3㎡). But some do seek 
to balance between what they like and what is available to 
them for their home. And I felt that I should offer service for 
these kinds of customers with tastes. This drove me into 
focusing on bringing about changes to someone living in 
apartments or condominiums, rather than technical aspects 
of interior design. 

Then revolving around apartments and condominiums, 
what are services that you offer? 
Remodeling is making up the core part of service of 
Apartmentary. And the services are made up of three 
types – “Pipe,” a package of wallpaper, flooring, lighting, 
laminating, and tiling, “Kitchen” with sole focus on kitchens, 
and “Bath” that is to be introduced in a foreseeable future. 
And we are running seven different lifestyle brands to help 
consumers make their everyday at their homes richer with our 
products and services. These products including hotel quality 
beddings and towels, are sold in our online select shop, Stoly. 
And we are publishing printed magazine, ADDRESS with 
contents related with interior design. 

What drove you expand from remodeling to online 
commerce? 

Remodeling and online commerce may look like different 
business categories, but from consumers’ point of view, they 
can be interconnected. Because they need to look for items 
to fill their homes after make-overs. A lot of my customers 
gave us feedback that they had difficulties in finding matching 
furniture. We made attempts recommending a few items, 
but only a handful were satisfied with products in the local 
market, while imported furniture were too expensive. From 
the demand and consumption pattern, it occurred to me that 
we could try making a few pieces. The idea naturally nudged 
us into expanding the business from remodeling to home 
furnishing. 

Apartmentary recently introduced a new service, “Kitchen” 
with focus only on renovating kitchens. What made you 
assume that some customers may seek to renovate parts 
of their homes?

Apartmentary’s remodeling service normally costs around 
KRW 50 million for a condominium measuring approximately 
110㎡ in size. But we figured that some potential customers 
may be short on budget. And to resolve problems for these 
customers, and our solution was offering services with focus 
on certain parts of their home. Most of all, kitchens are some 
of the areas that customers find difficult to renovate for 
themselves, and outcomes tends to be visible and tangible 
after renovation and remodeling. Also, we often received 
inquiries from customers after finding us from postings on 
social media whether they could renovate only kitchens or 
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We believe that while we modularize and 
standardize design choices, we should 
keep growing, maintaining our policy of 
customization in construction.
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bathrooms. These have led us to start new services and 
introduced a new service, after acquiring relevant businesses. 

Customers can easily find out estimated cost from the 
webpage. Could you tell us how the renovation is done?

After you get an estimate from the homepage and send us 
a request, then the project mangers will visit your home for 
measurement. Then we propose detailed estimates and 
communicate with you to choose materials. Then we spend 
about three days for renovation. A lot of businesses are 
promoting themselves that they can finish within a day, but 
we pay more attention to details, such as door sizes, that we 
spend more time for perfect finishes.

For spaces like kitchens, what do you pay the most 
attention to for remodeling?

Traffic flow is the key for designing kitchens. Observing traffic 
flow of our clients in their kitchens, we decide details such as 
width of hallways, size of a dining table to place and size of 
space of leave behind a dining table. And for those who often 
cook and dine at home, we try to make sure our customers 
can have a place for a dishwasher as well. We take a close 
look at traffic flow because most Korean homes have kitchens 
and dining rooms combined and spaces are limited. 

Did your customer like your new service that they were 
looking forward to?

I need to be honest that the service didn’t sell as much as we 
anticipated at first. Because we had been half a step ahead 
of the trend back then. we were pushing for kitchens finished 
with wood materials called TAN, while only few design studios 
offered similar design ideas. Nevertheless, we wanted to sell 
ourselves with ideas that would set us apart from everybody 
else in the market, instead of copying products and services 
of major businesses. I admit that I kept asking myself if I 
was too ahead of the time, because the sales was literally 
flat at first (laugh). But as we kept building reputations, with 
testimonials and comments, customers began to see that our 
design idea could be relevant to Korean homes. Since then, 
the demand soared. 

Balance with the rest of spaces can be one of the concerns 
when you serve your customers for a specific space. 
I agree that the balance with other spaces is important. This 
explains why we are careful in selecting colors for flooring 
so that everything else can blend well with the flooring. This 
is similar to matching tops and bottoms for your outfit. When 
we communicate with our customers, we first work on finding 
matching colors for flooring at their home. Otherwise, even if 
we do manage to find the right balance, the outcome will end 
up being less than satisfying.

The customers are likely to be those who like cooking at 
home.

We first thought most of customers coming to us for kitchen 
renovation like cooking. But it didn’t take us long to realize 
that we should think out of the box. We have seen quite many 
of them coming to us because they wanted to make their 
dining places look and feel like cafés or because they like 
having their friends over for drinks, even though they are not 
into cooking. For one, if you weigh more on functionality, then 
you need to compromise forms. And if you need practicality 
in your kitchen, you can’t expect much that design idea could 
be unique. In this sense, we asked ourselves more questions 
on what we could do with design. 

Why do you think people began to transform their kitchen 
to their tastes. I suppose that not all customers are coming 
to you because of budget and affordability. 
This is not just about kitchens. I assume that consumers are 
increasingly looking to find spaces that best suit their tastes. 
Tbe pandemic has probably sparked the trend because a lot 
of us are spending more time, doing most of activities that we 
would, otherwise, have done outside – eating, working and 
drinking teas, for instance. And if you ask yourself where you 
spend the longest hours of your day, it would be kitchens. 
I have seen a lot of customers agonizing over either one 
of nicely designed sofa in living rooms or nicely furbished 
kitchen. Spread of remote classes pushed up the demand as 
well, because customers have their children attending online 
classes, sitting at dining tables. 

I agree, a lot more people are paying attention to spaces 
they are in these days. Then what is your definition on “good 
spaces?”

This can sound too obvious, but they should look and feel 
like you so that you don’t regret later. When you buy small 
items like clothes and figure that you don’t like them, you can 
go back and get refunds. But you can’t do the same with 
your home. But I was surprised to see a lot of customers not 
asking themselves whether the design idea they have in mind 
would best suit themselves and their needs, because they 
want to have anything that looks good. If you pack your home 
with the latest trend, you may like it for the first few weeks, but 
you will get sick of the design later. 
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What kind of spaces could kitchen transform into in the 
future?

In my view, a large number of consumers in Korea are 
strongly biased against what should a kitchen look like. 
These type of consumers tend to weigh more on functionality, 
and the preference and priority would inevitably result in 
uniformity in design. For instance, you will find both cabinets 
and drawers from kitchens in most of Korean homes, but for 
some, cabinets could be unnecessary. If you search kitchens 
in other places from around the world, you will learn that 
some have been filled only with drawers for storage. And 
almost all Korean kitches had upper cabinets until about five 
years ago. The point I would like to make is that to be relevant 
with diverse lifestyle, design and layout idea surrounding 
kitchens will be diversified. From our side, we don’t push our 
customers with uniform design idea. If we keep adding on 
such efforts, each of us can have spaces that would best suit 
individual needs. 

Many may look forward to the future of Apartmentary.

We keep targeting niche market, while we keep expanding 
our business to the larger mass of consumers. We believe 
that while we modularize and standardize design choices, we 
should keep growing, maintaining our policy of customization 
in construction.

What do you like doing in your kitchen? 
Honestly speaking, I’m a bad cook (laugh). So, I prefer to 
have food menus delivered before I have my friends over for 
a few bottles of wine. I had my own kitchen refurbished with 
“Kitchen” from Apartmentary as well, and had the cooking 
space made smaller and the dining space larger.

Lastly, to you, what is “Seoul”? 
The city feels like my home now. I was born and grew up 
in Daegu before I came to Seoul for university, and I came 
to spend more years of my life here in Seoul than where 
I originally came from. Seoul has always been a city of 
excitement but felt somewhat new and foreign to me. It felt 
like a city where I should pour all my energy to keep myself 
afloat (laugh). But I guess I’m used to everything here in 
Seoul now. 
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How We Cook Our Meal 
A Variety of Scenes Created by Food 
Only few can be as crucial as dining in life. But whereas most of us eat three 
times a day, we may have taken dining as granted. For a fresh perspective, here 
are dining places to learn how diverse dining experience and meals can be. 

H. instagram.com/marchefriends
C. contact@marcheat.net
O. Opening hours may differ by location

Throughout a long and lasting journey from farm to table, 
efforts and energy of many would be poured in. And 
such journey would leave significant impact on the planet 
and environment, as well as the humanity. A farmers’ 
market, Marche@ has started with careful consideration on 
sustainability and thus, welcomes anyone to the world of 
food that best considers balance between sustainability and 
human lives. Named with a French word meaning “market” 
and a symbol indicating “at,” Marche@ seeks to deliver 
a message that markets can be opened in any locations. 
The first was opened in ARKO in Daehak-ro in October 
2012, Marche@ continues to attract customers in different 
locations in Seoul, including Myeongdong and Seongsu. 
Themed around food, Marche@ relentlessly communicates 
with the public and aspires to offer guidance to sustainable 
lifestyle. Thus, active partners include farmers growing 
crops and produce with sustainable farming methods, chefs 
who turn to locally sourced food ingredients and thoughtful 
craftpersons with careful consideration on sustainability. 
Visitors to the market exchange conversation and build close 
relationship with them before they make purchase decision. 
All of these are based on the ethos of Marche@ that 
relationship built upon diversity of food and life would lead to 
sustainability for all of producers, consumers and ultimately, 
the planet Earth. Metal banners replacing disposable textile 
banners and paper bags instead of plastic bags are some 
of the measures taken to be relevant to the ethos making 
up the core of the farmers’ market. Yet Marche@ will still 
remain to be a fun occasion to check out. Whether you are 
buying a few for your dinner table or looking for inspirations 
for sustainable diets and dining, Marche@ will always be in 
place to offer a warm welcome. 

In Search of Sustainability in Life 
Farmers Market Marche@
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A. Huam-ro 35 gil 39, Yongsan-gu, Seoul
H. instagram.com/huamkitchen
T. 070 4129 6552

O. Everyday 10:00 – 15:00, 17:00 – 22:00

A. Apgujeong-ro 46 gil 46, Gangnam-gu, Seoul
H. dive.hyundaicard.com/web/cookinglibrary
T. 02 513 2900

O. Tue – Sat 12:00 – 21:00, Sun 12:00 – 18:00

In Seoul, the residential districts with access to infrastructure 
within walking distance have increasingly become popular 
among younger-aged population. These districts are 
often dubbed “seulsegwon”  – a hybrid between Korean 
words meaning slippers and district in Korean segwon , 
referring to easy access to infrastructure in comfy clothes 
and slippers. With the outbreak of infectious disease recent 
years, accessibility within walking distance has gained more 
spotlights, with Huam-dong heralding the new trend and 
popularity. An architectural design studio based in Seoul, 
The HUAM Project opened Huam Kitchen in 2017, which is 
one of the places that are ahead of the trend. A small brick 
house is limited in space, yet is equipped with all essential 
cooking tools, tableware and dishware and readily opens its 
door to anyone who are looking for a place to get-together 
with loved ones, sharing meals. What is peculiar is that this 
shared kitchen encourages visitors to share left-over food 
materials with next persons who are scheduled to use. 
From Huam Kitchen’s point of view, sharing meals is more 
than filling stomach, because only few can be as exciting 
and heart-warming as cooking and preparing meals for 
loved ones. Without a doubt, Huam Kitchen has been a 
venue for comforting mealtime for the past four years and 
is now preparing for a makeover before the end of the year. 
The path this shared kitchen is to take will be much to look 
forward to.

Useful information are only a few touches on screen away 
these days, but every once in a while, inspirations beautiful 
pictures in neat layout are much needed. With firm belief in 
such inspirations, Hyundai Card Cooking Library welcomes 
customers with a wide collection of cookbooks with original 
and fascinating contents. Twelve thousand copies of 
cookbooks, as of January 2021, have been selected by 
prominent food columnists and experts from all continents 
around the world to share exhilarating stories behind 
food, as well as recipes. For instance, the library shares 
fascinating stories behind Europe before and after Battle of 
Waterloo paired with recipe of Beef Wellington and reveals 
exhausting everyday lives of the working class back in the 
time of Vincent Van Gogh through food recipes that the 
artist illustrated in his life. In addition, publications including 
those recognized by James Beard Foundation Book Award 
and Cook Book Awards series by IACP are awaiting for 
curious cooks to usher into the culinary world. Furthermore, 
Hyundai Card Cooking Library opens grounds for anyone to 
experiment with knowledge from its book collection, inviting 
visitors into multi-sensory experience in spaces including a 
casual dining restaurant, Deli, a rooftop private dining space, 
Green House, and a venue for cooking classes, Kitchen. 
All these spaces are connected organically, resembling 
much to a meal course, and thus hint at pursuit of the library 
with uniqueness. In particular, with use of materials that 
keep adding new layers with time, such as wood, metal 
and concrete, the place seeks to convey a message that 
cooking can be culminated with warm touches. For anyone 
with passion for cooking, this library nestled in a quiet alley 
by Dosan Park is a place worth checking out. 

Where to Become Friends 
by Sharing Kitchens 
Huam Kitchen

Where to Experience Cooking 
with All Senses 
Hyundai Card Cooking Library 

©The HUAM Project ©Hyundai Card 
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A. Cheongho-daero 1221, Gangdong-gu, Seoul
H. instagram.com/sk_itsmagic
T. 1600 3296

O. Tue – Sat 10:00 – 21:00

Cultural complexes – whether large or small – can be found 
in many parts of Seoul, yet “It’s Magic” is still novel and 
welcoming for many. The first cultural complex opened by 
SK Magic themed around its branding ethos and ideas, 
the place enhances the brand’s magnetism with products 
and services blending well into the interior design that 
focuses deftly on customer experience. What are notable, 
in particular, are the media wall that graphically illustrate 
the essence of the brand with fire, water and wind, and 
Water Balance Zone to invite visitors into checking balance 
of body fluid. The highlight of It’s Magic, however, shall 
be the sections pivoting around cooking and food. First, 
the Cooking Studio offers a variety of programs such as 
virtual cooking class, “Cook Along,” a talk show hosted by 
a celebrity documentary producer Lee Wookjeong, “Cook 
Talk,” and a cooking show program featuring celebrity 
chef, “Cooking with Star.” In addition, a shared kitchen, 
“Gildong Kitchen” is open to visitors with SK Magic’s 
cooking equipment and facilities, including dishwasher, 
oven, and electronic induction stove so that anyone can 
experiment with recipes in mind. What sets this shared 
kitchen apart is that it allows anyone to try products from 
SK Magic to find out what could be suitable to their lifestyle 
and needs. Lastly, Gildong Lounge and Terrace serves 
desserts and beverages sourced from local shop owners. 
For your information, Gildong is the area that It’s Magic 
is based in. And as the name tells, the café is designed 
to promote community engagement and partnership with 
local businesses. Without a doubt, It’s Magic seeks to open 
its space for all to get to know sheer joy of cooking, build 
beautiful memories and uncover happiness. 

A Place to Magic to Discover Tastes 
It’s Magic 

©SK Magic  
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Recipe for Miso and 
Crushed Prickly Ash Paste 

A Culinary Experience 
at the Travel Destination 

To a question of whether one could cook with pleasure 
in an unfamiliar kitchen place, I would say that I could 
seize the moment, making up for anything insufficient with 
adventurous mind and boldness and anything excessive 
with generosity. And to experience with my ideas and 
thoughts, I packed up and travelled to Jeju Island. 

RECIPE A close friend of mine recently moved to Island. My friend 
told me that she moved into a house with a large window 
and a front yard and added that the front yar was filled with 
a plum tree, flowers, wild weeds, and a prickly ash tree. 
To me, everything sounded fulfilling and harmonious that a 
good friend of mine could spend time, being carefree and 
close to nature and breathing in fresh and clean air. Out of 
my curiosity, I decided to take a flight to the Island to see 
my friend’s place for myself. As I arrived the place, I found 
myself being overwhelmed with excitement. Especially, I was 
thrilled that I could experiment with local food ingredients 
while I could stay in the place. Finding all the kitchen tools 
in the kitchen and food in the refrigerator, I could feel my 

heart beating fast with excitement and thrill. It only took me 
an instant to start figuring out what to do with what was in the 
place. I could recall that the place and the moment awakened 
all my senses back then, repeating a mantra to myself, “I 
should enjoy this moment. Have a go!” The host and I first my 
bold experiment with picking a handful of prickly ash leaves 
and crushing them. Both of us of wowed at the rich aroma of 
the leaves that we kept smelling and sniffing them, uttering 
out, “oh my, this smells too good!” Then we added a spoonful 
of miso to make a batch of “miso with crushed prickly ash.” 
And with this miso paste that looked much like pesto, the two 
of us tried a variety of menus. 

This simple and easy-to-make miso paste tastes great and 
can be used for a variety of menus – to season stir-fries, 
miso soup and salad dressing, just to name a few. It can go 
well with steamed rice and be useful for making sauces or 
marinating meats as well. 

Ingredients 
Prickly ash leaves and miso 

How to Make
1.  Wash prickly ash leaves thoroughly and let it dry for a while.

2.  Crush prickly ash leaves with a mortar. 
3.   When prickly ash leaves are crushed into a texture of “pesto,” 

add miso by about half the amount of prickly ash leaves. 
4.  Miso and prickly ash leaves can be added if necessary.

TIP

1.   Keep it in a clean pot – it can be kept fresh in a refrigerator for 

about a month.

2.  The miso paste can be used as soon as it is finished making.

3.   Prickly ash leaves are easily found in local traditional markets in 

Korea and are available in online grocery stores between April 

and May.

4.   In case these leaves are not available in local grocery stores 

or online grocery stores, they can be replaced with other herbs 

with shiso or kkaetnip (Korean species of sesame leaves). 

Miso with Crushed Prickly Ash
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Ingredients 
Miso and crushed prickly ash paste, boiled pasta (serving 
for 1 ~ 2 persons), a piece of butter, four cloves of garlic, 1 
~ 2 strips of chives, abalone, extra virgin olive oil, crushed 
pepper, starchy cooking water  

How to Make
1.  Slice garlics and cut chives into small pieces.

2.   Wash abalone with brushes to remove teeth and separate 
meat and intestines.

3.  Melt butter on a frying pan to stir fry garlics.

4.   When the garlic slices turn brownish to smell, add chives 
and intestines of abalones to heat lightly.

5.  Then add a table spoon of miso and crushed prickly ash 
 paste and crushed pepper.
6.   Pour 2 ~ 3 scoops of starchy cooking water and stir to 

blend all ingredients together.
7.   Add boiled pasta to stir.
8.   Place the pasta onto the plate and top with a few dashes 

of crushed peppers, olive oil and greener parts of chives.

TIP

1.   Abalones may vary in size – you may add a few more to taste. 

2.   Green parts of the chives can be useful for stylish topping.

Ingredients 
Miso and crushed prickly ash paste, julienned burdock 
roots, wild sesame oil 

How to Make
1.  Wash and lighly peel off burdock roots and then julienne 
 them.

2.  Leave them in a bowl of lightly salted water for about 
 five minutes.

3.  Strain julienned burdock roots and remove excessive 
 moisture.

4.  Coat a frying pan with wild sesame oil and stir fry 
 burdock roots.

5.   Once the burdock roots start smelling toasty, add some 
miso and crushed prickly ash paste to taste. 

6.  Stir fry to blend the paste well with the julienned burdock 
 roots.

TIP

1. Make sure to stir fry lightly on medium low heat for texture 

 and taste.  

Abalone Pasta 
(Serving for 1 ~ 2 Persons) 

Stir-fried 
Burdock Roots

R
E

C
IP

E



10
5

Essential Food Additives 
Food Additives May Not Need to Be

Branded Bad 

Food additives can be deemed double-edged swords. While they can 
make dining experience richer by enhancing storage and flavor, they can be 
misused for manipulating quality of food products. In fact, misperception on 
food additives is widespread, especially in countries like Korea that they are 
often considered to be harmful to health. But food additives are made to add 
to food products for enhancement and reinforcement. As long as they are 
used with adequate amount, they can be useful for improving quality of life. 
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FAO and WHO defined food additives as “non-nutritional substances that are added 
with intention by small amount to food products to enhance appearance, flavor, texture or 
storage.” And according to Article 2-2 of “Food Sanitation Act” in Korea, “food additives 
means substances used in foods for the purpose of sweetening, coloring, bleaching or 
antioxidation in the process of manufacturing, processing, cooking or preserving foods. 
In such cases, the food additives shall include materials used in sterilizing or disinfecting 
apparatus, containers or packages, which may be transmitted to food in an indirect manner.” 
The Korean government began overseeing food safety by listing two hundred seventeen 
food additives in 1962 and had four hundred items added for the past fifty years to hover six 
hundred today. The list of additives were managed with scrutiny and rigor that it has gone 
through drastic changes as some were included in the list, if necessary, while some others 
were eliminated from the list for safety issues. 

Two Faces of Food Additives
To the dismay for many, food additives have been with the humanity throughout the history. 
Salts have been used to preserve meat since B.C. 3000, and smoking has been one of the 
most popular curing and preserving practices, as food materials were normally left in room 
temperature and thus, were prone to contamination and deterioration. In short, preservatives 
have long been used to preserve food and enhance tastes and quality. But with time, 
fierce competition of food companies sparked controversy on potential harms of additives, 
including MSG, casein sodium and phosphate and these additives began to be perceived 
as harmful and unbeneficial to health among the mass public in Korea. 

Preservatives, even harmful heavy metals such as quicksilver, arsenic and lead, had been 
popular for use for a while those relevant legislatures were enacted to regulate use of harmful 
additives and the legislations were considered as easy and effective measures. In proportion 
to development of science and technology, food additives played their parts in improvement 
of food storage, stabilization of food price and growth of culinary culture, while they were 
often misused to mislead consumers with quality. 

In fact, negative perception on food additives have partially been associated with 
introduction of synthetic food additives. Most food additives had been sourced from nature, 
but with depletion of natural resources, to resolve scarcity, increase volume of supply and 
improve cost-effectiveness, synthetic alternatives inevitably became some of the options 
to turn to. The popular options include saccharin for replacement of conventional sugar 
products, MSG, synthetic vitamin C and sodium nitride to preserve cured meat products. For 
additives extracted from natural ingredients, obviously, physiological activation materials* 
may be taken out alongside to result in by-effects. However, experts are increasingly 
expressing their science-based opinions these days that synthetic food additives are not as 
harmful as they have been considered in terms of nutrition and health. 

10
5

* Physiological Activation Materials: these materials are known to be enhancing or controlling 
biofunctions via antioxidation, deintoxidation, and andantivirus and antiacterial effects to thus, delay 
aging or prevent lifestyle disease. 
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Food Additives vs. Free-From Food Products 
Free-from food products are receiving spotlights in the global market these days. Free-

from food products refer to products that have unwanted substances eliminated and include 
categories such as those free of additives, health food that strengthen immune system, 
gluten-free products, non-GMO food and organic food. These products are perceived 
as food products that are “free of artificial or chemical additives” amongst younger aged 
consumers and parents with children. With growing interest in free-from food products, 
“Clean Label” is drawing attention for its credibility in certifying the products in developed 
economies in the regions, including North America and Europe. In parallel, consumer 
needs for relevant products and diversification of markets grew that some chose to become 
“checksumer” – types of consumers who screen substances and materials. The free-from 
market in Korea is growing to the size of approximately KRW 4 trillion today. Comments on 
“food additives” and “free-from food” are growing on social media platforms and the recent 
trend are seen as consumer demand mirroring growing concerns about food additives 
and needs for free-from food products. Against this background, consumers today are 
keen to find out whether the free-from products they buy and eat are free from synthetic 
or artificial flavor. The scope of interest among these consumers has expanded from MSG 
to substances such as artificial colors and flavors, preservatives, and sugar. Korea Future 
Consumer Forum has recently conducted a survey on marketing activities on free-from 
food products in the industry and the result revealed that 68% of one thousand participants 
responded that they pay attention to find out whether processed food they purchase include 
food additives, and 70% of responded answered that label indicating “free-from” food vastly 
influence their purchase decision. In summary, the vast majority of consumers in Korea are 
conscious about food additives that inclusion would largely affect their purchase decision. 
In this regard, “Food Sanitation Act” and “Food Labeling Standards” prohibits confusing 
and misleading labeling and stipulates that misuse of labeling on “free-from” products are 
subject to criminal or administrative punishment. Similar to all other substances, additives 
do bear harms and risks. However, food additives that are available in the market acquired 
permission for use by relevant governmental agencies after safety evaluation, including 
toxicity tests and examination on adequate level of consumption. In addition, given that 
permissible amount or tolerance dose of additives are determined for every food product, 
and the amount will be safe for lifetime consumption.
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About Ha Sangdo
Ha is a professor of Food Engineering Department of Chungang University and a chief researcher 
for Korea Health Industry Development Institute. With expertise and knowledge in food industry, 
Ha is making contributions to formulation of food safety policies and improvement of related 
technology as active members of numerous civic groups, academic societies and associations.  
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After all, additives are simple additives. But the problem lies in misled belief that even small 
amount of additives would be toxic. Food additives are added to food products for reason, 
and some are essential. There are no products that have food additives added without 
careful consideration. 

Just as medicine may have unexpected side effects, some food additives have potentials 
of side effects. But we all need to sit down and think once again whether food products that 
are entirely free from additives would be feasible. In fact, it may be too ambitious. Because 
without “preservatives,” for instance, production and distribution cost will soar because 
they cannot be preserved long enough and risks of food poisoning could be inevitable, 
resulting in more painful losses. Agreeably, best efforts should be made to avoid excessive 
dependence on food additives, because too much is much worse than too little.

Leading food companies are seeking to reduce additives in their food products, and more 
businesses are following suits these days. Their efforts definitely deserve applauses, as 
long as these remain for the sake of promoting health of consumers and positive marketing 
strategy to set products apart from rival products. The efforts should be continued with 
some caveat that they would not be misapplied to noise marketing and mislead consumers 
into misperceptions on food marketing. In this regard, the government should actively 
communicate with consumers to educate that any edible products, including food additives 
may have toxic substances to a certain extent and thus, adequate use of food additives 
can avoid harm and toxicity related issues. Further, efforts needs to be made to spread 
messages that right use of food additives will ultimately bring benefits to consumers.  

As one of the leading economies in the international society, Korea should form 
sustainable food market and relevant corporate culture. In parallel, consumers need to be 
knowledgeable that food additives are to be used for adequate purposes. Because topics 
related with food additives should no longer be viewed in black and white. There should be 
no dichotomy between natural and artificial substances, or products with food additives and 
free-from additives. Rather, focus on food additives should be shifted towards diversity of 
choice based on information and science, rather than safety-related issues. 
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Healthy Food Ingredients with Heartfulness

Walking along the long strip of local produce market, I grab some 
green onions, freshly picked carrots and apples in bright red colors 
shining in the sunshine. The market that has been formed organically 
with time makes an ideal venue to take a walk and exchange heart-
warming conversations. Amazingly, a grocery shopping turns into a 
pleasant time for mind-soothing walk. W
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A Mind-soothing Walk 
Shopping Turns into a Pleasant Time 
for Mind-soothing Walk. 

The other day, I went on a grocery shopping with my spouse. But 
we headed to the neighborhood produce market, instead of grocery 
chains. Because every time we feel we need to pick a few things, we 
prefer the local markets that are within the walking distance. And we like 
discovering what are fresh for the day from the local stores. Most of all, it 
is exhilarating to learn what is in-season in different seasons. Needless to 
say, the best part of grocery shopping would be smelling and feeling the 
seasonal changes from temperature, climate and fresh vegetables and 
fruits that are just out of the farms. Upon hearing that my spouse would 
have a close friend of hers over for a get-together and make apple jams 
together, I retorted that it could be much better if we could treat them at a 
nice restaurant. But my beloved spouse insisted that she wanted to cook 
for her best friend. Then I was reminded that my spouse expressed how 
much she cared about her loved ones – for instance, when she heard a 
news that her friend’s father passed away, she dropped by her friends 
place to clean and fill the refrigerator with her favorite food. Instead of 
words, my spouse often chooses to take actions. My dearest spouse once 
mentioned, “I’m not good at giving comforting words to my loved ones. I kept asking myself what I could 
do to show how much I care for her, until I could finally tell myself that I should help my friends out with 
cleaning and food.” I could not agree more to her, because I believe that once you share warm plates of 
meal with someone, you can share your heart, as well as food. Over the weekend, my spouse, her friend 
and I spent time for a filling meal and fun experience of making apple jam. The friend thanked us later 
than she had spent soothing time for the first time in a while – my spouse’s idea turned out to be heartful 
and touching for a close friend of hers who had recently lost her family. 

I stayed in the room for a while, staring at the back of the man who was lying, with his head resting on a 
wooden pillow. He seemed to be crying, but he might have been sighing // I found myself being urged to 
go to the kitchen and treat him with food, because staying in the room, I began to feel like I should care 
for him, as if I became his partner, with a series of acts of waking him up, treat him with meal and then fall 
asleep together // My dearest, it is raining outside // You’re getting old now, but you still look beautiful on 
your back (…)

- An excerpt from “Stakeout” by Yu Jinmok 

In one of the media interviews, the Korean poet Yu Jinmok asked the interviewer afte making a few 
comments on the poem, “how would you express how much you love and care for your loved ones, other 
than heart-warming meals?” Because above all other things – with only few exceptions – food make up 
the core part of life. Food is not simply something to fill stomach for fuelling body. Quite surprisingly, you 
get to reveal what is in your  mind by what is on your dining table, because you are what you eat. And 
reversely, if you cook for someone with fresh and quality ingredients, you are likely to deliver touching 
messages – the message that would not, otherwise, have been shared by words. We decided to have the 
friend over for the weekend. We have not decided what to cook yet, but at least we can tell that we are 
ready to spare time to share our hearts. 

GUIDE
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A Meal to Treat Myself 

I need to confess that I have recently came to know what food tastes like. For those who suspect that I 
found my long lost palate, I can say with confidence that that’s not quite the case, because know how 
to tell the difference amongst spiciness, saltiness and sweetness. What I wanted to open up in front of 
everybody is that I have finally opened my eyes to tastes of ingredients. I need to be honest that most food 
tasted just about the same to me. This is probably because I deliberately chose to be less than sensitive 
to tastes – I always lived from paycheck to paycheck that as for food, my options were limited – they were 
mostly cheap menus to fill my stomach. From my point of view back then, life a penniless epicure would 
be about spiraling into misery. The bad pocket situation brought down my appetite. But unlike myself, one 
of the good friends of mine from my university years was a person with a long list of dining places to try. I 
could recall that he was a person who could clearly tell why he wanted to try all the place in his list.

Then I had some life-changing experience when I had a stint of student writer for a university magazine 
– I learned that other than Korean, western, Chinese and Japanese dishes, there were so many dishes 
to try, including those from India and Thailand. As an amateur food critic, I wrote countless pieces of 
articles on food, but I should be honest by now that all of the menus I tried and covered back then were 
the ones I had tried for the first time in my life. I remember writing about a Vietnamese sandwich place, 
with a comment that read, “the baguette here in this place is richer in flavor and feels softer than any 
other place.” But back then, to be frank, I had never tried any dishes from Vietnam before. But I had 
little choices but to come up with flowery words, because I had to get paid for what I write. The striking 
experience since then steered me into the world of tastes. I began to do grocery shopping and cook 
for myself. Making a few dishes for my own dinner table, I learned at last how much efforts I needed to 
fill my stomach. The experience helped me with my own definition of cooking – to me, it is about all the 
steps to take from asking myself what I want to eat, finding right ingredients, preparing and then plating. 
Throughout all the steps, I find myself imaging what it could taste like. And when I have the plates in front 
of me, I try and indulge myself in the flavor and tastes, as if I figure out answers to quizzes. 

The new world of taste invited me into a new everyday 
routine. I began to frequent at local food markets for fresh 
and healthy food ingredients and walk more. Just as meals 
are no longer for simply filling my stomach for survival, 
grocery shopping is no longer a part of buying food. In fact, 
the time I spend at the markets is part of contemplation 
before I treat myself with savory dishes. Every time I ask 
myself what I want for dinner, I would never say, “anything 
that’s cheap and filling.” Instead, I choose to cook for myself 
what I want, because I know now that the delicious dishes 
for myself would warm my hearts and wash away all the 
fatigue. Without any doubt, dining has slowly turned into a 
pleasant everyday routine to me, as I chose to appreciate 
every step I take to serve myself with plates rich in flavor, 
tastes and warmth.  
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On Food & Drinks 
Nutritionist & Mom Park Yeonhee
Restaurant Owner Kim Cheonho
Food Stylist Ha Dain

Each person has d i f ferent v iews on a 
dining table. Here are insights shared by 
professionals with three different viewpoints 
– from an expert who makes research on 
balanced diet, a chef who serves customers 
with delicious dishes and a food stylist. 
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“You are what you eat.” 

This has been one of my favorite phrases since I aspired 
an occupation called nutritionist. Back then, I had been 
ambitious as a prospective nutritionist that I would take good 
care of wellness of my customers, as well as their dining 
tables. And since I left school and started working, I have 
made menus for countless number of customers. Tables 
had been where I could unleash my talents and capability 
as a nutritionist, and customers would have been those 
who would assess and evaluate what had been presented 
on their dining tables. The feedback and comments from 
customers would give me both joy and woes, but I believe 
that I could keep calm and carry on because of sense of 
accomplishment I could feel from my job. 

Time flew fast and I started a family. For the first few years 
after I married my spouse, I made my best efforts in almost 
all details – from tableware, utensil to menus. Because my 
spouse could eat at home only for dinner, I can recall that 
I tried to make sure all dishes are balanced in nutrition. 
Then in less than a year, I became a mother of my beautiful 
daughter – an apple of my eyes. When I was pregnant with 
my child, I was careful about what I ate, because I had 
known well enough that balanced diet was essential for 
wellness during pregnancy. Inadequate diet would not bring 
risky consequences to mothers, but also to fetus with higher 
potential in numerous disease after birth. The knowledge 

drove me into looking for healthy food and avoiding instant 
food products. And most of all, I believed that I would 
be interacting with my child while I was preparing meals. 
My efforts seemed to have paid back that my daughter 
receives compliments for her beautiful skin, and I guess I 
deserve some credits (laugh). My efforts continued after I 
gave birth to my child. I breastfed her and cook all the baby 
food menus for her because I wanted to introduce her to 
salty tastes as late as possible. Watching her react to every 
new menu I bring to her, I often felt like I was being tested. 
But overall, my daughter took the food I made for her as if 
paying off all the efforts I make for her. 

Looking back, my passion may have come from my mother. 
Before I moved out of my parents’ place, all the family sat at 
the table for breakfast. My mother had her own career, but 
I can recall that she made breakfast menus for the family 
every morning. She insisted that we had to fuel ourselves 
so that we can stay energized and active throughout the 
day. So much so that when we had to leave home early in 
the morning for early morning school classes, she made 
rice balls or sandwiches for us to have at least a few bites. 
My mother’s care and passion have influenced me to make 
sure I never skip meals. And these days, as a caring partner 
for my spouse and mother for my child, I try all best to make 
savory meals. But I need to admit that the reality surrounding 
me is not so friendly, because I am too busy – first, my little 
one has grown bigger but never leaves me alone that it 

Healthy Dining Tables for Both Body and Mind 
Nutritionist & Mom Park Yeonhee

takes for time and efforts to prepare each meal and second, 
to add to my woes, I have less time to cook because I have 
recently gone back to school to continue studying. Sadly, in 
reality, quite unlike what I promised to myself, I had to make 
compromises – I started feeding my child and my spouse 
with some store-bought food. But thankfully, my spouse 
never grumbled over what he has had in front of him. 

As much as I pay attention to diet and nutrition, I am keen 
on educating table manner for my child. Every family has 
its own stories and thus, teach in different ways. But I didn’t 
want to become a parent who chases after her child to feed. 

After I became a mother, here are a few policies that I set up 
– first, we eat “together” at the dining table, second, we eat 
at the scheduled time, and third, if my daughter says “no,” 
leave her whatever she wants to do instead. My policies 
were to help my daughter perceive the dining room as a fun 
and pleasant space and quite fortunately, my messages 
seem to be getting across. Every mealtime cannot be filled 
with laughter, but at least, I am convinced that dining should 
be one of occasions to share warmth over delicious dishes. 
Thus, I am grateful that I am able to prepare heart-warming 
meal for my family and keep figuring out what to cook for 
coming days.
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Whereas meals were to fill stomach in the past, a lot more 
people are after dining places for breathers and experience 
these days. Moreover, with everything being fast-paced 
these days, it takes some heart and thoughtfulness for you 
to decide to invite someone to have meals together. As an 
owner of, “Quite Evening,” I greet my customers, keeping 
in mind that they are coming to the place for valuable 
experience. For your information, “Quite Evening” is a small 
wine and dining bar and may be suitable for a single person 
or a small group of customers. I designed the dining place 
in a limited space where chefs and customers can be close, 
probably because of my belief that one could have an 
ideal dining experience in a smaller group. And I’d like to 
underline that this small wine bar has more pros than anyone 
can imagine. Because customers can see what’s happening 
in the kitchen over the bar, they can get immersed in all 
process before they have their plates presented in front of 
them. And because they sit side by side, rather than face-

to-face, they would be able to add depth to their mealtime 
they share. As more people choose to have get-togethers 
in smaller groups or dine in solo, I often ask myself what I 
can do to serve these kinds of customers better. I make sure 
that I serve dishes, not interrupting conversations, greet 
customers to the extent that they won’t feel discomfort, and 
most of all, create atmosphere that each one of customers 

Dining Tables to Connect People
Restaurant Owner Kim Cheonho

can have quality time, without being distracted. Every time I 
see that I serve my customers in the space that I designed 
for customers to have quality time as I intended, I find myself 
satisfied. 

It has been six years since I opened my small dining place. 
Since I started cooking for work, I have seen people asking 
me, “do you enjoy working?” What I feel and see may be 
different now, but I am still confident to tell anyone that I still 
find pleasure from what I do. In the city of Seoul where lots of 
new and hot places keep opening and new neighborhoods 
transform into “hot places,” I hope I can greet my customers 
with warmth for many more years. 
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Ideal images of dining spaces often include nicely plated 
food on neat tables with a flower vase or fruit baskets. But 
even if you don’t have these, dining spaces could still have 
some magic of warming one’s heart. Whether it is because 
of childhood memories of family dinners or inexplicable 
sense of happiness from delicious dishes, time you spend 
at dining spaces often fills you with warmth and comfort. 
This is one of the reasons why I like spending my tine in the 
kitchen and the dining space at home, because few could 
be as fulfilling and satisfying as the time I spend in front 
of food. And thankfully, I am blessed with opportunities to 
choose what I like to do for my job – food stylist. But quite 
unlike my expectation that I would be able to enjoy course 
meals every day, I didn’t have much time to cook for myself, 
unless I took a day off or had my friends over to my place. 
During weekdays, I ran around day and night like busy 
bees for work, and on weekends, I was busy with overdue 
office work or personal schedules. I should admit that I ate 
out quite often. I have always liked what I do for work, but I 
didn’t have much time to cook for myself. But these days, 
as I stay at home to stay safe, I get to spend more time 
and energy in the kitchen. Because I cook and eat at home 
more often than before, I sit down at least once a week to 
make a grocery shopping list. I drop by the neighborhood 
grocery store for groceries and if I feel that I could spare a 
few minutes, I tour around the local market to find beautiful 
flowers and fresh fruits. Because even if I eat by myself, I 
want to treat myself well with a nice dining table. 

I have always dreamt of cooking for myself, experimenting 
with new ideas. When I started working, I promised myself I 
would take a break at least one or two times every year for 
such exciting experiments at any travel destinations. And 
paradoxically, the pandemic has made it come true – travel 
has been restricted, but longer time spent at the kitchen 
turned my place into an Airbnb place, my neighborhood into 
a unique travel destination and most of all, my everyday life 
into traveling experience. In short, I have finally learned how 

Dining Tables with Tastes 
Food Stylist Ha Dain

to warm my heart from everyday routine. For the weekend, 
I am planning to fill my dining place with what I like, being 
free from all the pressures from work. I’m going to get some 
of my favorite flowers, buy some bread from the bakery in 
front of my place to make a toast with savory butter on top. 
And most of all, I am going to whip up a few freestyle dishes 
and then treat myself with warm cups of tea. This sounds 
like a fuss, but to me, the time I spend in the kitchen and the 
dining space thrills me like traveling. 
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When my close friends of mine and I had a get-together, we all shared comments of admiration 
and awe and made flippant remarks on what I can recall the best dishes of life. And then we began 
exchanging somewhat strange conversations on how to describe something “delicious.” But none of 
us could come up with eye-opening words other than “delicious,” “really delicious,” “extremely tasty,” “too 
delicious,” and “very yummy,” leaving some bitter after tastes. Because to all of us at the dinner table, 
it wasn’t enough just to switch adjectives or adjectives to translate what we had in front of us. The 
experience led a conclusion on how challenging it was to describe delicious and tasty dishes with our 
own words. Then one of us uttered, “I want to tell my mom to try this.” Then each of us began to tell one 
another who to share with, and they all happened to be the loved ones. Only after uttering out who to 
share with, we all seemed to have reach our own conclusion on how to describe delicious dishes. But 
then one of us make a striking remark, “but you know, my mom’s dishes are better than these.” We all 
nodded in unison, because we know the dishes would have been sprinkled with love and warmth. W
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PLAYLIST

“I can put up with my cravings for delicious dishes, but I 
never eat anything tasteless.” For some reason, the late 
author, Park Wanseo’s words are giving me energy. Park 
had made her life rich by cooking and sharing delicious 
dishes with her loved ones, rather than being buried and 
swamped in writing and her daughter, Ho Wonsook wrote 
essays to remember the dishes that her mother had made 
with love. This essay collection, indeed, is packed with 
stories behind dishes that late Park Wanseo had cooked, 
memories of the yellow house that Park ahd lived until the 
final moments of her life and Ho’s thoughts and comments 
on her mother’s beautiful stories. One of my favorite lines of 
Ho’s essay reads as follows:

“My mother would be clad in her Korean traditional 
clothing, hanbok and cotton apron at home. And few would 
never know how beautiful she was when she was reading 
Korean literature magazines such as Hyundae Munhak or 
Sasanggye in her outfit.” 

- An excerpt from Accurate and Perfect Memories of Love: 
Kitchen of My Mother, Park Wanseo by Ho Wonsook

I bought a pack of chilled soymilk on the way home. Over 
the cooked noodle, I poured over the soy milk and then 
topped with julienned cucumber and sliced tomatoes for a 
few bowls of Korean-style soymilk noodle. Most people in 
Korea opt either for sugar or salt to taste, but all my family 
members rave for peanut butter. Quite fascinatingly, only 
a handful seem to know how beautiful a blend of soymilk 
and a spoon of peanut butter could taste. For the first bowl 
of Korean-style soymilk noodle for this summer, my family 
sat together at the dinner table, with the sun setting slowly 
over the window. The breeze coming through the window 
hinted at the start of the early summer. And thankfully, my 
family and I could have some luxury of enjoy the taste of the 
season. 

After slurping on the noodle, I drunk up the entire bowl of 
the milky soymilk. The thick soymilk was bursting with toasty 
smell. I could smell and feel the air of the early summer 
that had passed by. Lukewarm breeze from the electric 
fan, staleness, humidity and drowsiness in the air, smell of 
grass coming through the window and taste of Korean-style 
soymilk noodle – all of these have brought me back to the 
time of the last early summer. 

-  An excerpt from Taste of Seasons by Jeong Bohwa

BOOK

For Those Wondering 
How Delicious They Are

Mouth-watering Stories to Share  

Accurate and Perfect Memories of Love: 
Kitchen of My Mother, Park Wanseo 

Ho Wonsook｜Semi Colon Books

Taste of Seasons 
Jeong Bohwa｜G Colon Book 
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MUSIC MUSIC

I can remember that I took lunchbox to school until I turned ten. My mother would pack lunch 
in the insulated lunchbox to keep the food warm. The cylinder-shaped box had its steamed 
rice section at the bottom, topped with the separate soup and side dish sections. For lunch, 
I would sit around a table with friends and share some side dishes. Rolled omelet, simmered 
and marinated beans, fried ham and stir-bried potatoes – these were some of the popular 
side dishes that many of us would bring to school for lunch. But as for me, I preferred my 
lunch menu to be simple and one of my favorite menus was kimchi fried rice topped with 
fried eggs. It was not much of a deal if I didn’t have any side dishes, because I knew that my 
friends were going to share a few with me. And when any one of us forgot to bring one, then 
each of us would chip in one of two spoons to share. Perhaps the lunch at school remains to 
be part of good memories thanks to the lunchboxes that my mother would pack with love and 
warmth and friendship with my good friends. And these definitely have made all of us grow 
into who we are today. 

I could climb the steepy uptills at a flash/ Because on my shoulder/ I have a bag of lunchbox 
that my mother packed for me/ I couldn’t wait to taste the warmth that would be hiding deep 
in the bag/ and it was hard to wait until the lunch time.

- From “Lunchbox” by Peppertones 

You might feel that you have finally found your other half to share warm and delicious 
meal every day with, when you feel excited to stroll around the neighborhood, go on a 
grocery shopping or cook meals together, as well as have a date in a fancy restaurant. 
Admittedly, it is nothing fancy, but a bowl of udon topped with fries was mouth-

watering, especially when I shared with my partner. After sharing countless dishes of 
meals and bowls of udon, I decided to get married and share almost everything in our 
lives. I believe that I would not end up being lonely, after so many nights, seasons and 
years pass by, because I have someone to share warm bowls of udon with.

Stay with me until this dark night pass by. Please, stay with me until the warm spring day 
comes back. Stay with me until I build a home with a front yard. Please, stay with me 
until I grow old…Oh! The water is boiling. Just stay with me until the fried udon is done. 

- From “Fried Udon” by Kwon Tree 

High-Five
Peppertones 

Fried Udon
Kwon Tree 
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MOVIE MOVIE

The heroine of the movie stressed that she liked cooking because it was certain. In life 
overflowing with uncertainty, cooking can be a small yet tangible happiness. It takes some 
gathering of ingredients, cooking, tasting and then plating for a dish that would make you feel 
some sense of accomplishment and happiness for the day. And writing is on its similar extent, 
because takes some brainstorming and research before you write with your own perspectives 
and methods. Cooking and writing share some similarities.

And from scenes of Julie blogging about five hundred twenty-four dishes from Julia Child’s 
cookbook throughout a year, I could see myself that it didn’t take me any moments to start 
writing on my blog for a month. The blog began to attract comments and readers and later, 
an offer from a publishing company to write a book. I had never imagined I would become an 
author before I started my blog. While I was skeptical whether anyone would visit and read 
my blog posts, I would keep writing with all my best possible efforts and feel enormous sense 
of accomplishments. I need to admit that I was thrilled every time I stroke a period for the last 
sentence of each posting and pushed the publish button. Because I started it for the sake of 
myself. And I choose to do so today, for the sake of myself, not anyone else. 

A Japanese immigrant Sachie opens “Kamome Diner” in one of the quiet streets 
in Helsinki, Finland, with her signature rice ball menu, “onigiri.” But for the first few 
months, this aspiring restaurant owner sees only a handful of visitors. But then the 
restaurant began attracting unique customers with stories to tell. To one of the 
customers asking why she chose rice ball, she tells that her father would make her 
rice balls twice a year – for sporting events at schools and field trips – and recalls that 
the crude-looking rice balls were tasty and delicious. For Sachie who lost her mother 
when she was little, these rice balls may have been her soul food. Her childhood 
memories may explain why she serves customers who needs comfort and warmth with 
rice balls. 

There is a scene illustrating heroes and heroines of the movie sitting around the table 
to share rice balls. Seeing them munching on the rice balls, some may find them cute, 
but some others may find the scene touching and heart-warming. I would say I’m 
one of the latter, and I watch “Kamome Diner” every time I feel that I need to keep my 
chin up. Because seeing Sachie serving customers with bright smile, I could get some 
energy and inspiration to carry one with my life. 

Julie & Julia 
Nora Ephron｜Drama

Kamome Diner
Ogigami Naoko｜Comedy  
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Where to Meet SEOUL MADE

Taking a slower pace, Slow Forest pushes ahead with its own experiments 
to shed spotlights on what has often been overlooked in a fast-paced 
society. For instance, to reduce wastes generated by disposables, the café 
opts for bamboo straws and biodegradable plastic bags, serves customers 
accompanying companion animals with relevant menus. Indeed, the café 
keep up with its good work and pace in bringing about changes to the world. 

Slow Forest 
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A. Samcheong-ro 5 gil 20, Jongno-gu, Seoul 
H. instagram.com/_slowforest_
T. 070 7525 5600

O. Everyday 12:00 – 19:00

It is such a pleasure to meet you. Would you introduce 
yourself?
The word “slow” bears double meaning – one is about 
wishes that time flows at slower paced for lovely companion 
animals, while the other is about wishes to slow down to be 
mindful of environment. Just as the name hints at, we aspire 
to have our café open for anyone who are looking for a 
place for refreshment. 

What brought you to Hanok Village in Samcheong-dong?

Samcheong-dong is one of few neighborhoods in a 
crowded city that continues the vibes from the past. And 
I got an impression that everything seemed to be slower-
paced. I decided to open a café in the neighborhood, with 
my own aspiration to offer a place to have a breather for 
anyone from hustle and bustle of everyday lives. 

You are selling items to encourage your customers to 
generate zero wastes, as well as beverages.

I have been paying attention to environment issues for 
many years and felt uncomfortable from the fact that cafes 
are being flooded with wastes generated from use of 
disposables. The decision has been made to sell items such 
as tumblers, degradable plastic bags and bamboo straws 
to raise awareness and voice up on environment issues. 
And in parallel, I sought to promote the café with items are 
sprinkled with our aspirations and ideas.   

What are measures that Slow Forest is taking to protect 
environment these days?

I  believe that i t  doesn’ t  take much to protect our 
environment, because you can start with the smallest things 
around yourself. As for ourselves we are serving customers 
with bamboo straws and multi-use containers and replace 
disposable packages with biodegradable packages for to-

go menus. 

What could be the aspiration of Slow Forest?
We wish that our customers could stop by the café any time 
for a breather. Just as we have told ourselves when we first 
started, we are going to continue our efforts in rescuing 
abandoned animals and serving customers with high quality 
eco-friendly products. 

INTERVIEW

Owner of Slow Forest
Choi Jooyoung

Slow Forest is offering Mini Books of SEOUL MADE 
so that customers can have a glimpse at what’s in the 
magazine. From the perspective of Slow Forest that 
call out for customers to slow down, what kind of city 
is Seoul? Seoul is a fast-paced city and paradoxically, is 
being a good reminder of how precious it is to spare time for 
rest and relax.  
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OFFLINE STORE

Kyobo Book Centre

Youngpoong Bookstore

Bandi & Lunis

Arc & Book Shinchon Store

Arc & Book City Hall Store

Arc & Book Jamsil Store

Arc & Book Itaewon Store

Uhjjudah Promenade 

Cafe Skon

Dongyang Bookstore

Broccoli Soop 

Bookstore Donga

Moonwoodang Bookshop

ONLINE STORE

Kyobo Book Centre kyobobook.co.kr 

Youngpoong Bookstore ypbooks.co.kr

Interpark interpark.com 

Aladin aladin.co.kr 

Bandi & Lunis bandinlunis.com

YES24 yes24.com

AROUND a-round.kr

E-BOOK STORE

Kyobo ebook kyobobook.co.kr 

YES 24 yes24.com

Aladin aladin.co.kr 

Bookclub Millie millie.col.kr 

Ridi Books ridibooks.com

Joins Prime  joins.com

PREMIUM BOOK

Where To Find Seoul Made 
Premium Book

Buy now

The mini book of Seoul Made is a booklet to showcase some of the contents for preview. 
Seoul Made Mini Book is available for free in the following locations.

PREVIEW MINI BOOK

Where To Find SEOUL MADE 
Mini Book

CAFE

Terra Rosa

Seoul Gwanghwamun Store, Seoul MMCA Store, 

Seoul SAC Store, Seoul Posco Center Store, 

Seoul Gil-dong Store, Gyeonggi Dongtan Lake Store, 

Gyeonggi Pangyo Store, Busan Suyeong Store, 

Jeju Seogwipo Store, Gangneung Imdang Store, 

Gangneung Gyeongpoho Lake Store

Slow Forest

Samcheong-ro 5 gil 20, Jongno-gu, Seoul

Itda Project

Seongmisan-ro 31 gil 14, Mapo-gu, Seoul

Café Skon

Seongmisan-ro 172, Mapo-gu, Seoul

Coffee Baljeonso

Tojeong-ro 49, Mapo-gu, Seoul

mk2

Jahamun-ro 10 gil 17, Jongno-gu, Seoul

BOOK STORE

Life Books

Seoul Store, Busan Store

Arc & Book

City Hall Store

Thanks Books

1F, Yanghwa-ro 6 gil, Mapo-gu, Seoul

Uhjjudah Bookstore

Worldcup-ro 19 gil 74, Mapo-gu, Seoul

Bookstore Donga

Subuk-ro 108, Sokcho, Gangwon-do

Moonwoodang Bookshop

Joongang-ro 45, Sokcho, Gangwon-do

DESIGN SHOP

Object

Hongdae Store, Samcheong Store, Samdeok Store, 

Seomyeon Store, Jeonju Store, Jeju Seonheul Store, 

Seongsu Store

B-Side Ground

Yongji-ro 136, Gangneung, Gangwon-do
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