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One of the key takeaways from the latest issue of the 

magazine was that one should pay close attention to 

almost everything, even the smallest ones and make sure 

to double check. The lesson from the magazine gave me 

a clue to how to thrive in the city of Seoul where changes 

are fast-paced at break-neck speed. Rather than simply 

watching the changes taking place, I concluded that I 

should take a closer look at what’s happening around 

me. For instance, I should get up earlier on weekend 

mornings to check out a few cool places in Seongsu-

dong or ask myself a few questions about why a handful 

of stores are being crowded with customers and visitors 

these days. Further, I have told myself that I was not 

energetic enough to drive changes, it would not be a 

bad idea to be part of the change. Instead, the key is to 

keep paying close attention to changes that are taking 

place. For a person like me who kept asking oneself how 

to thrive in the melting pot of changes, SEOUL MADE 

magazine has offered me clues with stories of those with 

similar issues.   

hthr_hahn

I turn to a variety of medium – planners, blogs, and 

Instagram – to keep track of myself. In fact, I have been 

keeping journals since my elementary school years. I do 

so, because I have so many thoughts going around in my 

mind. And keeping them in my journals everyday, I feel 

better because I could conclude that taking a step back, 

most of things were “nothing serious.” No. 23 of SEOUL 

MADE has touched on archives, sharing stories behind 

those who are serious about it. I’m looking forward to the 

next issue of the magazine that delivers news of Seoul 

with style. 

_sparkling_min

The magazine kept me telling myself, “I never knew there 

were places like these,” “Check out this item!” or “Such 

a fascinating to get to know about this personality!” It was 

such a pleasant surprise to open my eyes to the wider 

world. Indeed, SEOUL MADE was packed with so many 

stories to tell and items to archive. 

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
www.seoulmade.com
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These days, brands turned to potential partners outside the pool of peer partners in the same industry 
and thus, expanded to hot places, contents, and even influential personalities so-called influencers. 
The multi-disciplined collaboration has made headlines for a while those cases of collaboration have 
recently become familiar to many. For instance, the stores of global coffee chain, Starbucks have seen 
long lines at the door front from early morning upon the news of partnership with MINI to release items, 
and fashion items designed under close partnership between Uniqlo and Zara flew out of shelves. These 
cases of collaboration deftly caught public attention, and furthermore, proved that collaboration can 
become a useful tool to bring new life to brands that have become too familiar and obvious to the public. 
Admittedly, as part of the side effects, a few cases of thoughtless planning and release of products 
have created buzz and aroused criticism. Attempts for collaboration without careful consideration – just 
to be part of the trend – will be the recipe to shed light on weakness of the brand, rather than generate 
intended synergy from a team of different brands and thus, end up not being able to offer any value to 
customers. Nevertheless, collaboration has become a buzz word in the brand marketing scenes these 
days, and key to set a brand from peers and attract the Millennials and Generation Z. To make most of 
the trending brand marketing strategy, here is a close look at the pros. 

“These cases of collaboration deftly caught public attention, and 
furthermore, proved that collaboration can become a useful tool 
to bring new life to brands that have become too familiar and 
obvious to the public.”
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COLLABORATION

The Key for Brands 
to Secure Fandom 

Collaboration is literally sweeping the industries these days. What was 
often associated with the global fashion labels has become part of the 
mainstream in the marketing scenes today. For brands, collaboration 
has become quintessential to expand brand value and swiftly respond to 
fast-changing business environment and communication with customers. 
Here is a 360-degree view towards the essence of collaboration. 

TOPIC
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Fresh Perspectives 
As dozens of new brands are cascading into the market, and competition is becoming more fierce, 
numerous brands are vanishing rapidly, despite the attention and spotlight at the earlier stage. To 
keep drawing attention from the audience and customers, businesses seek to revitalize their brands, 
and collaboration is emerging as one of the most efficient strategy today. One of the notable cases is 
“Gompyo,” the signature trademark of Daehan Flour Milling Corporation with inspiration from bear. Only 
few of the younger-aged customers, in fact, had paid attention to the brand with over five decades of 
history before the brand sought proactive partnership with the Korean convenient store chain, CU to 
introduce a series of products, starting with beers. The recent collaboration transformed Gompyo into 
one of the familiar yet fascinating brands.   

Efficient Use of Resources 
Brands seek to reinforce their strengths and make up for their weaknesses by introducing carefully 
created outcome of collaboration, including products and services. Such endeavors are tempting to 
numerous brands, as they can offer opportunities for brand exposure, making most of brand power 
and equity of partners, including target customers, communication channels and contents, that a brand 
would not otherwise be able to afford to. The recent news of Ottogi and Gogiri Makguksu created a 
stir in the industry, selling out all the products and leaving positive impacts. The buckwheat noodle 
restaurant could serve only a limited pool of customers as it ran only its physical store but found grounds 
to offer wider range of customers to experience its menu through production facilities and distribution 
channels owned by a largers-zied business. Ottogi, on the other hand, managed to expand its product 
portfolio and attract consumers as a brand with magnetism, associating closely with one of the tiniest 
yet tempting brand names.   

Expansion of Customer Base 
Brands normally have opportunities to communicate with their customers within their categories, while 
collaboration can expand customer base. One of the major food delivery platforms in Korea, Baemin 
has made its name by experimenting with mind-bending collaborations and transformed into one of the 
brands that are easy to be found even in physical spaces. Furthermore, products from food companies 
are available in the clothing section of department stores, while a shoe polish brand is easily found in 
convenient stores in Korea these days. Indeed, the case of Baemin proved with its own example that 
a digital business can push its boundary to interact with customers outside of smartphone screens. 
Furthermore, the expansion of customer base has been helpful for businesses to organically make their 
presence in front of their customers. 
   

7

Creation of Fandom 
Collaboration can turn loyalty of customers into fandom. Scores of experts advise today that brand 
should be fun to explore for the Millennials and Generation Z, to get to know more about the customers 
in their younger age. And to bring such idea into reality, collaboration with other brands would be one 
of the easiest choices to make, as it would draw attention and organically lead to purchase decision. In 
addition, attention-grabbing collaboration would open customers’ eyes to new products and curiosity on 
and experience with the brand would result in fandom. However, despite these pros, not all collaboration 
reaches the much-desired goal. Because numerous collaborations over the past years educated the 
customers that any attempts with little fresh idea would lead to less-wanted consequences. In fact, 
consumers show less interest in brands that simply seek attention and buzzes these days. In this sense, 
businesses should pay attention to a few elements. 

Clear Goal and Identity 
Collaboration that is simply after trend or short-sighted fun would definitely face limits. Rather, 
businesses should carefully plan, with clarity in directionality, to decide target customers, partners and 
collaboration methods. Marketers should constantly ask “why?” and make sure to set goals that would 
be effective and productive for both sides of collaboration. And further, careful consideration should 
be made on what benefits to offer from customers’ perspective, while maintaining the core of brand 
identity. Ground-breaking experiments can often be useful to wow audience, but marketers should 
be cautious in making decision, as short-sighted experiments for fun and tangible effects could leave 
dents and confusion surrounding the brand identity. In short, any businesses, as well as their marketers, 
should keep in mind that the ultimate goal of collaboration is to offer values for customers by combining 
or reproducing strengths of participating brands. 

Despite numerous weaknesses and cons mentioned previously, collaboration is anticipated to see 
popularity growing for quite a while. For the younger-aged generations, including the Millennials and 
Generation Z, these novel experiments would not only be fun, but exciting to discover new brands. 
And for brands, vice versa, loyalty and fandom would steer into stability in presence in the markets and 
business achievements. However, as mentioned previously, businesses need to remember that they 
should not seek collaboration for its own sake or let it loom over their brand marketing activities. What 
should come first is efforts to secure the essence, influence, and magnetism that a brand can offer. 
Because these core elements would make solid grounds for generating synergy from collaboration with 
partners and find steppingstones for sustainable business growth.

After having stints as a brand marketer for Doosan Group, a brand 
consultant for Interbrand, and CMO for KFC, Woo has co-founded and leads 
a brand consultancy, The Watermelon with his partner. The multi-talented 
brand consultant touches on a diverse topic, ranging from brand consulting, 
platform, community to contents. Woo is an author of publications, including 
Branding of Business Founders, How to Play with Digital Era. 

About Woo Seungwoo 
Co-CEO of The Watermelon
thewatermelon.com
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The Age of Big Blur – Everybody’s Competing and Working with Each Other 

“Big blur” is recently coined to refer to multi-disciplinarity among different categories 
and areas today, as openness and collaboration are being highlighted. The fast-
paced transformation has blurred lines among different industries, and collaborations 
in various forms are cropping up. For instance, Nike is working closely with artists, 
including Travis Scott and G-Dragon, growing number brands are turning to influential 
personalities or brands to attract the Millennials or Generation Z, while Hyundai Card 
has partnered with Starbucks to introduce new series of credit cards. Agility in finding 
new partners aim at expansion of customer base, which often revolve around the 
Millennials and Generation Z that have emerged as key consumers. 

Source “The Age of ‘Big Blur’ – Inundation of Collaboration”, Maeil Economy, 2020 
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Funsumer – the Millennials and Generation Z Who Are After Excitement and Experience 

A portmanteau of fun and consumer, “funsumer” refers to consumers from a notion that anything 
fun can sell or “funology.” In short, products or services with fun elements would lead to purchase 
decision. Admittedly, efficiency, needs, price and functionality are key to purchase decision, yet 
these are not, in fact, all about the decision making. Because today, fun and excitement have 
increasingly become key reasons for consumption. To this extent, collaboration of brands from 
different categories are catching the eyes of consumers, with novel marketing activities driven by 
unlikely partnership such as the one between a fashion label and a food company. The outcome 
of collaboration often turns out to be tempting for these younger-aged consumers. 

Source “’Funsumers’ – the Consumers after Excitement and Experience”, Sisa Journal, 2019  
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Seeking Attention in the Metaverse – Collaboration on the Virtual Reality 

Luxury brands are diving in to introduce their products in the metaverse these days, paying utmost 
attention to serving customers with items that are exclusively for their avatars on the virtual spaces. 
A global consultancy, Bain & Company revealed that online sales around the globe grew by nearly 
50% from USD 39 billion to USD 58 billion last year, and projected the market size to expand to USD 
105.6 billion by 2025. These luxury brands turn to an extensive range of partners, including a Korea-

based VR company, Zepetto and game platforms such as Pokemon GO and Animal Crossing. With 
the pandemic nudging a larger number of consumers into spending more hours and money on the 
virtual reality, the Millennials and Generation Z are becoming key consumers in the industry. 

Source “My Avatar is ‘Flexing’ with ‘Gucci’”, E Today, 2021
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Brands are increasingly working closely with influencers, as well as celebrities and 
peer brands. FILA, for instance, partners with multiple YouTube creators specializing 
in games in 2019 and saw massive success and followed up later with partnership 
with a Korean-born streamer, QDR and a Korea-based professional gamer MadLife. 
These YouTube creators ran events for their subscribers on their channels to 
express their attachment to the brand, and left positive impact on the collaboration.   

Source “Collaboration with Influencers – How Far Can It Go?”, Mobiinside, 2020
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What has made its name with four for over six decades, Gompyo is drawing attention these 
days with brand new beer products with their familiar brand name and trademark. Popcorn 
with the brand name of MSG, “Miwon MSG Salt” is arousing curiosity of consumers as well. 
These are a few to name to talk about novel marketing strategy for businesses that are shifting 
to decades-old trademark for new products and services. The legacy and reliability of brand 
images and perception that have been built over time are perceived as valuable assets for 
businesses with many years of history. In this sense, the products with trademark with many 
years of history, including Gompyo beer, Malpyo beer and Miwon MSG Salt are turning out to 
be familiar to the majority of customers, despite being new in the market. Undeniably, this is 
what legacy brands can offer. 

Source “Legacy Brands Leading the Marketing Trend – Massive Popularity of Collaboration with Gompyo,

  Mapyo, and Miwon”, Kyunghyang Newspaler, 2021
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Deft Combination to 
Make Dining Tables Richer 

Ottogi Branding Team 
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ISSUE

Since 1969, one of the major food companies in Korea, Ottugi has been 
a friendly guide for delicious dinner tables. With ready-to-eat curry, “3 
Minute Curry” and “Jin Ramen” to begin with, the products have made 
their presence for more than half a century that only few can think of the 
replacement. Named after a Korean word meaning, roly poly, the Korean 
food company has kept up with its good work in serving customers with 
quality food, bouncing back from all the challenges throughout the past 
decades. Today, Ottogi has taken its ambitious step forward, working 
closely with unlikely partners to mix and match with their brand identities 
and thus, lead the trend.  
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“Even if the messages are plain and obvious, 
yet relevant to the mission statement of the company, 
we press ahead with the project.”

Ottogi has been working closely with a variety of brands. 
We’ve recently worked with CJ OliveYoung to introduce “Soup 
Bagel Chip.” We were looking for out-of-the box ideas to 
celebrate the 51st anniversary of our soup product last year, 
and inspired from customers comments that they often dipped 
their bread into their bowls of soup, we came up with the idea of 
bagel chips seasoned with the soup flavor. The combination of 
mouth-watering and familiar food products – soup and bagel – 
was culminated with Ottogi’s signature package design that the 
product received positive feedback soon after its first release. 
The limited-edition product gathered attention. We have seen 
some asking us to keep selling the product, while some others 
leaving humorous comments such as, “My wish to the team that 
materialized the idea – work less but make more money!” 

How did the journey of co-creation start in Ottogi?
To be honest, we have always been working with partners 
from outside of the company. But with the word “collaboration” 
receiving spotlight these days, the outcome of the co-creation 
and partnership has begun to attract attention on new media, 
including social media platforms. The trend coincided with our 
ambitious kick off of the journey of the team designated for 
collaboration with brands from outside of the company. 

Have you faced any challenges from collaboration with partners 
from the outside? 
I believe that the essence of collaboration pivots around giving 
new life to products, while maintaining the core. But as always, it 
is easier said than done. Because for us, this is about keeping up 
with the very essence of Ottogi, yet we need to find fresh ideas 
to sprinkle our products with new energy and vibes. To achieve 

the tasks in front of us, we make sure to communicate with brand 
managers from our partners to generate never-seen-before 
outcomes and thus, overcome the challenges from collaborations.

How do you keep up with the latest trend to be relevant for 
your work? 
I check out the latest trend, scanning around social media 
platforms, newsletters and marketing platforms and media. 
I search with a few keywords on social media and online 
communities as well. And I drop by pop-up stores, cultural 
complex, and exhibition to smell, touch and taste the recent 
trend for myself and get insights on how customers experience 
services, products and places. Most of all, the entire team is 
trend-savvy that members share the latest trend and news to 
keep up with them.   

The outcomes of the collaboration are receiving positive 
feedback that you may have potential partners lining up in front 
of your team. What is the key policy for Ottogi to make decision 
for collaboration? 
The team is paying attention to the values that the partners can 
offer and potential for offering novel experience from collaboration, 
based on the product portfolios that both partners have built 
before. Since customers are keen on experimenting with new 
recipes these days, we are making proposals for co-creation to 
our potential partners, taking careful consideration into out-of-
the box ideas for using products and further, package design. 
Because we understand that each project manager should be 
convinced about ultimate goal of project for desirable outcomes, 
each one of us keep asking questions before we kick off. 
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Could you name any particular projects that has been 
memorable to you? 
Each one of the projects has left indelible memories to the 
team, but I should name a project back in May 2019 that we 
have worked closely with a content creating brand that pivoted 
around books, “Urban Books.” Urban Books and the team came 
together to run a pop-up store in Urban Bookstore located in 
Dogok-dong and introduce products. Back then, the team had 
limited knowledge in how to communicate with designers and 
how valuable the outcomes could be. We have gone through 
numerous trials and errors, and Urban Books and the design 
team, MYKC gave a lot of help throughout the project. The team 
is grateful for their commitment and understanding. 

Could you name any projects that turned out to be better than 
expected?
I can recall one of the funding projects that we ran for the 51st 
anniversary of the soup products. We have teamed up with a 
design studio, Baek-Ban. The design studio made its name 
for cute and unique items that nudge customers into opening 
their purses but the team was skill skeptical whether customers 
would agree with the idea of co-creation between Ottogi Soup 
and Baek-Ban. Moreover, the team was concerned about how 
successful the funding could be, because it had been the first 
time to tap on crowd funding. But as the words about the funding 
spread across the social media, the project attracted investors 
and the investment amount reached KRW 100 million. We felt 
sense of accomplishment from the outcome that seemingly 
delivered messages of heritage and legacy from more than five 
decades of history of the product. 

The team has worked closely with food and beverage 
companies, such as Bingrae or Amazing Brewing Companies, 
but left lasting impressions collaborating with unlikely partners 
from the fashion or game industries. 
You can turn to an extensive variety of options to set goals 
and direcdtioanlity of collaboration projects. This is why we set 
different goals and targets for individual projects, rather than 
different approaches by industries and categories. We partners 
with Amazing Brewing Company to show our commitment to 
tastes and quality for over fifty years, with the idea of introducing 
genuine lager beer products with inspirations from a series 
of regulations limiting the ingredients in beer in Germany, 
Reinheitsgebot.* With Lost Ark, on the other hand, we sought to 
make instant noodle products targeting gamer fans that we set 
the target groups of consumers between their twenties and forties. 
We sought to promote a mind-boggling rendez-vous between 
a game and an instant noodle product, and moreover, had clear 
motivations for us to donate the money raised from the sales.       

Most co-creations are sold for limited amount of time that the 
products are scarce, yet they could be forgotten over time. You 
might want to name a few to be remember for many years. 
If I should name one, then I can mention a board game themed 

*Reinheitsgebot :  this refers to the decree sent down by Willhelm 
V back in 1516 to regulate ingredients of beer 
products to three – barley, hop and water to 
ensure quality. 

around “Jin Ramen” – an outcome of the co-creation with 
Asmodee Korea. This is a Korean remake of the popular game 
in the US, “Ramen Fury.” Fron the start, the team felt responsible 
that we should make the boardgame sell as much as its original 
equivalent back home, and moreover, the product themed around 
one of the popular instant noodle products in Korea. The outcome 
is packed with the ideas and commitment of the Ottogi team to 
offer consumers with novel brand experience, and most of all, 
consumers of all ages and preferences could have fun playing 
with the product. Furthermore, it was relevant with the mission 
statement of the company, “sweet home.” I wish it continues to be 
one of the go-to boardgames. 

Are there any categories or sectors that you’re looking into for 
new experiments? 
I look forward to working closely with brands focusing on 
kitchenware and stationaries, because they can be relevant for 
brand images and product usages of Ottogi. And I’m interested in 
running fun and exciting projects with small yet splendid spaces 
or facilities that attract members of local communities. Regardless 
of size or format, I wish Ottogi can engage with consumers from 
all backgrounds for a variety of projects. 

For collaboration projects with brands from the outside, you 
may have to work closely with other teams within Ottogi as 
well. Which teams do you work and communicate closely with? 
Branding speaks for itself and its values when it can offer 
customers with valuable experience. And to make it possible, 
you need a variety of activities revolving around space, design, 
and service, as well as products. In this sense, you would have to 
work with marketers, designers, and professionals in advertising 
and publicity as a team. And then to a wider extent, the team 
frequently taps on the HR team to find ideas for applicants to 
experience Ottogi as a brand. 
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It is such a pleasant surprise to learn that the team is paying 
attention to application and recruiting process as well. Then 
who could be the best fit for the branding team? 
I suppose that if you have curiosity for anything you’ve never 
explore before and have your own policies on how to approach, 
you’re likely to be with our team. Because curiosity and passions 
are the best recipe for the team to watch everything around with 
close attention and find brilliant ideas for collaboration. If you can 
keep up with the latest trend, you would find it much easier to get 
the work done, but honestly speaking, this is not quintessential. 
Rather what you need is your own set of policies. Because 
with them, you can find insights and make good use of them to 
achieve success in collaboration, with in-depth knowledge in the 
core value of Ottogi. 

As a brand, it is essential to have clear guidelines and policies. 
What could be the guidelines and policies for Ottogi for 
performance and achievement. 
The starting point for performance of any member of a corporate 
entity could be building. trust in product and services to serve 
customers with. You need to work closely with partners from in 
and outside of your company, but in parallel, what’s essential 

for brand experience is internal branding to share identity, 
uniqueness, and core value of Ottogi and build up teamwork. The 
team is building teamwork with a variety of teams within Ottogi to 
organically connect positive vive within the team with the outside, 
and have the values and trust from the outside turn to positive 
feedback to us to build new values and cultures within us. 

After a series of collaborations, do you feel pressure to turn to 
new experiments by any chance? 
The mission statement of Oggoti is to serve customers with better 
quality, nutrition, and food to contribute to diets of the humanity. 
This is to tell you that the decisions for collaborations are made 
based on relevance to the mission statement, rather than novelty 
or freshness. So much so that even if the messages are plain and 
obvious, yet relevant to the mission statement of the company, 
we press ahead with the project. On the other hand, even if the 
project can be fascinating and exciting, we’re less likely to go 
ahead with it, it the project lies on the opposite end of the mission 
statement. This may sound boring to you, but I’m confident to tell 
you that the mission statement has been internalized relatively 
better than other peers in the industry. 

If a member of an organization agrees with aspiration of an 
organization, being touched by it, then he or she is likely to be 
motivated. What could be the ultimate goal for Ottogi to pursue? 
We seek to share brand ethos with our customers with 
consistency, persistence, and detail. And we seek to continue 
with our efforts in being relevant to the mission statement of Ottogi 
to contribute to the diet of the humanity.

Please name a future partner brand you want to work with, if 
you have a chance to choose a partner, regardless of categories 
or nationality.
The other day, an idea of collaboration between a sports 
company and a food company flew into my mind, making use 
of an application such as “Nike Run Club.” I thought it would be 
fun to try a concept revolving around challenges to push one’s 
boundaries and limits. To me, the idea of collaboration between 
Ottogi – the brand inspired from roly poly that never collapses 
– and Nike with its slogan, “Just Do It” already excites me, just 
thinking about it (laugh).  

To Ottogi, what is Seoul?
The office is located in Seoul, and most communication channels 
are based in the city. The city is significant to the company. And 
moreover, as the city is the capital of Korea with significance and 
symbolism, I spend much of my time touring around places for 
market research.
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Among countless number of brands and products inundating 
the market these days, a handful has been selected to partner 
with SEOUL MADE because of what they share in common – 
Seoul. Here is a look at Seoul through the prism of seasons, 
time, and timelessness that haver go out of date. A fresh 
interpretation has been made on this capital of Korea where 
some parts are slower-paced, while other parts are faster-
paced to picture what could be ahead of the metropolitan city. 
What has been revealed is the fact that Seoul has been the 
stage for all to enjoy abundant contents, as well as culture 
and convenience, and safety and style. Here are some of the 
partners that have made it possible for us to make most of 
what Seoul could offer. 

PROJECT

The Brands That Have Been 
with SEOUL MADE 

ⓒ
정
해
인



3
3

S
E
O
U
L

M
A

D
E

“Just like low-calorie and guilt-free ice cream, it is our roles 
and responsibilities to lessen burdens and fatigues from 
everyday lives. Here are two kinds of sherbets to enjoy the 
relaxing and pleasant mood of Seoul Forest and Hangang. 
These are packed with the tastes of Seoul.”

SKINNYPIG 
SEOULFOREST GREEN APPLE SHERBET, 
HANGANG BLUE LEMON SHERBET  

A Curator of 
the Industries of Seoul 
with Matchless Insights 

SEOUL MADE magazine shares stories behind businesses and 
personalities that are heralding the innovation in Seoul. Covering 
a variety of industrial topics, SEOUL MADE illustrates growth and 
transformation of the industries in the city led by a diverse range 
of age groups, spanning from the baby boomers who have 
driven the growth to the millennials who are transforming the city 
into the center of the global stage. 
The publisher of SEOUL MADE magazine, SBA (Seoul Business 
Agency) is pushing ahead with its streamlined support to ensure 
growth and reinforcement of competitiveness of businesses, 
by shoring up sales channels both in Korea and around the 
globe with its own platform for promoting exports and working 
closely with brands to develop collaboration products, as well as 
offering aid and support in technology, business management, 
human resource, and finance. 
SEOUL MADE magazine offers curated contents with focus 
on noteworthy brands, making use of extensive database of 
industries built up by SBA, and stays relevant with promising 
Seoul-based businesses and brands with potential for 
continuous and sustainable growth.  

The cold yet smooth sweets that make you feel secure when 
you have your freezer full of them is ice cream. Once you start 
enjoying it, you never know when to stop that it takes only 
an instant to finish a carton. And after a few moments full of 
pleasure, you often end up facing the harsh reality of calories. 
But to the delight of many, one of the ice cream makers has 
recently jumped in to set free from such guilt.  
As the name suggests, SKINNYPIG aspires to serve customers 
with delicious ice cream with low calories and introduces 
a variety of flavors, including strawberry, chocolate, salted 
caramel, black sesame, and Misutgaru , Korean roasted and 
ground multi-grains. For this year, the ice cream maker has 
partnered with SEOUL MADE to unveil new flavors, ‘HANGANG 
BLUE LEMON SHERBET’ and ‘SEOULFOREST GREEN APPLE 
SHERBET.’ These were the results of close observation of 

various places in Seoul to perfectly capture the diversity of the 
city, especially the relieving and relaxing time in Seoul Forest 
and along the Hangang. Research was then conducted on the 
flavor and the ingredients for the sherbets since this was an 
entirly new product of SKINNYPIG. Special attention was made 
to keeping the low-calorie principle of the ice cream company. 
The sample-making process went over sixty trials which 
then concluded that a method that hardly processes the raw 
ingredients will preserve the fresh flavors of the fruits. The efforts 
have been said to be rewarding, especially with feedback from 
customers who commented that they felt as if they were having 
freshly picked apples and lemons from the farms. Now, it’s time 
to dig into the pleasant tastes of Seoul developed by SKINNYPIG 
feeling sheer happiness instead of guilty. 
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“The people and scenes during rush hours caught my eyes, 
traveling back and forth between the workplace and home. 
And then it opened my eyes to how the city of Seoul has so 
many things intertwined in harmony. So inspired from the 
scenes in Subway Line No. 2, I came to design the products.”

BROWNBREATH
Harmony of Seoul City

A lot of what we wear is printed with countless numbers of 
words. Some may be awkward and do not make sense, but 
many of us end up grabbing them just because they look nice. 
Clothing items with names of cities, including Paris and New 
York were part of the majority of the trend for a while, but these 
days, several Korean fashion labels turn to Seoul for branding. 
The branding idea looks and feels with or even ahead of the 
trend because individual labels materialize their ideas and views 
toward the city of Seoul with their own characters and channels. 
Some may be astonished to learn how sophisticated Seoul 
can be. Indeed, Seoul is increasingly becoming the subject of 
brilliant design ideas. 
One of the Seoul-based brands, BROWNBREATH shares its 
ideas delivering messages under the slogan, “Spread the 
Message.” One of the collections, ‘Harmony of City’ is an 
outcome of collaboration with SEOUL MADE. The collection has 
been themed around Subway Line No. 2, illustrating landscapes 
of Seoul, including Dangsan Bridge and Jamsil Bridge. As a 
brand that attracts customers with comfortable everyday clothes, 
BROWNBREATH has sought to illustrate the scenes of everyday 
lives in Seoul, rather than the landmarks that were widely known. 
The designer would have spotted patterns and harmony, 
observing countless numbers of passengers commuting in 
Subway Line No. 2 throughout the process of collaboration 
to work on the theme. The close observation and unique 
perspective, have made hoodies and cross bags inspired by 
one of the most popular means of public transportation in Seoul 
possible. From the artworks spreading across the back of the 
hoodie, it can be fun to find familiar images of handles inside 
the subway trains and maps of subway lines. Other than these, 
each item is filled with fascinating stories to tell, spanning from 
beanies with illustrations of Dangsan Bridge and Jamsil Bridge 
to corduroy pants inspired by landmarks of Seoul. The collection 
inspired by Subway Line No. 2 boldly makes a statement that 
almost any scene in Seoul can be a good source of creativity. 
Undeniably, what has often been overlooked can turn out to be 
rich sources to unleash creativity. 
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“I learned that Seoul is a city that is blessed with mountains, 
river, parks, and nature. Haneul(Sky) Park in the city, in 
particular, resembles much to the ethos of the brand that 
aspires for sustainability and the symbiosis between humans 
and nature. The team has sought to deliver this message 
through the packaging, as well as the product.”

Dr. NOAH
Maru Bamboo Toothbrush
(SEOUL MADE Edition) 

Only a few can imagine life without plastics. Almost everybody 
knows what is sustainable and necessary for the planet, 
but it is obviously a challenge to start new habits. If you 
feel overwhelmed to give it a try, you may as well find some 
inspiration from a few brands that have rigorously been seeking 
answers and measures for sustainability. 
Dr. NOAH is a brand that has been introducing oral care 
products that replace plastics and continuing sustainable 
manufacturing practices. The recent partnership with SEOUL 
MADE has led to the production of an oral care set resembling 
the nature of Seoul, and thus, stayed true to its core value. 
Notably, all items - ranging from toothpaste cases to pouches - 
are free of plastic and reveal the brand’s integrity towards eco-

consciousness throughout the entire process from production, 
distribution and to disposal. Furthermore, inspiration from Haneul 
Park in an attempt to reflect inspiration from the nature of Seoul 
is fused in, with a message of sincerity on the future of the planet 
and the next generation. What was once a landfill, Haneul Park 
is now an ecological and eco-friendly park where humans and 
nature can co-exist, and such aspects have given insight and 
inspiration to the team. The two brands teamed up, living up to 
the product name after a Korean word Maru, meaning something 
that is the most essential and right, and we aimed for the ‘right’ 
result. For those who seek to start some small ‘green’ actions, 
products from Dr. NOAH can be useful. 

ⓒDESIGNPRESS
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“The team went through numerous questions to find a way to 
illustrate invisible values of one of the oldest bakeries in Seoul 
with visual elements. The recent collaboration has been helpful 
for the bakery in transforming the time it has gone through into 
unique content.”

Taegeukdang Bakery  
1946 Project Collection

Opening the door of one of the oldest bakeries in Seoul, 
Taegeukdang, you will find wall paintings filling the entire wall, 
grandiose fish tanks, and sparkling chandeliers catching your 
eyes. The story behind this bakery sounds and feels like a 
legend in the sense that it even feels like it is from a distant 
world. And then as you take a look around the bakery, you’re 
likely to find customers of diverse ages, ranging from those 
in their twenties to older aged frequenters. Younger-aged 
generations, including the Millennials and Generation Z, are 
taking up a larger percentage of key customers  these days, as 
the bakery seeks possible measures to balance the relevance of 
its legacy and tradition to the current generation.

Taegeukdang Bakery and SEOUL MADE have worked closely 
together this year to introduce the brand new ‘1946 Project 
Collection’ and thus, attract customers with an extensive range 
of products that reveal the essence of the time that the bakery 
has gone through. Unlike what many expected, the collection 
is not entirely made up of bread. Instead, the bakery has made 
its unlikely choice of sneakers, shopping bags, socks, and 
ceramic tableware to deftly balance between timelessness and 
trendiness in design. What looks like a secret code, ‘1946’ 
clearly delivers messages behind the bakery as a brand. In 
fact, the very element that the entire team has paid attention 
to was how to illustrate the seventy years of time with available 
visual elements. Because for the bakery, the key was to deliver 
messages that younger generations can relate with, as well as 
the legacy, history, and significance. One of the most notable 
items is ‘1946 Sneakers’ that look much like the baker’s 
signature bread, symbolizing bread being baked nice and 
toasty with leathers designed with colors resembling wheat 
and stiches using the colors of the Korean flag, red and blue. 
Needless to say, the sneakers are packed with the brand identity 
of Taegeukdang. Yet other than the sneakers, each item from the 
collection seems to graphically illustrate various generations that 
visit the bakery. Taegeukdang Bakery is one of the few that is still 
keeping up with its good work in continuing the legacy and even 
look promising with lots of customers in the future. The thought 
of the brand continuing its journey ahead with this consistency 
naturally creates a smile on those who look forward to it. 
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“For the signature items of PLEATSMAMA, the shoulder bags 
and totes, we partnered with SEOUL MADE to introduce a 
new design based on gradation. The design idea was unveiled 
by the new experiments with knitting. The team sought to 
get the message of eco-friendliness, in addition to form and 
functionality, across with the latest collection.”

PLEATSMAMA
Shoulder Bag

For every season, you may find yourself sighing in front of your 
closet and shoe racks, overflowing with items that you barely 
remember when you bought them. Seeing these items, you may 
reflect on how easily you consume and discard items to keep 
up with the fast-paced trends. Yet if you feel that you don’t 
want to give up on trendiness and style while you’re becoming 
conscious of the consumption behavior, you may as well turn 
to fashion labels and brands that aspire for sustainability and to 
serve customers with eco-friendly materials. 
This lovely sounding fashion, PLEATSMAMA is attracting eco-

conscious customers with high quality and style. The colorful 
bags with pleats are some of the brand’s signature items, 
revealing its unique design ideas and ethos. Every piece of the 
product is themed around eco-consciousness and sustainability 
so for the collaboration with SEOUL MADE, PLEATSMAMA 
has continued to pay attention to the values throughout the 
entire process of planning, production, and delivery of fourteen 
product categories, including shoulder bags, totes, and 
satchels. In particular the idea of collecting and recycling plastic 
bottles that were discarded in Seoul, makes up the essence 
of the label’s zero-waste manufacturing technique and thus, 
emphasizes its benevolent cycles. Furthermore, the design idea 
of a gradation inspired by colorful foliage at the peak of the fall 
season culminates this message of PLEATSMAMA. Above all, 
the bag is significant for incorporating the city throughout the 
material sourcing and design process. If it is your first time to try 
PLEATSMAMA’s bag, this beautiful bag may be the one to learn 
about ethos of the fashion brand from every stitch and thread. 
Most importantly, you can carry it around almost everywhere 
every day. 

P
R

O
J

E
C

T

ⓒDESIGNPRESS



S
E
O
U
L

M
A

D
E

3
8

3
9

S
E
O
U
L

M
A

D
E

“Just as we need fresh ingredients and clean environment 
to make plates of delicious food, we should look for quality 
materials and sound production process. This is why we 
choose to manufacture all our products in Seoul. Underwear 
should also be safe and wearable every day, rather than 
stressing too much on design and style.”

“The reason why the team fills Morning Book is to find answers 
to our questions. Good questions are the most intuitive ways 
to unearth good answers. We hope you can find your true self 
after finishing the Morning Book, by reflecting on the emotions 
and thoughts that you may have ignored or simply not been 
aware of.”

Dansaek
Comfort Air Collection

SOSOMOONGOO
Morning Book 

Many women may have experienced discomfort during 
menstruation and rushing into restrooms every now and then 
to check on leakage. Such unpleasant moments and fuss 
come back every month. For the majority of women who have 
thought this discomfort as the norm, Dansaek boldly defies the 
conventional wisdom with its out-of-the box ideas. 
Amazingly, Dansaek is a brand that speaks for those who seek 
to solve problems with relevant products. The period underwear 
maker grabbed public attention in 2017 with a copy that read, 
“The first outcomes are dedicated to my daughter.” The idea 
was first built up to find measures for a mother not to pass 
down all the fussy and unpleasant moments to her daughter. 
As a result, the caring mother finally came to make safe period 
underwear that does not need sanitary pads. Dansaek has seen 
its fanbase snowball soon, as customers began to recognize the 
sincerity and integrity behind the mother’s willingness to solve 
problems for women, including her own daughter. 
The period underwear brand has introduced new Comfort 
Air collection under the collaboration with SEOUL MADE, 
materializing its aspiration to solve problems for women and 
the environment - female customers will feel safe by wearing 
the product, and moreover, be free of guilt caused by using 
disposable sanitary pads. And as the name suggests, true 
quality materials are used to ensure comfort, instead of paying 
excessive attention to design to appeal to the younger-aged 
female customers. Moreover, the new products are the outcomes 
of painstaking efforts of the two partners. Both Dansaek and 
SEOUL MADE never hesitated to spend two months of time, 
actively communicating with one hundred fifty customers, 
and undergoing multiple testing processes to receive honest 
feedback before proudly unveiling the new products. This was 
possible thanks to Dansaek’s firm belief that what is attached to 
skin, should be splendid in quality. Undeniably, a combination of 
integrity and rigorousness of the underwear brand period days 
have turned into peaceful days. 

For many of us, it may have been a while since we last heard the 
pleasant sound of pencils scratching on the surface of papers, 
wrote down a few notes on birthdays of close friends and loved 
ones, and scribbled new year’s resolutions on planners. These 
all sound like things from the distant past especially with the high 
use of digital technology. These days, archiving has become 
means for reminders and notifications, which are easy to save 
and delete. Yet in the midst of the tidal waves of change, here 
is a stationary brand that maintains to be oriented to ‘those who 
choose handwriting for archiving’ - SOSOMOONGO. 
SOSOMOONGOO is a stationery design studio, that pays 
attention to the smallest details for a wide range of stationery 
products and writing instruments in various sizes. The product 
line ups and categories clearly hint at how the brand is careful 
and thoughtful in design and selection of items for those who still 
prefer handwriting to keep archives of everyday lives. In fact, 
archiving has been one of the key topics that SOSOMOONGOO 
has shown keen interest in. And in this context, the stationery 
brand has collaborated with SEOUL MADE this time to introduce 
‘Morning Book.’ After investing massive amount of time and 
efforts to delve deeper into the topic to find clues for offering 
customers with products that can be helpful in keeping archives 
and share their own stories, the collaborative team finally 
introduced Morning Book. Undeniably, you will learn that the 
team had to ask numerous questions to themselves on design 
ideas upon opening the first pages. The design idea pivots 
around the inspiration from writing methods originated by the 
motivation artist, Julia Cameron. The book is divided every 
after three pages and the note cover can cover what’s written 
and kept in the past. Quite fascinatingly, it is designed so that 
you can go back and read after eight weeks. Furthermore, 
to encourage customers to keep up with their good work of 
ambitious personal project of archiving, SOSOMOONGOO 
started a community called ‘Morning Group.’ Once you sign 
up for membership of the community, you will receive ‘Morning 
Adventure Kit’ and start asking yourself a few questions every 
morning. With a friendly guide with care and thoughtfulness for 
those who are serious about archiving and handwriting, your 
new experiment in the morning would definitely turn into an 
exciting activity in your life. 
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“The co-creation with ZEVA centered at presenting visible 
elements of energy and excitement of Seoul. You can get the 
feeling of what it is like dashing through with skateboards to 
blow all your frustration away.” 

“What Go Gildong and beer have in common is that you get 
to know and understand better when you grow up. I hope 
Gogildong Ale could fill you up with fresh energy after long and 
hard days.” 

Timber Shop
Skateboards with Thrills and Excitement 

The Satellite Brewing 
A Few Cans to Wash Your Woes Away 

Spending longer hours at home, you may find yourself urged 
to go outside no matter what it takes. With travel restrictions 
still continuing, only a handful could make you feel excited 
and skateboards is definitely one of them, with growling 
sound dashing through the air and riveting performance. The 
skateboards may not fly you high up in the sky, yet it is still more 
than enough to quench your thirst for fresh air and excitement.

One of the leading brands in the skateboarding scenes in 
Korea, Timber Shop is located on the street where Namsan 
Tower is visible. The shop is ready to welcome its customers 
with its vast variety of collection from around the world, boasting 
the largest sales volume in Korea that a massive number of 
skateboarders first start skateboarding with this brand based in 
Namsan Mountain. Timber Shop has been working on numerous 
co-creation to promote skateboarding culture, and turned to 
SEOUL MADE to intertwine with sensible ideas of storytelling 
behind the city of Seoul and invite customers into experience 
of dashing through the city with skateboards. To ensure visual 
elements of storytelling, Timber Shop has chosen brilliant ideas 
and strategy. A collection of items including chairs made with 
skateboard decks, keyrings designed with Perrier, glass cups, 
and beverages is an outcome of co-creation with the first 
generation graffiti artist in Korea, ZEVA. The graffiti artist found 
inspiration from Namsan Mountain, where Timber Shop is based 
in, and brought the idea by having scenes of Namsan Towever 
visible in the midst of multicolor. By sitting on the chair made 
with skateboard decks, you may become part of excitement and 
energy of the skateboarding scene. 

With the end of the day coming closer, you may find yourself in 
a rush for no particular reason. And as you get closer to your 
home, you may start imagining opening a can of beer chilled 
in the refrigerator. By simply imagining the scene, you may feel 
that all your fatigue and woes are washed away. And growing 
number of consumers staying at home these days, more choose 
to enjoy boozy drink – the indulgence for grown-ups – at home.

The Satellite Brewing is one of the microbrewers that are based 
on Seoul downtown and has made its name for proactively 
importing materials before developing unique recipe. Some of 
its signature products include “Juicy Fresh” and “Golbaengyi” 
and all of these have been made possible by relentless efforts in 
taste and quality. The Seoul-based microbrewer has teamed up 
with SEOUL MADE to welcome a larger number of consumers 
into the world of micro-brewed beers. After numerous 
discussions to present beer products with familiar stories and 
sensible design ideas, the partners are finally ready to showcase 
“Gogildong Ale.” For The Satellite Brewing, the character 
from one of the classic comic series in Korea, Dooly the Little 
Dinosaur, Go Gildong was a grown-up who could embrace 
others, even though he might have been grumbling throughout 
the episodes and best represented contrasting elements that a 
can of beer can have. The microbrewer has deftly illustrated the 
key characters of the beer product with two types of illustrations 
of the character in his long face. As for aroma and taste, each 
can is packed with richness of tropical fruits and bitterness of 
ale, balanced with refreshing smoothness. The beer cans come 
with goblets with design ideas inspired from the face of the 
middle-aged character. Indeed, a goblet filled with rich yellow 
hued beer and cloud-like beer head will definitely pleasing to 
wash all the fatigue and woes away. 

ⓒDESIGNPRESS
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“The scroll has been finished with a traditional method, 
which can often be deemed less than efficient for being time 
and energy consuming. But taking the opportunity of the 
collaboration, the team sought to shed light on those who 
continue the traditional crafts, because we feel that it is our 
task to find good use and tastes, bridging  the past and the 
present.”

Seoul is where I'm based in, and where I run projects and 
colleagues to work with. I hope that anyone can spend relaxing 
time at night with products from NOUNOU.

OIMU
Baeksubaekbokdo

NOUNOU
Comfy Clothes for Comfortable Night  

When the majority of us are staying at home for safety, we may 
have long forgotten a few things, such as the relaxing mood 
of the weekend and smelling a favorite incense burning. This 
shows that it can also be fulfilling and pleasant to be all alone, 
surrounded by favorite items and scents. Getting immersed in 
solitude, you will go through thoughts and emotions that you may 
never experience outside of your home. 
The matchbox and incense from OIMU have been good 
reminders of what you may have forgotten for a while. Burning 
the incense, you can find fluffiness, as you feel the warm 
spring breeze, and slow down the moment you live in. Similar 
to incense that leave lasting scents, OIMU suggests its own 
idea surrounding beauty, bridging the past and the present. 
This lifestyle brand and design studio, OIMU has recently 
worked closely with SEOUL MADE to unveil the latest work, 
‘Baeksubaekbokdo - Hundreds of Objects.’ Baeksubaekbokdo 
is originally a Korean folk painting themed around multiple letters 
and objects to wish good luck and wellness and was often hung 
in occasions celebrating birthdays of older-aged members of 
families, and favored as gifts to deliver warm messages. From 
soft color palettes and lovely graphic design details, you can 
tell how OIMU has deftly made a modern reinterpretation on the 
tradition. However, you may still want to delve deeper to get to 
know how much attention and efforts have been paid to make 
each piece of scroll possible. First, every piece is printed with a 
special method on Korean papers, hanji, and then each carefully 
printed artwork are finished with the *baecheop method, layering 
sheets of papers and silk with glue made by heating flour 
dissolved in water. The scroll finished with this labor-intensive 
finishing method barely shrinks or deforms, and most of all, it 
is strongly resistant against fungus. All of these finishing were 
made, partnering closely with baecheop masters based in Seoul 
to ensure quality and durability. For those curious about what 
each item in the scroll symbolizes, you can take a look at the 
leaflet to learn more. Reading every lines of the leaflet, you will 
finally open your eyes to the aspiration of OIMU - bridging the 
past and the present. To culminate such efforts, what each of us 
need to do is to hang this beautiful scroll at home and appreciate 
the aesthetics. 

Trend is shifting at fast pace that new ideas and items are 
pouring out almost every day. To keep up with the latest 
trend, you may find yourself going through series of unwitting 
consumption and then regrets later. And then you could start 
asking youself whether you could balance between being 
yourself and keeping yourself updated with the latest trend.

Nounou is a brand started by the global visual artist, Jean Julien 
and the creative director Heo Jaeyeong. Most of their works are 
part of a collection of simple lines yet with riveting magnetism. 
It may be ambiguous for anyone to tell about expressions and 
emotions from their works, but their works of visual art gives 
energy to almost all objects they work on. With years passed 
by, this visual artist and director duo has introduced a wider 
variety of characters and expressions, yet they keep up with 
their good work in illustrating scenes from everyday lives. 
Nounou has delivered a welcoming news this time, working 
closely with SEOUL MADE to introduce items that can spice 
up mundaneness of everyday lives. The co-creation is the 
second time since the first in 2020, showcasing a series of items 
including slippers, pajamas, beddings, and clocks. The slippers, 
in particular, come in an illustration of a couple lying on beds 
and it is fascinating to find the couple hiding under your feet 
as you wear them, and them find it once again as you take off. 
The design idea started with a wish for its fans and customers 
to feel comfortable as they weather the storm in the midst of the 
pandemic. Undeniably, the items seem to be open to any use in 
any occasions. 

ⓒNOUNOU

*Baecheop(褙貼) :  This refers to the traditional finishing method for 
calligraphy and paintings in Korea, plastering 
artworks over papers or silkscreen, and 
decorating with various materials including wood 
to make scrolls, picture frames or screens. 
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“I ride public rental bikes in Seoul, Ttareungyi quite often 
hence I felt I needed a suitable bag. And I wanted the bag to 
be meaningful and significant that balances both convenience 
and eco-consciousness by upcycling materials. I hope the 
new CONNECTED SERIES can be useful in storing IT gadgets 
conveniently and safely.”

“It takes some positive reading experience to make you a 
passionate reader. The goal of the collaboration has been to 
grow a larger pool of readers. Seeking possible measures to 
make all process revolving around reading - from selecting 
books to enjoying reading - we started a new service called 
Secret Bookstore. We hope the service can invite those who 
seek to start reading into a pleasant experience.”

CUECLYP
CONNECTED SERIES 

FLYBOOK Secret Bookstore
Curation Book

Many may need quite a few to pack up before they leave home, 
such as smartphones, Air Pods to kill time while commuting, a 
tablet PC, and chargers to name a few. A few more could be 
added to the itinerary, including wallets, a few make-up items, a 
tumbler cup, a book, and some clothes to keep yourself warm. 
Quite unlike the plan to keep the bag light the night before, the 
bag is fully packed. Moreover, because a lot of bags do not have 
enough pockets for storage, a few other bags may be required 
to carry around everything needed. 
CUECLYP is one of the brands that closely observed those who 
dream of keeping their bags light. As some may have noticed, 
the name CUECLYP is a rearrangement of how upcycle is 
respelt for creative naming idea. Just like the name, this design 
studio continues to introduce reinvention of what often ends up in 
landfills. For this year, working with SEOUL MADE, CUECLYP has 
introduced ‘CONNECTED SERIES’ to share its ethos and stories 
behind the brand. Just like any other collection, the products 
have deftly stroke balance between eco-consciousness and 
convenience by, for instance, using textiles made with recycled 
plastic bottles. The shoulder straps, in addition, are upcycled 
from safety belts that has not been used for minor defects to 
ensure sturdiness, as well as style. What is more, small details, 
such as pockets to store IT gadgets and D-shaped accessories, 
are impressively designed with eco-conscious ideas. Because 
the collection has deeply been rooted in the designer’s own 
experience in riding around rental bikes in Seoul, it is filled with 
meticulousness and thoughtfulness in detail. Undeniably, the 
bag can motivate almost anyone into riding a bike to commute. 
With this bag, you may ride around almost anywhere freely. 

Facing an extensive collection of books in a bookstore, you will 
find yourself lost and clueless, and then you realize that you 
are standing in front of a line of the bestselling books. Indeed, 
you will find yourself baffled in front of piles of books before you 
finally find a copy that best suits your tastes. So you grab one 
of the best-selling books, but for some reason, you struggle to 
turn even the first few pages. You don’t need to blame yourself 
because you’re not the only one with this issue.  
An online platform, FLYBOOK can be a reliable guide to find 
a few copies for yourself, out of so many books inundating in 
bookstores. The platform is ready to serve with recommendations 
based on your needs and tastes, and also experience pivoting 
around ways to purchase, book clubs, and book reviews. 
Among them, ‘Secret Bookstore’ is one of the services that 
attract attention. A service designed in collaboration with SEOUL 
MADE, Secret Bookstore invites you to pick one from a variety of 
topics of interest and receive a set of two books and matching 
gifts in a nice package. You will never know what you will get so 
there will be some excitement before you receive the package. 
Both books and gifts are carefully selected to enhance your 
experience with the book. Most importantly, each package is 
significant for actively partnering with owners of independent 
bookstores for curation. As the name depicts, you are likely to 
feel like opening a special gift, rather than receiving a pack of 
tasks. This has perhaps been made possible thanks to the care 
and thoughtfulness of someone who wants to welcome you into 
the sheer pleasure of reading. 



Kitty Bunny Pony 
Soobak Lab
Burger Boy 

Businesses that 
Push Ahead with Experiments 
through Collaboration 
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A business would not grow by itself. With openness to 
opportunities working with other peer businesses and 
creative minds, the business would be able to overcome 
challenges and further, reveal new aspects that have never 
been explored before. Here are three businesses that have 
seen achievement from collaboration. These businesses 
have attractive attention in the market, working closely with 
their partners to achieve their ultimate goals and pushed 
their boundaries. Here are stories to learn more about what 
makes collaboration possible. 

HELLO
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Unveiling Endless Variations 
Kitty Bunny Pony 

CEO Kim Jinjin  

It is a pleasure to meet you. Please tell us about “Kitty Bunny 
Pony.”
Kitty Bunny Pony is a fabric designer brand and offers an 
extensive range of products – pouches, bags, kitchen fabrics, 
cushions, and beddings. All the products boast uniqueness and 
magnetism borne out of color contrasts and patterns and these 
are the outcomes of quality and technological competence that 
have been built up from my father’s time and design ideas. In 
parallel, all products are affordable, and this has been made 
possible by independent sales and distribution process. The 
design studio is continuing co-creation with brands, designers 
and artists with creative ideas and continues to achieve the 
dream is penetrating creativity into everyday lives.    

Could you elaborate more about the stories behind the name, 
Kitty Bunny Pony? 
When I had been looking for names, I ran into one of the picture 
books published in 1960s, titled Happy Kitty Bunny Pony. And 
inspired from the title, I decided to name the design studio after 
the retro-style picture book. Looking back, the idea makes me 
cringe, but I liked the retro mood and design idea back then. 
It wasn’t a serious idea back then and never imagined how 
important it could be (laugh).

What’s the aspiration for Kitty Bunny Pony with its design 
ethos? 
What are making the core axis are three elements – beautiful 
design, functional products, and affordable price. 

You have worked with numerous artists to introduce unique 
products. 
We have teamed up with one of the Seoul-based design group, 
Sticky Monster Lab to make cushions, and since then, we have 
been continuing our journey of collaboration with partners from 
the outside to make products, including eye masks and candles. 
The artist, Kwak Myeongjoo and the Rotterdam-based fashion 
designer Jessica Nielsen were the first partners that we worked 
together to introduce fabric products. Quite thankfully, the 
products received positive feedback that since then, we have 
worked with numerous artists from home and abroad including 
lithograph artist Choi Kyeongjoo, the interior design studio Plot 
M, and Park Giljong from Giljong Sangga, and major brands in 
Korea, including Amore Pacific, Samsung, Hyundai Motors, the 
Food Section of Hyundai Department Store, GS Retail, SSG, KT, 
Line Friends, Victoria Shoes, and Maxim Coffee from Dongsuh 
Foods. Because the team enjoys the co-creation process, 
we contact potential partners with proposals, or often receive 
proposals for partnership. 

What made you start collaborating with partners from the 
outside? 
Successful collaboration often results in successful outcomes, 
because the work can give multi-angular views towards the 
brand. To be honest with you, work and ideas from in-house 

may often run into limits and challenges in jumping out of 
comfort zones. But since our work revolves around multiple 
other creative domains, other than designing fabric patterns, 
we find ourselves not being able to pour our resources solely 
onto design. The collaboration would generate synergy that the 
in-house designers could find more inspirations and draw out 
ideas.  

It may have been challenging to you to balance between 
unique design ethos of Kitty Bunny Pony and characters of the 
partners throughout the collaboration process. 
For most occasions, we refrain from using the original works of 
the artists. To be relevant with the design ethos of Kitty Bunny 
Pony, we work closely with artists make adjustment on many 
elements, including color, size, and sometimes, design. Because 
we believe that the artists’ work should blend well with our 
design idea. We often sit down together to make everything from 
the scratch. And we monitor all the process of B2B projects for 
quality control. We are being rigorous and meticulous in every 
step and phase. 

What kind of collaboration work do you prefer? 
We find inspiration from so many sources and places, including 
tastes, preferences and interests of individual designers, books, 
movies, and works of art. But what we find the most and often is 
from our everyday lives. The design idea often comes from the 
moment we find ourselves wishing to have products that are not 
out there in the market. 

Please tell us about one of your signature products. 
I’d like to name the logo series, “Maison KBP Seoul” that have 
been sold steadily for the past decade. We designed the 
pattern for thank-you gifts for customers before opening the first 
physical store of Kitty Bunny Pony back in 2013. Since then, 
upon requests, we decided for mass production and sold over 
fifty thousand bags and pouches. And the customers liked the 
character on the label, “Happy Bunny” as well. 

ⓒKitty Bunny Pony 
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It’s been thirteen years since you started your own designer 
label. What was the trend shift in lifestyle category you’ve 
witnessed? 
There were only a handful design studios focusing on lifestyle, 
and moreover, there were less than fifty online stories that served 
customers with lifestyle products. But over the past decade, the 
market, the brand, and the consumers have gone through lots 
of changes and evolved. What’s clear is that with more variety of 
choices, the consumers have built up tastes and preferences. I 
believe that the key to improve quality of life is to know what you 
like and want, and growing number of consumers know what 
they like and prefer.

Could you tell us about new products you’re working on these 
days? 
We are preparing to release new products such as kitchen 
towels and napkins. Observing that the consumers are spending 
more time at home, we are getting ready to introduce products 
that would spice up everyday lives with beautiful products. 

What could be the aspiration for Kitty Bunny Pony?
COVID-19 has impacted on what we originally planned. If 
everything gets back to normal, we are looking to export our 
products to Japan.

To you, what is “Seoul?”
I was born and spend the first half of my life – until high school 
years – in Daegu, and then the second half of the year in Seoul 
thus far. And the time I spent in the Seoul in my twenties feels 
somewhat different from the time I spent in my thirties. Whereas 
the city had felt cold in the past, it feels much warmer like home 
now. It is where my family, friends, colleagues and company are, 
and I can find lots of great places. If I have a chance, I’d like to 
spend some time in places outside of Korea, but I’m confident to 
tell you that I would eventually be back to Seoul. Because to me, 
Seoul is home now.   

Please name a future partner brand that Kitty Bunny Pony 
would choose to work closely with?
Because Kitty Bunny Pony is a lifestyle design label that 
produces and sells lifestyle products, the team seeks to have 
opportunities to run projects related with food, such as cereals 
or snacks. The collaboration with Dongsuh Food for packaging 
design of Maxim Coffee Mix was exciting in this sense.
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It is nice to meet you. Please tell us about Soobak Lab.
Soobak Lab has designed its own platform character, 
“Torymong” and creates a variety of spin-off products with its 
own intellectual properties. The team has introduced its own 
product series, while it’s working closely with businesses or 
organizations to design various characters. The main focus is 
often laid on paper toys, giving a second life to disposable items 
that were previously made from papers.   

“Platform character” sounds pretty new. 
The design ideas surrounding platform characters can be turned 
into unique intellectual properties. To this extent, this can make 
contents with expandability by applying variety of identities in 
given formats and shapes for making variations. Some of the 
examples you can think of are Bear Brick and Sony Angel from 
Japan or Funko Pop and Dunny from the US. But in Korea, on the 
other hand, only few character platforms have been introduced, 
and moreover, the term itself is very new in the market. This has 
driven Soobak Lab to be committed to make its character one of 
the key platform characters in Korea. 

The expandabil i ty may be one of the strengths for 
collaboration projects. 
Most characters are inspired from personalities or animals, 
while platform characters can be designed after anything that 
exists in the world – artworks, brand identities or logos, patterns, 
signatures, and even animation characters that are already 
around, as well as personalities and animals. We can apply 
anything you can imagine into our own patterns and shapes 
to transform into never-seen-before items. And we can offer a 
variety of methods to materialize ideas into products. They can 
be made into paper toys, and furthermore, into items made with 
a variety of materials including plastic, wood, and metals. 

Could you name a few brands that you’ve worked with? 
Governmental agencies, including Incheon Tourism Organization 
to begin with, we have worked closely with major brand names, 
including Pepsi, Lotte Culture Works, and a cereal brand named 
“Do It” from Market Friday. And we have also teamed up with 
artists to transform twelve independent activists into characters 
and artworks in calendars and ran a crowd funding project. The 
project achieved the funding goal by 360%. We have recently 
signed a contract with CUBE Entertainment and are working on 
album covers for the artists. 

Sky Shall Be the Limit 
for Characters 
Soobak Lab

CEO Son Joon 

You have been working with a vast range of partners. Could 
you name one of the most memorable collaborations? 
I can talk about the cup carriers that the team has designed 
with Pepsi and Lotte Culture Works. We started the project to 
give a new life to disposable paper products making most of 
the characters that we had designed. We turned our eyes to the 
disposable cup carriers, and worked to design unique products 
that would be used for multiple times. We were lucky enough to 
be selected to be part of one of the projects to support start-
ups in contents creating industry, “Contents Open Innovation” 
ran by Korea Contents Creation Agency and found opportunities 
to partner with global companies. All of these activities received 
positive feedback from consumers and generated satisfying 
outcomes. 

To Soobak Lab, what is the definition of ideal collaboration? 
Any type of collaboration between different businesses should 
generate synergies. And to make it possible, you need to know 
who your partner is – what your partner can offer and what your 
partner is capable off. The knowledge and understanding would 
help you set schedule and anticipate potential outcomes. In 
parallel, you need to keep communicating with your partner. 
Once the communication morphs to be unilateral, both sides of 
the partners would inevitably see losses. 

When you design characters, what do you pay utmost 
attention to? 
I pay attention to visual elements and design. Yet I am personally 
conscious about internal elements, including stories that a 
character can tell. With all of these in good and solid balance, 
the character can be received well by consumers and transform 
into an intellectual property with impact. ⓒSoobak Lab  

ⓒSoobak Lab  
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What were the challenges that you faced from designing 
products and services? 
When we developed the first paper toys, literally all the printing 
experts told us that they cannot mass produce the products. 
It was an enormous challenge to convince them. So, I delved 
into learn printing techniques for myself. I kept communicating 
with one of the experts, giving persuading messages that the 
team could finally design and develop products that could be 
manufactured. Everybody said “no” to the idea at first, but I 
learned from the experience that nothing was impossible – it was 
just that it had never been tried before. 

Could you share your tips on overcoming challenges? 
When we start working on new products or services, we first tell 
ourselves that it would be possible. Then when we bump into any 
challenges, we sit down together to find clues to solve problems. 
Some of them may be stop-gap measures, but I believe that it is 
the much better approach than telling yourself you won’t make it. 

Are you working on new projects these days? 
We have recently expanded the Torimong project to design a 
new platform character brand, “Torix.” You will find Torix on 
multiple metaverse and NFT platforms in the foreseeable future. 

What could be the key tasks for Soobak Lab these days?
The top priority has been NFT project for Torix these days. NFT 
may still be new in Kroea, but it is already trending around the 
globe. We seek to expand our business to the market, and claim 
leadership in Korea as well. 

What is the motto of Soobak Lab? 
Our motto is “everyone is a fan of something.” If you like 
something, we can turn it into our Torimong character. This is 
to tell you that we are capable of turning almost anything you 
can think of into our charcters, as well as an extensive range of 
partners for collaboration. 

To you, what is “Seoul?”
Seoul is a city that is rich in design ideas to transform into 
characters and have a vast pool of potential partner for 
collaboration. 

Please name a future partner brand that Soobak Lab would 
choose to work closely with?
I should name Nike! It’s one of the brands that I personally like, 
while it has an extensive spectrum of fanbase, engaging with 
fans of almost all backgrounds. I suppose that it’s one of the 
brands that many businesses from around the globe would want 
to work with.

ⓒ
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It is a pleasure to meet you. Please tell us about Burger Boy. 
Just as you can tell from the character inspired from a boy 
holding a burger in his hand, Burger Boy sells cheese burger 
that almost everybody is familiar with. And it is open to 
collaboration with a variety of brands, revolving around lifestyle 
and camping. The signature menu is Classic Cheese Burger, 
Big Boy Burger with beef and shrimp patties, broiled broccoli, 
meat chili fries, and last but not least, Monthly Burger Boy – 
the monthly special menu that keeps changing every month. 
We’re currently running our stores in Seongsu-dong and Shin 
Yongsan. 

The store looks like a camping site. How did you come up with 
the interior design idea? 
I sought to make the burgers that I used to enjoy when I was 
little and camped out with my family on weekends. The past 
memories were inspiration for the interior design of the first store. 
Because camping could be one of the popular elements that 
many could find familiar. The second store, on the other hand, is 
packed with elements from vacation resorts. 

Burgers have been trending in Seoul for the past years. What 
could be the motivations behind the recent trend? 
Whereas the burger chains dominated the market in the past, 
consumers began to pay attention to quality and tastes with 
opening of the first store of Shake Shack in Korea in 2016. 
Stores in Itaewon or Garosu-gil had served customers with high 
quality burgers already, but the opening of the burger brand 
from the US back then ignited the boom. The market grew by 
over 45% for the past five years. I anticipate that higher-end 
burger brands would crop up in Korea, with Gordon Ramsey 
Burger as the starter.  

A Unique Cross-over of
Burger and Camping 
Burger Boy 

Brand Director Jeong Seyeong  
 

Please tell us about LOF Company as well. 
Under the slogan, Lifestyle of Future, the company aspires to 
be a brand that pivots around the staff members. The portfolio 
of brands include Seoul-style rice noodle restaurant, “Mimiok,” 
cheese burger brand, “Burger Boy,” and a New York-style 
Italian and brunch restaurant, “Brunch Bar Shawnino.” The CEO 
and creator, Camping Man currently runs a YouTube channel, 
and in parallel, we are running “LOF Production” with focus 
on videos and photos. The company seeks to expand from 
restaurant business to areas that can go well with lifestyle and 
culture. 

Burger Boy has attracted attention for working closely with 
an outdoor brand NEPA and lifestyle fashion brand, Kodak 
Apparel. 
That’s correct. And we’ve worked with BRUTE, Jeep and 
Brownbana as well. We partnered with NEPa to introduce NEPA 
CTR line to display in the stores and sold limited edition menus. 
When we collaborated with Kodak Apparel, we sold “Kodak 
Meal Set” and hosted a variety of events, including making 
instant photo stickers for customers.  

What has been the motivation behind collaborations? 
Because Burger Boy pivots around outdoor activities and 
camping as a brand, it could build connections with a variety 
of brands in the industries, and these connections have led to 
opportunities for co-creations. With burgers as the key medium, 
we enjoyed working closely with multiple brands to achieve 
certain targets or goals. A lot of brands are partnering with food 
and beverage companies these days, and the recent trend has 
organically nudged us into a variety of collaborations. 

To Soobak Lab, what is the definition of ideal collaboration? 
I believe that to make any collaboration possible, all participants 
and members should be knowledgeable about the essence of 
the collaboration, and seek the common goal, making use of all 
possible resources and capabilities. It is obviously a good idea 
to work closely with brands that are relevant to your business. 
But if you can find ideas for co-creation with unlikely partners to 
generate synergies, it would be much more exciting. 

ⓒBurger Boy 
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For new menus, what do you pay utmost attention to? 
Any menu should be based on experienced that involve visual 
an gustatory elements. Because burgers are not Korean, I take 
a closer look at what’s trending around the globe and read a 
variety of materials related with food and beverages. Most of all, 
we find ideas from experiments with staff meals in the stores. 

What has been the biggest challenge from making and selling 
products?
Because the key for us is to set a goal and work as a team, the 
teamwork has been one of the key issues. To serve customers 
with quality burger menus, it takes active engagement with the 
team members, coordination of different comments and ideas, 
and careful consideration of customers’ perspectives.  

What is the new year’s resolution of Burger Boy for this year? 
We seek to add cultural elements to the Burger Boy brand by 
working closely with new partners. And we look to experiment 
with a variety of activities, hosting a variety of events including 
concerts and classes to get closer to our customers and brilliant 
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and creative minds from a variety of sectors. Another goal for us 
is selling “meal kits.,” The market has been growing dramatically 
with the outbreak of the infectious disease, and we are seeking 
opportunities with our burger products. Wouldn’t it be thrilling 
to have great experience at the store and then repeat such 
experience at home with meal kits? 

What are the top priorities for Burger Boy?
It is welcoming for us to see Burger Boy becoming a popular 
brand name, but the top priority for us is to become a brand that 
is true to the essence and ethos. We seek to make Burger Boy 
with a good balance in popularity in taste and singularity in style. 
In short, we seek to make Burger Boy a popular brand packed 
with fascinating elements.   

What could the future aspiration of Burger Boy?
As mentioned earlier, we will lay our focus on sales of meal kits 
and online stores, while streamlining collaboration process of 
each store. To reach the goal, I believe that it is important to 
build trust and ensure transparency with close communication. 
The communication would lead to quality of service and products 
and opportunities for close ties with a diversity in culture. 

To you, what is “Seoul?”
Seoul is a metropolitan city that goes through fast-paced 
transformation and is home to innovations. I wasn’t born in 
Seoul, but it is exciting for me to be part of the transformation 
and innovation today. I have spent most of my thirties in the 
neighborhood where Namsan Mountain is visible, and it is such 
a pleasure to watch the mountain transforming every season. In 
short, Seoul is a city of magnetism. 

Please name a future partner brand that Burger Boy would 
choose to work closely with?
Marche@ sells organic food ingredients that are straight 
from farmhouses. We’d like to have opportunities to use food 
ingredients from the market to make burger menus and introduce 
how diverse and healthy our burgers can be. I feel already 
happy just imagining it. And we also look forward to working 
closely with one of the global camping brands, Helinox to make 
versatile table sets that can be used both in and outdoors.

ⓒBurger Boy 

ⓒBurger Boy 
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Achievement 
from Balancing 
between Adding 
and Subtracting 

GS Retail Godseang 
New Product Planning Team 

“An Encounter, in an of itself, shall be novel, whilst a 
challenge can be an achievement” – this simple and plain 
line deftly reveals aspirations of New Product Planning 
Team of GS Retail. Indeed, the team knows what to 
add and what to get rid of that whereas it refrains from 
reporting process for its own sake, it never hesitates to 
delve into new ideas and experiments. Furthermore, the 
team spend more energy and efforts for communication, 
and turn to potential partners that would generate synergy.  W
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“We admit that the products should be received well by customers, 
but above all, we believe that our attempts 
and experiments should be taken as enormous success. “

This is such a pleasure to meet all of you in person. Please 
introduce Godsaeng New Product Planning Team.

This is a project team made up of staff members of GS Retail 
in their twenties and thirties that design, pland and promote 
new products. The Millennials and Generation Z are playing 
pivotal roles throughout all the process spanning from product 
planning, design to marketing to finally release new products in 
the market. Agreeably, the team is driven by the creativity and 
autonomy of the young and energetic workforce. This team of 
more or less twenty members are made up of ten merchandizers 
and ten administrative staff members. 

That sounds fascinating. What was the motivation behind 
kicking off the project team?

It was actually us who took to drive to start the team. The 
younger-aged staff members spoke up in the product planning 
meeting within the organization last summer to plan and design 
what could be “products of life” for customers of their age. The 
management took the opinion very seriously back then and open 
the floor for the team to roll out the project. 

It is such a novel idea to build the team with the Millennials 
and Generation Z. 
We thought we would be able to draw out out-of-the box ideas 
and generate synergy much better when we could team up 
together. This is because we first believed that we could feel 
much more comfortable sharing ideas if the members of similar 
age groups and interests sat down together and worked as a 
team. Most of all, in a relationship of parallelism, anyone can 
take turns to take initiatives to materialize new ideas. 

Could you tell us some stories behind the naming idea of 
“Godsaeng New Product Planning Team”?

It is a hybrid between a word, “god” – the word that younger-
aged customers in Korea choose as prefix to refer to anything 
that is the best – and a Sino Korean word meaning life, “saeng.” 
This portmanteau is a newly coined word, meaning a fulfilling 
day. The team sat down together for brainstorming and reach 
the conclusion to name the team as it is today. This is to deliver 
a message that the team is committed to build rapport with the 
Millennials and Generation Z who are pouring all their might 
every day to make most of what is in front of them. 

Please tell us about the products that has been released by 
the team.

The first products were the collection of milk with the Seoul-
based doughnut label, Knotted. We teamed up with the Knotted 
team to introduce milk in three different types of flavors – banana, 
vanilla and raspberry. We paid attention to not only diversity 
in flavor and tastes but also uniqueness in packaging design, 
making use of the signature smiley character of the doughnut 
maker. Another product we would like to mention is “Pop It 
Pearl Candy” which made its name for flying out of shelves. The 
team turned to one of the silicon-made toy products, “Pop It” 
and the words spread among communities of parents that we 
saw quite a few making reservations days before the products 
were released. Other than these, we have introduced fifty-odd 
products, including Honey Butter Almond Soy Milk, and Red 
Bean & Butter Spread. d

From the left, Lee Yoonghee, Lee Eunjin, Kim Mingwan, Seon Woojeong 
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The products from the team are mostly targeting the 
Millennials and Generation Z. 
The product planning process revolves around the Millennials 
and Generation Z, but we pay attention to a variety of age 
groups related with the key customers, including their parents 
and supervisors at workplaces. And for anyone who feel that 
they need to know more about the younger-aged group, we 
believe that the products can be mind-bending resources. 

Only few would deny that the team has achieved the original 
goal (laugh). Could you tell us more about how the team gets 
the work done?
The team members share ideas in chat rooms all the time. And 
we don’t ask anyone to report to bosses. We encourage all 
members to share anything in their mind for brainstorming. Each 
one of us keeps track of what’s been discussed at the meeting 
tables. 

Different sub-teams with functions including merchandizing, 
planning, marketing, and development, can create enormous 
synergy. 
That’s true. And each sub-teams has different focus that we can 
get exposed to different perspectives and opinions. The diversity 
helps us communicate better and more often, steering us into 
developing quality products. Most of all, with all these functions 
in one place, the team can ensure coherency from product 
planning to marketing. 

Every product seems to have come from brilliant ideas. Where 
do you find ideas from? 
We find ideas and inspirations from almost everything around 
us. It can be social media, including YouTube and Instagram, 
and trending contents and restaurants – almost anything that are 
trending among the younger-aged customers. Furthermore, we 
find ideas from data from statistic and survey.  

Please tell us about the efforts and commitment of the team to 
make new products possible.
All members seek to find ideas and inspirations from their areas 
of personal interest or leisure time activities. We constantly 
look for ideas from almost everywhere – whether that are from 
physical or virtual spaces – and share them with the entire team 
for further development. In short, we keep all our senses open to 
any source of inspiration from anywhere.

How does an idea develop into a final product?
Each of us comes to the meeting table to discuss how feasible 
and relevant new ideas can be. And then we pick a few of the 
best and feasible ideas to move onto next rounds of meeting 
with the product development team. Then we decide which one 
to materialize, and discuss further details including who to work 
closely with. Lastly, one of merchandizers take care of the entire 
process until product release. 

What do you go through to pick ideas to develop and 
materialize?
The main idea is to introduce “unique and out-of-the box” ideas. 
So, we have been trying to try almost all ideas that flew into 
our minds. But we still need to make sure the new ideas don’t 
conflict with previous products and cross-check with partnering 
teams to find our whether the ideas can be developed into 
products. 

It may be a challenge to try materializing almost all ideas from 
the team. What is the key criteria to determine success of a 
project?
We view that if we can materialize our ideas and release the 
final outcomes in the market, that products themselves can be 
the achievement for us. We admit that the products should be 
received well by customers, but above all, we believe that our 
attempts and experiments should be taken as enormous success. S
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What are the key criteria for the team to choose a collaboration 
partner? 
We turn to brands that gather massive popularity among the 
younger-aged generations or those with clear visions and 
aspirations to lead trend in the future. And we also pay attention 
to whether collaborations could generate synergy. 

What could be the reasons behind consumers paying attention 
to collaborations? 
It could be those fun and exciting elements that sets products 
and services apart from others. Transformation of the major 
brands could offer excitement to their fans and customers, 
and the outcomes - the products and services - would be left 
with scarcity. And collaborations with celebrities or popular 
restaurants gain popularity because consumers see entry walls 
crumbled for easier access.

With collaborations inundating these days, what sets the 
products from the team apart from the rest of other products 
from peers and rivals? 
The Millennials and Generation Z are actively involved in product 
planning to set the products apart from others. Because it’s them 
who know best about their peer consumers. This has helped the 
team to read the minds of the consumers who constantly look for 
novelty and thus, materialize ideas into products. In addition, the 
products offer value for money, with high quality. 

What is the ultimate goal of New Product Planning Team of GS 
Retail? 
The team seeks to be a bridge between the GS Retail and 
customers in their younger age, as it has always been. Further, 
we aspire to be a trend setter in the retail industry. 

If you have a chance to choose a brand for collaboration in the 
future, what could it be?
Oh, this is such a pleasant question to answer. We would like to 
work with Netflix to introduce new products. Because a larger 
number of the Millennials and Generation Z access Netflix, with 
exponential growth of OTT platforms. To be relevant with the 
recent trend, we look to introduce tasty products that can be 
enjoyed with fun and riveting contents. 

Last but not least, to New Product Planning Team of GS Retail, 
what is “Seoul?” 
Seoul is one of cities in Korea with the fast-paced transformation 
and is a trend setter.
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Though it may not necessarily slapped with a label, 
“collaboration”‚ almost everyone work unwittingly yet 
closely with others. A chance encounter with special 
media turns out to be a special chance for new 
experiments to uncover oneself, whilst it could create 
a subtle change to bring about irreversible changes. In
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Brilliant Minds 
Who Secure Their Grounds,
While Working 
with Outside Partners 

Artist Bae Sejin, 
Moulin de Monde Yu Seonha 
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Artist Bae Sejin
Pildong Pottery 
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This Seoul-based artist Bae Sejin puts little pieces together and 
create patterns and thus far, has made three hundred thousand pieces 
of work for the past decade. And today, the artist paves way for small 
yet tangible changes. Bae stresses that the essence of craftwork is 
about taking any changes – even the subtle ones – seriously, keeping 
calm and carrying on, though only few would recognize. 

From the outside, the studio looks much like a household. 
I have been in this studio for six years. I am managing the studio, 
but have two other peer artists running classes in the next room 
or taking care of other works. We see so many people come and 
go for classes. 

You have been running pottery classes for many years. 
I pay attention to education and training classes, as well as 
artwork. Because I have observed that fine arts are accessible 
at schools or classes, while crafts are not. Only few would 
have opportunities to give a try. I seek to share sheer pleasure 
from creation, and furthermore, share moments of learning 
and understanding the essence of pottery with those who are 
interested. 

All the tools and craftworks are nicely placed together to 
create harmony. How did you come up with the idea of putting 
little pieces together for your work? 
You can call it “plate work,” which revolves around making clay 
or wood into plates to cut or bend for your creative work. From 
the perspective of fine arts and sculptural arts, the technique 
may sound unfamiliar, but from pottery arts point of view, any 
aspiring artists learn at schools. Because this is apart of the 
learning process to grasp ideas on key characteristics and 
materialistic aspects of materials. I first learned about the 
technique as a pottery student and have continued working on it 
for exhibitions before graduation and at the graduate school. 

You have worked closely with Tamburins to make candles. 
What went through your mind when the brand first contacted 
you for proposal? 
As for my work, I see flat objects selling better than three-

dimensional works. So, when any partners like Tamburins 
contact me for collaboration, I welcome it. It took me an instant to 
say yes to the proposal. 
 
It is a bit of a surprise to learn that flat objects are being 
received better. Because it would look much more attractive 
when you have little pieces put together into three-dimensional 
objects. 
This is probably because a large mass of population is crammed 
in limited spaces for living. You need a large space to display 
works of art, to avoid any possibility of damage. This could 
explain why flat ones are selling better. 

What have you paid the most attention to when you were co-
creating with Tamburins? 
We started working since spring last year, and then phased into 
the manufacturing process in the summer. So, it took about six 
months working on the project. To materialize ideas into final 
products, I. ad to. ay attention to form, technique, and structural 
elements that I would have never turned to for my work. And 
moreover,the products had to be glazed on the inside that I 
experimented with building technique or temperaturs as well. I 

admit that it took substantial amount of time putting everything 
together, but the project left me with some confidence that I 
could do better for next ones. 

Could you name a few candidates that you want to work with 
in the future?
It may be difficult to describe with my own words, but I’d like to 
try simplifying the form and shape and make into. chocolates. 
Because observing how breads or chocolates are being made, 
I have found some similarities with craftworks. Kneading and 
cutting process were similar to that of pottery that I think it would 
be fun. And most of all, you can pull out one pieces at time to 
enjoy.

Lastly, to you, what is Seoul?
The noise from machines and the stuff swelling in the studio 
made me start thinking that I should leave the city eventually. 
But I should admit that I am scared of where I am based in for 
inexplicable reasons. To be honest, my home is three minutes 
away from the studio that unless I have classes or lectures, I 
never leave this neighborhood. I believe that all the interviews, 
classes and visitors for purchase have been possible because 
I am based in Seoul. In the end, there are only few places 
like Seoul where I could actively interact with anyone from the 
outside. 

ⓒ
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CEO Yu Seonha
Moulin de Monde 

Moulin de Monde is a dessert parlor where elements of the East 
and the West are blended to make into delicious bread and 
cookies. In this dessert parlor, you would not have to draw a clear 
line between meal and desserts. Because in line with the aspiration 
for “a mill that is open to all,” the bread and desserts made with 
healthy food ingredients can be suitable for almost all occasions.

Please tell us about what “Moulin de Monde” means.
This means “a mill for all” in French. I came up with the naming 
idea because I make bread and dessert with rice or glutinous rice 
grown in Korea and wanted to deliver a message that the place is 
a melting pot of different cultures, ideas, and ingredients. 

You would normally bake with flour. What made you turn to rice 
instead? 
My parents had health issues in their lives. And I happen to have 
read through their journals that they kept before they passed 
away, and learned that they liked rice cakes but their health issues 
kept them from enjoying it. Those lines put me into experimenting 
desserts that customers of almost all ages, including older-aged 
customers could casually enjoy. I first started rice cakes and have 
kept on experimenting with rice and glutinous rice, keeping off 
preservatives and flour.

You may have gone through trials and errors. Because the vast 
majority of books and classes would teach you how to bake 
with flour. 
I have gone through countless numbers of trials and errors. Most 
of all, I felt that I had to test and check, because I knew that not 
everybody would say yes to my idea, even if I like it. Most of all, 
fermenting was the issue. Some fermented too much, while some 
others did not at all. 

You may have thought some changes in perception towards 
baking. 
I have tapped on a few professionals and experts to learn at first, 
but reached conclusions that I had to make my own recipe. It was 
a challenge to find the right combination, but it became a little 
easier by finding some arrangements and adjustments. One of 
the challenging menu was “Baby Loaf Bread” that had no sugar 
and salts added, because it was difficult to ferment the dough. 
I should be honest that there were some ups and downs before 
I finally began to sell the bread, but I have seen parents buying 
them, because their toddler child who just started baby food 
could eat. 

You have a few tools that are not often found in other bakeries. 
Except rice powder for baking, I mill and grind all type of powder 
that I use. So, to me, grinders and crushers to make rice powder 
are essential. And I have a few steamers to steam rice cakes as 
well. These tools could look unique to some, because they are not 
what bakers would normally use for baking. 

You often turn to in-season food ingredients as well. 
I have had an opportunity to partner with one of the higher-end 
fruit farmer and seller based in Jeju Island. The partner suggested 
making bread infused with local elements of the island that we 
started working with locally grown carrots. As many of you may 
know, carrots from the island are sweeter than those from the rest 
of Korea. I put carrots for each loaf to add sweetness and flavor. 
It’s delicious, even for those who don’t like carrots. 

Could you name a few candidates that you want to work with in 
the future?
The shop sells cookies made with black rice. And other than 
these, I hope I can find opportunities to make cookies, working 
closely with local rice brands and a diversity of variatals, including 
Icheon rice and red rice. 

To you, what is “Seoul?” 
Seoul is the symbol of Korea. I opened the shop nearby 
Gyeongbokgung Palace because I thought baking and craftworks 
have lots of things in common. Just like a lot of us are buying 
a few sets of delicacies or desserts when we travel outside of 
Korea, it occurred to me that we could make some desserts 
themed around Seoul that travelers could buy and go back home 
for gifts. If I could find opportunities, I hope to give it a try. 
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ⓒMoulin de Monde 
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Strange yet Spectacular 
Epicurean Life 

One Off Collaboration Found 
from Convenient Stores 

Shelves of convenient stores are updated with cascades of new products almost 
every day. And behind such faster-paced updates, bold experiments in the food 
industry in Korea is the driving force, collaborating with partners from the outside. 
Here are some food and beverage products, the outcomes of unlikely collaborations. 
They may look new and unfamiliar at first, but have made their name for great taste. 
It’s time to jump out of the comfort zone and dive into experiments for taste buds.  W
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ITEM

Soju with Rich Chocolate Flavor 

Chum Churum×Ppappiko

Growing number of consumers in Korea are turning to soju 
with lighter tastes. A variety of fruit flavored soju gathered 
massive popularity for the past years, and following the trend, a 
icecream-dipped soju has made its debut - Chum Churum X 
Ppappiko from Lotte Chilsung Beverage. Infused with chocolate 
flavor and aroma of slushed icecream, “Ppappiko” into the suju, 
“Chum Churum,” the ABV has been readjusted downward from 
16.9% to 12%. The product has been hailed by its fans for 
bringing the recipe above the surface. The rare combination of 
soju and chocolate flavor is a limited edition and will be sold only 
for six months. 

7
5

DRINK

The Prime Time 
for Never-Seen-Before Drinks

©Lotte Chilsung Soju 

A Mix of Makgeolli and Babam Bar 

Kooksoondang Babambabam Makgeolli

Sweet chestnut makgeolli has been a long-time love for the 
makgeolli lovers in Korea for its sweet and toasty flavor. Inspired 
from the creative combination, Kooksoondang partnered with 
Haitai to blend rich flavor of “Babam Bar” and introduce new 
“Kooksoondang Babambabam Makgeolli.” This new rice wine 
is blended deftly to enjoy sweetness of sweet chestnut and 
smoothness of makegeolli . Almost any one of those who tried 
the new makgeolli  will find themselves reminded of the sweet 
chestnut flavored ice cream product, and for this new Korean 
liquor product with quality and richness in flavor, the Korean 
liquor company has gone through rigorous testing process with 
over two hundred bottles of its makegeolli products. 

©Kooksoondang
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Made for Mint Chocolate Persons

Hershey’s Mint Choco Hoppang 

Hoppang, or steamed bun cake is one of the popular snacks for 
the cold winter season. And these days, a wider variety of bun 
products with unique flavor and fillings are being introduced. SPC 
Samlip has released twenty three new products, including those 
with steamed short ribs, kimchi and pork, and hot and spicey 
noodle sauce. Among them, Hershey’s Mint Choco gathered 
attention from customers. Targeting so-called “mint chocolate 
persons,” this chocolate flavored bun is filled with mint chocolate 
custard cream. Althought the bun is not quite being welcomed 
even by mint chocolate persons because it is heated, the 
combination definitely nudges quite many into trying a few bits 
out of curiosity.  

Onion Ring Sprinkled with Flavor of Jjapaghetti

Jjaparing 

Snacks sprinkled with jjajang, or Koreanized Chinese black bean 
paste are becoming part of the trend among snack companies in 
Korea these days. “Jjaparing” from Nongshim is a combination 
of the flavors of Onion Ring and Jjapaghetti, and came from 
observations that one of popular noodle bowls in Korea, 
jjajangmyeong is served with the sauce stir-fried with black bean 
paste and diced onions. The sweetness of onions are combined 
with sweet and salty flavor of the noodle sauce that the snack 
presents balance between novelty and familiarity. Just like other 
snacks that combined with flavors of instant noodle products, the 
snack tastes like powder of Jjapaghetti. Those who like both of 
the snacks, this bag of cross-over will definitely be welcoming. 

Sky’s the Limit for Gompyo 

Wheat Germ Corn Dog 

After a serios of unique cross-over and collaborations, Gompyo 
of Daehan Flour teamed up with “Olban” from Shinsegae Food to 
introduce a collection of three different “Wheat Germ Corn Dog.” 
The Gompyo flour ensures soft and chewy texture, and nutritious 
wheat germs are added for rich flavor. Most of all, the packing 
design is eye-catching with signature logo and characters. The 
corn dog products come in plain, chicken breast and mozzarella 
cheese. Moreover, it is as simple as heating in microwaves to 
enjoy. The deft combination of two brands that pay attention to 
quality would be worthy of your expectation.  

Popcorn Seasoned with MSG 

Miwon Flavored Salt Popcorn 

A cross-over of products or brands that everybody is familiar 
with is one of the golden recipes of success with massive 
popularity. When an experiment is taken, in particular, with 
heritage food products, the news itself would be more than 
enough to arouse curiosity. In this sense, Miwon Flavored Salt 
Popcorn is one of the notable examples. This popcorn snack 
added with Miwon Flavored Salt to taste is an outcome of 
collaboration between GS25 and the major food company in 
Korea with fifty one years of history, Daesang. The package 
design idea is also inspired from the original font design and 
brand logo of Miwon for fun retro looks to attract consumers.   

SNACK

Snacks of Golden Combination 
BREAD

Out-of-the Box Snacking Idea 

©SPC Samlip

©Shinsegae Food 

©Nongshim

©GS Retail  
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Businesses Proactively Searching for “Kkanbu”

Your Friendly Guide for Communication 

An Encyclopedia of Buzz Words 

Just as many a hand makes light work, when you find a reliable 
partner to work together with, you will find enormous synergy 
being created. In this regard, scores of businesses are rolling up 
their sleeves to find such partners, or “kkanbu” in Korean. And the 
outcomes of friendly partnership are pleasing consumers as well. 

KEYWORD

7
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Businesses have turned to unlikely brand partners these 
days. For instance, food companies are tapping on cosmetic 
companies or fashion brands for co-creation. Surprise in 
combination is likely to generate more fun and novel outcomes 
and thus, arouse curiosity among consumers. 

#Surprise

Characters have ingnited the start of the 
recent trend of collaboration and co-creation. 
Businesses often turn to animation characters 
to introduce product packages or goods, 
making use of images of the characters. 
The rendez-vous would make products 
look familiar, while inviting the fans into new 
customer base. And most of these products 
are sold as limited edition to draw attention 
and urge customers to purchase. 

#Character

Heritage brands in Korea such as Gompyo, Jinro, and Paldo 
are rushing in to find partners for collaboration, because they 
can find opportunities for reinterpretation and giving new lives 
to their brands. The brands and trademarks with many years 
of history, in particular, come as pleasant surprise for many, 
and consumers find such new experiments as fresh and 
fascinating. 

#Reinterpretation 

Collaborative work would bear fruit from partnership with 
brands with clear identity and impact on target customers 
and markets. With growth of number of cases of collaboration, 
it takes more than a partnership with popular brands to 
draw attention these days. In fact, ideas and details have 
increasingly become the key to determine achievement and 
success. 

#Identity
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The ultimate goal of collaboration, in fact, is issue making. 
In this sense, rather than sales performance or profitability, 
success of collaboration is often determined by how much 
attention and spotlight the project has received. Because the 
outcomes themselves are more than enough for advertisement 
and publicity. 

With case of marketing activities revolving around goods 
swelling these days, goods from a variety of brands are 
cascading in the market. To this extent, it takes more than 
brand identity of a brand to make goods sell in the market. 
This may well explain a massive number of brands have 
turned to collaboration. The collaboration projects creates 
buzz in the market, and nudges customers into rushing to 
line up in front of stores before store hours to grab a few for 
themselves. 

#IssueMaking

#Goods

In fact, performance of collaboration cannot simply be 
assessed by sales. Because throughout the work process, 
cost is incurred, often causing losses. Yet despite the 
setbacks, enhancement in awareness level offsets the cons 
that the vast majority of businesses and their marketers view 
collaboration projects as part of “investment.” 

#Investment

8
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The essence of collaboration is 
about creating synergy between two 
brands with different characters and 
capabilities. Because it can highlight 
strengths of the partners, while 
complementing weaknesses. Hence 
outcomes of synergy often turn out to 
be explosive. 

#Synergy 

The most tangible outcome of collaboration of expansion of 
customer base. Because throughout the process, the partners 
would share target customers, as well as ideas and concepts 
that partners can attract new customer groups. Thus, new 
experiments of co-creation pushes boundaries that would 
otherwise have been near impossible.

#Expansion

Funsumer is a portmanteau of fun and consumer, referring to 
a group of consumers who seek fun throughout purchasing 
process. And these days, collaborative projects are 
increasingly targeting “funsumers” these days that scores 
of businessees seek surprising elements throughout their 
collaboration projects. Chocolates in shoeshine tins, glue 
stick-shaped candies, body wash in millk cartons, and jelly-

shaped soaps are a few of the examples of collaborative 
works to catch the eyes of funsumers. 

#Funsumer 

Big blur refers to lines among different sectors and indusdtries 
being blurred with emergence of new and innovative 
technology, and this new trend has been behind the recent 
spread of collaboration in the market. For instance, one of the 
internet giants, Naver has recently dove into e-commerce, 
while the e-commerce titan in Korea, Coupang expanded its 
business to OTT. With lines blurred, new type of collaborations 
can be found to form new types of market pivoting around 
collaboration. 

#BigBlur

As well as collaboration among different brands, co-creation 
with sub-characters with distinctive finctional worlds is growing 
these days. As the more deftly a brand blends fictional worlds of 
its sub-characters with its identity, consumers actively engage 
themselves in this imaginary settings and find excitement 
and fascination. Because the core of playing with these sub-

characters is to actively interact with these fictional worlds, 
even though consumers themselves are well aware that they 
are all made up. To this extent, the key is to pay close attention 
to the details of the fictional world – even the smallest ones – 
throughout collaboration process to be organically integrated.

#FictionalWorld
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MOVEMENT

Mastermind Behind Transformation of a Neighborhood
CEO of Bo Market Yoo Bora 

SPACE

Where to Find Inspiration
Different Brands in a Place  

INSIGHT

The Heyday of Collaboration 
Empowerment from Collaboration 

COLUMN

When Your Boss Starts Talking about Collaboration 
Key to Successful Collaboration 

GUIDE

Teheran-ro Independent yet Collaborative – Eulji-ro   
The Epicenter of Collaboration 

ESSAY

Those Who Seek to Work in Teams 
Jeong Hyeoyoon, Jo Yoonjeong, Na In 

PLAYLIST

The Outcome by “Us” Being Together 
The Playlist to Enjoy Together

PLACE

Where to Meet SEOUL MADE
Ready to Wellness 

CULTURE
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Quite unlike other peer select shops, Bo Market aspires to be genuine, meeting needs of the 
local community and its members. During the test run, the managers listened closely to the local 
residents and after the opening, this community select shops seeks to ensure sustainability 
for the local community, running a series of collaborations that best reflect the needs and 
characteristics of where it is based in. Agreeably, the efforts have been paid off by seeing the 
local community members, among all other customers, welcoming and actively engaging with Bo 
Market. Here is the story behind Bo Market that has found the right balance between novelty and 
familiarity that any one of the community members would take visitors from outside for visits. In
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CEO of Bo Market Yoo Bora 

Mastermind Behind 
Transformation of a Neighborhood

MOVEMENT
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“Aesthetics, usefulness, and meaning – 
these three are the keywords that 
Bo Market pivots around.”

The concept car in the office is eye-catching.
I worked for an automobile company as a designer until a few 
years ago. I mostly worked on concept cars back then, and I 
have a few pieces of mock-ups with me. 

That can well explain why customers can find some hints of a 
designer’s tastes. How did you start Bo Market?
I opened the first store of Bo Market in 2014 in Namsan Mansion 
where I had lived. Back then, only a handful of delivery services 
were available, and the residents had to take their cars even for 
small groceries. I first started with an idea of opening a grocery 
place for anyone in the neighborhood could grab a few small 
things at a walking distance. Bo Market looked much like a place 
for get-together with close friends for the first three months. But 
then one day, I ran into a few of the neighbors and found them 
asking me when I was going to open the market again. With 
words of mouth and referrals by the local residents, Bo Market 
has become what it is today. M
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You opened the third and the fourth stores in less than a year 
and a half since you opened the second store. The interior 
design idea and the pace of opening new stores first evoked 
some thoughts that the store were run by a business group 
with meticulous business plan. But it seems to have started 
organically. 
I found that the local residents began to feel less comfortable 
dropping by the store after the first one spread through words 
of mouth. So, I started looking for a new location where I could 
welcome customers from outside of the neighborhood and 
found one in front of Gyeongridan Jugong Apartment. Looking 
back, the second store was practically the starting point for Bo 
Market. The second store started small, but responding to the 
feedback from customers that we should open a bakery, we 
decided to expand to sell bread. And then we expanded further 
to sell some small items when customers asked where they 
could buy tableware and dishes that we served with, because 
they liked them. It didn’t start with a meticulous plan, but it grew 
organically. 

Please tell us more about “the neighborhood platform” that Bo 
Market is aspiring.
I aspire making Bo Market serve the local community. For 
instance, I wish customers from the local community could feel 
comfortable with Bo Market that they could turn to the place for 
birthday parties for companion animals or drop by casually for 
insurance contracts. I admit that Bo Market would not completely 
replace neighborhood grocery stores. But we set ourselves 
apart from grocery stores in the neighborhood, offering items 
and products that they would not sell. The aspiration is to keep 
up with genuineness that a grocery store with delicatessen could 
have, listening carefully to voices of customers and focusing on 
what we could offer and serve with quality. 

What is your key policy for selecting products to sell?
Aesthetics, usefulness, and meaning – these three are the 
keywords that Bo Market pivots around. As a former designer, I 
like having anything with aesthetic values around me. I would first 
ask myself, “Is it beautiful enough to have it around for everyday?” 
and then figure out, asking, “Is this going to be useful?” And 
then lastly, with business growing in size, I have found myself 
becoming more conscious about environment that I’ve started 
turning to products with eco-friendly messages or ethos. 

ⓒBo Market
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Customers would buy products, counting on tastes and 
curation of Bo Market.
That’s true. The team makes sure not to have similar products 
from the same categories. Thankfully, some customers tell us 
that any purchase at Bo Market ends up being reasonable and 
worth investing. The team is open to feedback on products 
and for any suggestions or proposals, in-depth research will 
be conducted. The team continues its best efforts to make 
suggestions that customers can choose their own lifestyle. 

What is the definition of “style” for Bo Market?
It can be defined with a word, “natural.” And this is one of the 
trickiest ones to pursue. Bo Market welcomes a vast variety of 
customers of almost all ages and preferences, including fashion 
designers and elderlies from the neighborhood. I have seen 
some bringing their dogs, cats, and even parrots (laugh). For us, 
the style comes from openness to such diversity. I wish that Bo 
Market could be a place for anyone to drop by casually and feel 
comfortable. What the team has paid attention to was to offer a 
place for customers to enjoy and stay comfortable, filling with 
their energy and style. 

Each store serves customers with different menus.
That’s true. For the first store, we started selling quick breakfast 
menus like cereal and snack menus such as sandwich, because 
it had occurred to me once that I should have some cereal so 
that I can have a bowl for myself in the morning. And for the 
second store, the team experimented with kimchi fried rice or 
spicy rice cake, tteokppoki. The third store, for your information, 
was a post office building that had opened since the Japanese 
colonial period. So, I thought I could start serving customers 
with Japanese-style curry rice. And then for the forth one, we 
are serving meat plates cooked with cured meat products 
from Seoul-based chacuterie brand, John Cook Deli Meat. It 
was the vice president of John Cook Deli Meat who had been 
fans of the store since opening of the first one and offered 
us the opportunity to work together with. Thanks to the offer, 
we can serve customers with a variety of menu that are from 
collaboration.

As well as menus, Bo Market has had experience in running 
diverse range of collaborative projects.
We teamed up with one of the neighborhood flower shops, “Park 
Flor” to run a pop-up store at first. Because the cold weather 
and COVID-19 would have kept many from going outside to 
buy flowers. So, we made an offer for the owner of the flower 
shop to give it a try. And the concept revolved around “garden 
in the kitchen” to present a series of edible plants that anyone 
can grow in kitchens. The idea as hailed by older-aged female 
customers back then. The project was significant because 
it wasn’t simply the one-off, but rather, it became a bridge 
between the local community and Park Flor. 

The project has been significant because it took place within 
the context of the local community. The team made calendars 
themed around companion animals living in the neighborhood.
Living in a condominium, I have learned that quite many dislike 
companion animals that there are only a handful of places where 
one could casually drop by with these animal friends. I’ve kept 
getting an impression that companion animals are not being 
accepted as part of the local community. And my dog happened 
to be friendly that I’ve seen a lot of dogs from the neighborhood 
flocking to Bo Market. So, upon asking myself what to do, I came 
up with an idea of designing and making calendars themed 
around stories of these animal friends. Luckily, one of the team 
members was an artists who had had experiences working with 
Korean Artists Welfare Foundation and worked on sketches and 
illustrations to tell stories behind the companions animals that 
we sought to feature. The idea was to share what could be in the 
minds of those who lived with their companion animals. 

What made you look for opportunities in collaborative projects. 
A lot of customers from the neighborhood drop by the store, but 
actually, it is not big in size. I am grateful that these customers 
could enjoy their time in our store, yet I still felt that they could 
discover anything new every time they come to the store. By 
asking myself what ideas could please the customers, I run pop-

up stores or collaborative projects. 

For Bo Market, what could be an ideal collaboration?
As mentioned earlier, the collaboration revolving around the 
three key values that we aspire - aesthetics, usefulness, and 
meaning – would be close to what we think is ideal. One of the 
co-creation projects with Fabrique to make aprons out of left-
over fabrics is an example. The partner is place where you can 
find quality fabrics and clothing. But learning that the boutique 
discards leftover fabrics, I suggested giving these second lives 
to transform into table mats or aprons. It was eco-friendly, as 
well as beautiful, meaningful, and useful that it gathered positive 
attention from customers. 

Just as the customers relate themselves to the aspirations, 
they may have high expectation level for Bo Market.
Certainly. That’s why I keep looking for inspirations and ideas 
and read more books these days. Stores with similar concepts 
and ideas are recently cropping up that I need to look for clues 
on what to do to leave positive impacts. Not only design ideas, 
but also messages on the aspirations and pursuits could be 
delivered to other stores and businesses as well. Whereas the 
start of the first store was organic, I feel more responsibility now. 
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To you, what is the atmosphere of your company?
Each store looks and feels a lot like a university campus (laugh). 
The staff members of each location are building a fantastic 
teamwork. And this may be because younger-aged talents are 
making up the larger majority of the staff members. Most of all, 
each member has his or her special talents and skills that are 
relevant for each store. I wish that they could enjoy working with 
us, even though the work can be intense that I’m trying to make 
sure there is no conflicts and tensions among the staff members. 

What could be ahead of Bo Market in the future? 
It is difficult to tell. Just like many other quality brand names, I 
hope Bo Market could leave lasting impressions. And I aspire to 
make Bo Market, continuing efforts in finding value for customers 
and offering products and services that are not too obvious in 
selection. I need to be honest that I never imagined opening the 
second, third, or even fourth store. I feel that I am connecting 
dots to draw a line that stretches towards the future. Looking 
back, everything has been organic, while it has been a new and 
overwhelming experiments. I hope that Bo Market makes some 
positive influence for customers to make good choices in their 
everyday lives. 

Could you name a few candidates that you want to work with 
in the future?
I began to think that I should engage more with customers and 
make more positive influence. So, I would like to work closely 
with co-living or lifestyle communities in the future. It is still a 
challenges for me to come up with specific names, but any 
candidates in search of new housing culture should be the most 
welcomed. Whereas housing culture was handed down and we 
had to fit ourselves into the spaces that had been existing for 
years, we can choose where and how to live these days. In fact, 
I’m receiving contacts from housing businesses these days, and 
it has occurred to me that they are reaching out to us because 
they are sharing similar thoughts and aspirations as ours when it 
comes to lifestyle and aesthetics in our everyday lives.

Lastly, to you, what is Seoul?
I spent three years living in Tokyo, Japan before that I feel like 
I know the magnetism of each of Tokyo and Seoul. In Tokyo, 
residents take good care of windowsills and flower pods in front 
of their homes to make streets look and feel beautiful. Observing 
them, I felt that it took enormous commitment and dedication 
in pursuing ultimate aesthetics. And then when I came back to 
Seoul, the dynamic energy and transformation caught my eyes. 
I view that opportunities to take up on challenges and to change 
are some of the privileges that any resident of Seoul can have. 
Whereas I learned about commitment and dedication in Tokyo, I 
opened my eyes to fresh energy and pursuit for novelty in Seoul. 
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Where to Find Inspiration

Different Brands in a Place  

With growing number of individuals sharing their experience with others, spaces are evolving to be 
relevant to the trend. Whereas physical spaces were designed for displaying products and attracting 
visitors, they are now luring customers with magnetism and stories to share. The recent moves have been 
taken to meet demands for customers in experiencing brands for themselves. To this extent, numerous 
experiments are taking place to expand the scope of experience, blending stories from different brands 
in one place. Here are a few places to take a closer look at what collaborations could offer. 
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Unique experience would leave indelible memories for a long 
time. And to make such experience possible, accommodation 
curation platform, Stayfolio has partnered with RYSE Autograph 
Collection Hotel (here below “RYSE Hotel”) to create a guest 
room for unparalleled experience – “The Letter.” As guest rooms 
in a hotel often function as melting pots for multiple number 
of brands to create synergy, the room is designed for guests 
to stay and experience a variety of brands themed around 
handwritten letters. Items and interior design ideas have been 
carefully selected to invite guests into immersive experience in 
writing letters. The items are as diverse as beautiful papers from 
Geulwoll, wooden furniture from Cohen, photobooks curated 
by photobook store, Irasun, beautiful greenery from Fond, and 
mobiles created by So Hosu. Indeed, “The Letter” or Room 
No. 1316 is filled with items and elements that would make 
experience of writing letters all the more special. For those 
seeking to spare some time to take a close look at innerself, this 
hotel room would make one of the best options to turn to.   

Co-Working Space Nestled In Residential Areas 

RYSE Autograph Collection 

ⓒRYSE Hotel Min Kyeongeun 

A. Yanghwa-ro 130, Mapo-gu, Seoul
H. rysehotel.co.kr
T. 02 330 7700
O. 00:00-24:00
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©Der Batate

A. B1, Seongsui-ro 88, Seongdong-gu 135, Seoul  
H. instagram.com/der_batate
T. 0507 1321 1156
O. Tue - Fri 12:00 – 19:00, Closed on Mondays 

Different brands share their own stories to inspire their fans. 
For those who are curious about how these brands share their 
stories in physical spaces, Der Batate is one of the places to 
find the clues. Aspiring to be a platform for collaboration for 
different brands, the place is designed by one of the largest 
brand communities, B my B and hosts an extensive variety of 
events that would offer channels to experience different brands. 
Furthremore, Der Batate runs a diversity of brands for fans of 
brands it curates, as well as creators and consumers. Dear 
Batate can be divided into four sections – B Brander Zone for 
exhibitions, B Setter Zone for in-person events, B Player Zone 
for creators to unleash their creativity, and B maker Zone to 
buttress growth of aspiring talents. Some of the recent co-
creation works include BTS Pop-Up Store and Object by 
Project with twenty five business partners for exhibitions of 
products and items. Bridgeing among brands and talents, Der 
Batate heralds in establishing novel culture and immersive 
experience. 

A Collection of Different Brands 
for Fans to Explore 

Der Batate 
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©LCDC Seoul  

A. Yeonmujang 17-gil 10, Seongdong-gu, Seoul
H. lcdc-seoul.com
T. 02 3409 5975
O. Opening hours may differ by stores 

Cultural complexes are cropping up across Seoul these days to 
offer vast variety of experience. One of the newest landmarks in 
Seongsu-dong, LCDC Seoul has gathered attention, teaming 
up with a variety of brands. The four-story building is filled with 
DDMMYY, a space for pop-up stores, and a café, Ephemera 
that is filled with stamps and train tickets from around the world 
on the first floor, a store of a fashion brand, Le Conte de Conte 
on the second floor, another space for pop-up stores, Doors 
and shops for six different brands on the third floor, and a bar, 
Postscript on the fourth floor. On the third floor, specifically, a 
team of brands include a letter papers and writing instrument 
shop Geulwoll, a craft studio Yiyeha, a handmade soap maker 
Hanahzo, a graphic design studio OIMU, a ceramic porcelain 
studio Select Mauer, and a paper craft studio Yoanna. Each 
of these independent brands and studios have secured solid 
fanbase. The place packed with a diversity of brands from a 
variety of categories would make experience all the more richer 
for visitors and customers. 

Harmony Created by Different Brands 

LCDC Seoul  
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The Heyday of Collaboration 

Empowerment from Collaboration 

Empowring Value from Crossover

The vast majority of brands insist on coherency as part of branding 
strategy. However, such branding policy could pose limits to showcasing 
multilaterality that a brand could have. To unveil what has rarely been 
highlighted, a few attempts of small deviations may be necessary. Here 
are stories behind special collaborations that created synergy from 
crossover of different characters, ranging from co-creation by unlikely 
combination of brands to collaboration with celebrity artists. 

INSIGHT When a High-End Jewelry Boutique 
Meets Street Culture 

Tiffany & Co.×Supreme

If I were to pick one of the most talked about collaboration 
this year, wouldn't it be the collaboration between Tiffany & 
Co., a high jewelry brand, and Supreme, a street brand? The 
appearance of Supreme's red logo printed together on Tiffany & 
Co's signature blue box was enough to draw cheers from many. 
Their characteristic is that the age groups of major customers 
are different. In the case of Tiffany & Co., it is said that it planned 
a collaboration with Supreme, which is supported by the younger 
generation, because it needed to attract young customers. 
The project name was "Return to Tiffany," inspired by Tiffany's 
product released in the 1960s, and as the name suggests, each 
other's identity was added to the retro mood product line.

Rivals of the Century to Become Partners 

Gucci×Balenciaga

Large fashion houses Gucci and Valencia conducted a 
collaboration of hacking into each other. The reason why the 
collaboration itself was named a "hacker project" is that it boldly 
collapsed the formalities of each brand as if it had been hacked 
by someone anonymous. They continued to work by changing 
the existing Gucci's Double G logo to a Double B logo, graffiti 
Gucci's name on the front of the store, or using Valencia's latch 
on Gucci's bag. Through unique collaboration, they tried to 
explore what authenticity was in the fashion industry and what 
the meaning of imitation and theft was.
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An Experiment to Expand Potentials

Zara×Ader Error

Giving Plastic Cups a Second Life 

NAU×Starbucks 

Recently, "sustainability" has become a keyword that cannot 
be excluded from many brands. In particular, the restaurant 
industry, where waste generation is inevitable, is deeply 
troubled. What would it be like to solve these problematic factors 
through collaboration? Starbucks and eco-friendly outdoor 
brand Now have carried out a project that allows consumers 
to join the entire recycling process through the "#Let's Throw 
It Away For Value" campaign. The project was carried out by 
cleaning and collecting Starbucks' plastic cups and plastic 
bottles, and transforming plastic into recycled fibers to provide 
new lifestyle products. It is notable that the reborn products also 
reflected the purpose of the project. It has launched a variety of 
eco-friendly products, including gloves that can replace paper 
cup holders and shoulder bags that consider tumbler storage.

Crafted Coffee and Beer 

Jeju Beer×Blue Bottle

Jeju beer, a microbrewery that serves customers with high-
quality craft beer, and Blue Bottle, a world-class specialty coffee 
brand, met. They introduced the Jeju Beer Barrel Series: Blue 
Bottle Coffee Edition by adding Blue Bottle’s signature blend 
Bella Donovan to bottles of rich-textured stout for six months. 
Even before the official release, the meeting between beer and 
coffee made headlines among gourmets. In the pre-booking that 
took place last fall, three thousand bottles were sold out in just 
six hours, and it attracted so much attention that more money 
appeared on used trading sites. You can enjoy a new gourmet 
life with a deep flavor with the addition of the products of the two 
brands that you have made with great care for a long time.

The meeting between SPA brand Zara and domestic fashion 
brand Arthur was such a major issue that it marked a milestone in 
the Korean fashion industry. The "AZ Collection," a collaboration 
between the two brands, means that the alphabet Arthur's "A" 
symbolizes the beginning, and the end and Zara's "Z" meets in 
the past and the future, repeating and expanding the beginning 
and end. As soon as the collection began to be released, it was 
quickly sold out in official online stores and offline stores and 
was traded at high prices in the secondhand trading market due 
to scarcity. Although there may be solid enthusiasts' support for 
the AZ collection's such hot interest, the fact that it is Zara's first 
collaboration with a domestic brand is also expected to have 
affected it.

Expansion of Music Experience

Lemon Seoul×Sounds Good 

Collaboration with brands that share the same category makes 
the brand experience richer. If you are looking for a variety 
of experiences beyond the category, let's pay attention to the 
meeting between Lemon Seoul, which collects retro electronic 
devices, and Sound Good, a record shop with focus on jazz and 
soul music. They conducted a collaboration under the theme 
of Come Out And Play. During the event, you can meet not 
only records but also retro gadgets from Lemon Seoul, such as 
cassette players, at the physical stores of Sounds Good offline. 
In commemoration of the collaboration, various goods were 
presented together, adding special sensibility to the artwork of 
illustrator Lee Heechan.
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Updates on Locality

D & Department Seoul×Saltrain 
The Value of Coming Together 

COS×Coco Capitan

For Indelible Memories at the Travel Desinations 

Stayfolio×Sennheiser
The Brand to Become 
a Beautiful Subject of Photography

Arkivepke×Hasisi Park 

Sometimes through collaboration, the value pursued by the 
brand can be solidified. Accommodation curation platform 
Stayfolio held an event with German sound brand Sennheiser 
to make memories at travel destinations more abundant. It 
provided a special moment by adding high-performance sound 
equipment to the place prepared for relaxation. They selected 
three spaces suitable for the promotion and placed sound 
devices suitable for each space. The listening environment 
optimized for listening to music and movies is well organized 
to enjoy “travel themed around sense of hearing." A new 
experience of meeting only in a space where you can focus 
on relaxation, which is in line with the meaning of the trip that 
Stayfolio intends to provide.

Collaboration with artists awakens the brand's colorful aspects. 
This is because the brand's sensibility interpreted from the 
perspective of the artist is another aspect. Archivepke held 
a photo exhibition called "Hasisi Park: Eventually, My Lovely 
Habits" to showcase the special edition "Exclusive Long Boots." 
The exhibition at the two-story archive Archivepke contains 
records of small and lovely habits that appear in an instant. It 
is also impressive that women wearing Archivepke products 
appear throughout the work, and that they are designed to 
experience the product as an extension of the exhibition.

D. Andy Part, a brand that aims for long-life design and focuses 
on "regionality," continues to collaborate steadily with brands 
that present good products using products born and raised in 
the region. The main character of this collaboration is Saltrain, 
which makes daily necessities using Topan salt from Sinan-

gun, Jeollanam-do. The exhibition of Salt Train in D&D Part 
Seoul informs the excellence of Topan salts produced in the 
tidal flats of Sinan, which were registered as UNESCO World 
Natural Heritage sites this year, and talks about the process of 
harvesting them in salt farms and making them daily necessities. 
In addition, in commemoration of the exhibition, D & Department 
and Saltrain introduced original products planned together to fill 
the collaboration between the two brands in depth.

Some brands promote meaningful campaigns with famous 
artists. With a minimalism-based design, a brand course with 
a solid fan base and a photographer Coco Capitan, who made 
her name known by exhibiting once in Korea, met and launched 
a special campaign. The collaboration was made to protect and 
support the human rights of LGBTQ people and was released 
as a collection of white T-shirts capsules using Coco Capitan's 
artistic handwriting. Through this, the course and Coco Capitan 
engraved their philosophy of gender identity, gender, and love 
on T-shirts to clarify their support for sexual minorities. It is 
said that the sales revenue of limited-edition T-shirts and Pride 
Edition tote bags they collaborated with will be donated in full to 
related charities.
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The golden age of collaboration has come. For instance, it is no longer a 
surprise to find a milling company designs padded parkas and produces 
bags of popcorns. Here are motivations behind collaborative projects 
becoming the majority of the trend, and tips for achievement and success. 

Key to Successful Collaboration 

When Your Boss Starts 
Talking about Collaboration 

10
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A Creativity Ignited by Counterfeits 
A few years ago, a series of advertisement caught public attention in Korea. It featured plain looking 
parkas that would have been found almost everywhere else, but what was peculiar of these winter jackets 
was that each had illustrations of polar bear, paired with the logo, “Gompyo,” the trademark of one of the 
oldest milling companies in Korea.

Clothing plastered with the logo of the Korean heritage brand was, indeed, made the advertisement 
evoked sense of both foreignness and deja-vu. It was such a pleasant surprise to find what had normally 
been found in kitchens and pantries on the back of winter jackets worn by models with style. But it was 
just the beginning. The heritage brand pushed ahead with its experiments in releasing new products, 
highlighting its brand logo, including toothpaste, popcorn, cosmetic products, dishwashing detergents, 
and even beers and Korean rice wine, makgeolli. And to everyone’s dismay, only a handful knows that this 
bold and ambitious experiments first started from counterfeits. One of the Korea-based clothing company 
began to print Gompyo brand logo on its T-shirts in 2017, without consent from the milling company. 
However, to everybody’s dismay, how the mother company, Daehan Flour responded to trademark piracy 
was brilliant and creative – the company reached out to the fashion label to propose running collaborative 
projects. For the heritage milling company, the crisis could turn out to be an opportunity to enhance 
awareness level. The opportunity that the company found by coincidence lead to collaborative projects 
for over the past three years, and the creative outcomes are still raking massive popularity. What has first 
started with counterfeits is now one of the key examples of collaborations in Korea. 

“If you want to do a collaboration that consume rs rave for, you 
would need to work on creating a fictional world with magnetism 
to invite customers into fandom.”



10
8

C
O

L
U

M
N

10
8

S
E
O
U
L

M
A

D
E Every person’s Watching Different YouTube Channels

It is an era in which so-called "taste" is diversifying. There are more than five hundred Korean YouTube 
channels with more than one million subscribers and five thousand five hundred Korean YouTube 
channels with more than ten thousand subscribers. Unlike the first-generation of YouTube creators, 
which were simply dominated by mukbang, games, beauty, and comedy channels, now is an era where 
large YouTubers appear in various fields such as science, art, knowledge, and financial technology. 
As time passed, channels that met people's subdivided needs and interests began to emerge. It is not 
uncommon for channels that started on a small scale to become hundreds of thousands of YouTubers. 
This is evidence that individual tastes are becoming fragmented. Everyone watches YouTube, but in 
the end, they watch other YouTube channels. Diversification and segmentation of tastes are not limited 
to YouTube. As COVID-19 increased telecommuting and increased activities at home, people listened 
to their inner voices differently than before. The number of people growing plants increased, and the 
number of people aiming for vegan increased. I spend time on my favorite content and spend money on 
my favorite brand. As I spent more time alone than meeting others, I had more time to think about "What 
should I do to be happy?" than "What do others like?" It was corporate marketers who faced a crisis 
as the contents, products, and services consumed by customers were subdivided and fragmented. 
As the impact of traditional media such as TV has already weakened and the impact of online and 
mobile media has increased, it has become difficult to create a "one-shot" that captivates customers. In 
addition, as the deepening fragmentation of personal taste accelerates, it has become more difficult to 
focus customers' attention with their brands. In an era when there are many places to play, do, and go, 
what is the way to make customers interested in our brand, play with our brand, and further consume 
our brand? Numerous collaborations may have started with this question.
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Fictional World - the New Perspective towards the World Set by Marvel 
Collaboration bears two key significant elements. One is the dictionary meaning, and the other is the 
meaning that consumers feel. First, according to the Korean dictionary, collaboration means “temporarily 
forming a team and working together to achieve a certain goal.” The main characteristics of collaboration 
are "constant goals," not unchanging goals, and "temporary teams," not eternal. However, in order to 
understand why collaboration is attracting attention, we need to focus more on the second meaning 
contained in collaboration. For the Millennials and Generation Z, collaboration is about building a fictional 
world - an expansion of the view towards the world. The word, fictional world is becoming more popular 
with the success of the Marvel Cinematic Universe series. The younger-aged generation is enthusiastic 
about the story development in which each hero has its own narrative, and the narrative is closely 
woven and arranged like a puzzle, not just the concept of characters gathering and killing villains. 
In consumption, the fictional world illustrate the value and orientation advocated by the brand. And 
consumers of young age decide whether to purchase based on the value of the brand. This may well 
explain the recent trend in consumption, “meaning out” has emerged among these young consumers to 
express their aspirations and values. 



Offering Necessary Help 
In order to expand the worldview through collaboration, questions such as “What is lacking in our 
fictional world?” and “Can the other worldview fill our shortcomings?” are needed.

Collaboration is taking place in various areas. Among them, the most active area is the fashion sector. 
Uniqlo, famous for its cheap and high-quality products, is also famous for its collaboration with world-

class designer brands such as Jill Sander and Alexander Wang. On the day the product is released in 
the store, a large crowd often lines up in front of the store to the extent that the boycotting of Japanese 
products is overshadowed. Recently, Spanish brand Zara has gained huge popularity by launching 
a collaboration product with Korean Arthur. Luxury brands boasting history and tradition also chose 
collaboration. Gucci is making various efforts to break away from the image of an old brand, one of 
which was a collaboration with Disney. Sneakers over 1 million won, T-shirts that cost hundreds of 
thousands of won, and Mickey Mouse characters were engraved in large pieces, and Mickey Mouse 
logos were also inserted into the millions of won Gucci bag.

The collaboration between Uniqlo and designer brands, Zara and Ader Error, Gucci and Disney is a 
good example of exchanging necessary images with each other. In other words, Gucci, who wants to 
break away from the old but even image, and Disney, who does not have a popular but high-end image, 
exchanged images that each other did not have. Uniqlo and designer brands also play complementary 
roles with each other. Arthur, a native brand that has low public awareness and lacks contact with 
customers, is also providing the results that each other needs, although it is leading the trend with less 
preferred Zara compared to competitive brands such as Uniqlo.
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About Kang Hyeokjin
Formerly a marketer for a credit card company, BC Card, Kang is serious about marketing, writing, and 
contents creation, and is currently running a media outlet for readers in their thirties, Monthly Thirties. 
This passionate contents creator is also an author of books titled, Theory of Differenciation in Marketing, 
I’m Living as a Marketer, and I Woke up and Found Myself Turned Thirty. 
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The Reasons Why People are Raving for Playfulness of MO BETTER WORKS 
In some cases, temporary collaboration is carried out like the dictionary meaning of collaboration, but 
there are also brands that are the center of collaboration. When the vision and mission they aim for 
are clearly standing, people who want to proceed with the collaboration will gather. A representative 
example of that is MO BETTER WORKS. MO BETTER WORKS is making products for working people 
under the slogan "A Little Joke for Free Workers." MO BETTER WORKS, a creative group created by 
designers and planners, has begun to create their worldviews one step at a time through YouTube. They 
created a character "Imitation" that best explains the brand MO BETTER WORKS, and made bags, hats, 
and T-shirts with phrases such as "As Slow As Possible" and "Small Work Big Money," which jokingly 
interpreted words used by working people. As a result, 1,000 visitors visited the offline pop-up store 
held in Seoul on Labor Day in 2020. As they continued to make efforts to express their worldview and 
showcase their results to the world, companies that wanted to collaborate with MO BETTER WORKS 
emerged. Companies such as Ottogi, New Balance, and Shinhan Card have collaborated with MO 
BETTER WORKS.

There are many brands that make pretty designs and create cool clothes. There are also many 
companies that do bigger and cooler businesses than MO BETTER WORKS. However, there are not 
as many brands with a firm worldview as MO BETTER WORKS. The secret to MO BETTER WORKS’ 
continued collaboration proposals from large and small brands and producing good results is that it 
has built its own firm worldview. MO BETTER WORKS does not neglect to clearly define what they are 
pursuing and inform many people of the process of building that worldview.

If you want a good collaboration, you must first clearly define the worldview of our brand. Only then 
can we know what the value is needed to create our worldview. Collaboration for meaningless and 
boring collaboration is bound to be shunned by consumers. However, collaboration between brands 
with a worldview that anyone can look forward to and wants to know more is loved. If you want to do 
a collaboration that consumers rave for, you would need to work on creating a fictional world with 
magnetism to invite customers into fandom. 
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The Epicenter 
of Collaboration 

Many based in Seoul are likely to agree that 
Eulji-ro is the epicenter of almost all kinds of 
collaboration one could imagine in the city. 
Since the 1970s when only few were familiar 
with the word, smaller-sized and independent 
workshops and factories were lining up on 
streets of the area and worked closely with 
one another. The owners of these workshops 
and factories in the unique district of Seoul are 
keeping their places open and seeking new 
ideas to unleash their creativity and potentials, 
sharing their skills with their peers. W
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Independent yet 
Collaborative – 
Eulji-ro   

GUIDE
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A Stroll Along Alleys of Eulji-ro 
Trotting along the street stretching from Euljiro 3-ga to Euljiro 4-ga, the scenery of 
workshops and hardware stores lining up is catching my eyes. Stores selling hardware, 
lightings, tiles, and furniture have flocked to the main streets, while smaller-sized factories 
have crammed in the back alleys. This is one of the key industrial districts in Korea, playing 
its pivotal roles in manufacturing and distribution for over three decades of time. Almost 
anything is available in this district, ranging from construction materials from steel and wood, 
and tools to everyday essentials including lightings and sawing machines that some half-
jokingly would tell you that you can even build a tank if you take a drawing to one of those 
workshops or stores in Eulji-ro. Undeniably, I could find literally everything I need to build 
anything in my mind, from start to finish.

Along the tool shop street between Cheonggyecheon Stream and Eulji-ro, five hundred-

odd shopping arcades specializing in tools are filling to the full that as you walk along the 
street, you will find yourself getting immersed in exploring unique items. And then between 
Euljiro 3-ga and Euljiro 4-ga, Daelim Arcade and Cheonggyeo Arcade are standing and 
more than two hundred lighting stores and over one hundred forty tiles and ceramic stores 
have settled in the surrounding areas. Agreeably, the vicinity would have opened the eyes 
of the store owners to collaboration – so much so that some store owners would rush to 
neighboring workshops or factories to make new ones. Perhaps during the heydays, it was 
no exaggeration to say that one would have been able to build anything in this district where 
masters of different areas were ready to work together, as well as individually. Indeed, Eulji-
ro has been “the center of cross-disciplinary collaboration.”  

Sewoon Arcade is one of the first multi-purpose high rise residential buildings in Korea. The 
arcade was built from the latest construction design idea back then, and its neighborhood 
was the epicenter of the up-to-date technology. Standing tall at the center of Seoul Sewoon 
Arcade would have been one of the landmarks of the city. The hipsters’ haven back in thirty 
years ago has emerged once again after 2010. The neighborhood that has been deemed 
as outdated for a while has gone through some makeover’s to attract trend-conscious 
customers that it is often referred to as “Hipji-ro” these days.
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The neighborhoods surrounding Sewoon Arcade and Eulji-ro are valuable for being 
the oldest light industry districts in downtown Seoul, and further, for having had many 
stories to tell from years of history. Seoul Metropolitan Government has recently pushed 
ahead with its urban regeneration projects to refurbish the neigborhood. Older-aged 
engineers and master technitians are dubbed as “makers,” receiving spotlights once 
again and young and creative talents are flocking to open their studios. But make no 
mistake, this area is not a hipster’s haven. Because Eulji-ro has been made with layers 
of stories and history that would not be explicable with a few simple words such as 
retro, industrial or vintage. In fact, it takes more than a few words and facts to explore 
every corner of this district. 

- An excerpt from The Neighborhood I Know, Eulji-ro that I Know by Urbanplay

With young and talented artists flocking to the older districts for more affordable places 
to rent, Eulji-ro has opened its second chapter of heyday, witnessing numerous cases 
of collaborations taking place. These days, it is easy to find a building with a tools shop 
on the first floor and an independent book shop on the second floor, or a café with 
unique interior design idea across the street from a factory. Attracting talents of different 
ages with different motivations, Eulji-ro began to see active communications and 
collaborations taking place. Artists have begun to actively tap on skills and talents of 
master engineers and technicians in Eulji-ro and thus, opened the floor for collaborative 
co-creation. Unique artworks have been created with materials available in Eulji-ro, 
sprinkled with skills of the seasoned masters with extensive experience. 

Waking along the factory street nearby Cheongyecheon Stream and the alleys of 
arcades in Eulji-ro, it occurred to me that I was passing by sceneries that I had never 
seen anywhere else in Seoul. Eulji-ro, in fact, was the district of master engineers 
and technicians who have been spending decades serving customers with their 
skills and products, while building the solid foundation for the manufacturing industry 
in Seoul since after the Korean War. And today, creative minds in their twenties and 
forties are transforming the neighborhood into an epicenter of art scenes and trending 
services and culture to stage all types of collaboration that one could imagine, among 
manufacturers, start-ups, and creative talents. Indeed, Seoul is adding new elements 
to make itself more diverse. A walk along the streets of Eulji-ro, in particular, would fill 
visitors with new ideas and inspirations for the future filled with excitement. With talents 
from different areas working closely together to fulfill their potentials, I am confident to 
tell that Seoul would evolve further as a city. 
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Those Who Seek to Work in Teams 

Marketer Jeong Hyeoyoon
Planner & Marketing Manager Jo Yoonjeong
Collaborator Na In 
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ESSAY

The pool of collaboration and partnership is 
expanding from personalities to brands and 
further, characters. Here are eye-opening 
stories behind the masterminds behind fun 
and exciting collaboration projects. 
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It was a year filled with various colors. I worked with various brands and was connected with many 
people during the year I spent as a freelance marketer, finally setting myself free from five-days-a 
week work life. Sometimes I'm asked if I'm lonely when I work alone. I do work by myself, but I'm not 
completely alone. I don't feel lonely because there are people who are loosely connected and work 
together separately. Ideas do not stop at thinking, but when they are implemented, they exert power. 
Since the brand is a "living organism," it takes several forces rather than alone to realize the idea. In a 
brand, the seed of idea germinates and blooms at the touch of many people. The project that showed 
this well was the pop-up exhibition "Ruby Mart" held at “Jeongeum Hardware" in Yeonhui-dong last 
fall.

Ruby is an eco-friendly brand that makes paper pots, and suggested me to run a brand SNS. 
Judging that continuous operation would be difficult, I proposed a new project in reverse. If I hold 
an exhibition offline, I will participate in planning and marketing and promote the project online. The 
CEO of Ruby entrusted me with the entire three-month marketing budget, saying it was a good idea. 
And within the budget, I was free to carry out my work. The concept was decided as soon as a word 
came out. It's "Plant Convenience Store." Since the concept was fun, numerous ideas came to mind. 
Ruby's product has an interesting point that you can make your own flowerpot by drawing yourself 
due to the nature of paper. It would be fun to collaborate with artists to make them paint in pots and 
display them. Jeongum Hardawre was a space that fits the concept very well because the signboard 
was also attached like an old hardware store. As soon as the space was decided, nine favorite artists 
were recruited. Writer Moon Ye-jin decorated the showroom in front of the artist in her 60s under the 
concept, and the white ruby pot was implemented in various forms of eight people and eight people 
in eight colors. It also recruited brands to sell together at plant convenience stores. ABSCENT, a 
brand that can express the "scent" of plants, and since "tea" came from plants, I added my favorite 
tea brands from Edition Denmark, blankets from Seelookwatch, magazine Achim , and publishing 
company Booknomad's plant-related books. So many people gathered to open Ruby Mart, a plant 
convenience store full of plants and art. What was the result?

Pursuing Loosely-knit Collaboration
Marketer Jeong Hyeoyoon

Ruby Mart, which was scheduled to run until the end of October, extended its pop-up until mid-

November due to favorable responses, and was introduced to various media, including online 
magazines and KBS news. It was also selected as an excellent case of government-supported 
projects. I was very proud of these achievements, but above all, I was most pleased that I connected 
my favorite brands and writers with the theme of my favorite plants and that all the people who worked 
enjoyed participating. That is, for me, it was a virtue agreement project and a project that could reveal 
my strengths well. What I did at Ruby Mart can be summarized in one word. 'Connection'. I connected 
several people under one idea. It connected artists and brands to the concept of a plant convenience 
store and connected them to other people by releasing them in space. It was an example that showed 
that when experts with clear respective fields gathered, various things could take place through 
connection, even if they did not always work together. As Yoko Ono told John Lennon, "A dream to 
dream alone is only a dream, but a dream to dream together becomes a reality.’

These days, I am thinking of running a community and newsletter "Side Project" of multi-talented 
people that I used to run personally with someone, not alone. My dream is growing, and I realized that 
I need "many forces" to go where I want to reach. Based on what I learned last year, I will try to flap my 
wings more vigorously next time, taking advantage of my ability to connect. And in the process, I want 
to help someone flapping their wings. What other people will be connected to and what will happen 
this year?
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He would have often faced a photo booth with "Four Cuts of 
Life" written on the street. Four Cuts of Life is a self-studio brand 
loved by the Millennials and Generation Z, a place where you 
can always remember today's pleasant and precious records 
and a space where you can keep various contents. Four Cuts of 
Life are currently working on various collaborations with various 
brands and characters, which began with Disney characters. 
The company launched a life four-cut frame using Disney 
characters every month and created a dedicated hall in the 
store to enjoy the characters' worldview. In addition, by applying 
beloved characters from a wide range of age groups to frames, 
the brand Four Cuts of Life allows them to collect various frame 
contents at the forefront of facing customers.

Seizing Every Moment
Planner & Marketing Manager 
Jo Yoonjeong

Since the collaboration with Disney, so many companies and 
brands have received about five to ten collaboration proposals 
a day. In addition, more inquiries have been coming in since 
the collaboration of Netflix's original content "Hellbound" and 
“Hellbound Four Cuts.” The collaboration work of Life Neckot 
focuses most on reflecting the needs of customers, and 
determines whether to work or not by reflecting several insights. 
The “Hellbound Four Cuts” collaboration mentioned earlier 
introduced a new technology that allows users to download not 
only photos but also videos in QR by adding moving effects 
along with newly developed frames. This gave a more visually 
interesting effect. Visitors to the Four Cuts of Life to record 
and remember today and to record memories with friends are 
expanding to various age groups such as friends, lovers, and 
family. As such, we plan to carry out fun and fun collaborations 
in the future to provide more enjoyable content. So, there should 
be many more to look forward to. 

I became a character licensing manager. It was an unfamiliar 
field for me to the extent that I knew the word "licensing" for 
the first time when I applied for a company. However, as I was 
working, I thought, "Can I work for this?" In addition to exposing 
characters to the outside world, the process of collaborating with 
companies in various categories such as food, clothing, and 
household goods was new day by day. He fell in love with this 
field by calling himself a collaborator. And now I run an account 
called "@all.of.collaboration" on Instagram

The first start of this account was for simple recording. I hope 
you collect news that you learned or learned personally while 
studying with your personal knowledge. I uploaded one by 
one on Instagram because I wanted to. There were more 
interesting collaborations going on in the world than I thought. 
Cute characters are worn on luxury brands, new sportswear 
collections are released inspired by the color of famous toy 
brands, and different characters meet to create a new worldview 
of IP. The endlessness that existed only in the imagination 
was realized under the collaboration. It was a world where 
possibilities did not remain only as possibilities. It's already 
been two years since I ran an account, and now I feel a 
sense of mission because people interested in marketing and 
collaboration are mainly following me. At the end of the year, this 
year's collaboration is also selected as a story voting function on 
Instagram. While running an account, you can see numbers such 
as reach, like, and save directly, so you can naturally learn what 
kind of collaboration people are interested in. For this reason, the 
biggest advantage is that they are aware of the essence of this 
field by encountering cases.

Anything You Imagine about 
Collaboration Will Become Reality
Collaborator Na In

In the past, collaboration often revolved around design. It was 
a method of attaching brand trademarks or character graphics 
as they are. But now, simple design use alone is less effective. 
We have to share the 'influence' with each other. Each brand 
has a different color. Food brands and clothing brands have 
different main areas of activity, some are specialized in the age 
groups between in their twenties and thirties, and others have 
high royalties in themselves. The essence of collaboration is to 
mix the strengths of each brand well and fill in what they don't 
have. In this respect, collaboration does not necessarily seem to 
be limited to the commercial sector. We also grow under various 
influences from various people and the world in our lives. There 
is no reason not to continue collecting the world of collaboration 
where imagination becomes a reality.
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You will always find a certain value from a calculation. For instance, when you add one to one, you 
will get two, while when you multiply two with one, you will get two. But any attempts for addition or 
multiplication among people is difficult to anticipate the outcomes. Being together makes any of us 
become one, but only few knows what could take place as we become “one.” In this sense, even 
though each one of us may have some limitations, it can be overcome when we become one. W
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PLAYLIST

The Outcome by “Us” 
Being Together 

The Playlist to Enjoy Together

BOOK

Flashing back upon the school years, one of the activities I can recall from 
sports day events at school was the three-legged race. Two students 
would pair up as a team, and a left leg of one person and a right leg of 
the other are tied to make it look like three legs to run a race. Because this 
takes some teamwork to race until the finish line, it was always the close 
partnership and teamwork, rather than speed, that made this somewhat 
tricky race possible. 

There are Misunderstandings between Us is a compilation of letters 
exchanged between two authors, Lee Sullah and medical practitioner 
and author, Namgung In. The letters exchanged between these two 
authors felt similar to this three-legged race. Because each of the author 
should be mindful of his or her partner, as well as him or herself. The two 
authors seems to be on different ends of the spectrum for many respects, 
including gender, age, and life and career paths, yet by exchanging 
letters, each of them would look back upon him or herself, take a closer 
look at the partner and then finally, become mindful of everything around. 
Honestly, if either one of the authors worked on a book on his or her own, 
it may have been much easier and efficient. Yet the two authors finished 
the book to pack message that would otherwise not have been shared 
unless the authors had someone to write to. 

There are Misunderstandings between Us
Lee Sullah, Namgung In | Munhak Dongne 



S
E
O
U
L

M
A

D
E

12
6

12
7

P
L

A
Y

L
IS

T

FILM

“[2x9HD] Koo Kyohwan x Lee Okseob” is a YouTube channel run by a 
movie director Lee Okseob and an actor and film maker Koo Kyohwan. 
These intimate partners and colleagues frequently upload their videos 
that they worked on as co-directros sometimes, and as a director and 
an actor some other times. The portfolio is made up of independent short 
films or advertisement directed by these co-creators themselves. Each 
piece may differ in theme or composition, but they are all part of the 
unique category called “Lee Okseob and Koo Kyohwan.”

In fact each video clip runs for less than ten minutes, yet seems somewhat 
unfinished and offers limited explanation on background that it may be 
a challenge to follow at first. But for inexplicable magnetism, most fans 
find the video clips riveting. Perhaps the intention of this creative duo is 
to invite viewers and fans into active participation to fill the gaps that they 
may find from the creative outcomes. Indeed, quite unlike mathematical 
formulae, co-creation between these brilliant minds and talents is 
synonym to unexplored variables with infinity in potential. 

[2x9HD] Koo Kyohwan × Lee Okseob
Koo Kyohwan, Lee Okseob

MUSIC

These siblings duo were doing more than good enough in their own 
universe, yet spread their arms wide open to their guests this time for 
the album, “NEXT EPISODE” This album has invited a variety of artists 
for collaboration, including Lee Seonhee, IU, ZionT, Beenzeeno, Choi 
Jeonghoon from Zannabi, Crush and Sam Kim. Undeniably, their voices 
added novelty to the universe that the siblings had built throughout 
the time to harmonize well with the characters and distinctive features 
of artists duo. To be clear that it is a cross-over of different styles and 
universes, AKMU refrained from the word, featuring, to incline to “with” 
and thus, indicate that all the tracks are the outcomes of close co-

creation. Though each of seven tracks seems to tell different story, the 
entire album, in fact, delivers the same message – any one of us can 
reach our dream destination, so long as we keep press ahead with our 
inner strengths and solidarity throughout the journey, despite challenges 
and difficulties. No matter what the circumstances, the album stresses 
that your innerself can be free. And the world that these artists dream of 
are illustrated in this album. 

NEXT EPISODE
AKMU
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Where to Meet SEOUL MADE

Ready To Wellness is a friendly guide with style 
to healthy food and wellness. Undeniably, the 
place has secured its fandom among those who 
seek sustainability in life. A conversation with the 
CEO, Baek Eunyeong opens the floor for many to 
look back upon what makes “wellness” possible. 

Ready to Wellness 

PLACE
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A. 4F, Toegye-ro 346, Jung-gu, Seoul
H. readytowellness.com
T. 02 749 0309
O. Winter Season 12:00 – 18:00, Summer Season 11:00 – 19:00,
 Cloased on Mondays   

It is such a pleasure to meet you in person. Please introduce 
“Ready To Wellness.” 
Ready To Wellness aspires to offer inspiration for healthy lifestyle. 
Not only mental and physical health, the team is conscious 
about environmental and social impact, and thus, creates culture 
surrounding wellness, with aspiration for ethical and sustainable 
luxury. 

The building is beautiful, both in and outside. 
Thank you for the compliment. To be honest with you, I did 
not start with any clear idea for interior design. But with all of 
my favorite vintage furniture and sofa and fabrics that I had 
designed myself, the place has happened to be what it looks like 
today. 

Ready To Wellness serves customers with a variety of items 
from numerous brands. For the readers of the magazine, what 
could be your recommendation? 
If I should pick one, I’d like to recommend “Reusable Bag” 
from Ready To Wellness. For your information, the recent global 
warming depleted almost 40% of the glaciers in Himalaya, but 
if you start using our bags, you can reduce use of plastics and 
reverse the trend. The team has designed the product with 
wishes that customers can start with small things for changes. 

How would you want Ready To Wellness remembered to your 
customers? 
I wish our customers remember Ready To Wellness as a 
sustainable brand that herald in establishing culture surrounding 
wellness with style. In addition, I hope that the brand could be 
inspiring and motivating for many in finding healthy lifestyle, as a 
channel for active communication and community. 

Ready To Wellness offers Mini Book to experience some of the 
contents from SEOUL MADE. 
I did read some of Mini Book and felt that anyone with curiosity 
and open mind should have a read through the magazine, as 
it is packed with in-depth coverage and stories of Seoul. With 
sense of community and responsibility as members of “Seoul 
community,” we should be supportive of one another, just like 
the interviewees of the magazines. 

INTERVIEW

Ready To Wellness
CEO Baek Eunyeong

Last but not least, what is Seoul to you?
Seoul is where Ready To Wellness has started and is deeply 
rooted in. The city is where Ready To Wellness has made its first 
start with experiments to thus pioneer in introducing new culture 
of wellness. 
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OFFLINE STORE
Kyobo Book Centre

Youngpoong Bookstore
Arc & Book Shinchon Store

Arc & Book Jamsil Store
Arc & Book Itaewon Store

Uhjjudah Promenade 
The Magazine Club 

Cafe Skon
Dongyang Bookstore

Bookstore Donga
Moonwoodang Bookshop

ONLINE STORE
Kyobo Book Centre kyobobook.co.kr 

Youngpoong Bookstore ypbooks.co.kr
Interpark interpark.com 

Aladin aladin.co.kr 
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

BrownHands
Guro Ditigal Complex Store, Dogok Store, Suweon Store, 

Beakje Store, Gaehang-ro Store, Masan Store, Gwangbok 
Store, Lotte Premium Outlet Dong-Busan Store 

Yeonnambangagan 
Yeongnam Main Store, Seoul Station Store 

Peace Piece
Janggi Store, Jeongbalsan Store, Unjeong Store

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

Yeonnamjang
Yeonghui-ro 5 gil 22, Seodaemun-gu, Seoul

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

Café Skon
Seongmisan-ro 172, Mapo-gu, Seoul

mk2
Jahamun-ro 10 gil 17, Jongno-gu, Seoul

fyi 
Yeoksam-ro 180, Gangnam-gu, Seoul

BOOK STORE

Arc & Book Itaewon Store
B1, Itaewon-dong 22-76, Yongsan-gu, Seoul 

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

Sunshine Book Store
1F Jeongneung-ro 346, Seongbuk-gu, Seoul 

Broccoli Soop
2F, Hwaseomun-ro 32 beon-gil 21-10, Paldal-gu, 

Suwon-si, Gyeonggi-do

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

ready to wellness
4F, Toegye-ro 2 gil 9-8, Jung-gu, Seoul

B-Side Ground
Yongji-ro 136, Gangneung, Gangwon-do

Der Batate
B1F, Seongsui-ro 88, Seongdong-gu, Seoul 
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