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Advertise | tree planet

Whereas many are raising voices that we 

all need greenery, only few knows how to 

grow and keep. And moreover, there are 

only a handful of available means to tap 

onto. A start-up, “treeplanet” first started 

materializing its ideas by engaging with 

participants through the medium of games 

themed around tree planting, and further 

expanded to crowdsourcing activities for 

building forests with creative themes, 

including celebrities, remembering loved 

ones who passed away, and classes. 

The start-up has recently showcased 

its creativity to ease customers into life 

blessed with greenery, running business 

projects to help customers “adopt” plants. 

In parallel, “treeplanet” has capitalized 

on its patented technology to adjust and 

control watering and introduced pots with 

bo�om watering system. With an ambitious 

goal of planting one hundred million trees 

around the world, this greenery start-up 

carries on its journey and shares its stories 

on its website. 

H. treepla.net
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SEOUL MADE carefully observes Seoul-based businesses and 

brands, and shares ideas and stories behind how brands are 

built and consumed. Along with wonderful stories, the magazine 

features branding and marketing trends that catch the eyes of 

masterminds behind Seoul-based brands. 
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Phasing into the era of “endemic,” cautious measures of “social 

distancing” are giving way to “getting back to normal” in many 

corners of the society. Throughout the past two years, the 

pandemic has made “virtual communication” the new norm, and 

new lifestyle introduced during the time has become the byword 

of “efficiency.” Paradoxically, however, the experience for these 

past years offered lessons for many that humans are born to 

be social – almost none can survive by oneself. Moving on to 

bring everything back to normal, it is now time for many to ask a 

question – how should we embrace one another and live together 

in harmony? Spanning from business ideas themed around 

companion animals, co-working spaces, to system to encourage 

employment of underprivileged, SEOUL MADE features brands 

that herald in establishing culture promoting understanding, 

tolerance, and care. These featured brands, indeed, are playing 

their parts in bringing changes to the society. 

Culture Surrounding Coexistence 
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“Companion” has become one of the descriptive words to best illustrates the recent 
trend. “Partnership” and “friendship” can be some of the similar words to think of. Here 
is an encyclopedic list of keywords themed around coexistence, tolerance, and respect 
for different values in life. 

KEYWORD

Keywords From 
The Brands Delivering 
Messages About 
Co-existence 
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A hybrid of two words, “conscious” and “life,” 

this set of new words illustrates recent trend in 

Seoul where the millennials and Generation Z are 

listening to voices from their inner conscious. The 

consumption of ethic and eco-friendly products 

– spanning from material selection to production 

phase – clearly hint at what these younger-aged 

groups are keen on these days. 

Conscious Life

The island in Shikoku area in Japan, Naoshima 

has long been associated with art scenes after 

seeing abandoned houses second lives, hosting 

series of art projects. And since then, “Art House 

Project” began to receive spotlights. The island 

in Japan once saw massive exodus of residents 

due to pollution and industrial wastes, but 

transformed into one of the most popular tourist 

destinations after running the regeneration 

project in 1989 for make-over of empty houses 

into modern art museums. The project made 

the remote island into the most popular art-

themed tour destination with a vast collection of 

art works, including pumpkin-shaped installation 

by Kusama Yayoi, as well as architecture of the 

architect, Tadao Ando. 

Art House Project 

Evolving from co-working spaces or shared 

offices, these smaller-sized offices are run in 

multiple locations to function as hubs. This novel 

type of office is increasingly being welcomed 

by businesses that actively communicates 

with customers. Quite fascinatingly, start-ups 

and tech companies are turning to the idea of 

running hub offices to attract talents and ensure 

competitive edge. 

Base Office (Hub Office) 

Deskterior is a portmanteau of “desk” and 
“interior” and refers to the recent trend in 

Seoul – growing attention among consumers 

to decorating their desks to their tastes and 

preferences. Spending longer hours at home for 

safety and remote working, furniture companies 

have seen sales grow by more than 30% 

compared with the previous year. In line with the 

recent trend shift, cases of application for design 

patents of home furniture products are sliding 

up. 

Deskterior

This refers to a city where a system is streamlined 

to enable co-existence between humans and 

nature. This type of city is filled with forests in 

multiple locations, and seeks to preserve local 

ecosystem that has long been established. Some 

of the notable examples are BedZed in England 

and North Kyushu area in Japan. 

Ecological Polis
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This popular destination for vacation in Korea has 

been welcoming more than one million visitors 

every month, as larger mass of tourists turned 

to the island in the wake of travel restrictions. To 

be relevant with the recent trend, Korean brands 

including Samdasoo and Innisfree tapped on 
“Jeju” as the key resource of branding of local 

branding, themed around eco-friendliness. 

As Jeju International Airport is reopening 

international flights in two years, the island is 

anticipated to attract more international visitors, 

as well as visitors from home. 

Jeju Island 

This is part of the recent trend in the business 

sector to introduce programs to help employees 

take care of their mental health and thus, 

relieve stress and keep themselves motivated 

at work. What was formerly one of the in-

house meditation programs in Google, “Search 

Your Innerself” span off in 2012 to run as an 

independent non-profit organization with focus 

on education, and score of global businesses 

are expanding their training programs to boost 

morale of their staff members. In parallel, items 

such as incense sticks and diffusers that are 

known to be helpful for relieving stress and 

relaxing are gaining popularity. 

Inner Peace 

Staying at home, many more have turned to 

greenery either for interior design or air cleaning. 

Along with the recent attention to greenery for 

mindfulness, gardening items, including pots, 

seedlings, and watering cans are seeing boost of 

sales. 

Gardening

This refers to a food stall in truck selling street 

food. Because the business model does not 

need physical spaces to rent, it takes smaller 

sum of investment. Companies are turning to 

food truck owners these days to serve their 

employees with coffee and food menus as part 

of the perks, as well as to promote their business 

and products. Some fans are hiring food trucks 

to cheer their favorite celebrities with beverages 

and food menus. 

Food Truck

F This best reflects the recent trend in ensuring 

flexibility in choosing between physical office 

spaces and space for remote working. With the 

outbreak of COVID-19 triggering the spread of 

working in digital technology and virtual spaces 

at work, growing number of companies are opting 

for flexibility in work hours and locations so that 

their employees have more choices.

Hybrid Work

K
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This is devised to measure ability of an 

individual to live with others. The quotient is 

gaining significance in the time when horizontal 

network is spreading across the society today. 

The higher the score, the more likely it is for 

an individual to have decent interpersonal and 

communications skills that Network Quotient is 

worth paying attention to for business leaders 

or professionals seeking success in career.  

Network Quotient

An abbreviation of “Lifestyle Of Health 

And Sustainabiility,” LOHAS emphasizes 

a balance between wellness of individuals 

and environment-friendliness. This can be 

considered as a step further from purchasing 

green products for wellness. Those in pursuit 

of this holistic lifestyle are conscious to mental 

health, as well as physical health that they pay 

close attention to topics such as organic food, 

recycling, fair trade, and eco-friendly tour. 

LOHAS

The recent trend surrounding food and drinks 

in Korea often revolves around old fashioned or 

old school menus that older aged generations 

would have look for - so much so that a new 

portmanteau, halmaennial (할매니얼: halmoni 할머니 

meaning grandmother in Korean + millennial) has been 
“in” these days. The popularity is coinciding with 

preference for healthier food that the entire food 

sector is diving in to showcase modern updates 

of classic menus, including kkwabegi (꽈배기: twisted 

donuts), yakgwa (약과: fried rice cake coated with sweet 

syrup) and misutgaru (미숫가루: refreshing beverage 

made with a blend of multi-grains), and creative 

interpretation of local food ingredients such as 

black sesame and oats. McDonals, for instance, 

introduced “McShaker Fry - Honey Butter 

Injeolmi” as part of highlighting tastes of Korea. 

K-Food

K

P
Pet Plant
This has been newly coined from those who find 

peace of mind from greenery, similar to those 

who spend time with companion animals. For air 

cleaning and stress–relieving effects, growing 

number of people in Korea are choosing greenery 

these days. 

This reflects the recent trend among younger-

aged generations in Korea being less hesitant 

to open up their choice for what are meaningful 

to them. These young and conscious groups are 

increasingly expressing their values and beliefs 

by purchasing products or services when they 

see that the mission statements are relevant.  

Meaning Out 

A hybrid between “online” and “contact,” this 

illustrates the recent move among the larger 

majority of people in Korea to keep themselves 

virtually connected, despite accessing 

remotely. 

Ontact 
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This is an emerging lifestyle in Korea, splitting time 

between cities and rural areas to enjoy benefits 

from both areas. This has gathered attention 

to resolve issues from city life that is often 

associated with high cost of living and dreariness. 

Rustic Life

This is a pass designed by IATA to certify 

vaccination in digital format, with information 

including date and type of vaccination, and results 

of examination and screening tests. Relevant 

certification after vaccination will exempt travelers 

from application for separate travel passes, 

reservation of flight to VTL (vaccinated travel lane), 

and travel insurance against COVID-19, as well as 

COVID-19 testing. Beta version has been released 

after the first introduction in November last year. 

Travel Pass

This is an English translation from an Italian 

word, Cittaslow, meaning a city to enjoy free and 

easy lifestyle and bountifulness. This has risen 

above the surface in the wake of an international 

movement to pursue “slower-paced life,” 

protecting nature and tradition and leading life 

surrounded by nature. 

Slow City 

U
Untact is a newly coined word in Korea meaning 

contact-free, as an antonym to contact. Services 

requiring almost no in-person communication, 

such as ordering from Kiosks in stores, have 

spread across the society with the outbreak of 

the infection disease for the past couple of years. 

The new type of service can easily be found in fast 

food restaurants, convenient stores, and grocery 

chains. 

Contact-free Service

QR code is known to be capable of containing 

larger volume of information than bar codes. 

Reading cross-striped code with smart devices, 

anyone can access necessary information. 

The novel type of code has been useful for 

businesses for sales promotion and marketing.

QR Code 
A combination of two words, video and blog, 

this novel form of archiving invites anyone into 

sharing any moments in video format, instead 

of text or photo images. Introduction of video 

platforms, including YouTube and TIkTok opened 

the floor for platforms and contents to become 

windows of communication. 

V-log
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Workation is a hybrid word between work and 

vacation, and is a newly introduced working 

system that invite workers to take care of their 

business, while enjoying vacation in destinations 

of their choice. This hybrid form of work has 

gained popularity as remote working and working 

from home became widespread. In line with 

the recent trend, local governments are turning 

to relevant resources to promote their local 

communities as attractive destinations. 

Workation 

This new word best illustrates Generation X who 

show little hesitation in sharing lifestyle with their 

teenaged children. Having spent their adolescent 

years with more economic abundance, this age 

group tend to look for products and services that 

are value for money, striking an ideal balance 

between price and quality. 

X-Teen Generation

While “Y” is for year, “K” is for kilo, meaning 

thousand. Hence Y2K stands for Year 2000. Y2K 

was once a buzz word in Korea before entering 

into the New Millennia, referring to an error from 

computers mistakenly reading 2000 as 1900, 

due to the nature of focusing only two digits of 

numbers and a variety of failure resulted such 

error before the end of a century. These days, 

contents and products themed around Y2K is 

receiving attention once again. Products such 

as Pokemon Bread and social media services, 

including Cyworld are being at the center of 

attention as the Millennials are reliving their 

younger years through them, while younger-aged 

groups are intrigued by things that they’ve never 

seen before.

Y2K

Z
Zero Trust
Zero trust is a cyber security model with a 

premise that there is nothing to trust. This idea 

sets by default that anyone – even insiders 

accessing internal network – is required to go 

through authentication. With spread of remote 

working, security has become all the more 

essential in business activities and this security 

model is being hailed for the effectiveness.
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Issue No. 26 of SEOUL MADE shares a variety of ideas surrounding co-existence. 
Root Impact, for instance, opened a co-working space, “Heyground” to host social 
ventures, while Jikbang has recently kicked off its virtual co-working space to 
offer working space that overcome many challenges from the reality. Undeniably, 
companionship – one of the most commonly-sought measures of coexistence – 
has become part of the mainstream and been leading the trend in multiple sectors. 
This section delves into the present and outlook of the trending keyword among 
scores of businesses and industries “coexistence.” 

Move

LOOK

Root Impact 

ISSUE

Jikbang Metapolis 

COLUMN
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Social ventures seek to be creative in effectively solving social 
problems and are now familiar to many these days. So much 
so that experts and professionals stress that now is the time 
to realize values and visions and make impacts on society 
and environment, as public awareness level being improved 
and environment for related activities being matured. 

LOOK

Pursuit Of 
Co-existence For 
Changes – Home 

For Social Ventures 
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Root Impact is a non-profit organization with its ten years of 

experience. With its own definition of “change-maker” to refer to 

those who seek changes with keen interest in social problems, 

Root Impact builds infrastructure in both tangible and non-tangible 

forms in Seongsu-dong, Seoul to foster growth of those heralding 

impactful changes. The change-makers are, in fact, spans across 

wider spectrum of business activities and areas than “social ventures,” 

as it openly welcomes anyone to take part in social changes. Hence 

change-makers can include those who professional service, including 

legal and accounting, pro bono, consumers who make purchase 

decision for eco-friendly products and services to make the world a 

better place, and social entrepreneurs. 

Run by the hub of social pioneers, Heyground is a shared-office, with 

a community of social ventures and entrepreneurs that seek social 

impacts. With the first location in Seongsu-dong opening in 2017 as 

a start, Heyground opened its second location within the vicinity of 

Seoul Forest in 2019. Heyground is currently hosting one hundred 

ten companies, with one thousand one hundred staff members, with 

seventy-five company in the first location and thirty nine companies 

in the second location, respectively. Compared with 2017, the former 

has seen 322% growth in the number of companies, while the latter, 

187% growth. Root Impact clarifies that companies show satisfaction 

that occupancy rate of Heyground reaches 97%, and percentage of 

agreement being renewed hits 83% mark.

©Root Impact 

©Root Impact 

Heyground has been designed from the very start, working closely 

with potential partners that could eventually be part of its community. 

So-called, “ground-building process” invited two dozen companies to 

actively play their part. Leaders of these businesses met up regularly 

for two years to make important decision on diverse issues, including 

design of working spaces to community policies. As a result, every 

corner of Heyground is filled with thoughts and ideas of those who 

are active in the fields. For instance, the restrooms have separate 

spaces for tooth brushing to ensure privacy. In addition, Heyground 

is a hallmark of “barrier-free design” to embrace underprivileged, as 

well as the vast majority of the members of the society. Restrooms 

for those with disabilities are available in every floor, and a lounge for 

female members on the sixth floor of the Seongsu location is open 

for lactation, as well as for refreshment. As for Seoul Forest location, 

companion animal-friendly meeting rooms and restrooms are available 

for members who bring their companion animals to work.

Quite unlike other co-working spaces, any company seeking to be part 

of the Heyground community is required to undergo internal screening 

and interview process, stressing on social impacts and changes. Made 

up with five different steps, the process is designed to ask questions 

to potential members and learn about positive impacts from and 

specific measures to take for business activities. Depending on 

results of the process, Heyground offers benefits, including discounts 

of rent. Moreover, after signing contracts, companies benefit from 

opportunities for learning and training in a variety of essential 

business-related topics, including law, accounting, and human 

resource management. 

Indeed, Heyground has played its part in transforming Seongsu-dong 

a hub of social ventures, offering places for social entrepreneurs. 

This interview with eleven managers of Heyground shares fascinating 

stories and delves into the past and present of the change-makers. 

Change–makers 
To Bring Social 
Impacts

Co-working Space 
For Diversity 
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Please tell us more about what Root Impact and Heyground do.

Root Impact was first established in 2012 to support change-makers – 

the businesses that seek social impacts, with keen interest in social and 

environmental issues and relevant solutions. And we are here to give 

support with both tangible and intangible infrastructure and make social 

changes possible. Heyground is designed to be a physical space, hosting 

teams and companies that seek social impacts, building communities 

to bring about changes. This year marks the tenth anniversary for Root 

Impact, and the fifth year for Heyground.

“Change-maker” seems to be the keyword to understand the essence 

of Root Impact and Heyground.

Change-maker, in and of itself, means those who make changes. And 

the changes we seek are driven by intention and willingness to solve 

environmental and social problems. And businesses pursuing social 

impacts are making changes possible through the medium of business 

activities. These businesses can be as diverse as social ventures and non-

profit organizations, for instance. In short, change-makers refer to leading 

minds behind formulation of social and environmental values to make the 

world a better place. 

Could you tell us more about tangible and intangible infrastructure 

that Root Impact is building? 

Tangible infrastructure is mostly built around Heyground, the hub of over 

one hundred businesses. We are running day care center, in parallel, so 

that the staff members of the companies faces little challenges from 

child care and focus more on their businesses. Heyground runs training 

programs as well. The platform, “Impact Campus” is one of the notable 

examples of intangible infrastructure. This is designed to connect talents 

so that they could unleash and fulfill their potentials in the ecosystem and 

pave their career path with their unparalleled problem-solving ability. In 

addition, we are running “Hey Leaders” – a training program for leaders of 

social ventures and social entrepreneurs. 

We’re having an interview here in “Heyground Seongsu,” where 

Heyground first started. And Heyground Seoul Forest is located nearby 

this place. 

Since Root Impact first started its activities, we all thought businesses 

would generate synergy if they could be together both physically and 

mentally, and drove ourselves to find adequate locations. The members 

toured around many areas, including Sillim-dong, Hyehwa-dong, and 

Moonrae-dong. But we looked for areas with decent accessibility, with 

only few to associate with. Hyehwa-dong or Sillim-dong, on the other 

INTERVIEW

Root Impact
Heyground Team 
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hand, did not make the short list for us because these unique areas were 

relatable with certain topics. Seongsu-dong back then, in stark contrast, 

was hollowing out due to redevelopment projects of light industrial zones 

that slowly pushed factories out. And finding a few vacant spaces, we felt 

that we could fill in with fresh and young energy. That’s how we came to 

open the places in Seongsu-dong area. 

Seongsu-dong has gone through transformation for the past years. 

Could you tell us more about what Seongsu-dong in the past? 

We opened our first location in 2017. But we have to be honest that 

social ventures flocked to areas nearby Seoul Forest neighborhood since 

2014. Seeing the small community of social entrepreneurs back then, we 

could see a glimpse of hope that we could build a bigger community and 

potential of solidary of a team built up by players sharing similar goals. 

We can recall that Seongsu-dong began to receive spotlight around 2016, 

when the neighborhood attracted younger-aged visitors and unique pop-

up stores in a variety of formats. Seongsu-dong is now forming a cluster 

of social ventures, with Crevisse Partners and Impact Square, as well as 

Heyground playing pivotal roles. For your information, Seongsu-dong and 

Bulgwang-dong are forming clusters of social ventures. 

What sets Heyground apart from other co-working spaces?

We’ve got a lot to talk about, but above all, it’s the people. Heyground 

requires screening and interview process to find out what social problems 

a social venture or entrepreneur seeks to solve and how, and what 

measures and strategies are to be taken to make bigger impacts. We 

ask questions to view from different angles before making the final 

decision for signing agreement. The members of the community, thus, 

build bondage and solidarity, based on pride. 

Those intangible assets and values are driving energy for 

Heyground.

That’s true. Each member focuses on different social problems, yet 

they share a common goal as change-makers that members feel 

safe in the community. The ethos and policies are deftly reflected in 

every corner of Heyground, setting itself apart from other co-working 

spaces. 

Could you tell us more about the company culture of Heyground?

We seek diversity. We are open to any organizations or individuals 

looking to solve social problems. To be in line with the pursuit, we 

are making our best possible efforts in establishing the culture in all 

corners of our work environment. As mentioned earlier, barrier free 

design and companion animal-friendly spaces are part of the policy 

revolving around diversity. 

What are the changes you have faced when you started coming to 

work with your companion animals?

I have experienced a lot of changes, but one notable change is that 

I see more people volunteering to be foster guardian for abandoned 

dogs. Many of them would have hesitated, because they were 

concerned that they could spend little time with the canine friends. But 

after since they learned they could bring companion animals to work, 

they were able to take a bolder step. This has been unforgettable, 

because the policy indirectly solved social problems. 

Businesses sharing similar goals could create synergy, if they could 

get together. 

Businesses can create synergy for sharing similarities, while they could 

for being different. We saw a case of merger and acquisition between 

Marcoroho, a business selling crafts made by senior craftspersons, 

and Craftlink, a business hiring underprivileged to sell make and 

handcrafted items. We can talk about a case of collaboration between 

Dongubat, a business hiring those with development disabilities and 

a café, Lowkey located on the first floor of Heyground for running a 

campaign and selling products on Day of People with Disabilities. 

Despite different in business models or formats, these businesses 

could have made synergy because they shared similar goals of making 

social impacts.
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What could be the key elements for collaboration and co-existence to 

create such positive synergy? 

Belief that any person next to you is making the world a better place in his 

or her own way. This set of belief makes you stay in the community and 

co-exist, based on trust for others. 

From Heyground’s point of view, what is the ideal form of co-existence? 

Changes will not be possible without co-existence. Because it is 

quintessential for any changes you seek. Social and environmental 

problems today are overwhelmingly serious, with too many factors 

intertwined with one another in complexity. For instance, climate change 

cannot be resolved by a single company or an individual taking initiatives 

– it takes approaches from multiple angles. And we believe that an 

ideal type of co-existence will be possible when players with diversity of 

approaches share the same goals for problem solving and build solidarity 

to work closely together. 

Could you tell us more about community programs?

We have been running a tea time program called “Gomin Dabang“ to share 

their thoughts and concerns about their work and seek useful advises and 

tips. Each member is expected to bring their own topics of their concern 

to share peer members in the same positions or of the same roles and 

responsibilities to talk over a few cups of tea. Whereas you are likely to 

have few to talk to in a smaller team, you can relate yourself to and gain 

insights and tips from your peers from different teams and sectors. 

The pandemic for the past two years would have been disruptive and 

transformative to Heyground. 

Absolutely. For the past two years, we have seen demand growing for 

private and personal spaces, as well as infrastructure for virtual meetings. 

We have offered spaces that individual members could relax in privacy by 

remodeling Heyground to meet demand, and expanded infrastructure, 

opening studios for creating online contents and offering useful tools and 

equipment for rent and use. 

You mentioned that this year would mark the tenth anniversary 

for Root Impact, and the fifth year for Heyground. What is the key 

difference between the past and the present?

Social ventures and entrepreneurs seeking social impacts may still be 

small in size and sales, but the numbers are growing these days. That’s 

the difference. Compared with the past when only a handful made 

presence, the neighborhood is nicknamed “Social Venture Valley” these 

days, attracting between four hundred and five hundred businesses. 

The area welcomes the president of the country in 2017, and is gathering 

attention from both public and private sectors. After spending five years 

making presence, the scope for social ventures and businesses has 

expanded further. We are grateful that we can play our parts in driving 

changes.

Could you tell us about some memorable moments for the past five 

years?

As mentioned earlier, the president’s visit was one of the biggest events 

for us (laugh). The term “social venture” appeared for the first time in the 

documents in the public agencies around that time. This was significant 

because the Presidential Committee on Jobs began discussion on social 

ventures and related jobs began here in Heyground. Most of all, we feel 

enormous sense of accomplishment when we receive feedback from 
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our community members saying, “Heyground is not like any other co-

working spaces.” 

Please tell us more about why the members felt Heyground was 

unlike other co-working spaces.

The members tried to tell us that they could see our vision and pursuit 

from services and communication process, as well as from physical 

spaces. For us, this was one of the best feedback we could ask for. 

Let’s talk about potential of social ventures in Korea and what they 

should be after. 

This could sound dampening to a lot of us, but the problems are 

cropping up in so many corners of the society these days, with 

more gravity. And we feel that now is the best timing to start and try 

anything. But you need to take approaches from multiple angles. For-

profit businesses make up 90% of the Heyground community, while 

non-profit organizations make up the rest of 10%. And we hope to see 

more non-profits organizations grow, because these organizations can 

solve so many of problems. And there are rooms for these non-profit 

organizations to unleash their potential. We are preparing programs to 

help these non-profit organizations. 

Please tell us about what could be ahead of Root Impact and 

Heyground.

Now is the best time for you to start social ventures. With awareness 

level enhanced, conditions and environment surrounding social 

ventures have improved and aspiring entrepreneurs can find more 

opportunities. And growing number of talents are looking for career 

opportunities from social ventures as well. But we are still skeptical 

whether social ventures are able to find matching talents – there are 

still rooms for improvement. We will continue our efforts in building 

communities for social ventures and talents to help them connected 

with one another and establish networks. 



How To Be Together 
Despite Distances 

Jikbang looked for safe and effective tools and spaces for work to 
weather the storm in the midst of the pandemic, and came to introduce 
its metaverse workspace, “Metapolis.” Each person can find his or her 
space inside the virtual building in Metapolis, “Proptech Tower” that no 
matter how far apart physically, the metaverse workspace keep the staff 
members connected. Jikbang sees all of its teams work closely with 
one another and so that no one is left behind in the wake of disruptive 
changes. Agreeably, it does not take physical spaces for Jikbang to have 
all the members of its organization together, because this company 
with creative ideas know what it means to be together and how. 
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yourselves.

Kim Taegil I’m happy to meet you, too. I’m Kim Taegil, 

the leader of Corporate Culture Team for Jikbang. The 

team formulates policies for the way we work and offer 

guidelines for members of the organization to help 

them understand better.

Kim Jaeeun I’m Kim Jaeeun, and I’m leading Metapolis 

Origin Team. I’m taking care of activities related with 

Metapolis, the virtual office space. 

Jikbang is widely known for its real estate service, 

but it is touching on wider range of areas. 

Kim Taegil Jikbang is widely known for a platform to 

find necessary information for house hunting, but in 

fact, it is a platform that offers services to provide all 

necessary information you need in your everyday life. 

For instance, you can find two tabs that reads “Real 

Estate” and “My Home” – the former curates what you 

may want to know about lease, sales, and sale in lots, 

while the latter gives access to services related with 

maintenance and refurbishment of your home. 

The service revolves around related services for 

physical spaces. 

Kim Taegil That’s correct. In fact, Jikbang is a proptech 

company.* We add technical elements to almost 

all physical spaces where you spend your time and 

enhance convenience in use. Jikbang is basically 

touching on all experience in physical spaces that you 

can think of.

Jikbang has now expanded to what is invisible. Please 

tell us more about “Metapolis.” 

Kim Jaeeun Metapolis is a run by Jikbang and is a 

virtual workroom to replace the physical space. You 

can access the website or the app from anywhere to 

get your work done. Jikbang has recently got rid of all 

physical office spaces and steer all the staff members 

into working in the virtual office. Once you are inside 

the thirty-story virtual building, you find avatars 

sporting in a variety of fashion style sitting at desks for 

work. 

This sound novel and in a sense, less than familiar. Is 

Metapolis a virtual office space that is exclusively for 

the staff members of Jikbang?

Kim Jaeeun Metapolis has attracted more than twenty 

global companies, as well as ours. The number of 

people working in the virtual office space probably 

reaches one thousand five hundred. The vast variety 

of companies are having their staff members have 

meetings, host conferences, or even have chats with 

their colleagues. This virtual workplace has established 

an ecosystem that is much like what you can find in 

physical office spaces. 

Scores of companies have tried remote working, but 

only a handful have introduced virtual platforms for 

work. What made you come up with the idea? 

Kim Taegil Jikbang has first started in 2011, and just like 

other companies, we had physical offices to work for 

more than a decade. But with COVId-19 plaguing the 

entire society since the beginning of the year before, 

we had little chocies but to balance between physical 

and virtual spaces to ensure safety. Needless to say, 

we have gone through numerous trial and error, and set 

*Proptech : 
  a combination of property and technology, this type 

of business provides customers with real estate 
service combined with technological elements. 

Left Kim Taegil  Right Kim Jaeeun 

INTERVIEW

Leader Of Corporate Culture 
Team, Kim Taegil
Leader Of Metapolis Origin 
Team, Kim Jaeeun 
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up our own rules and guidelines to resolve issues. We 

have learned from a series of experience that we could 

get our work done and communicate with one another 

well, even when we work remotely.

What brought you to reach such conclusion?

Kim Taegil There were two reasons – first, we learned 

that we could achieve our goal even we are away from 

physical spaces and second, remote working left little 

impact on teamwork. We concluded that we could 

stay safe, while ensuring efficiency when we chose 

virtual spaces over physical spaces. And we came to 

be confident that we could solve problems from our 

new experiments so long as we do our best to find 

solutions. But to make changes possible, we found out 

that we had to open our own virtual office space. This 

has pushed us into developing the virtual office. 

What was your focus when you worked on Metapolis?

Kim Jaeeun For our new ways of working and being 

together, one of the key messages we shared with all 

the members was, “we work ‘together,’ no matter where 

we are working from.” And all the system were designed 

and set up, revolving around this key message. In this 

sense, we designed the virtual office so that it looks 

and feels similar to physical spaces that you can find 

in reality – you can sit with your team members at the 

same table, and turn around and ask questions to your 

colleagues next to you. 

The staff members may have shared their thoughts 

and ideas about the new working method.

Kim Taegil Apparently, yes. After we had invited all the 

employees to Metapolis, we kept receiving comments 

from the staff members about what to change or 

improve. We receive suggestions on functionality as 

well. We collect comments and suggestions from the 

townhall meetings, and the team of the management, 

Metapolis Origin Team, and Corporate Culture 

Team works closely together to find problem solving 

measures. 

Do you host townhall meetings in Metapolis as well?

Kim Taegil Yes, we do. Metapolis can host events such 

as conferences in “42 Convention Center.” We host 

a meeting to invite all members twice a month. 

Whereas “Mingling Talk” welcomes members from 

different teams to say hello to one another. They 

can share what their teams are up to or have a 

listen to what the CEO has in mind. The audience 

can interact by sending emojis or ask questions 

to speakers by using speech mode. Anyone can 

communicate just like in physical spaces in reality 

that the staff members are engaged more actively. 

What is unique about Metapolis is that it does not 

offer teleportation function or chat rooms. 

Kim Jaeeun What sets Metapolis apart from 

other virtual spaces is that it opens grounds for 

communication that sounds and feels just like 

reality. When you want to talk to someone, you 

should approach the person physically to start 

a conversation. You will see the camera of your 

colleagues at an arm’s length, but if you are further 

apart, it won’t be visible. And we don’t offer chat 

rooms, either – you don’t exchange messages 

in text forms in reality. Instead, we steer all 

participants into interacting face-to-face. 

If you want to have some small talks with your 

colleages, you need to step outside of the place 
(laugh). 

Kim Jaeeun That’s right. Because it looks and 

feels just like reality. Previously, we had a message 

reading “AFK (Away From Keyboard)” when anyone 

clicks the button. But on a second thought, we felt 

that it did not make sense to see your avatar sitting 

at your seat, when you are literally away. When you 

click the button these days to tell everybody that 

you’re away, you will see your bag on your seat (laugh). 

It may look new, but it feels much like reality, 

because you’re continuing all the activities that 

you have been conducting in physical spaces. 

That brings the members together, regardless of 

where they are accessing from.

Kim Jaeeun If you feel different between where 

you are working from virtually and where you 

work physically, then we should see that we have 

created something other than office spaces that we 

originally sought to design. And for you vice versa, 

you may feel strange in the virtual space, even 

though you are supposed to be able to know what 
The wireless headset that Jikbang has provided to 
ensure active communication in Metapolis. 
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to expect from what you call an office space. I don’t 

think this is the communication and co-existence 

that we have been after. 

What has been helpful for all the members of the 

community to finally grasp the idea behind the 

change?

Kim Taegil I believe that it was the CEO who was 

the key driver of the project and made Metapolis 

possible. The CEO did not hesitate to speak in front 

of the audience at the townhall meetings to share 

the goal, progress, and improvement measures 

surrounding the Metapolis project. And for anyone 

finding it difficult to understand, the CEO would 

sit down with the participants and help them 

understand with detailed explanation. In short, it 

was the firm belief of the leadership that drove the 

changes. 

Does the CEO shares the messages with the 

teams to create guidelines?

Kim Taegil That’s correct. For instance, the 

company runs teams, including Corporate Culture 

Team, Talent Team to hire and manage talents, and 

Digital Native Team to offer technical assistance, 

for instance. These teams sat together to create a 

set of trouble shooting guidelines for any technical 

issues that the staff members may run into in 

the virtual space. And we keep educating the 

staff members, delivering relevant messages, so 

that they can become more familiar with the new 

technology and working environment. 

These teams are paying close attention to the 

staff members to bring them together.

Kim Jaeeun I can see that they are getting a lot of 

work done. I believe that clarity in guideline is the 

key to make changes in an organization possible. 

When you seek to introduce a set of new policy, 

it takes more than tossing  to the rest of your 

organization, saying, “hey, this is the new policy.” 

Instead, you need to be clear about why you made 

it, what is new about the policy, and which teams 

are playing pivotal roles to work together and make 

the new policy possible. In the end, it was the close 

communication with transparency that helped all 

the staff members blend themselves into the new 

working method. 

Since the introduction of Metapolis, Jikbang 

may have started experimenting with new hiring 

methods.

Kim Jaeeun We interview applicants in Metapolis, 

and have one of the managers from Talent Team 

wait in front of the building to escort the applicants 

to the office once we learn they are logged in. 

The interview helps us understand whether these 

applicants are familiar with digital technology, and 

hire talents from around the globe. Because the 

experience is unique, the applicants share positive 

feedback with the company, telling us that it was 

fascinating and fun to experience. 

Kim Taegil We had the new staff members 

introduce themselves at one of the recent townhall 

meetings. Technically, it was supposed to be 

different from speaking in front of audience in a 

physical space that I thought only few would be 

nervous. But because it looked and felt real in 

Metapolis, the speakers back then told us later that 

they had butterflies in their stomachs. 

What are the pros of Metapolis that the staff 

members of Jikbang have told you?

Kim Taegil You can be anywhere you like. Because 

it takes only a few minutes to get to work, you can 

spend more time with your family, and won’t have 

a fuss, travelling distance for holidays. You can also 

think about spending a few months in your dream 

destination. For instance, if you’re accessing from 

a location with time difference of four to five hours 

from Seoul, then you can start your day earlier in 

the local time and explore local areas after work in 

the afternoons. You won’t have to take days off or 

leave offices. 

Kim Jaeeun I believe that Metapolis can offer 

benefits for those who have families – you can save 

time for commuting and spend more time with your 

family. You will have more time to prepare meals 

and share with your loved ones. 

The new idea surrounding co-existence opened 

the eyes of many to the values that may have long 

been forgotten. To you, what is the definition of 

co-existence?

Kim Jaeeun It is about sense of being together, with 

little distractions. Taegil and I are very close, but 

I don’t have many chances to see him in person. 

But it only takes seconds to meet up in Metapolis. 

In the end, co-existence is about being together, 

regardless of time and space.  

Kim Taegil From the staff members’ point of view, 

co-existence is about making you feel that you and 

your colleagues are in the same team, making the 

best efforts together. It is about steering towards 

the same goal to make where you are a better 

place. In short, co-existence is about working hard 

together and sharing the same goals and visions. 

Jikbang and Metapolis must have a lot to look 

forward to. What is the future plan for growth?

Kim Taegil We will continue our best possible 

efforts to help the members of the organizations 

get their work done with ease and efficiency. The 

culture of Jikbang, as well as Metapolis, revolves 

around the firm set of philosophy. Even though 

we may seek slight changes in working method 

or details surrounding our policy and guidelines, 

we believe that we would seek little changes in 

our philosophy. In a sense, what is the present of 

Jikbang shall continue to be the future. 

Kim Jaeeun We are preparing to introduce 

Metapolis in the United States, and will look for 

global talents from around the globe. Because we 

see that we would need the virtual space to get 

work done, no matter where we are based in. And 

for any businesses sharing similar ideas with us, we 

are ready to offer helping hands here in Metapolis. 

When we keep up with our good work, we are 

confident that we can be together in Metapolis, 

regardless of where we are accessing from. 
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How To Make Most 
Of Metapolis 

Almost everything looks and feels like real in 

Metapolis. But make no mistakes, Metapolis is 

nothing like plain old office spaces you’ve been 

to before – it takes only a few walks to reach your 

colleague on the other side of the planet. Here are 

six ways to make most of the virtual workroom.
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Take A Walk 

Upon your first step into Metapolis, you will find thirty-storied Proptech 
Tower standing tall in front of you. And then on your right, you will spot 
“42 Convention Center” with six convention rooms to host events such 
as townhall meetings. “The Hub” across the street welcomes anyone 
visiting Metapolis for use. If you are new to Metapolis, you may want 
to take time and explore every nook and cranny of the virtual business 
venue. 

Emoji Could Tell Thousands Of Words 

One of the recent updates, a set of emojis is now available to show 
reactions to your colleagues. This set of non-verbal communication tool 
is useful for at conferences when you try to give a big round of applause 
to speakers, or express your feelings. Most of all, you can show your 
colleagues that you’re listening. You can even send a few emojis when a 
meeting runs over. 

 

Turn To Cheat Codes 

Even in virtual spaces, you will find yourself hustling and bustling. If you 
feel that you won’t make it to the office on time, you can dash through 
the virtual space, tapping on a few cheat codes for running and jumping. 
Needless to say, you will find your colleagues using cheat codes in the 
morning in front of the elevators. But after all the hustle, you might want 
to chill out, enjoying the ocean view at the lounge, “The Hub.” You can 
even take a walk along, appreciating the view of horizon, and find your 
favorite spots. 

A Twist To Design Idea 

You will find office space in a variety of design and sizes once you 
are inside Proptech Tower, ranging from meeting rooms that can 
accommodate between four and sixteen persons to a few tables to seat 
as many as six persons. Since Jikbang has four hundred team members 
working in twenty three floors of the building, the company’s Corporate 
Culture Team shares its monthly floor and seating plan to share with 
with the rest of the company. Indeed, it would be fun and fascinating to 
find out who sit next to you every month and become friends with them. 

Access From Anywhere 

You can access Metapolis with your mobile devices, as well as your 
computers that you can get our work done with any digital device of 
your choice. Most of all, you can keep yourself connected with your 
colleagues from around the globe, as Metaplis can be downloaded 
from App Store and Google Store from more than sixty countries and is 
available in twelve languages. 

Make Your Own Favorites 

Just because it looks and feels like reality doesn’t mean that you have to 
through all the hustles to get to places. Because once you set your own 
favorites, it takes a few instants to reach anywhere you like. Moreover, 
you can search places and colleagues and as long as the person is on 
the same floor, you can zip and zap through the space to reach out to 
your colleague. In short, you can find what the virtual space can offer. 
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When Companion 
Animals 
Become Part Of
Your Family

Companion animals have replaced the word, pets and become part of 

the mainstream these days. The recent shift clearly illustrates recent 

moves in respecting rights and dignity of animals and considering them 

as life partners. This has been derived from recent changes in views 

toward animals from subjects of ownership to partners to spend time 

together. 

An estimate has been made that approximately 15 million of the 

population in Korea live with their companion animals. This massive 

group of population volunteer to be so-called jibsa (집사), a Korean word 

for butler, to give care for their companion animals. They do not hesitate 

in opening their purse for health care and purchase of essential items, 

food, and snacks that the related industries are growing at a fast pace. 

What is recently coined, petconomy* is picking up its pace in its fasted 

growth every year. 

Furthermore, these owners of companion animals expression their 

emotional attachment on their social media accounts and blogs – 

similar to parents posting pictures of their children, they fill most of 

their social media feeds with pictures of their companion animals. 

Substantial number of them experience loss and depression, so called 

pet loss symdrome that they tap on Youtube channels and publications 

to find clues to overcome and counseler to heal themselves. Indeed, 

companion animals have now become part of family members for many 

of owners. 

* Petconomy : 
  A portmanteau of pet and economy, 

this is a new name for an industry with 
focus on companion animals. 

The words ,  “companionship”  or “companion”  has 
become part of the mainstream that almost everything 
is paired with them. While pet has already been replaced 
by “companion animals,” greeneries are often referred 
to as “companion plants” these days. And recently, even 
lifeless objects such as cameras are named “companion 
camers” to show emotional attachment to them. This 
column will take a closer look at the recent trend revolving 
around the new words, companionship and companion.
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The Present & 
Future Of The Era 

Of Companionship 

Jeong Jiwoo

The culture columnist and attorney at law, Jeong Jiwoo has written dozens of 

books on the Korean society and culture, including Youth Liberal Arts, Anger 

Society, and There Is No Despair In Instagram. The columnist appeared in numerous 

broadcasting programs, including “Sebasi Talk” and writes columns for several 

media outlets, including “Maeil Economy.” By day, Jeong has a stint as an attorney 

at law for a law firm specializing in intellectual property rights, Darae. 

Market Size Of Pet Care Industry 
In Korea 

Source: Euromonitor Source: Euromonitor 

(Unit: USD million) 

(Unit: %, annual average) 

Outlook Of Growth Rate Of Pet 
Care Industry In Major Economies 
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From Greenery To Lifeless Objects,
Almost Anything Can Be Your Company

Increasing number of people are turning to interior design and 

gardening at home. KIPA (Korea Invention Promotion Association) revealed 

that the home gardening market in Korea grew from KRW 10 billion 

in 2019 to KRW 60 billion in 2020, and further, to KRW 500 billion by 

2023. This reflects the recent trend among a larger mass of people in 

Korea taking care of their greenery like their own loved ones. Some of 

them are even calling themselves, “shikjibsa,”literally meaning butlers 

for plants, who are devoted to growing and keeping plants. Greenery 

offers benefits in many respects, as it is effectively in air cleaning 

and curing depression, and moreover, it is beautiful. But what is 

the most important is care that owners give to greenery. Similar to 

companion animals, greenery is becoming part of family today. Even 

though greenery cannot actively interact with humans, it can still share 

feelings and emotions as it grows with care from owners. 

Some are even taking what they own as their companions. Just 

like cuddly toys from childhood, some are giving utmost care for 

objects that have been around with them for many years. This kind of 

attachment runs somewhat contrary to the recent rave for items with 

high price tags or luxury brands. Undeniably, objects, as well as loved 

ones, animals and greenery, are taking an important part of life today.

According to Statistics Korea, the percentage of single households 

swelled from 15% in 2000 to around 24% in 2020 and further, to over 

30% in 2020, and projected that they would make up more than half 

by 2030. In short, a household of two or more persons will no longer 

be part of the majority in the Korean society. The recent trend is 

increasingly becoming a double-edged sword for many – while many 

are enjoying their lives, quite a lot of them face issues stemming out 

from loneliness.

Paying attention to the recent trend, the Ministry of Justice in Korea 

has conducted research to find out “significance of companion animals 

to single households.” While a large number of single households have 

companion animals as their only family members, the civil law in Korea 

still considers these animals as “objects.” And running into numerous 

issues cropping up from discrepancies in perception towards the 

companion animals, the Ministry of Justice submitted a proposal to 

amend the related civil law, adding a stipulation that makes clear that 

animals shall not be considered as objects. The recent move mirrors 

the changes in perception towards animals, which are becoming 

important members of family to many households today.

Companions 
To Relieve
Loneliness

Number Of Household Members 
(Unit: %)
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Outlook for Plant Cultivator In Korea 
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Paring the word, companion with almost everything 

ranging from animals, plants, and objects, I cannot 

help but feel somewhat awkward and strange. It 

is welcoming to open a new chapter of diversity 

and tolerance, but on the other hand, every one of 

us seems to set more distance from one another. 

Because care and emotional attachment to 

anything other than human may be a reflection 

of growing distance and disconnection in the 

society today. And quite sadly, the distance and 

disconnection are becoming part of the norm and 

culture. 

The modern society, in particular, is plagued by 

malicious comments, coerciveness, ill-manner, 

disrespect, jealously, harsh criticism, mockery, 

and ridicules. Ill-mannered comments are flying 

around everywhere, and coerciveness can easily be 

witnessed in any place. Against this backdrop, we 

all need to open our eyes to the social and cultural 

issues to find adequate solution, while we keep up 

with our good work in caring animals, plants and 

objects around ourselves.

Moreover, predictions are being made that the 

artificial intelligence is likely to be added to the list 

of what we consider our “companions” – so much so 

that in Japan, for instance, some choose to date or 

marry the AIs. The artificial intelligence is expected 

to check on the elderlies and take care of daily 

activities and household chores in a foreseeable 

future. It is such an encouraging news to learn 

that AIs can resolve loneliness-related issues, 

yet we still need to make sure to keep ourselves 

connected. In parallel, we can look forward to the 

evolution of community culture, living in harmony 

with almost everything we consider as our 

companions. Because as well as the relationship 

and connectivity, the growth of communities to 

share emotions and talk about their experience will 

keep every one of us connected with one another. 

In the end, it is the sheer pleasure of sharing what 

you are passionate about that keeps you alive with 

happiness. The new chapter of companionship, 

hopefully, turns out to offer source of happiness for 

all, while bridging among people to stay connected 

once again. 

The Era of Companionship 
– The Significance & Future Outlook 

One of research conducted by Hankook Research in 

2018 unveils that every one out of four respondents 

commented they constantly felt lonely. Another 

research by a survey institution, PMI shared a 

result, indicating that every four out of ten Koreans 

feel that they are alone. Apparently, running a single 

household will not make a sole factor to loneliness. 

However, changes in culture and community, as 

well as increase in number of single households 

are added together to aggravate issues related with 

loneliness. 

The recent shifts and transformation of culture 

surrounding companion animals seem to have 

close ties with the recent trend. COVID-19 sparked 

disconnection among members of society, which 

had already started from many years before. The 

warmth and friendliness in the Korean culture, 

jeong (정) made up the pivotal part in the past, while 

the collectivism deeply rooted in the sentiment 

left serious problems in its wake. Hierarchy and 

excessive intervention, lack of diversity and 

intolerance, rigidness in organizational culture 

became the center of attention as the impact of 

collectivism, and individualism rapidly spread 

among the Millennials and Generation Z. 

The new culture among the younger-aged groups 

steeped in almost all aspects of their lives, paying 

respect to one another’s tastes and characters, 

and furthermore, personal passions. Yet the culture 

widened the psychological distance, aggravating 

loneliness. In a sense, these younger-aged 

generations chose to be alone, over being agonized 

by interpersonal relationships. And to alleviate 

pains from loneliness, attention and attachment to 

animals, greenery and objects are growing. 

Social Isolation

Source: 한국행정연구원, 사회통합실태조사
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#Hashtags to 
Share and 

Spread Ideas 

Hashtag was originated to group ideas and information 
of similar categories and today, they evolved further to 
bring people and their ideas together. As the sense of 
togetherness gains all the more attention these days, many 
are choosing to be “together” to share and spread ideas. 
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#Cyworld 

@sim_show

Across diverse areas from fashion, food to entertainment, retro style 

and vibe are reliving the popularity of its time these days. And it is 
“Cyworld,” the first generation of social media in Korea that is the 

epicenter of the sweeping trend in the. country. The former active 

users back in the 1990s and the early New Millennia are time-travelling 

to the past, re-sharing their past postings. Undeniably, Cyworld has 

emerged to be one of the relatable and trending keywords for them. 

It is a pleasure to meet you. Please introduce 

yourself. 

My name is Shim Soyeon and I’m a graphic 

designer. I was born in Seoul in 1985. I like taking 

photos and keeping journals of my life and 

everything around me. 

I like the photos from Cyworld that you hashtaged 

and shared. They were impressive. 

I had about eight thousand pieces of photos in my 

Mini Hompage (the page for individual users in Cyworld). I 

had backed them all up in my hard disk drives, but 

felt pity that what I had kept track of everything 

about me shut down. But it did not take much to let 

go of it because of everyday hustle. Then I was lucky 

to have mine recovered earlier than everybody 

else’s, and found myself delighted to open photo 

albums and bring back all the precious and happy 

memories from my twenties.  

What was it like finding all the photos from the 

past?

I went through the huge swirl of explicable emotions 

burning through me. I found a few pieces of my 

precious companion dog, Kkanda who died 

recently and was overwhelmed by all the lookbacks 

and regrets. I found a few of myself at the time I 

was deeply in love with someone as well. I also 

uncovered a few more that I took with my colleagues 

who shared the same passion when we had started 

working thirteen years ago and my close circle of 

friends who once spent youths together but fell out 

of touch. And last but not least, I could not take my 

eyes off of my parents in their better and younger 

days. Taking a closer look at their pictures, I kept 

telling myself that I should have taken more of 

them. It was touching, while it left me with regrets, 

yet in the end, I can say that I was happy without 

flaws… After all, I felt like I managed to bring back 

a few pieces from my past, which were irreversible 

and invaluable. 
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#Shikjibsa 식집사 Shikjibsa (식집사) is portmanteau of two Korean words, shikmool (식물: 

plant) and jibsa (집사 : bulter), referring to dedicated owners and carers of 

plants. This newly coined word is receiving more attention these days 

as planterior has become part of the trend. Leading the trend, these 

shikjibsa are finding their psychological safe havens, keeping plants in 

many corners of their lives.  

This is such a pleasure to meet you. What made 

you keep greenery at home? 

I brought a few pots to decorate my home after I got 

married, and fell in love with them. I could feel sense 

of accomplishment from finding sprouts in fresh 

green colors, and it was exciting for me to collect 

plants in different colors and shapes of leaves. And 

then when COVID-19 broke out, I have picked up my 

pace to expand my collection. Spending more time 

at home, I came to spend more time for gardening, 

because the green shades made me feel like I was 

in one of the luxurious resorts in southeast Asia – 

most of the plants I have originally come from Latin 

America and look exotic.  

Have you experienced any changes after you 

began to keep your greenery at home? 

I used to be glued to screens watching Netflix 

dramas or Youtube video clips for my spare time. 

But since I began to have greenery at home, 

what I turn to for my spare time is plants at home. 

Repotting, watering, or trimming, you will be thrilled 

to know how fast the time can fly. It might look like 

another round of hard work after a long day, but 

for “shikjibsa” – a passionate greenery carer - like 

myself, gardening is such a soothing and satisfying 

activity. Seeing the plants growing day by day, I feel 

enormously proud and fulfilled. 

@green._.us

Greenery has brought changes to who you meet 

up. 

Because few of my old friends have interest in 

gardening, it was natural for me to turn to those who 

loved greenery. It has been such a pleasure for me 

to tour around flower farms or talk about and share 

similar interests. Just like parents of infants and 

toddlers getting together, I feel like I am with friends 

of similar interests to take care of these plants (laugh). 
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#StopBuyingFromPetShops Seoul has been one of the cities that witnessed 
“companion animals” gradually replacing the word, 

pets. The trending word mirrors the recent changes 

in perspectives towards animals to those who live 

everyday lives together with humans. To this similar 

extent, animals are increasingly taken seriously as 

living creature that deserve dignity as humans,, 

rather than being categorized by species.  

It is a pleasure to meet you. Please introduce 

yourself. 

I’m happy to meet you, too. My family and I are living 

with a companion dog named “Gamja.” 

What made you decide to adopt “Gamja?” 

Gamja wasn’t abandoned, but when I first found 

him, he was barely alive, feeding himself food 

wastes. I guess the former owner sought to sell 

him to one of dog traders. Finding out how he kept 

himself alive, I told my parents that we should let 

Gamja stay with us before he finds a better carer. 

But I already had my feeling back then that we 

would all fall in love with and welcome him into our 

family (laugh). And needless to say, all of my family 

fell for the cuteness of the dog that none of us 

could imagine him going anywhere else. Most of all, 

we were all worried what he would do if he found 

nowhere else to go in the coldest time of the year. 

All of these have made us to decide to adopt him. 

Have you experienced any changes after you 

adopted Gamja?

I was born to be seriously lazy. But since Gamja 

become part of our family, I found myself walking 

him at least twice a day that I came to appreciate 

beautiful scenes of every season – flowers in the 

spring, and snowy landscape in the winter. I need to 

be honest that it is such a fuss to take him outside, 

but once I see his happy face, I feel that all my 

@ji_gamja
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woes and worries melt down. Also, whereas I don’t 

spend much for myself, I don’t hesitate at all before 

I decide to buy anything for Gamja. Indeed, he has 

become a precious part of our family that I would do 

anything for him. 
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Co-existence can often by paired with diversity. And idea of living together in 
harmony starts with interaction and communication to relate yourself with problems 
that others run into, as well as those that you face. Perhaps the key is to keep close 
eyes on what you have been taken as granted. Here are stories of brands and those 
living with unique companion animals that herald and build up new culture, enabling 
co-existence. 

Action

STARTER

Studio Wogo . Treat Table . Petner 

LIST

Brands That Share Ideas Surrounding Culture Of 

Co-Existence & Companionship 

SPACE

Yun Teehaus . Suntree House . dst.club . Teal Table 

ESSAY

Everyday With Unique Companion Animals
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The Brands 
That Share Ideas 
For Sustainable 

Co-existence With 
Companion Animals 

Studio Wugo·Treat Table·Petner 

For those who live with companion animals, you’re likely to agree 
that you share a lot with them – emotions and memories, as well as 
time spending together. Needless to say, many would have been 
emotionally attached to, and showed love for companion in the 
past, just us you do today. Yet the notable change these days is that 
growing number of people have begun to make efforts in thoroughly 
understanding life and time shared with living creatures called 
companion animals. Here are the businesses that usher customers 
into novel lifestyle for those living with companion animals, pivoting 
around three keywords, “wellness, harmony, and pleasure.” 
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STARTER

©Studio Wugo 
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Lifestyle Brand Serving Households 
With Companion Animals 

Please tell us more about Studio Wugo.

It is such a pleasure to meet you. We are Muhan, Muhae and Mui, and 

teamed up as a design crew. We are running a lifestyle brand, Studio 

Wugo. Our portfolio covers products that takes tastes of customers 

living with their companion animals, as well as the companion animals 

themselves. 

How did you start the design studio?

It all started when I had found a cat abandoned in a parking lot and 

begun to live together with her. Looking back, it was such a rejoicing 

moment for me to welcome a new member to my family, but I learned 

soon enough that I had to give up or swallow so many things to live with a 

companion animal. I have seen my place filled with items for the cat. The 

transformation motivated me into finding design ideas that would balance 

between my lifestyle and my life with the cat, and nudged me into starting 

Studio Wugo to carry out into actions. The three of us are close friends. 

With three of close friends teaming up, the studio must be filled with 

friendly atmosphere.

The three of us are the peer designers, as well as the closest friends to 

count on. If you work with your close friends, you might have a few things 

to be careful about. But on the other hand, you can be comfortable with 

sharing your thoughts and ideas because you try to understand your close 

friends better. And since we spend time togegher outside of work, we can 

inspire one another and bring about new opportunities and ideas for the 

studio. 

Could you walk us through the products from Studio Wugo?

Incense sticks and planners make up the majority of the product line up 

from the studio. Incense sticks, in particular, are the first products that 

made us start the studio. I had personally liked burning incense sticks 

before I came to live with the cat. But since I learned that some of the 

additives in the incense stickes - artificial fragrance and oil – were harmful 

to cats, I had little choice but to stop burning them. Then I decided to 

make my own with natural ingredients and fragrances so that other 

families and customers like me can burn with no fuss at home. Then 

we turned to planners to encourage customers to keep track of their 

lives with companion animals. We have named the planner products, 
“REMAINS” to introduce them in front of our customers.

The studio worked closely with the incense studio in Korea to entirely 

new develop recipes. You must have faced numerous challenges. 

Personally, I had liked burning incense but was barely knowledgeable of 

how they were made. So, the three of us sat down together almost every 
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Studio Wugo is a design studio serves customers living 

with their companion animals to help them balance with 

their tastes and lifestyle. Themed around “harmlessness” 

and “harmony,” every piece of this design studio’s 

product is packed with sensibility and sophistication. 

INTERVIEW

Studio Wugo
Co-creators Muhan, 
Muhae, Mui 

©
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day get to know more about what it took to make 

incense sticks and where they were made in Korea. 

We toured around workshops and even took a few 

incense-making classes as well. Then we came to 

have opportunities to work closely with an incense 

maker with many years of experience and went 

through many rounds of experiments and testing 

before we finally introduced our own with our own 

labels. The incense maker gave us a lot of support, 

telling us that it was the first time to make incense 

sticks for customers with companion animals. 

It must have been challenging for you to keep 

away from all artificial fragrances. 

That’s true. Quite unlike other incense sticks often 

made with artificial ingredients for fragrance, we 

sought to make sure the incense sticks smelt good 

enough with natural ingredients. Because for us, 

safety was another element to pay attention to. And 

we made a lot of research, searching websites of 

related international associations to refrain from 

using what can be toxic for animals. As for one of 

the two products with cat nibs, “CAT IN THE PATIO,” 

we went through countless rounds of testing with 

prototypes with different amount of cat nibs that 

cats like, to see how the cats would react to. 

What are the key policies for designing? 

We always stress that we pivot around the two 

keywords, “harmlessness” and “harmony.” So, 

these two keywords make up the core part that 

we always revolve around, when we seek to do 

anything, including product design and planning. 

What we pay attention to is whether the substances 

are safe for both humans and animals, and whether 

they can be placed almost anywhere to blend with. 

Where do you get inspiration for your new design 

ideas?

I find inspiration from many places around me. I 

find ideas from every moment I spend with the 

cat, and also from comments and stories from my 

friends and acquaintances around me who live 

with companion animals. The source of inspiration 

comes from cultural contents such as movies and 

novels as well. And most of all, a lot of fun ideas 

spring out from conversations with the crew. 

Could you tell us about new products that Studio 

Wugo is working on?

We are looking into a variety of design ideas to 

experiment with. Some have moved onto the 

prototype stage, but we have decided to invest 

more time and resources so that we can show in 

front of the audience with our confidence, if we were 

to showcase under our studio’s name. Because 

we started the studio with focus on lifestyle of 

households with companion animals, we believe 

that we could touch on almost anything from 

everyday lives related with companion animals. In 

short, from what can be placed on tables, incense 

sticks and planners, we aspire to expand our 

product portfolio that you could easily find our 

name Studio Wugo from many corners of your life. 

What could be ahead of Studio Wugo?

With the brand, “Wugo” as the medium, we would 

like to share stories behind families with companion 

animals, and become bridges among these families 

and households. To this extent, we have started 

publishing our own contents on a monthly basis, 
“Wugozip” through the social media platforms. 

We are going to expand our scope of activities, 

revolving around the keywords, “harmlessness” and 
“harmony.” 

H. studiowugo.com

E. studiowugo@gmail.com
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Please tell us more about Treattable.

Treattable is here to serve customers with unique and never-seen-before 

snacks for companion dogs. We opened our store in 2020, and we’re 

closely working with nine members in our team. We were one of the first 

businesses in Korea serving customers with drinks, snacks and beverages 

for companion animals.

You mentioned you’re selling drinks for companion animals, but they 

don’t contain alcohol, do they?

Absolutely not. The drinks are substitutes for drinking water, made with 

harmless and healthy ingredients for your canine friends (laugh). They can 

suppress spike of glucose level in blood after meals, and improve lipid 

levels in blood as well. 

What made you come up with such creative idea?

It started with a very small curiosity. Finding canine friends looking from 

under the table with sad faces at dinner tables, it had often occurred to be 

that these animal friends could join the get-together moments. Obviously, 

these canine friends cannot and are not supposed to have actual beer, 

but we started developing our ideas, with a question that flew into our 

minds, “are there anything that could help us share the precious moment 

Treats For Companion Animas 
With Wits And Humor 

Inspired from sad faces of dogs looking at their families dining 

at dinner tables, Treattable showcases a collection of snacks 

for companion dogs that are packed with wits and humor. Just 

imagining your companion dogs indulging themselves in what 

look a lot like soju and wine, you might find yourself smiling. 

INTERVIEW

Treattable
CEO Park Dongmin 
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with the canine friends, and could even be fun when 

we took photos?” 

Could you walk us through some of your 

products? 

As for drinks, we serve customers with soju, beer, 
makgeolli, and wine that companion animals can 

enjoy. And we also sell friend chickens, boneless 

chicken feet, radish pickles and cheese for these 

animal friends as well. In addition to these drinks 

and snacks, we have a beverage, “Meongsangkwe” 

that has been inspired from hangover drinks 

and bugeoguk, Korean dried pollok soup – the 

Korean hangover soup. These are all special treats 

made specially for companion animals with clean 

ingredients. 

Could you tell us about some of the bestselling 

products?

It’s “Meongsu.” The idea came from the Korean 

soju, and it’s being received well by customers 

because they could take fun photos with their 

companion dogs. And since this is fortified with 

vitamins, you could take care of wellness as well. 

The products have been sold through word of 

mouth – the photos and video clips turned out to 

be useful for publicity and promotion, because the 

outcomes are fun and humorous. 

What do you pay attention to when you select and 

design products?

We seek to make products that look and feel 

similar to what customer often run into. And then 

there comes something you’ve never seen before. 

But most of all, the products should be safe for 

companion animals to consume. For instance, we 

decided to source red color from red cabbages 

for “Meongwine” – the wine-like products for your 

canine family member. 

Your recent partnership with Hoegaarden was 

fascinating. 

Hoegaarden contacted us when we just started our 

business and offered us opportunities of working 

with them. Inspired from their beer products 

made with orange zests, we made ours with sweet 

potatoes, corn and barely, as well as orange 

flavored additives, for flavor and aroma. It was such 

a fun and exciting collaboration for out-oif-the box 

ideas. 

Could you tell us about new products you’re 

working on these days?

We’re working on a number of products, which 

include juice, hanyak (Korean medicine in liquid), and 

coffee. Coffee is one of the first products to come 

out. Because many of customers often drop 

by cafés for a cup of coffee, it could be fun and 

fascinating if you could have coffee time with your 

companion dogs. It will probably come out in instant 

coffee powder.   

What could be ahead of Treattable?

New ideas keep flying into my mind. And these 

ideas will be the source of products that would help 

you spend quality time with your lovely companion 

animals. And we would like to make our names both 

at home and abroad. We don’t have specific plans 

yet, but we started building up our ideas to expand 

our business to countries like Japan and the United 

States. And we would like to work on new products 

inspired from drinks and food from other countries 

and cultures as well. I hope that in the nearest 

future, companion animals from around the globe 

could enjoy treats from us. 

H. dogttfood.com

E. dog9005@naver.com

©
Treattable



71

Petner first started with a pet-sitter service.

That’s correct. Petner – a namesake brand from the company - delivers a 

message that it aspires to be a reliable partner for healthy and happy life 

with companion animals. We started with a service to dispatch pet-sitters 

for customers who are too busy to take care of their companion animals. 

And then we expanded the busines to service to help customers find 

hairdressers and behavior therapist. And recently, we have introduced 
“Meong Medical Examination Service” – a medical service package with 

medical check-up service, vaccination, and support for medical fees in 

case your companion animals fall ill.

What could have been the secrets behind Petner making its presence 

in the industry?

Because as a former veterinarian, I had been knowledgeable about 

companion animals and related industries, the business has secured trust 

and support from customers and thus, make presence in the market. 

When we first started the pet-sitter service, we narrowed down our pool 

of pet-sitters to the circle of veterinary school students and professionals 

with experience in working at veterinarian clinics, upon learning that the 

owners of companion animals were looking for pet-sitters that they can 

count on. We managed to secure a pool of qualified pet-sitters from the 

network of veterinarians. 

You have opened the first medical examination center for companion 

dogs in Korea. 

The team of medical experts serves canine patients with quality medical 

examination service. The medical examination center makes use of the in-

house developed software. Once the medical expert enters all information 

into two hundred forty categories in the app, a report will automatically be 

produced and delivered to the owners. The technology has helped reduce 

time for examination, and furthermore, provide patients and their families 

with quality service and medical documents with detailed information. 

And Petner has introduced a new insurance scheme for companion 

animals.

Medical costs are sources of woes for a lot of families with companion 

animals. But we figured that only 0.3% those in Korea have signed 

insurance schemes in Korea. The figure drove us into researching the 

reason, and to our dismay, 60% of the respondents from our survey in 

Korea told us that they were willing to sign up for one in the future. In 

short, they were interested but haven’t signed any insurance schemes for 

their companion animals yet. 
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INTERVIEW

Petner 
CEO Choi Garim 

The First Medical Examination Center 
In Korea For Companion Animals

Petner first began with an idea that veterinary students take good care of companion animals 

and quickly made presence in the pet-sitting industry. The former vetenarian and CEO, Choi 

Garim is seeking a pivot to wellness management service for companion animals this year. 

* Pivot : a shift in business models or management strategy.  
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Were there any issues with the insurance 

schemes that had been out in the market?

As for the insurance market in Korea, because the 

insurance companies couldn’t tell the difference 

between healthy companion dogs and those with 

health issues, they had limited choices but to offer 

schemes with across-the board pricing plan. From 

those with healthy companion animals, the cost has 

been too expensive to bear, and from the insurance 

company, vice versa, the adverse selection resulted 

in losses that they would have had little room for 

offering discounts. To make it easier to understand, 

when you were diagnosed with cancer, physicians 

would share your data with National Health 

Insurance Corporation that insurance companies 

could screen for later. But for companion dogs, on 

the other hand, such screening system is limited 

that insurers would face challenges in learning 

health issues.  

That may well explain why Petner has introduced 

a package of medical check-up and insurance.

Correct. We concluded that we should solve the 

problem by combining with medical check-up 

services. We built a network of veterinarian clinics 

that focus on medical examinations, while making 

most of IT infrastructure and technology to bring 

costs down. And based on data and information 

collected from such medical examinations, we can 

make informed decision on insurance schemes 

based on information and data collected from the 

check-up services. We could make the schemes 

more affordable, offering 40% discounts from other 

schemes out in the market, yet with better quality. 

How do you build the network with the 

veterinarian clinics in Korea nationwide?

We have received calls from hub veterinarian 

clinics from all over the countries that they were 

interested in serving their patient animals with our 

software programs. Whereas the vast majority of 

veterinarians has to spend between forty minutes 

and one hour after medical check-ups, creating 

reporting documents to deliver to owners of patient 

animals, because software programs for medical 

examinations were limited in veterinarian clinics. 

But with our software program, it takes less than 

an hour to run through medical examinations and 
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share information later. But the documents provide 

more detailed information. 

To Petner, what is an ideal type of co-existence 

between companion animals and their owners?

The ideal type of co-existence comes from 

relationships that can make each other feel 

comfortable. And time and wellness are the key 

to such sustainable relationship. But you can be 

too busy with your own business that you don’t 

have enough time to spend together with your 

companion animals that you feel bad about it. And 

when your companion animal gets sick, you will 

run into a lot of challenges. Not only costs, but you 

will have to pour in a lot of efforts and time. I have 

seen one of the owners leaving jobs to take care of 

the companion animals with cognitive issues. You 

can count on services like ours and IoT devices to 

make up for the time you cannot spend with your 

companion animals, and as for wellness, prevention 

will be important. 

What is the key aspiration and values of Petner.

Happy and healthy life for all of companion animals 

and their families. I believe that it is essential to 

seek balance so that everybody can be happy and 

stay healthy. And to find the balance, it takes so 

many things, spanning from services and social 

infrastructure. And we would like to play a pivotal 

role to help the society find the right balance.

What could be ahead of Petner in the future?

In a shorter term, we are looking to offer services for 

cats so that wider pool of companion animals can 

benefit from our software programs at veterinarian 

clinics. And then we seek to offer a wider variety of 

choices for insurance schemes, based on extensive 

data and information we acquire from insurance 

claims and medical examinations. And furthermore, 

we are planning to make use of data from medical 

examinations for publication of annual reports 

or academic papers. I believe that these will play 

a crucial part in helping customers’ lives with 

companion animals more sustainable. 

H. petner.kr

E. hella@petner.kr
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Brands That Share 
Ideas Surrounding 

Culture Of 
Coexistence & 

Companionship 

Profitability is one of the key aspirations for business leaders, and only 
few would disagree. However, with social responsibility increasingly 
being stressed these days, growing number of businesses are running 
their own brand with causes and goals, in addition to profit-making. Many 
of business leaders are rolling up their sleeves to solve social problems, 
including issues of underprivileged that only a handful would have paid 
attention to, or find measures to materialize ideas for co-existence. 
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In the summer of 2020, the first apartment-type community was 

introduced in Korea as a novel form of housing. The pilot project was first 

fun in Byeolnae in Namyangju, Gyeonggi-do under the brand name, “WE 

STAY”, grafting housing welfare model to publicly supported private rental 

apartments. What has set this new type of housing model is engagement 

with residents from designing phase to community management. The 

residents shared positive feedback not only at the time when they first 

moved in, but also after relocating themselves in the community, showing 

high level of satisfaction. WE STAY Byeolnae has made its presence as a 

community, encouraging five hundred households to actively take part in 

decision making for facilities, including libraries and cafés, management, 

and maintenance. WE STAY Jichuk has started welcoming new members 

in February this year and looks forward to continue the success of the 

housing community in Byeolnae. 

The mastermind behind WE STAY and the innovator in real estate 

development market, “Deoham” has made its name for its services 

themed around local communities and spaces. And this real estate 

developer has paced ahead of its rivals with more sustainable choices 

based on solidarity with community members, beyond the realm of 

profitability-seeking. With aspirations to make customers’ lives richer 

through the medium of spaces, Deoham creates jobs that are essential for 

management of spaces and communities, and proactively shares profits 

generated from real estate business activities with community members. 

In addition, this innovative real estate developer promotes communities 

with a variety of programs and events. 

Heralding A 
New Era Of 
Co-existence 
Deoham
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The founder and CEO of Deoham, Yang Dongsu found problems from 

private rental apartment business in which construction companies 

profited enormously from their business activities. As part of problem 

solving measures, Yang proposed cooperation-type public private rental 

apartment projects to the Ministry of Land and Transportation. With the 

brand, “WE STAY” Deoham took initiatives, while hiring construction 

companies as contractors to reduce rental fee by as much as 20% 

compared with the average in the area. And moreover, Deoham designed 

the project to have social enterprises like itself step out after the lease 

period and bridge between tenants and public institutions, and return 

some of profits that construction companies conventionally claimed. The 

scheme granted tenants with indirect ownership, nudging them into active 

participation in what Deoham paid the most attention to - community 

activities. 

The community activities were part of this creative real estate developer’s 

vision to build sustainable communities that establish networks and 

contexts, making use of pros from eight years of lease period guaranteed. 

The community, in practice, resolves issues related with childcare with 

relevant programs and runs more than two dozen interest groups to build 

up foundations for the community. 

Undeniably, the brand, WE STAY has made its presence as a business 

model with focus on co-existence with local community members. 

Deoham’s business is expanding further to build “Page Myeongdong,” an 

urban community town, and a diversity of local community businesses. 

Needless to say, we all need to look forward to the changes that Deoham 

could bring about to the dreary scenes of cities. And the changes shall 

definitely theme around “coexistence.” 

LIS
T



S
E

O
U

L M
A

D
E

7978

Almost everybody is well aware today that plastics are harmful to the 

planet. However, only a handful knows how to solve problems. Some may 

insist that separating wastes should be more than enough. However, 

the measure faces limits as undersized plastics often end up not being 

separated and recycled. 

Plastic Mill has paid close attention to find solutions, with its mission 

to overcome challenges and limits from waste separation. Aspiring co-

existence with Earth, the eco-friendly brand collects smaller-sized plastics 

to process and give second lives, transforming into entirely new products 

as part of its core busines activities. 

Running its own namesake campaign and initiatives, Plastic Mill is run 

by one of Seoul-based NGO with its vision pivoting around life, peace, 

ecology, and engagement, Seoul KFEM, partnering with a community 

service, “Sparrow Club.” In the context of the Korean culture, sparrows 

are often illustrated as creatures that cannot resist grains in mills. And 

when one cannot stay away from anything irresistible, it is idiomatically 

expressed with a phrase, “like sparrows not being able to pass by mills.” 

And similar to these sparrows, those who refuse to turn blind eyes to 

environmental issues have teamed up to run the community service, 

Sparrow Club and collect pieces of plastics to pass onto Plastic Mill. And 

items made with recycled plastics return to Sparrow Club for reward. 

Seeking Solutions 
To Live Together 
With The Planet 
Plastic Mill

LIS
T

Plastic Mill has begun to receive spotlights not long after the first 

introduction for encouraging anyone to start with anything small for the 

future. For anyone who has gone through accelerating and aggravating 

climate change issues, the pandemic, frequent wildfire and longer rainy 

days, this eco-conscious brand are being a friendly guide to fun and easy-

to-try actions to try. In addition, Sparrow Club is being supportive crew 

to help participants feel sense of community and togetherness. In less 

than five months since the campaign has kicked off, three hundred forty 

thousand people have participated, signaling that many are agreeing with 

the aspiration of Plastic Mill. 

In fact, the key driver of Plastic Mill, Seoul KFEM ultimately aspires 

to transform the culture revolving around mass consumption, as well 

as recycling resources. And this Seoul-based NGO stresses that with 

recycling plastics as a start, a thoughtful overhaul of consumption 

patterns would bring changes to the consumption culture, through active 

participation of local communities and its members in solidarity. For 

those who are looking for like-minded peers with eco-consciousness for 

solidarity and seeking to volunteer for finding relevant measures, Plastic 

Mill and Seoul KFEM are the first organizations and campaign initiatives 

to turn to. Though it may start with small actions of an individual, the 

synergy and impact generated from actions added up will no longer be 

minute. 
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Fulfillment service is third-party warehouse service taking care of 

preparation and shipment of orders for businesses. While the service 

itself may be new to the vast majority of consumers, a Korean-based 

fulfillment service provider, “Poomgo” has made its name among 

businesses selling consumer products in the country, and been rapidly 

growing its market share since the introduction in 2015. 

The entry barrier and challenges related with business sustainability 

is caused by multiple aspects, including large amount of investment 

in infrastructure, facilities, and human resources. Despite challenges, 

Poomgo paves its way, expanding its business anad service to Korea 

nationwide with five fulfillment centers. In parallel, Poomgo is pushing 

ahead with its drive for technological advancement of its business 

facilities, developing its in-house IT solution, “Handybot” in 2019. 

The service looks much like that of other companies, but in substance, 

many will find out that it is the exact opposite. Because the mother 

company, “Dohands” first started with its mission to provide 

opportunities for underprivileged in job seeking. The underprivileged 

in the Korean society, including homeless, those with low income, and 

elderlies make up approximately 30% of the entire staff members, 

and the company seeks to push up the percentage in the future. The 

mission is part of the aspiration to achieve co-existence with members 

of the society who run into challenges in finding jobs. 

A Friendly Neighbor 
Of Those In Need 
Dohands

Dohands was first founded in 2012 with its goal to create jobs for 

homeless. The company name is a combination of “do” and “hands” 

to deliver a message that the company looks to take actions and offer 

helping hands for those in need. Formerly Doson – a hybrid of “do” 

and “son,” a Korean word meaning hand – the company decided to 

change its name and alphabetize in 2015 since its shift in business to 

fulfillment service, to deliver an additional message that it would seek 

global expansion, while maintaining its key message of offering help to 

solve social problems. Undeniably, the company has constantly made 

clear about its willingness to create jobs for the underprivileged in the 

society, picking up its speed and expanding its scope of support those 

in need.

To accomplish the mission, Dohands seeks to offer more jobs, 

partnering with local welfare agencies. And to the similar extent, 

the company chooses to refer the underprivileged as “connectors,” 

seeking to educate they are connected as colleagues, just like 

everybody else. The company is planning to hire qualified talents 

for a number of key job positions to ensure expertise and boost 

employment.

In reality, Dohands hires on a rolling basis, posting its job openings 

in various locations and working closely with NGOs, including the 

publisher of Big Issue. Agreeably, Dohands speaks with its actions 

with integrity, under its slogan, anyone, regardless of social status, 

is welcome to work with the company. We should all look forward to 

seeing Dohands realizing its vision for coexistence and expanding its 

social impact. 
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The first watch in braille, “Dot Watch” was introduced in Korea back in 

2017. This novel watch was designed for visually impaired, and created 

a stir around the globe, as well as in Korea, for its sophisticated design 

and technology. The timekeeper was an outcome of IT technology having 

been used as a medium to achieve equal opportunities for all. And 

furthermore, the product has earned reputation for the social enterprise, 
“Dot Incorporation.” 

Under the slogan, “barrier-free,” Dot Incorporation equal opportunities 

for all regardless of all. Seeking answers for life with less difficulties for 

those with visual impairment, the company constantly seeks measures 

for co-existence between those without disabilities and those with 

disabilities. Dot Incorporation is taking steps closer to its goal, investing 

time and resources in researching communication using senses of touch 

and introducing a vast variety of products and services to serve those 

with visual impairment. The innovative social enterprise is preparing 

to showcase its new product, “Dot Pad” to feature the essence of its 

capabilities and technology in the nearest future.

The business activities of Dot Incorporation may look somewhat special 

to many. And this business with causes was founded by a young duo in 

their early thirties. The co-founders and leaders of the company, Kim 

Jooyoon and Seong Kigwang met in the university when they were twenty-

five and paired to solve the problems that those with disabilities faced. 

Dreaming Of 
Equality 
Dot 
Incorporation

These close friends first turned to the topic that they had often talked 

about, social problems, as both of them were aware that passion would 

be the key source of sustainability of business. The business first started 

from motivations to solve social problems, quite unlike other peer 

businesses seeking profitability and economy of scale. 

What has seemed like the exact opposite of the nature of business, the 

move of the duo is bearing fruits. One of the key outcomes is introduction 

of Dot Pad that can be connected to iPhone and iPad for those with visual 

impairment can access anything displayed on smart devices from Apple. 

This has been a remarkable result of the close partnership with Apple 

that continued for many years. Dot Pad has been one of the first devices 

to connect to Apple’s products to ensure accessibility for those who are 

visually impaired. The U.S. Department of Education decided to make 

investment in purchasing Dot Pad to supply for all schools educating 

visually impaired students in the United States nationwide next year, and 

countries from around the globe including Germany, Italy, and France are 

looking to introduce the device. The new signals that many are supporting 

the aspiration and visions of Dot Incorporation.

It may sound obvious for many that technology should be accessible for 

all with universality. However, within the context of business prioritizing 

profitability and business outlook, visionaries often run into challenges 

in bringing ideals into reality. In this sense, the moves made by Dot 

Incorporation is attracting attention and spotlights today. For those 

supporting the mission and visions of the visionary business leaders, it 

would be worth watching the duo continuing the achievement. 
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With uniqueness of individuals being valued and diversity receiving 
spotlights these days, you may ask yourself what it takes to make 
“coexistence” among different members of society possible.  Perhaps 
coexistence is about offering support. And with such good will and heart, a 
few brands are boldly taking its steps forward. Here are the places of Seoul-
based brands that continues quests to uncover new ways of coexistence, 
ranging from spaces that offer novel inspirations and perspectives on 
coexistence to spaces that serve visitors with quality environment.   

SPACE

Places Run by 
Brands in Search 
of Novel Forms of 

Coexistence 
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A. 1F, Itaewon-ro 234, Yongsan-gu, Seoul 

H. instagram.com/yun.teehaus

O. Everyday 11:00–21:00

YUN is a Korean eyewear brand that first started in Germany. Under 

the key slogan, “expansion of perspectives,” a father with extensive 

experience in the eyewear industry and his fashion designer daughter 

teamed up to strike balances between the Eastern and the Western 

world, the older and younger generations, form and functionality, and 

craftspersonship and automation technology. YUN Teehaus is a place 

opened by this eyewear brand with out-of-the box ideas to showcase 

its ideas and perspectives towards food and beverages. Undeniably, 

the place has expanded the scope of the brand ethos revolving around 

eyewear to lifestyle in general. 

While YUN Teehaus houses multiple concepts and themes under its 

roof, what this place seeks ultimately is to become a friendly guide 

for customers in living healthy and well-balanced life. YUN has been 

promoting eye health with its eyewear products, and it is now bravely 

jumping out of its comfort zone to take care of wellness of both body 

and mind of its customers. Indeed, YUN Teehause will make a safe 

haven for some to get away from everyday hustle, while it can turn 

into a place filled with excitement and inspiration from emerging 

artists from both Korea and around the globe. You may look forward to 

discovering energy and inspiration from this place packed with never-

seen-before ideas in every corner. 

To Live A Well-balanced Life 
YUN Teehaus

Oasis 
This is a vegan dessert menu served in 

YUN Teehaus.
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A. Songyi-ro 17-gil 52, Songpa-gu, Seoul 

H. instagram.com/dst.club

O. Weekdays 18:30–23:00, Weekdns 

 14:00–23:00 (closed on Mondays)

A Place to Appreciate 
Art Over Glasses of Drinks 
dst.club

In almost any place around the world, what has been crucial for those 

who have made their dream come true had places to call safe havens 

– Jebi Dabang to the late poetic genius, Lee Sang and Café De Flore 

to creative and intellectual minds of France in the early twentieth 

century.   
“dst.club,” a natural and conventional wine shop in Garak-dong, Seoul 

has first opened, aspiring to become a place to welcome artistic 

talents from all areas for networking and inspiration and invite anyone 

to appreciate all forms of art, including fine arts, literature, cinema 

and music. The place hosts exhibitions sometimes, while it invites 

customers to concerts or quite reading time some other times. Thus, 

this versatile wine shop is ready to turn into an exhibition space, while 

it attracts guests with concerts or its book collections.

The scenery in “dst.club” looks and feel more relaxed than anyone 

can imagine, but in fact, is deeptly rooted in sincere attitude and 

perspectives towards life. The place is opened to share ideas that life 

is a journey of finding out what fascinates or excites you, and hence 

you should keep listening to your inner voices, rather than following 

what you are told to do. Indeed, this wine shop is filled with rich aroma 

of wine, uplifting music, and friendly conversation and joke to welcome 

anyone weary of hustle and bustle from everyday lives.  

Truffle Spread 
This is one of the signature menus of 

dst.club
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Branding Object
This is an object to deliver the core 

message of Suntree House, which has 
been inspired from sun and trees.  

A. 2F, Noksapyeongdaero 46-gil 

 34-7, Yongsan-gu, Seoul

H. suntree-house.com

O. Open all year round 

It is always a pleasure to be with someone who supports you. Because 

that someone can share inspiration in the midst of mundaneness, 

and help you have a breather to restore positive energy and take a 

turn around. A co-working space serving as many as seven persons, 

Suntree House has recently opened in Itaewon, Seoul to materialize 

such ethos and ideas. The co-working space, hosted by a graphic 

designer, is filled with bright color palettes and deftly packed with 

anything essential to ensure efficiency and productivity at work, 

including seats and tables for individual members, a meeting room, a 

canteen, and a telephone booth. 

Suntree House pursues to become a springboard for growth, bringing 

together its members. Just like trees and sun in its name, the co-

working space dreams of opening grounds for members to be 

supportive to one another. Because the founder of this co-working 

spaces is well aware that while you may find it more comfortable if you 

work on own your own, you can create synergy from working with great 

minds and talents. Suntree House stresses that aside from being a 

workplace, it is designed to make members feel comfortable like their 

home, and share their personal aspiration, as well as professional 

pursuits. This is one of the key reasons why the place has been named 

with the word “house,” instead of “office.” If you are curious about 

what it is like working in this shared-office space and looking for a 

place to find inspiration, Suntree House will definitely be one top of 

your list to consider. 

Like Sunshine Shedding 
Over Trees 
Suntree House
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A. 1F, Achasan-ro 120, Seongdong-gu, Seoul 

H. instagram.com/tealtable

O. Mon - Sat 13:00–19:00

A Lookback upon Life through
Lenses of Living Creatures 
TEAL TABLE 

Design Pot 
This pot is an outcome of TEAL TABLE 

that touched on all the process 
spanning from design to production. 

Starting with grafting greenery onto interior and display design 

ideas, TEAL TABLE has been showcasing scenes in which plants can 

make presence in showrooms and commercial spaces. Driven by 

enthusiasm and passion for greenery, TEAL TABLE has pushed ahead 

with its ideas from the time when related businesses were new in 

the market, revolving around the core value to build “an environment 

where greenery can harmonize with surroundings.” The motivation 

has come from its firm belief that greenery should be part of nature to 

harmonize with other living creatures, including humans. The first step 

that TEAL TABLE took was to find answers to sustainable symbiosis 

between humans and plants. Against this backdrop, this greenery 

business continues to conduct research on how to keep plants 

healthy, as well as interior design ideas inspired from greenery. 

After spending fifteen years spearheading with its out-of-the box 

ideas, TEAL TABLE has become firm on its belief that well-cared plants 

share positive energy with humans, similar to companion animals 

delivering happiness. This may well explain why you feel relaxed in 

front of greenery. Perhaps what TEAL TABLE has been pioneering, 

above anything else, is healthy and sustainable lifestyle.



Everyday With 
Unique Companion 

Animals

As diverse as our lives are, there are a variety of companion 
animals around us. And time spent with these animals are just as 
pleasing and fulfilling as time spent with companion animals that 
most of us often imagine. Here are fascinating stories to share.

W
riter Ji Junghyeon   Illustrator hyperpension

 ESSAY

My son liked dinosaurs and ocean animals, and then 

one day, fell in love with insects. After he asked me 

to take him to oak forests to find beetles, I took him 

to a few museums in Yongin and Yeoju. And since 

then, my lovely son kept drawing pictures of beetles 

and stag beetles. When we brought a couple of 

beetles home, my son named the male, Yangpoong 

and the female, Yangyang. These night owls would fly 

around every night and leave me sleepless and give 

me awe laying hundreds of eggs. Imagining all those 

eggs hatching and growing into pupas and imagoes, 

the cold ran through my spine. But since none of us 

could leave any of the eggs abandoned, we decided 

to donate the eggs to the insect museum, except 

twelve of them. 

Last fall, our family had to away for a week to go on a 

vacation that we had to ask my son’s friend to take 

care of. hem. But quite sadly, Yangpoong died the 

day before we left and we had to leave the neighbor 

with only Yangyang. But before we returned, we 

heard a sad news that Yangyang left us behind.

On the other hand,  the twelve eggs hatched 

and grew into pupas. Excited to see them grow, 

my spouse and my son took good care of them, 

changing saw dust quite often, while I have found 

myself frowning in front of these wriggling pupas. 

My son was fascinated to watch these pupas grow, 

and named each of them, combining names of their 

parents and his own – Aeyang, Aepoong, Aeeun, 

Eungae, Aejing, Aebak, Aebong, Aejin, Aeiyang, 

Aepoongyang, Aeoyang, and Aeyoon. Now a naming 

genious, my son marked each of cage with number 

and name. And for a person like me who would show 

disgust for insects have now grown to learn wonders 

of life, watching these beetles growing bigger. 

Around the time, I found a blog posting looking for 

a family to live together in Jeju Island and carefully 

asked my son to give one of the pupas to the host 

family on the day before the interview. To my dismay, 

my son firmly said, “no.” He gave a couple of them 

to his friends in kindergarten, but when these eggs 

hatched and grew, he might have grown attached 

to them. He talked my spouse and me into keeping 

them, because the family would get to see them 

when we moved to the island.

Afterall, the beetles stayed with us and moved to 

the island together this spring. And after a month 

we relocated ourselves, the first one, Aeyang grew 

and became ready to fly around. Children are now 

ready to welcome the full-frown beetle, Aeyang as 

the family member. And I was left with satisfying 

smile, watching children excited over how well and 

big these beetles grow. April 6th marks the day 

when the beetle, Aeyang takes on its first flight. But 

thinking about the rest of eleven spreading their 

wings and flying around, for some reason, I am left 

with agony and awe. 

93

 E
S

S
A

Y

Blogger An Yejin 

Beetle

Name Aeyang 

Species Beetle 

Age 1 month 

Descendents Of 
Yangpoong And Yangyang



Ttakji is a marginated tortoise and weighed only 

twenty one gram when she came to me. And Ttakji 

opened my eyes to the world new world. It was 

undeniably an enormous joy to have her as my 

family, out of countless numbers of tortoise, but the 

path of challenging journey spread in front of me 

since then.

A little tortoise is such a weak creature but cannot 

bark like puppies that you might them your beloved 

tortoise die overnight. And I never imagined I would 

have to weather the storm with the marginated 

tortoise. In less than a week, Ttakji suffered from 

protozoan infection, and starting with special 

veterinarian clinics, I had to tour around clinics for 

different disease for about a year.

Quite unlike my willingness to bring her back on 

track, Ttakji’s health condition turned worse every 

day. And I had to go over thin ice, treating her. I 

would often wake up in the middle of the night, 

checking on her. But nevertheless, Ttakji formed 

resistance to medicines, making it more difficult 

to get rid of parasites. To make matters worse, she 

was diagnosed with pneumonia and the vetenarians 

brought a heart-breaking news to me that she might 

not live long enough, because pneumonia is deadly 

to tortoise. 

Despite the illness, she grew slowly yet steadily. 

Watching her grappling for survival, feeding herself 

on tasteless food blended with medicines, I was 

reminded of sprouts springing out from heavy soil. 

Unlike those who live their everyday half-heartedly, 

she was living all the best of everyday that could be 

more mundane and boring. Being urged to let her 

free from outside of the cage, I began to renovate a 

few parts of my room, signalling the beginning of my 

journey with free-range tortoise. 

I admit that I have gone through numerous trials and 

errors. And it cost arms and legs to buy all the items 

I believed she needed (laugh). But my efforts seemed 

to have been rewarded that after Ttakji began to 

crawl around freely, she came to have more appetite 

for food. And she grew healthier that she would not 

frown upon even the smallest move I make, but 

rather, boldly crawl on my feet. And unbelievably, 

she got over with pneumonia a few months later.

It has been a year and a half since my experiment 

with free ranging started and Ttakji is doing well. 

I took her to the veterinarian who diagnosed and 

treated her pneumonia a few weeks ago for medical 

check-up. Back then, I wasn’t still quite sure whether 

my experiment could turn out to be good for her. 

But upon confirming her good health condition from 

the clinic, I found myself relieved. 

The spring season is back now,  with sprouts 

springing out everywhere. And every time I see such 

green sprouts filled with energy, I get reminded of 

Ttakji, the tortoise who weathered the storm to take 

herself out of the woods. Indeed, she is a creature 

of wonder, just like new lives in the spring season. 

Most of all, Ttakji is staying healthy and growing 

beautiful, just like all other creatures in the world. 

Similar to growth rings on trees, tortoises have 

marks of ages and time on their shells. I hope I could 

spend time long enough with Ttakji that I would find 

a lot of those marks. I love you, Ttakji.

Calligrapher Park Hyeonseo 

Ttakji, The Land Turtle 

Name Ttakji 

Species MArginated tortoise 

Age 2 years 
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The children I meet at the welfare center I’m working 

for have psychological or emotional issues for many 

reasons – so much so that they are afraid of building 

relationships and show lack of confidence. In short, 

they depressed and lethargic. And quite sadly, they 

are less motivated. Every time I ask them questions 

like, “what do you like?”, “what do you want to try” 

or “shall we try together?” Then the answers always 

have been one of these – “I’m not sure,” “I don’t like 

it,” “I don’t want it” or “I don’t want to bother doing 

it.” 

These children need to build reliable relationships. 

To this extent, social service workers with focus on 

children with psychological issues often plan and 

design programs to engage children with growing 

or keeping animals and plants. In parallel, spending 

time with animals and plants children can learn value 

of living creatures and build sense of responsibility. 

And most importantly, it helps children open their 

eyes to pleasure of having leisure time activities. 

We had a chance to take children on a tour around 

the insect museums and centers that parcel out 

reptiles. The children seemed to have been more 

fascinated than expected. The entire group tried 

making some samples of stag beetles and took 

a look at real geckos. I could see how fascinated 

and excited the children were, reading their facial 

expressions. And one of them said, after patting 

on one of the geckos for quite a while, “I want to 

have one of these geckos.” Finding the children 

who always said no to anything telling me what they 

wanted, I felt that I shouldn’t say, “no.” 

In less than a few days, we welcomed “Wuyu” into 

the center. The children stopped by every other day 

to feed their new family and friend super foods. And 

they came by every day to spray water and keep the 

cage humid enough. 

Everything was new to these children at first, but 

they began to change. One of them who frequently 

missed school started coming to school to see the 

gecko, and another one of them who had issues with 

interpersonal relationship in classes began to open 

up, introducing the gecko to friends. Wuyu became a 

bridge to connect the children with their new friends. 

And I also fell in love with the gecko. I had to take 

her home during the weekends to take care of her 

and found myself emotionally attached to her. When 

Wuyu first jumped on me, I was often left appalled. 

But these days, I could have her play on my palms. 

And looking at her licking water on the walls or her 

beautiful eyes, I keep telling myself that I needed 

time to become close to her. 

Recently, we have welcomed a new family member. I 

sat down with the second graders of the elementary 

school and these children who refuse anything 

simple and plain, chose Venus flytrap. In addition to 

this unique greenery, we got ourselves a few pots 

of mini tomatoes and sun flowers. Each of children 

chose what to grow and gave a name. This summer, 

I look forward to seeing the children running around 

the school front yard, catching ants and pill bugs. 

And I plan to share children’s harvest from their 

tomato pots with their families, as well as the 

colleagues at school. Most of all, under the glaring 

sunlight, I wish to see the sunflower bloom, just like 

the children’s smile on their face. 

Education Welfare Worker Jeon Hyeonseung 

Gecko Wuyu 

Name Wuyu 

Species Crested Gecko

Age 17 months 
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Becoming A Family 
With A Tortoise 

My Dearest Friend Wuyu, 
Who Woke Up My Child 
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For businesses, one of the challenge is to find clues for new products 
and business ideas to blend well into the industries and customers’ lives. 
Because innovations start from what has been around for many years. 
Indeed, co-existence with what has continued from the past shall be the 
recipe of business success. Here is a deep dive into stories of impacts of 
correlation between humans and brands on branding strategies, as well 
as banding strategies that have been deeply rooted in organizational 
culture pivoting around transparent communication and growth. 

Develop

CULTURE

Tic Toc Croc, Alarmy 

GUIDE

Brands, Penetrating In The Ecosystem Of Co-existence 

TIP

How To Build & Grow Brands Together 

©
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Could Organizational 
Culture Be Part of 

Marketing Strategy? 

Tic Toc Croc is expanding its childcare business in both physical and online 
spaces, attracting investment with amount accumulating up to KRW 15 billion 
until last year. On the other hand, the mother company of Alarmy, Delight Room 
has claimed the top ranking among alarm apps from around the world, yet 
continues its ceaseless efforts in improving its services, relying little on outside 
investments. These two companies are clearly setting themselves apart from 
their peer businesses with five to ten years of experience, struggling to tackle 
dilemma of balancing between quality and quantity. Quite fascinatingly, what 
the two innovative businesses share in common is that they take transparent 
communication and aspiration for growth as the core values. Tic Toc Croc and 
Delight Room stress that these help them earn fandom from customers. 

W
riter Yoon S

olhee   P
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CULTURE

Tic Toc Croc, DelightRoom
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This is such a pleasure to meet you. Please tell us what Tic Toc 

Croc is focusing on.

Tic Toc Croc is a startup with its mission statement to offer 

problem-solving ideas for almost all domains of childcare, spanning 

from playing to learning. One of the first solution we served our 

customers with was an app service to match relevant instructors 

with parents to their needs. And thanks to positive reactions from 

customers since then, we have opened a playground where little 

ones have fun and unleash their creativity, “Tic Toc Island” in 

different locations, including Jamsil, Ilsan and Pangyo. In paralle, 

we are working on expanding our education contents services and 

continuing our efforts both in and outside of our organization to 

expand our metaverse services. 

Could you tell us what People Team is taking care of?

People Team has been kicked off after we have seen the team 

grow dramatically. The decision was made from a conclusion that 

we should evolve further in the aspects related with organizational 

culture. People Team is here to build up environments that enable 

the team and the members achive growth together. 

“Personal growth” has been one of the buzz topics within the 

circle of start-ups in Korea these days.

Right. To attract professional talents, business leaders keep 

asking themselves what professional they would want from their 

employers. I have observed that the more you are conscious about 

social issues and the more willing and capable you are in problem-

solving, you are likely to eye on potential for growth working for 

your potential employer, as well as salary and work conditions. 

Once you are part of the team, you will have tightly close ties with 

your team that it would be inevitable and natural for you to picture 

yourself growing with the company together. 

Could you tell us more about the organizational culture of Tic 

Toc Croc?

We aspire to jump out of the comfort zone for growth, and 

encourage the members to try anything they’ve never done before. 

The company offers financial support for education, including 

universities and graduate schools, and covers training and 

education in both physical and online courses. The members can 

attend developers converence, and receive financial subsidies 

for purchase of books and hosting and attending workshops 

or seminars. In paralle, we encourage team members to take 

vacations, because we believe that it is essential for all us of to 

A childcare service provide, Tic Toc Croc is a start-up entering into its sixth 

year since the first day. What started with a team of five back in 2016, this 

childcare service start-up attracted talents to grow the team as large as 

eighty, hinting at impacts on the market, and pace of growth. Balancing with 

the quantitative growth as part of the core of the organizational culture, Tic 

Toc Croc team pays its utmost attention to sharing the same goal and vision 

with the members and granting ownership throughout business activities.

INTERVIEW

Tic Toc Croc
Leader Of People Team, 
Kwon Sora 

Sense Of Raising Children Together 
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be recharged and refreshed from time to time. 

And most of all, we are pouring all our resources 

and efforts to hire qualified talents to work 

together, because it is part of our mission to offer 

opportunities to work with great colleagues. 

Please tell us what specific efforts are being 

made in the hiring process.

First of all, we try to deliver messages on talents 

we are looking for and the team culture through 

a diversity of opportunities and windows. These 

include openness to feedback, aspiration for 

growth, integrity for solving social problems, and 

support for problem solving and efforts. Because 

the moment an individual joins a company will mark 

an important moment in life. No matter how long 

you spend working for the company, you spend 

some time of your life with the company. And I 

believe that the company should continue efforts 

to co-exist with these staff members. Against the 

backdrop, Tic Toc Croc shares everything possible 

to help prospective applicants to see whether the 

company is the right fit for them. 

That nudges applicants into having different 

mentality. 

I need to tell you that I ran a small business before 

I joined Tic Toc Croc. And I learned from the past 

experience that it was after all the human resources 

that made business possible. And witnessing great 

colleagues building foundations for the company 

and steer the business into the directions we had 

in mind, I’m learning the significance of the human 

resource once again. When it comes to hiring, 

the key is to find talents with problem solving 

abilities and willingness. Because that is the key 

to encourage your workers to have some sense of 

ownership. The company should take care of the 

rest.  

This will help the team grow. Where do you see 

that the culture is helping the brand grow?

I can see it from the townhall meetings. We have 

the monthly townhall meeting to share what 

everybody’s up to and see whether the team is one 

the right track. And one of the sessions that we 

weigh on is “Q&A with the CEO.” We let the staff 

members ask any questions to the CEO – some can 

be as cutting as those from investors to ask about 

directionality of business and future outlook, while 

some others can be messges of encouragement 

suggestions on strategy. And the meeting can 

give an encouraging message to anyone new 

to the company that anything can be a topic to 

comfortably talk about.  

The team seems to communicate with the team 

members and encourage them to actively interact 

with one another.

The leaders and managers of the company get 

together at 10:00 am everyday to get updates on 

business activities and decisions. And they go back 

to the team to share with their members. This is 

essential for a company that go through fast-paced 

growth and acceleration. 

When you talk about making the society grow, 

is it about the mission that the team members 

aspired to accomplish?

The first question I ask when I find anyone I want 

to work with is, “do you want to play your part 

in building the better society?” Because Tic Toc 

Croc weighs a lot of qualitative improvement of 

the society. For instance, the core focus of our 

business, childcare is not merely an issue for 

individual households. It can leave impact on 

families, friends, and workplaces. In short, it’s an 

issue that the entire society should pay attention to. 

What are specific efforts and measures that you 

take?

Could you tell us more about the efforts the 

company’s been continuing? 

We are trying to resolve issues related with 

discontinuation of career of women. For a company 

like Tic Toc Croc with focus on childcare service, 

those with experience in raising child make a 

precious pool of human resources. In short, they are 

the best qualified professionals for our company. I 

would like to stress, in fact, that just because you 

spend full time taking care of your child doesn’t 

necessarily mean that you’re leaving work and your 

skills would diminish to zero. I remember the CEO 

mentioned that childcare would not mean career 

discontinuation, but instead, a precious training 

experience. Because from the time you spend 

taking care of your child, you can hone your skills in 

multi-tasking, and improve concentration and ability 

to observe. So, the company values the applicants 

time spent for childcare and do not screen those 

who had to leave work for similar reasons. We offer 

perks and benefits for those who have children. 

It was a pleasant surprise to learn that you 

conduct surveys from those who leave the 

company.

This is one of the surveys that we invest our 

resources in. Because we see that it is important 

to bid farewell to the colleagues who are leaving us, 

and most of all, to continue the growth, we need to 

know why they are leaving – they must have stories 

to tell. And I believe that the responses would be 

the key to solve problems in the team. This is one of 

the key tasks for us in many respects. 

What could be ahead of Tic Toc Croc? 

We are dreaming of building an ultimate childcare 

platform. And we are designing the platform to offer 

help on anything about childcare from Tic Toc Croc 

no matter when and where you are accessing from. 

I believe that Tic Toc Croc will be the one in the 

foreseeable future. 
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I’m happy to meet you. I heard that each of you go by English 

names in the team.

Shin Jaemyeong I’m pleased to meet you. I’m Shin Jaemyeong, 

the CEO of DelightRoom. I go by Jay in my team. 

Ahn Saemi My name is Ahn Saemi and I’m leading People & 

Culture Team. Please call me Liz. 

Could you please tell us more about the workspaces of 

DelightRoom?

Ahn Saemi The company is renting two floors of the building. You 

can find Delight Hall where you have town hall meetings, Morning 

Lounge with snack bars and mini kitchen for you to have a few 

bites and get yourself energized before you start your day, meeting 

rooms, staff lounges to relax, and a gym. And you spend your work 

hours on the upper floor. The space is designed with different 

types of zones – spaces where you work on your own, those where 

you can get your work done with your team, and hot desk zones 

with picturesque views of Namsan Mountain. – so that you can 

choose your seats. 

What are the services that DelightRoom offers?

Shin Jaemyeong We are serving our customers with an alarm 

app called “Alarmy.” We observed that 85% of people today are 

using alarm apps but the vast majority of them turn off and go 

back to sleep. From the service perspective, these alarms are not 

As of December 2021, Alarmy has achieved sixty million accumulated 

downloads, 4.5 million MAU, and No. 1 in app stores of ninety-seven 

countries. And DelightRoom is the mastermind, behind the triumphant 

accomplishment since the introduction in 2013, a small team of twenty 

brilliant talents. The interview with the two managers of this reveals 

the secret – efforts in cultivating new organizational culture. 

INTERVIEW

DelightRoom
CEO Shin Jaemyeong
People & Culture Team Leader 
Ahn Saemi

* Hot Desk : 
  a workplace system that allow 

employees use available desks at 
different timing on a first-come, first-
serve basis. 
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functioning as they are designed to be. We have 

paid attention to what may have been small yet 

serious problem, and 

What are the key roles and responsibility of 

People & Culture Team?

Ahn Saemi We call our members “Delighters.” And 

the team is here to offer systematic, environmental 

nad cultural support and further improvement of 

the support that these Delighters need for work and 

professional and personal growth. 

I can see why the team includes the keyword, 
“culture.” 

Shin Jaemyeong I remember that when we opened 

a job posting, we managed hire talents we had been 

looking for, but realized soon enough that it took 

some efforts in building work conditions that these 

talents come together for work. Then we concluded 

that we need to build our own culture. For me, 

organizational culture is the medium to express the 

way we work. And for a start-up like ours, flexibility 

should be the key, and this is often followed by 

ambiguity. And I came to reach a conclusion that the 

loose standards and guidelines to control ambiguity 

could be the core of organizational culture. Then 

I met Liz to build up roles and responsibility, and 

further, tasks for People & Culture Team. 

Could you tell us about the recent attempts and 

experiments?

Ahn Saemi Formulating the goal and policy 

pivoting around “transparency and openness” 

and “open communication,” we have expanded 

communication widows to keep everybody updated 

and in the know and share ideas and thoughts. And 

the meetings and the culture deck I’m going to talk 

about soon in based on the policy. The dashboard 

on the hallway is one of the key examples – it gives 

a glance at indicators including MAU, subscribers, 

and even sales revenue. And everybody has access 

from their computing devices as well. Because 

these indicators are not passed down from the 

management, and instead, can be accessed real 

time, everybody can have sense of ownership.

The team is small for a business that achieved No. 

1 position in App Stores in ninety-seven countries 

and annual sales of KRW 13.1 billion. Could you 

tell us about the policy in hiring talents? 

Shin Jaemyeong Before opening the job posting, we 

make so-called “Score Card” to share what kind of 

positions to be filled, and what the professional and 

skill requirements are. And this can give clear and 

detailed pictures of who should fill the position. And 

based on the Score Card, we list Job Description. 

When we decide that we want to work with you, we 

spend three months of grace period. On the first 

or second week, the team leader make adjustment 

on skill levels and achievement based on the Score 

Card, and then hold a meeting to offer feedback 

after about six weeks. And on the last days of the 

grace period, we make final decision based on self-

assessment and peer review meetings. 

You have a lot of meetings. And what do you 

normally talk about at the meeting tables?

Ahn Saemi I have one on one meeting with Jay 

every six weeks, meeting that I have with the team, 

and then one on one monthly meeting with different 

team leaders. And I have peer review meetings 

with colleagues every four months, quarterly 

workshops, and weekly townhall meetings. And for 

the townhall meeting, we spend our time for Weekly 

Data Analysis & Seminar to share ideas and insight 

surrounding essential data and Post Mortem to talk 

about trials and errors.  

It’s a challenge to have a one on one meeting 

every six weeks. 

Shin Jaemyeong I suppose that these are not 

focusing on problem solving, but on listening to what 

the members have in mind. And I can have chances 

to look into the issues from the working-level 

perspectives, while the working-level managers can 

have a glimpse from the management perspective. 

And one on one meetings are part of the efforts for 

co-existence. In fact, I see that the instants we have 

together could determine the future directionality 

that we pay much attention to them. 

What do Delighters make of the communication 

and culture in the company?

Ahn Saemi We conduct a quarterly survey to see 

how satisfied the workers are with their work at the 

company. We ask questions to find out whether 

they feel they are achieving both professional and 

personal growth, as well as general questions on 

the team, leader, and colleagues. We ask a few 

questions on communication channels, and the 

majority of the responded comment that they like 

them. The communications channels are effective 

in sharing messages with the staff members that 

the company is carefully listening to them. 

The company has recently published its culture 

deck. Were there any particular motivations 

behind the deck?

Ahn Saemi The company is expanding to offer 

wellness solution service in a mid and longer term. 

And I anticipate that we need to hire more qualified 

talents. In line with the future growth and expansion, 

I felt that we should have our own culture deck to 

build up foundation for our branding. We shared 

our stories themed around “mind,” “product” and “ 

action” and talked about our mission statement and 

vision, directionality, and the way we work. 

What could be ahead of Delight Room in the 

future? 

Shin Jaemyeong My view is that alarm clocks can 

have new functionality and definitions, other than a 

tool to alarm us. To this extent, I would like to open 

a new chapter, introducing our customers into 

wellness solution for their pleasant morning routine. 

Ahn Saemi I would like to talk about the 

organizational culture. I’m looking to play my part 

in building a work culture where everybody can see 

why Delightroom should have its organizational 

culture. And most of all, I would like to take part in 

building a culture to prove that the work condition 

that all members can co-exist with sustainability will 

be helpful for business achievement, growth and 

development of an organization.  
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Brands, Blending Into 
The Ecosystem Of 
Co-existence 

For a brand blend into the ecosystem built 
by humans and become part of a respected 
member, it is essential to understand the 
culture surrounding co-existence. In other 
words, with co-existence becoming part of 
the mainstream – among humans, between 
humans and animals, and even between 
humans and robots – each brand and its 
managers should turn to what the brand 
can offer and deftly reflect in the marketing 
strategy. 

Writer Kim Jihern
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The American economic and social theorist, Jeremy Rifkin named humanity, Homo 
Empaticus, for being special species that can relate themselves with others. 
Humans managed to be dominating species in the winner-takes-it-all world, as 
they chose to co-exist, relating themselves with others’ raison d'etre and working 
closely with others. This can be part of the key secret to survival and evolution and 
humanity and make up the core part of basic desire and thus, drawn attention as the 
key topic of marketing for many years. And as the word, “coexistence” is becoming 
a buzz word in the wake of the pandemic, scores of brand managers are turning to 
marketing strategies to make their brands accepted as respected members in the 
ecosystem created by humans. In this column, I would like to touch on cases of a few 
brands that blended themselves into consumers’ lives with their branding strategy 
themed around “coexistence” and offer meaningful insights for brand marketers and 
managers. 
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encourage working with another to build a society and achieve equity. “Snow 
Piercer” directed by Bong Joonho gathered massive popularity that the movie was 
later dramatized as a TV series in the United States. The movie illustrates life of a 
handful who barely survived the extreme weather condition and lived from hand to 
mouth on a train that kept running on snow-covered fields. And on the seventeenth 
year since the disaster plagued the planet and pushed the survivors on to the train, 
what looked impeccable and well-balanced crumbles with fury erupting among the 
underprivileged who lived on the tail toward the upper class who enjoyed luxurious 
lifestyle. The movie offers a lesson that when resources are unfairly controlled by a 
handful, co-existence would not be made possible. But ironically, brands can reveal 
themselves and make presence in front of consumers. 
One of the social problems in Korea, gapjil (갑질) - coerciveness in business relation – 
is deeply rooted in unfair business practices that make co-existence difficult. This is 
one of the Korean words that are much dreaded to be searched but unfortunately, it 
can be found in some academic papers from outside of Korea. With the vast majority 
of businesses prioritizing customers as their masters and pursue to be at customers’ 
service, coerciveness of customers toward service providers has become serious in 
the Korean society. Some of incidents made headlines and aroused fury among the 
public. And around the time, the CEO of a lunch box chain, Snowfox Korea released 
a notice that read, “If any one of the staff members does not treat you well, we will let 
the staff member go. But if you do not treat our staff members well, we will have to 
let you go.” The notice was posted in every store and drew public attention. This has 
been part of the activism that the brand related itself to challenges and difficulties 
of service providers to draw attention from consumers and further, encouraged 
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Marketing Brain and This Is Branding. 
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other peer brands to follow suit. The CEO of the lunch box franchise, Baek Hyeonjoo 
later commented that the notice was helpful to raise satisfaction level among the staff 
members and retain the staff members in the industry with high churn rate. But the vast 
majority of businesses in the industry expressed their concern that the activism could 
compromise quality of service. 

110

I have personally conducted research to learn about the impact that the notice left 
on staff members and consumers. I have divided participants into two groups – while 
Group A saw the notice that Snowfox posted on their stores, Group B read a message 
prioritizing customers above all else before each participant evaluated the store. The 
participants in the former group commented that they feel supported from the company 
that they would feel guilty if they couldn’t play their part in the company’s performance. 
The comment implied possibility of improvement in service with voluntary participation 
of staff members. And from consumers’ perspective, the notice led less complaints 
despite a few minor mistakes. The result hint at positive impact the notice from Snowfox 
left, quite unlike the industry-wide concern. Since then, I could see a few notices asking 
customers to be kinder to service providers, if not as stern as the notices posted by 
Snowfox. 

Another smart strategy to turn to is formulating a foundation for customers to help one 
another out. One of Burger King’s campaign, “Morning Like a King” is a notable example. 
Keeping close eyes on the fact that spend the longest hours for commute, fifty-eight 
minutes and the shortest hours for sleeping, seven hours and forty-nine minutes among 
the OECD member states, the Korean affiliate of Burger King designed the campaign to 
offer helping hands for those who feel fatigue from everyday hustles. Burger King offered 
free eye masks that read “Wake Me Up At *** Station” for free, with two coffee coupons. 
The coupons are offered those who wore eye masks to share coffee with anyone 
helps waking up later. The campaign was received well for sharing warm heart among 
members of the society and won silver prize in the Media category from Cannes Lions in 
2015. 
And “barrier-free” could be another keyword to turn to. Panty Beauty introduced by 
a performing artist, Rihanna is one of the notable examples. The core mission of this 
beauty brand was to encourage anyone find right products, regardless of race and skin 
colors. Unlike the peer brands with a dozen colors for foundations, centering mostly at 
Caucasians, the brand offers a color palette as diverse as forty different colors. 
Universal design is another part of strategy to count on, especially for product design. 
A timekeeper brand, Bradley Timepiece was first started by Kim Hyeongsoo during 
his years studying in MIT. The founder and designer was nudged into materializing his 
universal design idea upon running into friends with visual impairment asking him time 
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during classes. The friends back then had watches, but because they could find out time 
by audio, they could not use the product during classes. The brand name has been after 
the Paralympian, Bradley Snyder, and the word timepiece replaced watch to ensure 
universality. And the company name, “Eone” is an abbreviation of everyone, to deliver a 
message that the company seeks to make products for all.

I spent my research year in the beginning of 2020, when COVID-19 virus spread to the 
local communities and the number of death cases spiked. For most Americans facing 
shortages of hand sanitizers and medical masks, the viral disease instantly became the 
source of horror. The death toll was serious especially among the older-aged patients 
that news and broadcasting programs kept telling viewers to stay away from any 
crowded places. And for the elderlies who faced the status of near lock down, the biggest 
issue was grocery shopping. One of the high-end grocery chains, Whole Foods opened 
one hour earlier than usual, designating the early hours for older-aged customers. The 
leadership practiced by Whole Foods in pursuit of co-existence was more than sufficient 
to leave a message to customers that “Whole Foods is a friendly neighbor.” To a similar 
extent, Morrison in the UK or Sobeys in Canada are serving sensitive customers with 
special hours with less sound or lights. 

With a photo image of plastic straws stuck on nose of a sea turtle spreading through 
social media platforms, coffee chains including Starbucks began to introduce paper 
straws, while growing number of customers began to turn to measures that enable co-
existence among animals and humans. In practice, larger number of consumers have 
turn to veganism to promote wellness ad welfare of animals and raise voices against 
exploitation that substantial number of them are proactive in purchasing ethical 
products, despite expensive price.

We need to take animal testing of mascara, for instance. So-called Draize test is 
conducted on rabbits that are known to blink less often and shed less tears, plastering 
products over their eyes more than three thousand times. And quite discomfortingly, 
these rabbits are trapped in small spaces, without anesthesia applied for testing. Some 
have their necks broken, after struggling in limited spaces, while some others lose vision 
before they are discarded. The cruelty is not limited to the hare species – substantial 
number of young crocodiles go through pains of their skins being stripped for bag 
making process, while goose have their feathers pulled out alive. And once you know 
these disturbing facts behind products you use, you may keep yourself from opening 
your purse. Against the backdrop, veganism is gaining support from consumers and 
speaking up against exploitation of animals.

Lush is one of the hallmarks of veganism in the beauty industry. The UK-based beauty 
brand has made its name for anti-animal testing campaign and use of safe and natural 
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ingredients. The recent decision to give up on the Chinese market and stand up 
against the government pushing for animal testing for business approval create a stir 
among consumers who valued co-existence with animals. On a similar extent, Gucci 
has recently introduced a reverse mentoring system to listen to voices of its younger-
aged employees, and following their opinions, the fashion label scrapped all of its 
fur product line-ups. And the bold decision positioned the brand among younger-
aged customers, setting apart from peer labels. A furniture maker, IKEA, on the other 
hand, conducted “Wildhome for Wildlife”" upon opening its new store in Greenwich, 
London in 2019. 

The furniture brand gave recycled furniture second lives with creativity to exhibit 
outdoors, and these furniture became safe havens for wild animals and insects in 
the neighborhood. The campaign resulted in positive reactions from consumers for 
revealing the right balance between IKEA’s design ethos and philosophy revolving 
around eco-friendliness, aspiring co-existence with animals. 

Sometimes ensuring rights to live for animals translates into ensuring that of 
humans. For instance, in North Carolina in the United States, drivers should always 
be aware of wild animals after dark, because they could come out to the road any 
time. Some of insurance companies are serving customers with schemes to insure 
against possible road kills. Needless to say, road kills are posing threat to both 
humans and animals, and to resolve the issue, a Swedish automobile brand, Volvo 
introduce a system to detect wild animals. The recent move was successful in 
fortifying the brand image related with “safety” and positioned the brand as a pioneer 
in pursuing co-existence among animals and humans. 
Some other brands have been active in animal protection. Lacoste has used 
crocodile as its brand logo for more. than ninety years, but one day, decided to 
introduce picquet shirts with logos inspired from wild animals, including rhinos, 
eagles, and monkeys. Shirts with different animal-inspired logos are available in 
limited numbers for each species, to send an alarming message to the market 
about the population of individual species. While logos are the essential element for 
branding, other than brand names, Lacoste chose somewhat risky experiments to 
raise awareness for extinction of animals. Consumers welcomed Lacoste’s culture 
branding strategy and sent supporting messages with a hashtag, #saveourspecies 
on social media platforms. 
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Astonishing development and evolution of artificial intelligence technology steer any 
one of us into imagining potential of co-existence among humans and robots or meta 
humans. One of the internet giants in Korea, Naver recently introduced robotics 
technology in its new building, “1784.” The delivery robots, in particular, leave lasting 
impression, delivering packages to employees in the building, taking elevators 
designated for transportation of robots, ROBOPORT. In addition, robots named 
“AMBIDEX” are designed to clean robots. It is exciting to learn that what have long 
been part of imagination are coming into reality, yet many of us may well become 
concerned about robots replacing humans in many sectors in the foreseeable future. 
Tesla recently announced that it would introduce autonomous vehicles and build its 
own robo-taxi system. Superficially, the plan looks and sounds ideal to have your car 
driving around for as a taxi, instead of standing in a parking lot all day long, before 
it comes back to you after work. But for the majority of taxi drivers, the technology 
could sound horrifying. Hence, attention and efforts should be made to ensure that 
robots pose little threats to humans, particularly when it comes to rights for survival.

In parallel, we need to pay close attention to meta humans in the metaverse as 
well. A teenaged Brazilian American fictional personality, “Lil Miquela” secured the 
followership of over three million, and makes billions from modeling and musical 
performance. In Korea, Keem Reah created by LG Electronics and Rosy by Shinhan 
Life Insurance are some of the metahumans created by companies for branding 
strategy. In the near future, it will be possible to go on a shopping sprees in the 
virtual reality and interact with fictional characters serving you. And perhaps you can 
even use some wearable devices to feel like the reality. One of the recent research 
was disclosed recently to share results on touches leaving impact on experience in 
virtual reality, and the research result revealed that the participants who could touch, 
smell and feel like reality spent longer time and larger amount for shopping, and were 
more satisfied with the experience. The result gives insights to prospective owners 
of virtual stores about significance of senses in virtual spaces. 

We have delved into numerous cases of brand making efforts to become responsible 
and respected members of the society. With asymmetry of information reduced 
today, most ideas and actions taken by brands are being archived and become 
center of attention. And learning lessons from Russia suppressing its neighbor 
country with force and becoming isolated as a result, brand managers should 
pay turn to everything around them with warmth and aspire sustainability and co-
existence. Because consumers all know what brands are up to, and what these 
brands did last summer. 
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How To Build & 
Grow Brands 

Together 

To nudge consumers into remembering a brand, the key is to 
build a special relationship between the brand and its customers. 
Similar to old friends remembering one another and sharing old 
and precious memories, the relationship would steer consumers 
into spending their time to experience the brand. Here are tips on 
how a brand should build a sound relationship with its customers. 
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The Korean society has never been richer than 

before yet has never experienced psychological 

poverty as many experience today. The smartphone 

screens are overflowing with items to buy and 

well-curated news and information, based on 

recommendations from algorithms. But reversely, 

it becomes inevitable for you to have limited time 

to make decisions and experience for yourself. 

Because you’re outsourcing literally everything for 

your life.

Recently, I was supposed to meet up with friends 

for a birthday party and decided what to eat. But 

quite sadly, I couldn’t find a place to go, because 

I was obsessed that I should spot a “trending 

place.” Despite online research, I found myself not 

trusting the reviews, and surfing around postings 

on Instagram, a thought flew into my mind that I 

had not given thought on what I wanted and how 

I wanted to spend my time with, but rather, I was 

following what everybody else was telling me to. 

I suggested instantly to my close friends that 

we should take a walk around the neighborhood 

and walk into any place that would interest us, to 

solely focus on the quality time I would spend with 

them. Admittedly, the food and the place were 

not fancy, but the moment I had with my friends 

were memorable, because I could concentrate 

on conversations we shared, and we could be 

ourselves to make decisions for ourselves. It was 

the experience that did not compromise with 

efficiency or convenience – rather, I could seize 

every moment to decide for myself and spend 

quality time with my dearest friends.

But sadly, we have less time to make choices and 

experience for ourselves and share such moments 

with our loved ones. Almost everything is only a 

few clicks away, the convenience and efficiency is 

taking the place of the moments we can have to 

feel, smell, and touch for ourselves. As a former 

marketer and a founder of my own business “Meet 

Me,” I keep asking myself what I should do to make 

relationship sustainable in a longer run. With new 

and updated brands and contents inundating 

today, any brand and its manger and marketer 

should pay attention to how to build relationships 

with customers. Advertisement would no longer 

be sufficient as consumers have a wider range 

of choices for products and services. To make 

presence in the market and be attracted in front 

of consumers, individual brands should turn to 

their unique ways of relationship building with their 

customers.

Son Habin  

The CEO of “Meet Me,” a platform for personal growth and the former 

marketer for AirBnB, Son is aspiring to build a community to help anyone 

be and live oneself, rather than yearning to grow her busines into a unicorn. 



Newsletters are booming these days. And almost any brand manager 

may have looked into publishing newsletters. Some comment that 

growth of contents consumption boosted the recent growth of 

newsletters, while I view that these new media outlets are building 

novel type of relationship with customers. Let’s imagine ourselves 

exchanging newsletters. Admittedly, publishers target mass recipients, 

yet each piece of newletters arrive safely in your inbox, the virtual 

yet personal space that lets nobody but yourself can access. And 

the contents created such publishers, quite unlike those from other 

media outlets, sound and read like personal messages to you. If the 

newsletters were too formal in the tone and manner, they may have 

felt like spams or ads. But because the newsletters I have personally 

subscribed to reveal uniqueness in tone and manner, when these 

arrive my mailbox on Mondays, I feel that the inbox gets crowded, filled 

with chit-chats. In this sense, the newsletters offer novel experience 

centering at relationship that no other contents and media could 

provide before.

In fact, when I started my own business, “Meet Me,” what I first began 

with for communication was newsletters. Because my priority back 

then was to build a relationship with customers. As a brand that 

shares ideas and thoughts on personal growth and wellness, I felt that 

personal relationship would be more appropriate and be in line with 

the brand name. And thanks to the relationship I have sought to build, 

the newsletter has spread through word of mouth and attracted more 

than ten thousand subscribers. 

In the beginning of the year, I ran into an ad and signed myself up for a 

one year subscription of English learning app. I was too eager to make 

studying English into my daily routine that I lost track of where to start 

with, and the one-year subscription back then solved my psychological 

debt. I firmly believed back then that I would start well, and I had a 

good start for the first week. I thought I was one the right track and 

tried to nudge my friends into starting the app. But the eagerness and 

passion waned from the second week, and the app were unopened 

until when I recently sat down to delete a few apps for storage 

management of my smart phone. I found myself haunted by dislike 

toward the brand. It was, it fact, myself who downloaded and left the 

app unused, but the app and its developer company get all the blame 

in reality. And quite interestingly, this English app wasn’t the only one. 

Looking at platform services and app that charge me monthly fees 

yet don’t give me any special feelings, I sense that the ties with these 

brands are bored up, like a couple who dated for many years.

Other than securing customer and fan base, brand managers should 

pay attention to what to do to keep their customers come back. 

Because sustainability of any relationship come from spontaneity. 

For a content creator, for instance, the key is to know how customers 

behave – how they are consuming the contents, and if they don’t read 

or watch at all, why not. While Meet Me sells ritual building programs 

on outside, we have had a clear idea of what to sell before started 

the business – we sell and let people know “how to act.” We believe 

that when we tell those who blame themselves or are obsessed to 

be perfect that it’s absolutely okay to make mistakes, they would 

start their own rituals, however small they may be. And the essence 

comes from sense of stability, not anxiety. While some may feel 

motivated to be pushed into competitions and achievement, some 

other perfectionists may feel pressured that they won’t even give a 

try to start. Because these perfectionists refrain from showing their 

weaknesses. In short, to steer anyone into actions, it is essential to 

sit down and figure out what approaches to take and how. Then as a 

brand manager, you may want to ask yourself, what approaches your 

brand should take.  
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Build Personal Relation
Between Your Brand And Your Customers 
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Build A Brand 
That Engages Your Customers 

Many commented that it was their 
first time to hear, “it’s absolutely 
alright to start with small things.” 
They were afraid to take their first 
steps for fear that they could make 
mistakes, or give up on their entire 
journey if they see they could miss 
a few small details. And through 
a series of positive experience, 
these people began to take their 
brave steps to take what were in 
their mind into actions. 

Marketer’s Opinion 



At one of the lectures, one of the audiences asked, “Meet Me is 

still a small brand. But Meet Me works closely with its partner the 

brand seems to be itself, while it helps its partner be itself. What is 

the secret?” I need to be honest that the question was welcoming to 

me. Because that was what we pay attention to when we work with 

our partners. And my answer to the question is, “clarity in mission 

statement.” Regardless of size, you need to have clear idea about 

your aspiration to make your brand be itself and generate synergy. 

In fact, Meet Me has been successful in partnership because of eye-

catching design ideas or reputations. Rather, Meet Me had its clear 

set of mission statement – to help people spend time for themselves 

and get to know better about themselves. And I believe that when 

these mindful people get together, they would build positive solidarity. 

Because we work closely with our partners with our core message, 
“meeting true self,” the partners would experience the moment of 

encountering with true aspects of Meet Me. In short, the mission is 

to bridge between daily rituals and the partner brands, and further, 

connect between the partners and their consumers.

Brands can make positive influence on their customers as they look 

into measures to make positive impacts on their lives, and thus, design 

contents and communities that their peers would not think of and 

conduct relevant marketing campaigns. It is the careful attention to 

how to change customers lives that set a brand’s marketing campaign 

and attitude toward customers apart from those of rivals. 

We are living in a hyper-connected society, while many us of us often 

experience disconnection. The recent trend pushes us into contrasting 

state of mind – while substantial number of us find ourselves yearning 

to be by ourselves, only few of us choose to be lonely. And whereas 

many want to be with someone, only a handful want to be tangled 

up. The mentality and sentiment that are spreading recently can be 

summarized as “loosely solidairy,” as many may want to get along 

with like-minded friends and feel comfortable, yet don’t necessarily 

want to share everything about yourself. This comes from a shift in 

subject of focus from solidarity to unique personality and characters. 

For instance, quite unlike the first generation of online communities 

led by leaders or groups of leaders to share necessary information 

or have chit-chats, like-minded members or those with similar tastes 

and interests get together and seek to share in-depth conversations. 

Because they seek to be connected emotionally and mentally, they 

look into who are making up the membership. In short, when you build 

a community, you need to ask yourself what kind of people you want 

to welcome as the members and what to talk about in the community. 

By finding the answers to the questions, you will build up a persona for 

the community and thus, attract potential members. 

In addition, when you open a community, you might want to find out 

how to lace with an invisible idea, “friendliness.” Because without 

emotional and mental connections, only few communities would 

grow by simply having a group of people together – it takes sense of 

connection and friendly atmosphere that make people stay and build 

sustainable relationship with a brand. 

To start a community here is a question you should ask to yourself 

– “what kind of relationship does the brand seek to build with 

customers?” The question will make a good start to build a relation 

that would keep your brand connected with your customers. These 

days, consumers began to ask what their consumption pattern 

mean to their lives. Because they came to realize that repetition of 

thoughtless consumption and wasting could end up with feeling of 

emptiness. And such awareness may have led to the recent trend of 

minimalism and consumers increasingly expressing their interests and 

values. For a brand to become “a lifestyle brand” in front of consumers 

who seek to be themselves, you should start asking yourself what 

messages your brand delivers to your customers to be meaningful in 

their lives.
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Marketing Campaigns 
To Blend Into Customers’ Lives 

Let Fans Of Your Brand 
Build Communities 

Marketing campaign centering at 
“experience” should not be one-
off. Rather, the ideas should invite 
customers into experiencing 
the brand in every corner of life. 
Customers would have holistic 
brand experience that last in their 
memories when they run into the 
brand in their everyday lives and 
see it leaving positive impacts. 

Marketer’s Opinion 

Meet Me sees its customer base 
growing from recommendations 
and words of mouth. Customers 
refer their friends and 
acquaintances to Meet Me 
because of who are being part of 
the community. Indeed, it’s the 
positive energy from the members 
that attract those who need 
optimism. 

Marketer’s Opinion 
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It may not take much to seek co-existence. In fact, you may start with what is around 
you, in you own way. Whether you take on your own journey to try everything that 
interests you, or start a new community to seek freedom, the key is to have sense of 
being together. The items and contents themed around co-existence are some of 
the notable examples. 

Enjoy

ITEM

A List Of Items With Out-Of-The Box Ideas

CURATION

The Moment We Become A Family 

IDEA

Questions From SEOUL MADE 

PLACE

Dazayo 
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A List Of Items 
With Out-Of-The 

Box Ideas

Diversity has close ties with co-existence. Anyone will be born to be 
different from everybody else, yet with similar tastes or characters 
to those of others. And just as tastes can be different, products 
and services are available in a diverse. In fact, diversity of products 
and services mirrors a society – the more diverse the products and 
services, the more diverse the tastes are in the society. Here are 
a few items imbued with creativity and out-of-the box ideas. What 
can be merely interesting could perhaps be a life-changer. 
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The other day in the afternoon, I was reading a book in the terrace 

under the warm sunshine and smelt ramen from the outside. I thought 

to myself, “the temperature, weather, and humidity were all perfect to 

enjoy a hot bowl of ramen!” Smelling the ramen from assumably from 

downstairs, I was surged to make one for myself, but realized soon 

enough that I had no portable gas stove top. 

Bulsoban from Blank Project is an item for foodies of the New 

Millennia who are serious about food. For your information, soban is a 

Korean low table and Bulsoban looks and feels just like what can often 

be found in Korean households. And all you need is to connect the 

table directly with a stove top to cook whatever is in your mind, placing 

a pot right on to the hybrid between stove top and table. Undeniably, 

this hybrid form of table top has achieved a right balance between 

form and functionality, as you can enjoy your food straight from it. 

Perhaps this might be an ultimate tabletop for anyone who have long 

dreamt of having a table combined with gas stove tops. 

To those skeptical about portability or excessive heat from the stove 

top, answer from this hybrid tabletop is “no.” First of all, Bulsoban is 

foldable. The legs can be folded to make it easy to carry around. And 

the top is made with aluminum to ensure lightweight. And most of all, 

the support fixture for burners is designed to be 2cm in height and 

prevent radiation heat that the top is free from excessive heat. But 

above all, this hybrid between gas stove stop and table is beautiful. 

Whatever you make – ramen, stews, or coffee from moka pots – 

Bulsoban will sprinkle your dining moment with some romantic vibes.

Bulsoban 
Blank Project 

H. smartstore.naver.com/blankproject
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Almost anyone who have sought to lose weight before knows well that 

diet is the key to weight management. And reversely, it is all the rich 

and savory flavor of food that lures you into much dreaded failure. As 

a person who lost sixteen kilograms, the secret behind successful 

weight management shall be healthy and tasty diet. But admittedly, 

it is a challenge to pack every lunch filled with healthy menu for 

yourself. Moreover, almost all healthy food you can reach out from 

your home or office to buy are salads or yogurt. Nevertheless, you are 

likely to choose to pack lunch because realistically speaking, it is the 

healthiest way of weight management. But you might run into another 

challenge – food safety, especially when the weather is warmer. Most 

healthy food ingredients can easily go bad in warmer weather with high 

humidity. Cooler bags can solve the problem, but you will find it a fuss 

to carry around, in addition to your bag. For those who are looking for 

solution to all of these issues, FORMOD bag could be the one to count 

on.

FORMOD bag has its partition divided by upper and lower part – while 

the upper part stores almost any items like conventional bags, the 

lower part has its inside finished with cooling agents and PVC to keep 

your food warm or cold. In short, this is a hybrid between a bag and a 

thermo bag. The in-house testing by the manufacturer reveals that the 

bag can store food cold for as long as ten hours, while it can keep food 

warm for three hours. This implies that you can enjoy one of popular 

menus for weight management, boiled eggs warm for your lunch. 

And most importantly, FORMOD bag goes well with almost all style, 

whether you’re wearing formal suits or dressing down. 

Furthermore, you can carry around almost anything inside the lower 

part of the bag – your gym clothes or even umbrellas on rainy days. 

Measuring 29cm by length and 28cm by width, the bag is roomy 

enough to store a tablet PC. As weight management is similar to 

lengthy marathons, it should be sustainable. And the key to make 

it sustainable for you is to choose items you like. This is one of the 

reasons why you need a good bag to carry your healthy lunch around. 

FORMOD Bag 
FORMOD 

H. instagram.com/formod_official
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Looking back upon the history of humanity, you may find that invention 

often came from fulfill two or more contrasting and different desires 

at once. While some have seen success and achieved popularity like 

sporks, many others must have waned. As for Shoeslip introduced by 

404FOUND, fingers shall be crossed to see whether this new invention 

is a success. 

Shoeslip is a clever combination of shoes and slippers, with slippers 

underneath shoes. While you can walk around in this pair of hybrids, 

you can take the slippers off from the shoes, when you feel like gliding 

on your slippers. The idea itself is already brilliant, but what deserves a 

big applause is that the creative minds carried out into specific actions 

to give the idea a life. The shoes come in white color with a wide, black-

colored Velcro as an accent. The Velcro band make it easier to take 

shoes on and off. And the slippers are in the same color palettes as 

the shoes.

Shoes can be viewed from two different perspectives when it comes to 

usage – functionality to make walking or running easier, and formality 

as part of fashion statement. And these days, consumers turn to 

shoes mostly for fashion statement – so much so that price tags 

become heftier when shoes bear designer brand logos. To this extent, 

the shoes with out-of-the box idea from relatively new labels may look 

unfamiliar to many. Yet from the functionality perspective, the shoes 

could be attractive enough to certain target groups – those who need 

both sneakers and slippers, or those who look to take slippers yet 

don’t want any fuss. To any one of you who are skeptical about how 

well this novel design idea can be received, here is a thing to stress 

– any innovation faces hurdles and challenges to be received well. 

As for Sheslip, its functionality and humor deserve applauses, while 

comfort has room for improvement. Not everything can be perfect. 

But 404Found is a group of creative and innovative minds that can 

keep up with its good work in innovation and introduce items packed 

with humor and wits. For your information, 404FOUND introduced a 

combination of clothes and blankets, and T-shirts and medical masks 

before. You may keep looking forward to seeing anything new and 

innovative from this design studio in the future. 

Shoeslip
404FOUND

H. 404found.co.kr
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If I could choose one of drinks, coffee and carbonated soft drinks, I 

would not hesitate to go for the third one. Because unless I meet up 

with friends, I don’t normally turn to drinks. And as for coffee, I thought 

I would never live without it, but learned from a small experiment that 

lasted as long as two weeks, it was the exact opposite. But when it 

came to sparkling drinks, I dare to say that I cannot live a day without 

it. I should admit that I wouldn’t have had obesity issues if I hadn’t 

paired all the burgers and pizzas or spicy dishes with sugary sweet and 

refreshing soft drinks. I should admit that I have been a heavy drinker 

of carbonated soft drinks. 

Sparkling Water Maker from Delightsoda is literally a machine that 

makes carbonated water, infusing carbon to almost any type of 

liquids – water, wine, and juice - through a cylinder. Quite unlike other 

sparkling water makers with limits on what can be made with, this 

novel soda maker lets you unleash your creativity. 

But I need to be honest that not all types of beverages go well with 

carbonates. For instance, milk, sport drinks and coffee are not 

necessarily the best match to taste. This may be one of the reasons 

why you haven’t seen carbonated version of these in cafés and 

stores before. But I found a few comments that yogurt, tomato juice 

and shikhye (식혜: Korean rice punch) tastes great with carbonates. But 

these are additional functions of Delightsoda. The core function of 

this sparkling water maker is making sparkling water and adding 

carbonates to flat soft drinks. With this bubbly water making machine, 

you can give a second life to a bottle of flat cola, and don’t need to 

make a fuss to rush to grocery stores to stack up cartons of sparkling 

water at home. 

Sparkling Water Maker 
Delightsoda

H. delightsoda.com
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The Moment
 We Become 

A Family 

The word “we” has some magical power. Because once every one of us come 
together, we could be supportive to one another, and make ourselves stronger. 
And we can even become “family.” Though not in blood relation, we can build a 
community embracing one another’s lives and take on journey together. 
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“Life Of A Household Of Two Women”

Tokki, Hot Dog | txt.kcal 

The percentage of households with two persons or less in swelling 

every year. The households of larger-sized families are shrinking and 

dismantling, while practices of living with families of blood ties are no 

longer taken as normal today. Instead, number of those who chose 

who to live with and start a family with is growing. These choose 

to make their lives richer, embracing their family members and 

make up for their weaknesses. This book highlights a journey of life 

steering away from the norm that demand marriage and childbirth 

and formalized lifestyle and path. The two co-authors stress that 

they aspire to age gracefully, with wealth and intelligence yet without 

getting married. This may be the path that many dreamt of – a 

retirement life after weathering all the storms, supporting each other 

in solidarity. But the authors point out that they run into numerous 

challenges in their everyday lives. Because each had taken different 

life paths. Nevertheless, Tokki and Hot Dog never give up on their 

efforts in understanding each other’s pace and keep taking on their 

exciting journey together. 

BOOK



S
E

O
U

L M
A

D
E

131130

“Shoplifter”

Hirokazu Koreeda 

Every family has a story to tell, with big or small issues. And this is 

because family members owe one another, at least psychologically, or 

have to bear the brunt for being part of the family. And the Japanese-

born director, Hirokazu Koreeda illustrates a community made up 

with members that have no blood ties at all. The movie, “Shoplifter” 

is about a six people who are disguising as a family to one another. 

The life of this pseudo family seems to be as stable and calm and can 

be, but each one of them has a dampening story and thus, walked out 

of their own family to choose a new one. The movie casts a question 

about identity that a family can have – “what is an ideal form of family?” 

and “what makes a family you have chosen to start sustainable?” 

Indeed, quite unlike other families who feel somewhat distant from 

one another, the family in this Japanese filmmaker see its members 

attached and closely tied to one another. 

FILM
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“Thirty-Nine” 
JTBC

Families with blood ties can share love and emotion without strings 

attached, but not all families can do so. With growth the number of 

those who choose their partners and families to live with, the myth of 

what has considered “normal families” are being dented today. The 

TV drama aired in Korea, “Thirty-Nine” tells stories about families in 

various forms, revolving around Mijo, Chanyeong, and Juhee. The 

stories cover as diversely as a family with adopted child, a character 

showing love and devotion to a half-sibling, and a character parenting 

her non-biological son after divorce, and each of them is unique and 

relatable to many. The three main characters, in particular, have been 

close friends for more than two decades, building up ties that might 

be closer than most other families. Support was the key to bond them 

together and help grow one another. For those who are curious about 

how diverse families have become, this drama will help you have a 

glimpse of the diversity. 

DRAMA
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Families can give you support. It is the sense of belonging to a 

community that makes you feel safe. In this sense, the family 

illustrated in the Netflix drama, “POSE” is being home filled with 

warmth to home who chose to walk out of their original families for 

numerous reasons. The drama series highlights the culture pivoting 

around the dance floor frequented by queers in the 1990s, “ballroom,” 

to attract attention to the solidarity that the queer community formed 

back then and the pain they went through. During the time, substantial 

number of queers were kicked out of their home and end up being 

homeless. And the queer community welcome those who need care 

and warmth with open arms. The community grew by choosing and 

welcoming one another to grow into “house” and unleash their talents 

and creativity in the ballrooms with their leader, “mother.” Undeniably, 

the community modeled an ideal form of family in the midst of cold 

reality. And for the members of the house, it was the queer community 

that helped them find true selves and be accepted for being who they 

are.

“POSE”

NETFLIX

DRAMA
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Perhaps you don’t need to be physically together to start your own 

family. No matter how far apart, you could build your own, so long as 

you send love and support for one another, just like the performing 

artist, Lang Lee who shares a messages that she will stand by her 

audience. Lang Lee is an artist who chooses to stand by those who are 

one the periphery of the society with her own words. And one of the 

tracks, “There Is A Wolf” raises a voice to talk about pains that others 

may go through and call for changes. Indeed, each of the tracks hints 

that the artist is making all possible efforts to actively interact with her 

audience. Fascinatingly, what this musician chooses to relate herself 

with her audience is to open up her anxiety and loneliness and offer 

hands to hold onto. And the audience, in turn, will feel close to the 

artist, listening to her songs. This kind of connection and ties can be 

defined as a novel type of family today. 

MUSIC

“There Is A Wolf”

Lang Lee 
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A. What could be paired with an adjective,
 “companion?”
B. To you, what is “Seoul?” 

Questions Asked To Interviewees Of SEOUL MADE No. 26

A. Friends 

Before the interview, I looked up the word, 
“companion” in the dictionary and learned that it 

meant friends that can be your reliable partners. 

And to me, all the members of the Heyground 

community can be the ones. Because we are 

supporting one another for growth. And from us 

vice versa, we wish to become the supportive and 

reliable companions. 

B. Base For Co-existence 

Just like the main topic of SEOUL MADE, Seoul is a 

base for co-existence. And the home of Heyground, 

Seongsu-dong is one of the neighborhoods that 

best represent the city. Because you can find 

diversity of talents – spanning from the trend-

setters to visionaries seeking to solve problems - 

co-existing in the area packed with factories and 

buildings with many years of history.  

Root Impact

Heyground Team

A. Cats, dogs, and plants   

I should talk about my cats, dog and plants at home. 

The dog, Choi Gobong has recently turned nine 

and I feel very close that I sometimes switch with 

my youngest sibling’s name. And the mother and 

daughter cat, Mary and Cheeky are the gentlest 

cats I could ask for. And I have recently started 

growing basil, rucola and lettuce and take pleasure 

from watching them grow day by day. 

B. Potential and Possibility 

I see Seoul as a city with enormous energy, 

potential and possibility. The crowded city with 

diversity makes an ideal testbed for experimenting 

with new services, and people are open-minded to 

welcome anything new. Most of all, with more than 

half of the companion dogs in Korea living in Seoul, 

the city is one of the best target to start a never-

seen-before service for us. 

Petner

CEO Choi Garim

A. Home For My Family 

I would say my home where I live with my family. 

We built our hose in a remote area of Jeju Island 

last year, and the three of us are enjoying our lives 

in our new home. And we keep telling one another 

that this has been made possible thanks to remote 

working policy (laugh). I look forward to living happily 

with my family.

B. A Dream City 

Seoul is a dream city to me. As a person who grew 

up outside of Seoul, I always dreamt of living in 

Seoul. The city is rich in almost everything – from 

culture, history, digital infrastructure to sports and 

global events. I’m living with my own family in the 

city of my dream.   

Jikbang

Leader Of Corporate Culture Team Kim Taegil

A. My cats 

I live with two cats, Bongu and Kio. They are friendly 

and lovely like dogs. And to me, they are a lot like my 

family who loves me for being who I am. I also learn 

a lot from them and become friends with them. 

Spending time with them, I’m opening my eyes to 

what I wouldn’t have known otherwise.  

B. Novelty and Creativity 

Seoul is a city of opportunity. There are so many 

things to try as well. You can be the first to try 

anything new, and from me vice versa, I could 

experiment and offer something you would have 

never experienced before.

Treattable

CEO Park Dongmin

A. Smart Watch On My Wrist

It’s my smart watch on the wrist. Since most of 

my activities are conducted virtually, my physical 

activities are limited. So, I got a new smart watch to 

keep myself active. And it’s fun to keep track of my 

activities on my smart watch. Most of all, I fill myself 

with fresh energy from these activities. 

B. Where To Pour All My Heart 

Seoul is the city where I found motivations and 

poured all my heart. The city helped me find out 

what I wanted, and since then, I have been pushing 

for it. 

Jikbang Metapolis

Leader Of Origin Team Kim Jaeeun  

Writer Ji Junghyeon 
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A. Friends 

Given that “companion” bears the meaning of being 

reliable partners, I could think of a few close friends 

who I can share joy and sadness. No matter where 

they are, I feel connected with them all the time. 

B. Kaleidoscopic Jungle

Whereas my home Jeonju felt like a greenhouse, 

Seoul is a jungle to me. The city is packed with 

diversity in resource and talents, and most of all, 

it’s kaleidoscopic. And every decision I make will 

steer me into becoming either stronger or weaker. 

But when I feel small and weak, Seoul comes as a 

mesmerizing and overwhelmingly cold to me. But 

holding onto myself and give a second look at the 

city, I can find opportunities spreading in front of my 

eyes – both for work and leisure. That’s why I cannot 

leave the city of Seoul. 

Tic Toc Croc 

Leader Of People Team Kwon Sora 

A. Life 

We would like to pair the word with “life” to share 

our stories. To us, it is about “thoughtfulness” 

and “communication.” And it pivots around co-

existence with all living creatures, as well as humans 

and animals. Because once you’re living with 

any companion animals, you’re no longer alone. 

And to live with anything with life, it takes some 

thoughtfulness and efforts in understanding and 

getting to know better. And we believe that you can 

communicate and interact with animals or plants, 

as well as humans. You can look into a variety of 

means of communication, whether it is verbal or 

non-verbal.

B. The Place Of All The Encounters 

To us, Seoul is the city where all the encounters of 

our lives took place. The city is where we first met 

our companion cat, found our crew, and started 

our own label, Wugo. And further, we uncovered 

precious connections and opportunities running 

our own label in the city. Seoul is the city of all the 

encounters to us. 

Studio Wugo
공동 제작자 무한·무해·무이

A. Journal 

My journal to keep track of my everyday life with the 

companion cat. I keep it to keep up with the growth 

of the cat. 

B. Opportunity & Transformation 

Seoul is an iconic city of opportunities and 

transformation. The city is trend-savvy, and offers a 

variety of opportunities that you can start anything. 

DelightRoom

Leader Of People & Culture Team 
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Dazayo

Dazayo gives second lives to abandoned houses with 
fresh updates and values. The focus is laid on abandoned 
houses to layer with modern interpretation and thus, 
transform into places where anyone can drop by and have 
breathers. Here is a conversation to share stories behind 
the paths Dazayo has been taking and its future prospects. 
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This is such a pleasure to meet you. Please tell us more about Dazayo.

I’m very happy to meet you for the interview. This is Nam Seongjoon, 

the CEO of Dazayo. We are a team that infuses empty spaces second 

lives. One of the signature projects is “Abandoned Space Project,” 

which literally translates into empty houses project to revive abandoned 

houses with fresh energy and interpretation. We are working to make 

fresh updates on abandoned houses in fishing and farming villages and 

transform them into places to stay for vacations. 

How did you come up with the naming idea behind “Dazayo?” 

I need to be honest that it wasn’t me who first came up with the naming 

idea. Because my original idea was to give a posh name, inspired from 

English words. But the idea turned out to be useless (laugh). One day, 

the team had to whip up with the name to enter a contest, and one of 

the team members raised a hand and said, “hey, what about ‘Dazayo’?” 

It sounded random at first, but I really love it now – this comes from a 

Korean phrase, meaning everybody can sleep, and the name looks and 

sounds very intuitive. 

What drove you into creating accommodations to welcome everyone?

As far back as six years ago, we had been working on a platform to bridge 

among owners of accommodations and customers. But despite spending 

more than a year, little progress was made to kick off the platform that we 

had in my mind, and I found that we were running out of money. Then we 

decided to make our own places of our dream. 

What made you turn to abandoned houses?

Those were only few that we could afford to rent. The idea first came from 

the houses at home that were left empty, while the owners hesitated 

selling them. If we had been deep-pocketed, we wouldn’t have thought of 

turning to the abandoned houses.

Six of the abandoned houses have been transformed into 

accommodations. And they are fully booked that customers need 

INTERVIEW

Dazayo   
CEO Nam Seongjoon 
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to make inquiries at least two months ahead. What is your personal 

recommendation out of these six places?

Every one of them is precious to me, but if I have to pick one, then my 

recommendation is “Hacheon Baramjip.” This is a regenerated house in 

Hacheon-ri in Jeju Island, the area that is often associated with frequent 

winds. And one of the renowned actors in Korea, Ryu Seungryon actively 

took part in designing and planning the regeneration project. 

It is such a pleasant surprise to learn that the actor actively took part. 

What could be the highlight that visitors should pay attention to?

You can find the scripts of the Netflix drama, “Kingdom”, the tea table that 

the actor made himself, woodcrafts, and his collection of tea ware and 

artworks. The place is filled with his tastes. 

Dazayo has recently opened a co-working space for start-ups that are 

based in Jeju Island. What was the motivation behind the idea?

We had to suspend the accommodation service for a while and let the 

staff members go back then. And spotting the empty spaces in the office 

back then, I told myself that I should find some ideas to make use of them 

and turn crisis into an opportunity. Looking back, it came from a painful 

memory.

Could you tell us the future aspiration of Dazayo? And what could be 

ahead of Dazayo?

Other than abandoned houses, we are looking into new businesses, 

including “workation village” to host start-ups or spaces that can attract 

food and restaurant business owners. Admittedly, the business is focused 

on expanding the network of accommodations within the boundary set by 

Regulation Sandbox.* Dazayo will probably expand its business scope to 

a variety of type of spaces. 

Dazayo offers MINI BOOK edition of SEOUL MADE magazine. 

That’s true. You can find the magazine in all the accommodations of 

Dazayo.

You have been subscribed to the magazine. What is your first 

impression of the MINI BOOK edition of SEOUL MADE magazine? 

I had already been a subscriber myself that upon finding the miniature 

edition of the magazine, I started wondering what the magazine was for. 

But leaping through pages of the magazine, I found that the mini-sized-

version of the magazine was packed with the highlights and essence of 

the contents from SEOUL MADE magazine. I believe that this makes a 

good preview before you choose the PREMIUM BOOK edition. 

Bukchon Pogujip

This was a home of a former haenyeo (해녀), a local 

female deep-diver in Jeju island who caught seafood 

from deep sea. This accommodation is located in 

a port village in Bukchon, with a panoramic view 

of Daryeo-do. This is the first accommodation 

introduced by the recycling and regeneration 

project, partnering with Hana Tour, “Da-Um” and 

reservastions can be made through Hana Tour.  

H. Bukchon-ri 1271-2, Jocheon-eup, Jeju-si, Jeju-do

Shinpoong Neongkooljip 

This accommodation is located in Shinpoong-ri in 

Jeju Island, remodelling a stand along house that 

was built back in 1970s. Visitors can enjoy outdoor 

bathing, blessed with sunshine and surrounded 

by stonewalls covered with ivy. The second 

accommodation introduced by the recycling and 

regeneration project, partnering with Hanar Tour, 
“Da-Um” can be reserved through Hana Tour.  

H. Shinpoong-ri, Seongsan-eiup, Seogwipo-si, Jeju-do

Places That Transformed 
Through Binjip Project

* Regulation Sandbox : 
  the scheme to grace period for a 

certain period of time for new services 
or products before applying related 
regulations.  
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Hacheon Baramjip

This stand alone housing is located in Pyoseon-

myeon, Seogwipo-s in Jeju Island and is one of 

the largest Dazayo accommodations in size. The 

accommodation has been designed, partnering 

with Jeju Pass and the actor, Ryu Seungryong. Two 

separate buildings are run as independent spaces 

for accommodation. The indoor space welcomes 

visitors with tea room and reading room, while the 

outdoor space awaits for visitors with jacuzzi to 

enjoy starry night views at night.  

H. Hacheon-ri, Pyoseon-myeon, Seogwipo-si, Jeju-do

Dumo Ompangjip

This accommodation is located in one of the most 

quiet and pristine areas of Jeju Island. The place 

lets abundant sunlight with its large window, and 

welcomes visitors into relaxing in the indoor jacuzzi. 

This is the first accommodation designed by Dazayo 

and Jeju Pass together and reservations can be 

made on the homepage of Jeju Pass.  

H. Dumo-ri 2845-1, Hangyeong-myeon, Jeju-si, Jeju-do
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