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SEOUL MADE reflects a change in the industrial value chain from manufacturing to innovative 

creation. It is designed to encourage millennial generations to get involved in further developing 

the city of Seoul while maintaining the traditions built by the baby boomer generation.

We help companies in Seoul get closer to millennial consumers worldwide who love the variety 

of content and goods made in Seoul. 
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There are many things that change the world, such as religion, politics, ideologies, power, 

and desire.  But in the year 2020, we cannot forget yet another powerful source of change: 

the creators. Steve Jobs, someone who changed the globe by creating a mobile world with 

the commercialization of smartphones, would be a good example of this. Seoulmade is 

definitely in favor of the transformation that brings benefits to the world with new values. 

That is why the title of this month’s edition is “World-Changing Creators.”

In our first chapter, we’ll introduce you to the 10 pioneering creators who have brought new 

waves of change in various fields such as culture, lifestyle, and art. In our second chapter, 

we’ll be concentrating on Seoul and the creators who are leading the change in the city. 

They are the ones who allow you to gasp in wonder when you step into a unique cultural 

ground in Hongdae, or when you walk past a modern yet vintage cafe that fits into the 

old street of your town, or when you see a store in Garosu-gil that has become popular 

to foreign tourists through social media. In our third chapter, you’ll get to meet the figures 

who have been beloved by people. They are independent media creators who are giving 

out amusement and information like never before. By reading through these interviews, 

you’ll realize that the creators aren’t called ‘influencers’ for anything.

People like to describe change as ‘waves’, and with this edition of Seoulmade, you will get 

to have an exciting surfing experience on the new waves that these creators have created. 
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From Seoul to the world, and from the world to Seoul P.072

YouTuber ‘Seoul Walker’
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Two friends’ battle of words on the Korean Wave P.140

Kim Kyeongsu and Kim Donggyeom, the owners of 
YouTube channel ‘DKDKTV’ 
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The cafe of cafes, Fritz P.076

Kim Byeongki, CEO of Fritz Coffee Company
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The ordinariness of creativity  Cha Sangu, CEO of the.WATERMELON

Made by King Sejong, drawn by Yongje  Hangeul designer Lee Yongje

Come along and join the dance  Leenalchi

Hand in hand and over the wall  Sign language artist Ghootree

Taking a new look at the beauty of Korea  Fashion designer Kim Rieul

The hero-drawing hero  Illustrator Lee Inhyeok

A poem for the deserted  Lee Yunho, co-representative of Cueclyp
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A house full of plants  O Juwon, CEO of Tealtable  

CREATORS 
ON THE  

NEW FRONTIER         
We met with pioneering creators who are bringing new waves of 

change in the fields of industry, culture, lifestyle, and art in Korea. 
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The 
ordinariness 
of creativity 
Cha Sangu, CEO of the.

WATERMELON

the. Watermelon is the first 

company in Korea to call 

itself a ‘brand tech firm’. The 

company offers TWC, a brand 

consulting service, and an 

online brand development 

platform called Avocado, as 

well as Korea’s biggest offline 

brand community, which is 

called Be My B.

With these services, The.

Watermelon provides a new 

guideline for the world of 

branding companies.

What exactly is the concept of the 

‘brand tech firm’ that you have 

created? A brand tech firm provides a 

wide variety of solutions for companies 

to make their brand images more 

appealing. I founded the. Watermelon 

so that small companies and startups 

could create their own brands without 

having to set up huge budgets. Brand 

consulting services are expensive 

because the professionals only provide 

one-on-one operations for their clients. 

However, our very own platform 

‘Avocado’ takes advantage of the 

sophisticated online technology to help 

companies develop their own brands 

with ease at a reasonable price. This is 

what we call brand tech.

Tell us about your achievements. 

The time of merely asking your friend 

to create a brand for your company has 

gone away. After launching our online 

brand development platform ‘Avocado’, 

we’ve successfully worked with over 

500 companies. We’re also working with 

Naver, the Seoul Center of Economic 

Innovation, and Yonsei University’s 

Enterprise Support Foundation. Our 

service is an online platform, but it’s 

impossible for an AI to create a brand 

all by itself. Some parts of the brand 

development process can of course 

be automatic, but other areas still 

need the human touch. That’s why our 

consultants are in charge of the creation 

procedure, and the time of the whole 

service only takes up to 72 hours with 

the minimization of benchmarking and 

examination process. Meanwhile, the 

current trend of wanting to expose 

the value of an individual has brought 

on a rise in popularity for our brand 

community platform, ‘Be My B’.  When 

a majority of people likes something, 

it means that thing has a charm to it. 

This can be an opportunity to create 

one’s brand. Right now, we’re publishing 

digital content with a media company 

where individuals try to find out which 

brand fits each of them the most, and it 

has received more than 2 million views 

already.

The theme of this month’s Seoulmade 

is ‘creators’. What are your thoughts 

on this subject as a pioneer of the 

branding industry? I’d like to first define C
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the word ‘creativity’ before getting into 

deeper matters. Creativity is the ability 

to produce extraordinary ideas that 

are outside of the box. This not only 

includes shooting a rocket into space 

but also discovering the minute yet 

distinct changes in traditional values. 

Let me give you an example of this. A 

lot of people are trying to open up fried 

chicken restaurants these days, and 

they all want creative ways to run their 

business. A branch of a fried chicken 

restaurant franchise went viral after 

posting photos of their neatly cleaned 

kitchen every night on social media. The 

owner’s sincerity touched the hearts of 

many customers and the headquarters 

praised the branch as well. As you can 

see, it’s all about creativity. Anyone can 

clean and take photos, but the ability to 

show the value of these actions is rare, 

and that ability was the key reason for 

their success. 

How would you mark Seoul as a 

‘brand’ in the eyes of a branding 

expert?  Seoul is a well-branded city. A 

0
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brand is the image of one’s true self. If 

you take the effort for a whole year to 

show something to other people, you 

can’t call it a brand anymore. That’s why 

a brand is an aggregate of everyday 

lives. When you go to famous cities in 

other countries that are known to be 

well-branded, they might look great but 

you’ll be likely to have questions when 

it comes to actually live in those cities. 

Seoul, on the other hand, is the best 

city if you think about actually living 

in the place and living your life there. 

Living in Seoul is like holding a remote 

for television right in your hands. It’s 

as if you can make your own choice 

when watching a film in a cinema while 

in other cities you have to watch what 

the city offers you. Seoul is a land of 

milk and honey for businesspeople as 

well. Company headquarters are nicely 

packed within the city, and there are a 

lot of projects that are funded by the 

city government. Another advantage 

of Seoul is that it is a very competitive 

city, as there is no market if there is no 

competition at all.

You must have had a few changes in 

your business because of COVID-19. 

We’ve had to make rapid changes, but 

those changes had to come sooner 

or later. We’ve decided that having 

meetings with 5,000 members of Be 

My B was too risky, so we’re planning to 

pile up seminars, flea markets, exhibits, 

and branding projects online. Fortunately, 

Avocado is an online service that wasn’t 

affected by the COVID-19 outbreak in 

the first place. We’re currently making 

updates to our integration service 

based on the idea that a lot of startups 

out there don’t know how to transfer 

their completed brand design to actual 

service designs. It’s like an overall design 

managing system for startups, which 

provides support for them in the same 

way as there are human resources and 

financial management systems to help 

them out. Our company has been able 

to get through the COVID-19 outbreak 

because we provide non-contact 

services at reasonable prices.
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Made by 
King Sejong, 
drawn by 
Yongje
Hangeul designer 

Lee Yongje

Hangeul, the Korean alphabet, is at 

the pinnacle of the Korean people’s 

creativity. Knowing this, it’s no 

wonder that someone who creates 

Hangeul fonts must be creative as 

well. We met with font designer Lee 

Yongje, who was the first person 

in the world to receive a doctorate 

degree in ‘Hangeul Design’. Even 

now, he is still working to create the 

most artistic Hangeul fonts. 

0
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You received funding in 2013 to create 

the Hangeul font ‘The Wind’. This font 

is famous for being on IU’s album 

Kkot Galpi, right? People usually get 

fonts on the web or get them from their 

friends. I think that’s because they don’t 

understand how much time and effort 

it takes to create an actual font. It takes 

about six to twelve months to develop 

a font. It includes planning, collecting 

data, and deciding the direction of the 

design. Even after completing the whole 

sketch, every single letter has to be 

drawn by hand, which includes 2,350 

Korean letters as well as the alphabet, C
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numbers, and special characters. If 

you take the different widths of the 

letters into account, a total of 11,172 

characters have to be drawn. I thought 

I’d be able to convey this fact to those 

who participated in the funding. I also 

had the idea that the funding would 

help to create a beneficial cycle of font 

production since I wouldn’t have to rely 

on font companies and the government 

for funding. 

When did you first start designing 

Hangeul fonts? Ever since my freshman 

year in college, I’ve always loved drawing 

letters. At first, we tried to sell our 

technology as well. In 1992, I joined 

a club in school called the ‘Hangeul 

Shape Study Group’, and I continued 

to draw Hangeul in my school years. 

The designers from the generation 

right before me, such as An Sangsu 

and Han Jaejun, started to actively use 

the term ‘Hangeul design’. There was 

a criterion for Hangeul design in my 

typography class, and I kept drawing 

Hangeul because it was the most natural 

thing for me. Maybe that was why I and 

the people close to me all started to 

think that I would become an Hangeul 

designer.

How exactly do you design and 

develop Hangeul fonts? Normally, 

I make a plan considering the font’s 

users, a medium where the font will be 

used, and target readers. After that, I 

look for the similarities among them and 

start drawing sketches of the letters. 

I personally like to start with 20 to 30 

letters and then move onto drawing 100 

to 200 letters. I sometimes stop my 

work and open up a previous project and 

continue from there.

The drawing process takes at least six 

months. Some designers might like to 

use Photoshop and other illustration C
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programs, but I prefer font production 

programs. We all have our own 

preferences, I guess. After that, I run the 

program to check if the letters function 

properly and make corrections and 

confirmations.

You keep saying that you “draw” the 

Hangeul letters, but people usually 

say that they “write” them. Is Hangeul 

a form of drawing to you? Let's think 

about the difference between drawing 

and writing. Imagine giving your father 

a precious letter that you wrote for the 

first time. When you’re building up the 

content of your letter, you can say that 

you’re writing letters. But after that, you 

have to correct the miswritten letters 

and transcribe them onto a new sheet 

of paper. That’s when you’re “drawing” 

the letters. I think that maybe a good 

example of drawing Hangeul. 

The fonts of Hangeul went through 

various transformations through the 

years of printed materials, computers, 

satellite television, and mobile 

devices. What are some specifi c 

changes? In the end, what people 

want is convenience; something that 

makes their reading experience easy. 

They want as much readability as they 

had in the past. With the improvement 

of technology in high-definition screens, 

people want to read letters as if they 

were reading them on a printed page. 

That is why I have to moderate the 

spaces in between each and every letter 

and make adjustments to the design. You 

could say that the letters are adapting to 

the media. Alphabets don’t have a lot of 

characters, so their adaptation process is 

pretty much solved. They’re now moving 

on customization procedures to fit the 

users’ preferences. I’m actually more 

concerned with the automation of font 

production. What I try to do is to learn 

from western font production tools and 

think of ways to draw the letters better 

and quicker. I once thought about using 

AI, but there is so little data to be based 

on that there won’t be an Hangeul font 

AI until my time ends.C
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Come along and 
join the dance
Leenalchi

Leenalchi’s music is the perfect harmony of Pansori 

and band composition. The group doesn’t follow the 

trends and instead bellows out their unique sound for 

the masses. The members are the true creators of a 

new music genre, with their songs spreading out not 

only to Koreans but to the whole world.
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What makes you distinct from other 

music groups? Bass Jang Yeonggyu 

At the start, we didn’t really think that 

our music was the fusion of Pansori 

and other genres. What we had were 

singers, the bass, drums, and Pansori. All 

we wanted was to mix them up together 

and create a ground of music that people 

could dance along to. I think that was 

what made us distinct.

You've become popular overseas as 

fast as you’ve become famous here in 

Korea. What do you think is the reason 

for that? Singer Lee Narae We've been 

uploading our performances, interviews, 

music videos, visible radio plays, and 

our appearances on commercials. These 

various videos must have played a part 

in raising the curiosity of the viewers 

for our songs. The most viewed video 

overseas would be our video with the 

dance group Ambiguous where we 

introduced the atmosphere of three 

Korean cities and their popular tourist 

sites. The music and the dance blended 

with each other perfectly, which allowed 

Korean life and culture to be effectively 

presented to the world. This was the 

main reason that the videos became 

popular with foreigners and Koreans 

alike. Not only that: the algorithm of 

online platforms allows foreign viewers 

to watch our other videos as well, which 

speeds up our popularity.

What was the feedback on your most 

viewed video that you remember 

the most? Singer Kwon Songhui 

Comments such as ‘Joseon swag’, 

‘Videos that are polite and utterly crazy 

at the same time’ and ‘Korean pride 

overload’ were the most remarkable 

for me. A lot of viewers indicated that 

Pansori was a traditional genre that 

felt distant, but they could become 

closer to it through the videos with 

trendy dancers and refined instrument 

playing. In Pansori, there’s a thing called 

“Chuimsae,” which stands for the cheers 

of the crowd when they are in unison 

with the singer’s emotions.

 I think that the very culture of Chuimsae 

moved into the comments of online 

videos, and those comments are so full 

of wit and humor that you’ll be amused 

right away after reading a line or two.

You've recently released your first 

album, Sugung-ga. What was your 

focus during the album’s production? 

Drum Lee Cheolhui We spent most 

of the time not caring about the order 

of Sugung-ga’s actual story and tried to 

select the best parts that would fit into our 

music. We also put effort into rearranging 

the Pansori so that people could easily 

The music and the dance blended with each other perfectly, 

which allowed Korean life and culture to be effectively

presented to the world. This was the main reason that the

videos became popular with foreigners and Koreans alike.
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The cover of Leenalchi’s album, <Sugung-ga>
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Did you have any difficulty creating 

a new genre? What changes do you 

think are needed in order to make 

people come to like Pansori and band 

music more? Bass Jeong Jungyeop 

Surprisingly, there isn’t much difficulty 

in challenging ourselves to a new genre 

because there are a lot of fun things in 

doing so. But it’s a shame that we can’t 

go and perform at clubs, or do Korean 

festivals and overseas tours because of 

COVID-19. 

Drum Lee Cheolhui The good thing 

is that there are a lot of media where 

we can showcase our music, such as 
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YouTube and other social media. It’s still 

hard to reach the mass with band music 

and Pansori, but we’re hopeful that we’ll 

be able to reach our goal if we keep our 

original and unique sound. I think it’s 

important for us to have our own musical 

color rather than just trying to keep up 

with what’s trending today. But above 

all, we have to not be afraid of taking 

challenges. We, Leenalchi, will keep 

daring ourselves to create a new culture. 

A wide variety of generations 

is enjoying your music. Do you 

think your music can step into the 

mainstream when the ‘trot’ genre is 

trending right now? Singer Sin Yujin 

Luckily, we’ve been receiving more 

than enough support from our fans. I’m 

sure we have a chance because more 

and more people will enjoy our songs. 

The times might have changed, but 

the Korean soul of ‘heung,’ the spirit 

of excitement and joy that allows us 

to enjoy Pansori, still runs through our 

veins. Not only that: the band music 

to make you start dancing has been 

added to the mix, so people will have 

less difficulty understanding the lyrics of 

Pansori. We're especially positive about 

the future of this genre because the 

younger generations in their teens and 

twenties are enjoying our music. Culture 

is a secret language that connects those 

from different worlds. I hope someday 

our music will be on stage so that people 

from all over the world will get together 

and dance around with joy. 
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Hand in hand 
and over 
the wall
Sign language artist 

Ghootree

Creativity is sometimes based on 

faith. Ghootree is a sign language 

artist who visualizes unspoken 

language to draw pictures and give 

performances. The signs from her 

hands and arms are breaking down 

the wall between the disabled and 

the non-disabled.

Your recent work, ‘The Silent Taxi’ 

has gained popularity for its design. 

I received a call from a company called 

'Co:actus' early this year. 

They didn’t have a specific plan, but 

they wanted me to work on the exterior 

design of taxis that were going to be 

driven by people who couldn’t hear or 

speak. They told me that they wanted to 

work with an artist who had a profound 

understanding of the culture of the mute 

and the deaf. I thought it was a good 

chance to bring awareness to society 

about the lives of the people who use 

sign language, as well as being able to 

fulfill my goal to contribute myself to 

the good of the world, so I accepted the 

offer without any hesitation.

What is the most important thing you 

think about when you draw pictures 

of sign language? I think about the C
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social goal and the value the picture 

has. I always wonder what my picture 

will bring to society and how people will 

determine its value. That’s why I like to 

read studies and books on disabilities—

because I can’t fully deliver the meaning 

of my work if I only approach themes 

with emotion. It’s really important to 

convey the actual lives of people with 

and healthy at the moment. I used to 

be one of those people too. I thought 

that if people got to know what it’s like 

to be disabled, then they might be more 

helpful in creating a more caring and 

considerate society. My best weapon 

to break the wall between the disabled 

and the non-disabled was sign language, 

which carried a unique value of the world 

with no sound at all.

How did disabled people react to 

your work? It was received with much 

attention, both for better and for worse. 

I thought my work will be either they 

like it or hate it by people with speaking 

and hearing disabilities because I was 

a person who could actually hear and 

speak. Of course, the majority of those 

disabled people support my work now. 

When I was at about three years in 

my career, I became worried about 

the direction of my life and if I was 

doing the right thing. But then a person 

with a hearing disability came with an 

interpreter and told me that I gave out 

wonderful messages through my work 

and that I shouldn’t give up. Those words 

have kept me going to this day.

You've been doing your work for eight 

years now. Do you feel any difference? 

I can’t say that there has been anything 

dramatic, but I do feel that something 

has changed. The current government 

passed a lot of laws on disabled people, 

and there have been various projects 

to support people with disabilities. It’s 

not hard to notice programs for disabled 

people anywhere you go. This wave of 

change can be seen in the scenes of the 

COVID-19 outbreak as well. Whenever 

there’s a briefing by the Disease Control 

Agency, you can always see a sign 

language interpreter on the TV screen. If 

you take a closer look, you’ll notice that 

the interpreter is in an equal place as the 

hearing and speaking disabilities based 

on professional knowledge.

To do this, I meet up with various 

people with these disabilities, as well 

as non-disabled people who work in 

sign language interpretation centers 

to understand their lives better and to 

improve my insight. 

How did you get to become a sign 

language artist? My father passed away 

when I was little, and my mother lost her 

hearing in one of her ears because of the 

shock. I finally took a straight look at the 

lives of the disabled after witnessing the 

disability of the one closest to me. No 

one can escape from disabilities because 

our bodies all grow old, but most people 

don’t think about that as they’re young 

speaker. 

This means that the viewer’s eyes can 

be fixed on the interpreter as well as 

the speaker, which leads to the rise of 

interest in the lives and language of 

people with hearing disabilities. I feel 

elated when I hear about my work 

becoming the bridge between the 

disabled and the non-disabled.

‘Photograph’

‘Family’

‘Thank you’

‘I love you’
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Taking a new 
look at the 
beauty of Korea
Fashion designer Kim RieulSometimes, the most unexpected things 

merge to create unprecedented value. 

Kim Rieul is an organizer and a creator 

who connects culture to culture while 

moonlighting as a fashion designer who 

creates Hanbok suits that convey the values 

of Korea. 
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I wanted to create a

suit using the material

of Hanbok clothing.

I thought that this

would make Hanboks

friendlier to foreign

tourists since suits

were the clothes of

western culture. That’s

how it all began.

0
3

7

Kim Rieul likes to call himself “an 

organizer with ideas.”

To him, designing is a means to express 

his ideas, and that means has changed 

constantly throughout his career. When 

he was in high school, he invented a lid 

for a glue stick that doesn’t get glue stuck 

to it, and he visualized his ideas with 

an ad and a video at an advertisement 

company. The Hanbok suit came from 

his endless streams of ideas as well. 

There had always been Hanbok clothes 

for daily lives, but the fusion of Hanbok 

and suits was something completely 

different. When he first started, he didn’t 

receive a lot of favorable reviews, and 

even his parents were against his plan. 

That’s how his first Hanbok suit became 

viral on social media. His first photoshoot 

was a black male model wearing his suit 

with a pipe in his mouth, which came 

as a sensation for his online visitors. The 

initial reaction was mostly that of simple 

curiosity, but after five years into his 

career, his suits have become the first 

items that the fashion influencers look for 

when they are trying to lead the trend. 

Even singers like Tiger JK, Zico, models 

such as Han Hyeonmin, volleyball player 

Kim Yeongyeong, and the cast from <Mr. 

Trot>, which was loved by the middle-

aged viewers of Korea, all wore his suits.

Kim Rieul has been in charge of the 

opera Chunhyang 2020 as well. “I 

remember the moment when I first 

started to let other people know about 

my Hanbok suits myself. During a 

meeting in Cheongdam-dong, I ran into 

Tiger JK. I was a fan of his, so I asked 

for a photo with him. The funny thing is, 

I ran into him again in the parking lot. I 

thought I shouldn’t lose my chance, so I 

introduced him to my suits that had been 

in the trunk of my car. I got really lucky  

since that became a crucial opportunity 

to showcase my clothes whenever he 

got on stage in my suits.”

The Hanbok suits that he’s created are 

unique and splendid, each in their own 

way. 

C
R

E
A

T
O

R
S

 O
N

 T
H

E
 N

E
W

 F
R

O
N

T
IE

R



S
E

O
U

L
M

A
D

E
0

3
8

0
3

9

The reason for this is that he makes a 

new design every time whenever he 

is about to make a product with a new 

concept. He asks artisans to craft the 

embroideries on the silk for him, but 

he sometimes designs them on his 

own too.  Trends always find their ways 

back into the past. The inspiration that 

he took from the long-gone past has 

been unleashed onto the new Hanbok 

suit. The pink Hanbok suit that MC 

Kim Seongju wore was inspired by the 

traditional dance of Bongsan Talchum, 

and his other suits are drenched in the 

sophisticated colors that pay homage 

to both the west and the east. A lot of 

companies that wish to express the 

atmosphere of Korea seek him as well. 

Pepsi’s Korean edition commercial with 

the rapper Zico wearing his blue Hanbok 

suit received acclaim because it suited 

the image of Pepsi so well.

He has also released a Seoul edition suit 

for duty-free stores with the Hongsam 

brand Cheonsamhong.

 “In the Seoul edition, I embedded 

a message of Korean history, such 

as Kyeongbok-gung Palace, the 

Mugunghwa flower, N Seoul Tower, 

General Lee Sunsin, inside the ‘ㄹ’ (the 

Korean consonant that sounds exactly 

like his name, ‘Rieul’)-shaped logo. A 

lot of tourists buy Hongsam in Korean 

duty-free stores. At the time, I wasn’t 
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create a product that could represent the 

creators of Korea who were challenging 

themselves in unknown areas with ‘ㄹ’. 

That’s how I made Seoul’s very own 

souvenir brand.    Both Kim Rieul and his 

brand beam with the original colors of 

Korea.  He calls Hanbok the masterpiece 

of Korea, and his brand, ‘ㄹ’, signifies 

his determination to instill Korean values 

into his suits. The name of the brand 

and then finally Hangeul. This is the 

reason that I introduce myself as an 

organizer of cultural values. The identity 

of my brand, ‘ㄹ’ is also expressed in 

the images of Geon, Gon, Gam, and Ri, 

which stand for sky, land, water, and 

fire.” Kim Rieul says that he will continue 

to work to make ‘ㄹ’ a brand that can 

represent Korea, with the values of 

Korean culture embedded in the Korean 

masterpiece, the Hanbok.   

itself comes from the fourth letter of the 

Korean alphabet. “Foreigners also know 

that Hangeul is a wonderful alphabet 

system. But they aren’t aware of the 

actual letters. Even when I show them 

the letter ‘ㄹ’, they ask me if I wrote 

the number ‘2’. That’s why I decided to 

create a link between cultures with my 

brand.  

My brand will lead to conversations 

about Hanbok suits, Korean products, 
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The hero-
drawing hero
Illustrator Lee Inhyeok

At first, he started drawing just for 

the fun of it. But now, he is a pioneer 

of comic cover illustrations. We met 

with Lee Inhyeok, the jolly illustrator 

who loves to express his own ideas 

in his own style. He lives by this 

motto: “Try to do your best as much 

as you love.” 
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You are the first illustrator in Korea 

to make a contract with Marvel and 

DC, aren’t you? To be precise, I am 

the first to make a contract with those 

companies in Korea other than Korean-

Americans. I’ve been working as a cover 

illustrator for Marvel Comics since 2012. 

Back then I had the chance to receive 

funding from the government and to 

go and learn in the United States for 

six months. Marvel’s Vice President, 

Cebulski had a look at my portfolio 

and visited my studio. He gave me the 

synopsis of the comic Daredevil and 

asked me to send him back three pages 

of drawings in four days, so I drew four 

pages and sent them to him in just two 

schedule is full until the end of this year 

even with the requests I’ve received 

up till now. The thing is, I can only 

accept 20% to 30% of the offers that I 

receive. I had been inside my house for 

too long, so I started going on lectures 

once a week for three years. But those 

lectures have also been shifted to 

online because of social distancing. 

Because of COVID-19, my plans to go 

to Europe and the US for events such 

as fan meetings have all been delayed 

until next year. I must be getting more 

cover illustration requests because the 

American publishers know that all my 

overseas events have been canceled. I’m 

always busy because I’m taking a part in 

the video game business as well. 

What kind of projects are you working 

on at the moment? Right now, Marvel 

is planning to launch a huge event with 

their new villain, ‘Knull’. This event will 

also feature a lot of interesting heroes, 

with one of them being Miles Morales, 

the main character of Spiderman: New 

Universe. I’m currently working on 

him. With DC, I’m working on 'Batman 

Annual Series and Dark Knight: Death 

Metal'. It’s a brand-new line of work 

with various characters such as Wonder 

Woman, Superman, and Batman in their 

versions of heavy metal. That’s about 

the whole of my schedule for just this 

week. A while ago, I started to work 

with XM Studio, which is a world-famous 

figure production company, as well as 

playing my part in several game projects 

with NetEase in China and Garena in 

Singapore. Not only that, I’m involved in 

upcoming projects such as Eternals, She-

Hulk, Spiderman, The Avengers from 

Marvel, Flash, the Superman series, 

Watchmen from DC, the Ninja Turtles, 

Star Wars from IDW, Power Rangers 

from Boom! Studio, and Vampirella from 

Dynamite. Luckily, I’ve got fast hands, so 

I don’t think having

talent is that crucial.

The ability to enjoy

what you do is talent.

If you like something,

you’ll keep doing it,

and in the end, you’ll

be an expert.

days. Unlike comics in Japan and Korea, 

where they use lines to make sketches, 

I draw in the style of full painting with no 

lines, which takes more time. But I was 

trained with enough practice, so I was 

able to hand it over to him in time. That 

was how I got my contract with Marvel 

as the illustrator of the cover of Avengers 

Assemble. Later on, I got to work with 

DC and other publishers such as IDW, 

Boom! Studio, Image Comics, and 

Dynamite. Currently, I’m also working as 

a tutor on concept art as well as being 

a cover artist, an illustrator, and a game 

concept artist. 

There must be a lot of work since you 

have a lot of jobs. There sure is.  My 
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판소리에서는 소리꾼에게

힘을 주거나 공감할 때 관객들이 

추임새를 넣는다. 그 추임새가 

온라인상의 댓글 문화로

옮겨진 것이 아닌가 싶다.

그것도 한 줄 두 줄 읽는 것만으로도

신이 나고 아주 센스 있는

방식으로 말이다. 

판소리에서는 소리꾼에게

힘을 주거나 공감할 때 관객들이 

추임새를 넣는다. 그 추임새가 

온라인상의 댓글 문화로

옮겨진 것이 아닌가 싶다.

그것도 한 줄 두 줄 읽는 것만으로도

신이 나고 아주 센스 있는

방식으로 말이다. 
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I’m able to draw about one page every 

day or two.

What do you draw when you're 

on a break? You must have a style 

that you personally like. I draw 

what I feel like drawing or whatever 

that comes to my mind. I sometimes 

draw up a new character based on 

a concept, or I redesign my favorite 

childhood character from the comics 

in my own style. I do most of my 

work with American heroes, so my 

personal drawings are mostly on 

Japanese comic characters. But 

whatever I draw, it’s always fun to 

interpret the characters in my original 

style.   I usually draw with computers 

and tablet PCs, but I’ve been getting 

quite a large number of hand-drawing 

requests from overseas collectors. 

That’s why I take the time to use 

pencils, ink, and watercolor paints 

to practice my drawings as well. The 

sheer joy of drawing with my own 

hands is enough to heal me up.  

There are a lot of Koreans that love 

reading comics and aspire to be 

illustrators like you. What would 

you like to tell them? First of all, you 

shouldn’t draw a line between areas of 

work in any field, whether it’s original 

drawings for games or illustration. 

I sometimes get asked about the 

importance of talent, but I don’t think 

having talent is that crucial. The ability 

to enjoy what you do is talent. If you 

like something, you’ll keep doing it, 

and in the end, you’ll be an expert. 

Whenever I meet with a student, the 

first thing that I ask is, “Do you like to 

draw?” Of course, they all say yes. 

But unfortunately, for the last 10 years, 

I’ve rarely met students who actually 

love to draw. I hope they all find work 

they love to do.C
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A poem for 
the deserted
Lee Yunho, 

co-representative of Cueclyp

Creating new value out of the things that 

were thrown away certainly deserves our 

attention. We met with Lee Yunho, the CEO 

of Cueclyp to talk about ‘new-cycling’, a 

concept based on his idea of ‘regeneration 

instead of incineration to find new values’.
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our company.

It must not be easy to find waste 

and to process that waste instead 

of using easily available material. 

Luckily, we’ve received a lot of calls from 

groups and individuals who wanted to 

donate discarded umbrellas. Of course, 

these aren’t enough, so we sometimes 

purchase waste materials from Seoul 

Upcycling Plaza.  

It would be nice if the machines would 

do the whole thing for us like with the 

normal materials, but upcycling requires 

a lot of hands-on work, leading to high 

labor costs. The materials from the waste 

are then put to sampling and usability 

tests, and they then finally move onto 

the production line. It’s hard work, but 

it’s worth all the trouble since we get to 

see the materials be reborn into newly 

recycled goods.

You seem to be working with a lot 

of companies that wish to become 

environmentally friendly. For four 

years we've collaborated with many 

companies. The one that I remember 

the most is the outdoor brand Patagonia, 

and the collaboration with Hyundai 

Motors. Patagonia, which is a company 

that thrives to become sustainable, has 

long been our role model. That’s why I 

thought it was some kind of trick when I 

The name of your company, ‘Cueclyp’ 

sounds rather extraordinary. Cueclyp 

was based on the idea of making a 

product with umbrellas that had been 

thrown away. It developed into a lifestyle 

brand with unique and useful items such 

as advertisement banners and parachute 

canopies. In 2016, the name ‘Cueclyp’ 

was launched as an anagram of the word 

‘upcycle’ to create new products with 

abandoned goods.

That was when the concept of 

recycling and upcycling had just 

started to become social issues. It 

must have been hard for you to launch 

your brand. Actually, I didn’t even 

know what ‘upcycling’ meant before I 

made the brand. Co-representative U 

Yeonjeong, who was the designer at that 

time, wanted to launch a fashion brand 

that “meant more and included social 

values.” That’s how we came up with 

the idea of recycling broken umbrellas. 

We started collecting the umbrellas and 

used them to make humble but various 

goods such as pencil cases, wallets, and 

pouches, which all received favorable 

reviews. We moved on to looking for 

other waste materials, and during the 

whole process, we got to learn about 

upcycling. Through these activities, we 

were able to think about the direction of 
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Our brand, Cueclyp, will always work to bring

new-cycled products of the highest quality

into reality. Our dream is to create a recycling

system where environment-friendly methods are

implemented in raw material processing, leading

to the manufacturing of new-cycled products.
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received an offer from them. (Laughter) 

They asked us to make small backpacks 

for their new line of merchandise. 

Ever since our first collaboration with 

Patagonia, we’ve been close with them 

and have kept a good relationship with 

other collaborations, featuring items 

such as bags and Cup Sleeves that were 

made out of bits of fleece clothing. With 

Hyundai Motors, we made goods for 

their hydrogen car campaign that they 

were advertising with BTS. We came 

up with Hyundai×BTS pouches and 

‘Because of You’ multi-straps, which 

was a dream-come-true for our co-

representative, who is a fervid BTS fan. 

(Laughter)   

What are Cueclyp’s key values and 

future plans? We want to show the 

world that products that are necessary 

for the environment can be masterpieces 

just as well as expensive products of 

quality. Our brand, Cueclyp, will always 

work to. Our dream is to create a 

recycling system where environment-

friendly methods are implemented in 

raw material processing, leading to the 

manufacturing of new-cycled products. 

There are so many waste materials out 

there, ranging from discarded materials 

after the events to clothing past their 

seasons. We’re planning to create 

clothing out of discarded clothes as well. W
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You’re still in 
my fantasy
Jo Toegye, chief editor 

of <Broadcally>

Shining like a flare, this brand-

new magazine shines will 

light on the recession in the 

journal market. We met with 

Jo Toegye, the chief editor 

of Broadcally, who crushes 

the rosy fantasies of self-

employment with the utmost 

politeness. With the help of his 

insight, we soon realized that 

creativity is still alive and well 

in the traditional printing press.

Why do you focus on local shops? 

I’ve always loved seeing new places 

ever since I was a kid. There is a spirit of 

courage inside every cafe, bakery, and 

bookstore owned by a self-employed 

individual. I thought it was marvelous to 

conquer and decorate a tiny space each 

in a unique way to attract customers.

“How much money did you save 

up before quitting your job to start 

your local shop? Wouldn’t you make 

more if you sold only coffee instead 

of selling both coffee and books?” 

You seem to be asking people blunt 

questions like these. It does seem 

necessary, but it must not be easy 

to ask such things. I might sound 

patronizing, but questions like those are 

routine in the world of industry analysis. 

We break down the pros and cons 

and try to come up with contingency 

plans for the latter. It felt like a breath 

of fresh air when I shifted my career 

into the analysis of local stores. That is 

exactly how Broadcally works. We ask 

people the questions that everybody 

desperately wanted the answer to but 

nobody dared to ask.  

Do you feel your magazine is 

helping those who want to start 

self-employment? I just hope that 

Broadcally can give them the practical 

aid they need. Recently, there have been 

a lot of complex issues around the world 

that have crossed the areas of religion, 

sex, race, and nationality. People used 

to just think of self-employment as a 

result—people quitting their jobs to 
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On the contrary, we saw self-

employment as a beginning. This makes 

more sense since the store itself has to 

keep running, right? It would not only 

be a loss to the owner but to society as 

a whole if a store that took up so much 

time and money were to be shut down 

because the owner lacked just a little bit 

of analysis. If a cool store survives and 

flourishes, the customers will be glad. 

We’ll be glad as well since the owner 

might buy our magazine one more time 

after receiving our analysis.

You publish one magazine a year. 

Why does it take so long?  The 

members of Broadcally had never 

worked in publishing companies before 

they got here. Others in this field might 

think that we are being inefficient, but I 

think it actually works to our advantage. 

It takes six months for us to just find the 

right interviewees. We visit each local 

store at least three times as customers 

to let the owner know us and to get 

used to space. After that, we ask for an 

interview, but even this is not as easy 

as it’s hard for us to find the right store 

that we’d like to investigate. The longer it 

takes for us to find the right interviewee, 

the longer it takes to publish our 

magazine.

We’d like to ask you something in 

the Broadcally style. How many 

copies have you sold? We've had 

five editions, and we printed out three 

issues each, with 2,000 copies for each 

edition. We’ve sold nearly 20,000 copies 

through bookstores and book fairs. To be 

frank with you, we were in the red until 

our fourth edition, The Stores of Jeju: 

Owners with Three Years of Residency 

or Less. In the early years, I couldn’t 

make a living from the magazine, so I 

used to do part-time jobs to meet the 

production budget.

When will the next edition come out? 

The Three Years of Residency or Less 

series is still underway, but we’ve got 

a new edition going into the publication 

stage. We worked with the Jeju Center 

of Economic Innovation under the title 

‘Life-Time-Work’. It will be on the people 

who have worked in particular fields 

for a very long time, with the focus of 

the articles being on the conflict and 

harmony between their work and life 

and on how their work looks from the 

vocational perspective. In the new 

edition, we also ask questions such as 

“Would you still do the same job if you 

could make another choice?”

We ask people the questions that everybody desperately

wanted the answer to but nobody dared to ask. These petty 

but uncomfortable questions might actually enlighten the

readers and resolve their misunderstandings.
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Until our farm 
gets a ride on 
a spaceship
Baek Kyeonghun, co-founder and 

general tech director of N.Thing 

N.Thing is a farm tech company that introduces 

a method of agricultural innovation that is 

desperately needed to face the perils of climate 

change. We met with Baek Kyeonghun, the co-

founder and general tech director of the company, 

to ask him about the future of agriculture. 

The climate of Korea is already 

agreeable for farming. The response 

to the idea of developing a farm 

module company must not be very 

welcoming. During my studies in 

robotics, I was consumed by suspicions 

regarding the direction that the advanced 

technology was taking. I was in 

desperate need to deliver technology 

to ordinary people, so when I met CEO 

Kim Hyeyeon, we founded N.Thing right 

away. Kim took part in the exporting of 

vinyl greenhouses to Uzbekistan when 

he was in college. From there, he started 

to think about how to innovate agriculture 

and specific measures to control the 

agricultural environment at a distance. 

constitute a single farm. All the modules 

and internal devices are connected to the 

internet and managed by an exclusive 

OS. When the type of crop is written 

on the OS, the system automatically 

modulates the environment so that 

the given crop can grow as much as 

possible. The containers can moderate 

the surroundings by themselves and 

repeat the best crop results over and 

over again. Not only that: the Clean 

Room System blocks out all outside 

materials (insect and disease damage) so 

that the system can stay safe as a whole 

even when one module is contaminated. 

It must not have been easy to 

amalgamate your software with 

the traditional farming system. The 

traditional method was passed on 

from generation to generation through 

irregular forms of data. N.Thing, 

however, retrieves the exact index of the 

best environment for the plant’s growth 

by marking the data from the company’s 

farming software.

That is why the IoT technology from 

our first product, the smart flowerpot 

‘Planty’, was directly implemented in 

our Vertical Module Farms. If we can’t 

connect all the farming devices, then we 

can’t manage a huge farm of 50 to 100 

containers, save for the small farms. We 

knew that the farms had to be set up 

in mass-product platforms to maximize 

Agriculture was the first industry that 

mankind created, and it was highly 

susceptible to the environment, climate, 

time, and space. However, its conversion 

to IT and digital settings was yet to be 

done.

Could you elaborate on the concept of 

‘vertical module farming’? The vertical 

farms of N.Thing are automatic module 

farms where crops are grown and 

managed inside 40-feet sized containers. 

Compared to growing crops in open 

lands, this leads to 40 times the amount 

of produce and saves up to 90% of 

water usage. Each N.Thing container has 

different tasks, such as entry, cultivation, 

and processing, which together C
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quality and ensure the best results.

Korea has taken considerable damage 

due to fl ooding this summer. A 

suffi cient supply of crops seems 

more important than ever. We did 

start our business with rapid climate 

change in mind, but the speed of climate 

change has been even faster than we 

expected. That's why we feel even more 

compelled to contribute to developing 

Vertical Module Farms for crops other 

than green vegetables and herbs. We 

are currently working on two main 

0
6

1

goals. Our first goal is to harvest a stable 

number of crops in extreme weather 

with environment tests so that people 

from all over the world may benefit from 

our farming system. The second is to 

secure the whole process so that we 

can develop a remote technology to 

control farms at a distance.

What dreams do you have for the 

future as a creator of agriculture’s 

future? We want N.Thing’s farms to 

spread all over the world so people will 

be able to eat the crops they want. C
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A house full 
of plants
O Juwon, 

CEO of Tealtable  

If you already know about the idea of a 

‘planterior’, the concept of decorating an 

area with plants, you have O Juwon, the 

CEO of Tealtable, to thank. He pursues plant 

designs that sink into their environments and 

provide a soothing experience for people.

It’s also a place where you can easily 

spot what we strive to achieve with our 

plants. You might think that I majored in 

gardening, but all the staff and I majored 

in fields such as visual design, fine arts, 

and sculpturing. Of course, I did study 

gardening and plants. I think the 13 years 

of our gardening work prove our status 

and proficiency as a group of gardening 

How would you describe Tealtable? A 

lot of people think it’s an ordinary garden 

or flower shop, but that’s not right. It’s 

actually a gardening brand that offers 

customized plant designs. I started this 

business in 2007, and it has been 13 

years now. Our store in Seongsu-dong 

works as a showroom where people can 

both purchase and view our products. C
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experts.

How did you start doing plant 

designs? We originally started as a 

company, which decorates and displays 

diverse spaces. One time, we were 

asked to decorate a model house, so we 

decided on two concepts and carried out 

our designs. We especially put to place 

a lot of plants in 130 m² rooms. At that 

time, using plants for interior designs 

was considered a very radical move. 

Normally, the most popular houses 

would be the 65 m² and 100 m² houses, 

but the ones that had plant decorations, 

the 130 m² houses, ended up with the 

greatest success in sales. Even the 

staff from the construction firm were 

surprised. That was when we realized 

that plants carried important messages 

in interior design, and we sought out 

to use them in our future projects. The 

trend of ‘Planterior’ itself started in our 

company, Tealtable.

It’s amazing to find out that Tealtable 

was the first to create Planterior 

designs. How exactly do you plan out 

your plant designs? There have been a 

lot of stores that sold flowers and plants, 

but we were the first to specifically 

use plants for interior design use. We 

found out that each plant had its own 

charm in the whole interior decoration 

process. When we’re working, we try 

to figure out the lighting and where the 

windows are facing and then look for 

the plants that fit that environment. The 

first thing that we look for is the design 

of the space and the surroundings. Just 

because you know all sorts of plants 

doesn’t mean that you can move right on 

to the design. You have to know the up-

to-date interior trends and grasp the right 

concept to propose the best plan to your 

client. The plant’s survival depends on 

the environment, so the market research 

beforehand is crucial.

There seem to be more plants with 

leaves than flowers here. Tell me 

more about plant designing. Plants 

and flowers are two completely different 

things. Flowers are for one-time events, 

but plant gardening is all about harmony 

with the surrounding. If flowers are the 

protagonists, plants are the supporting C
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cast, so it’s important to keep the design 

simple. The items have to sink into their 

surroundings as if they have been there 

all along. Ironically, the strength of plants 

might be in their serenity, but their 

colors are actually very strong from the 

perspective of designing. That’s why a lot 

of experience is required to fit the right 

plants into the right space. The work 

takes patience and endurance, which is 

why you’ll go through multiple trials and 

errors if you aren’t used to the job. We, 

on the other hand, have gained 13 years 

of experience and knowledge.

How would you describe your plant 

design style in one sentence? It would 

be “natural harmony between interior 

spaces and plants.” To make this come 

to life, you must also care about the 

design of the flowerpots. Of course, 

they must not stand out too much as 

well. The ideal designs would be the 

ones that look complete when the plants 

are put inside them. Our flower pots 

are made in various designs, ranging 

from monotones and soft colors that all 

carry their own modern and reserved 

aesthetics. We try our best to deliver a 

natural and tidy atmosphere with them. 

What are your plans as a creator 

of plant designing? I want myself to 

become a creator who always makes 

improvements. My wish is to keep 

making new attempts in new fields and 

to become more experienced in the 

areas that I’m already used to. Designing 

is all about taking in new information 

and trends, so I need to take on new 

challenges all the time. I’m currently tied 

up inside Korea because of COVID-19, 

but my goal is to make my business 

succeed in the overseas market. I’m 

making plans to make Tealtable even 

greater as well as keeping the company’s 

key values intact.C
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We made a separate list of questions for the 

creators that you might be curious about. “Where 

do creators get their inspiration from?”

Where do 
creators get their 
inspiration from?

I go around looking for cafes, stores, and conferences rather than sitting 

still in my office because I get my inspiration from everything that I see and 

hear. I once got an idea from the safety systems of cars and made similar 

models for farms, and I was also inspired by the exposed roof of a cafe 

when I was thinking about the air conditioning of the farms. The key output 

of N.Thing’s technology is the crop. That is the thing that’s always in my 

head: the essence of agriculture. 

It’s all about the essence
Baek Kyeonghun, co-founder and general tech director of N.Thing

I always pay attention to social issues. Let me give you an example 

with The Silent Taxi, which I’ve recently released. What the client 

wanted was a feeling of warmth and silence. I thought the title 

already carried the message of silence, so there was no need for 

me to repeat in the artwork again. So, I pondered what the meaning 

of a job as a taxi driver meant to people with hearing disabilities. 

Then came the idea of being able to take care of oneself with the 

help of a company called The Silent Taxi.  With this concept in mind, 

I was able to tell the story of my artwork with ease. 

A look inside our society
Sign language artist Ghootree 

The value of the isolated
Lee Yunho, co-representative of Cueclyp 

I don’t really cling to things to get inspired. I tend to be inspired by 

the things around my daily life, such as the signs on the street, the 

title pages of books, and doodles on the walls. These are things 

that you might just pass by, but if you take a closer look, you might 

just find what you’re looking for. Because Cueclyp is an upcycling 

brand, I’m also interested in taking a closer look at waste. 

When I see new materials at a construction site, I sneak up and 

touch them. I also keep a keen eye on piles of construction items. 

I do those things because all the isolated things in the world are 

precious raw materials for our company.

Seeing outside the box
Cha Sangu, CEO of the.WATERMELON

All inspiration comes from asking the question, “Why?” With a 

different view, I try to ask questions and answer them on my own 

with memos. When I need inspiration, I read those memos over 

and find little bits of new insight. You might not get the inspiration 

when you need it, but keeping track of your ideas with writings 

might help. Writing things down is the source of my inspiration. 

Inspiration from old books
Hangeul designer Lee Yongje 

I find inspiration from old books that are written in Hangeul. I 

collect them and make comparisons between the books. I started 

collecting them when I got to see them with my own eyes, as the 

handwriting that I already knew felt so different when I actually 

got to see them. The most expensive one that I bought was an 

English-Korean dictionary that had been published in the early 

1890s. I sometimes look for photocopied versions because there 

are so many books that I can’t find. At first, I collected books 

from the 1920s to the 1950s. The handwriting of Hangeul on the 

first page is different from the one at the end of the book.  This is 

because they might have different authors or because the writer’s 

handwriting might have changed. Sometimes the handwriting 

might even change completely.  Rather than caring about the year 

of publication and the price, I try to find books with handwriting 

that I don’t already have.

Observing and feeling people’s concern
Jo Toegye, chief editor of Broadcally

I find my inspiration in my daily life. I try to listen to all the things 

that people are paying attention to, as well as me. Broadcally is a 

small magazine company, so it’s hard for us to actually lead trends 

and talks on social issues. As such, we try to find the specific 

details and the unexpected aspects of the topics that people talk 

about. What we always look for is to create a story that might 

actually be useful to the readers. 

The drawings that fill up my head
Illustrator Lee Inhyeok

I spend most of my time drawing pictures. Thus, I try to grasp 

every moment of action, such as people running inside the subway, 

a man loading the truck outside the convenience store, and the 

people who ride their skateboards by Han River. I automatically 

keep them in my memory and link them to my drawings.

All the things in my life
O Juwon, CEO of Tealtable 

I get my inspiration from all the things in my daily life. My job is all 

about interior designs with plants, which is why I get inspired in 

random places and events. An idea might come up when I look 

at my mug while drinking coffee or when I look at the grass that’s 

growing out from the pavement while I’m walking. 
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From Seoul to the world, from the world to Seoul  YouTuber ‘Seoul Walker’

The cafe of cafes, Fritz  Kim Byeongki, CEO of Fritz Coffee Company

We build towns that we would want to live in  Mun Seunggyu, CEO of Blank 

A new way to keep a film in your memory  Yun Sejun, CEO of Cinema 4 

You can be creative with beer, too  Kim Gangsam, CEO of 7brau  

The vintage advantage  Kim Jongsil and Choi Jeongmin, CEOs of Bell & Nouveau 

A new wave in the city  Kim Jisu, director of Neovalue 

CREATORS 
CHANGING 

SEOUL
The new fashion, food, and spatial trends of Seoul are all 

created by these people. Even now, the creators of Seoul are 

working to paint every corner of Seoul with their new colors.
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From Seoul to
the world, from 
the world to Seoul
YouTuber ‘Seoul Walker’

We met Seoul Walker, a YouTuber who gained 

worldwide success with the release of sensational 

walkthrough videos in Seoul. We joined him on his 

evening walk at Cheonggyecheon to learn how to 

fall in love with Seoul.

How did you come to make the 

channel ‘Seoul Walker’? I make a living 

from photographs. Before COVID-19, 

I used to take photographs for foreign 

tourists as souvenirs. Most tourists 

visit the famous places in Seoul in a 

short period of time. But there are so 

many good things in Seoul that they’re 

missing out on, and that made me feel 

bad for them. That’s why I made short 

videos to recommend them to travel 

here and there in other parts of Seoul. It 

made me feel really great when people 

commented that they had been to the 

places that I introduced. I opened up my 

YouTube channel in May and have been 

putting out videos for foreign tourists 

ever since.

So you’re introducing the hidden 

areas of Seoul. How do you select 

your shooting sites?  

I first started in the famous spots 

of Seoul, such as Gangnam Station, 

Myeong-dong, and Hangang Park. To 

make my channel stand out from others, 

I took my videos at dawn or night when 

there weren’t a lot of people. I also tried 

to take videos of places that everyone 

can enjoy but weren’t popular. I wanted 

to emphasize on the four seasons which 

can only be found in Seoul. Just a quick 

search on the Internet can lead you to all 

the good places and roads that fit each 

of the seasons. I look them up and make 

my schedules with a suitable video 

shooting plan for the season in mind.

That must take a lot of time. It really 

does. But having a good spot doesn’t 

quite finish the job. What I want to film 

are the scenes of people moving around 

before and after their work, rather than 

just walking and filming as long as I can. 

I’ve always wanted to show foreigners 

an actual day in the life of someone in 

Seoul; like where people eat and where 

they work. For Koreans, this might also 

be their chance to look back on things 

and find new things in their routine 

places. Before going out, I take a look at 

the online map and make plans for my 

actual shooting route so that viewers can 

have the visual experience they need. I 

do sometimes go out on a video shoot 

without a plan when the weather is good, 

but the results are rarely satisfactory. 

Which places do you like the most in C
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Seoul, and what have you discovered 

during your work? After going 

through street after street in Seoul, I 

realized that this city is full of vibrant 

colors. In Jongno-gu, the palace of 

Gyeongbokgung has the color brown, 

and the area of Seongsu-dong, with 

Seoulsup forest, has a touch of green 

to it. All the towns and streets of Seoul 

each have their own unique color. My 

personal favorite is Haneul Park. I used 

to go there in the early morning even 

before I started my videos. When you 

go there before sunrise, you can feel 

the cold air and hear the silver grass 

swooshing through the wind. It’s as if 

you were on a road out in the country. 

How would you describe your channel 

in just one sentence? It’s all about 

communication. There’s a video I've been 

preparing to post when I reach 50,000 

subscribers. My subscribers live in places 

all over the world—from Rio in Brazil 

to Johannesburg in South Africa. I’ve 

always wondered what their cities were 

like. I made a deal with my subscribers 

to receive their photos and videos of 

their cities and make a full-length video 

with them. Since I can’t meet them 

because of COVID-19, I thought I could 

at least travel to their cities with them 

this way. I’m receiving their contributions 

every month, and the people love it. I felt 

so proud when a subscriber said that my 

videos connected people and brought 

them closer. 

I realized that this city is

full of vibrant colors. In

Jongno-gu, the palace of

Gyeongbokgung has the

color brown, and the area

of Seongsu-dong, with

Seoulsup forest, has a touch

of green to it. All the towns

and streets of Seoul each

have their own unique color.
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The cafe of 
cafes, Fritz
Kim Byeongki, CEO of Fritz 

Coffee Company

Fritz, a cafe located in the narrow street of Dohwa-dong, Mapo-gu, has lifted  

the coffee of Seoul and Korea to a global standard in just six years. The owner 

of this cafe, Kim Byeongki, is a coffee culture creator and the CEO of Fritz 

Coffee Company, where the best baristas and bakers get together.  
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How would you describe Fritz? It’s 

a small company, but those who work 

here all share the same idea: that Fritz 

is a place with motivated people. In 

other words, it’s a village with excellent 

craftspeople. We are a community with 

baristas, pâtissiers, and roasters of the 

highest standards.

When you opened up in 2014, people 

used to say that your company was 

like the meeting place of the masters. I 

have to say I’m flattered. (Laughter) When 

I first started, I sought out to create 

values that could be sustainable rather 

than to show off cool and edgy moves. I 

wasn’t able to be an excellent craftsman 

from scratch, but I knew that I had a 

chance if I put enough time and energy 

into things with the right group of people. 

Right now, we have about 80 people in 

our company, and they all have excellent 

skills. I’m confident that my baristas can 

all produce excellent results even when 

I’m not with them as their CEO.

What makes Fritz the creator of 

Seoul’s coffee-drinking culture? When 

I first started studying coffee, I often 

visited other countries.

The people there always asked me 

this question: “Which city would 

you recommend for traveling in your 

country?” If you only had one day to stay 

in a city, it would be best to ask the local 

there to get to the best places, right?

That’s why I felt so happy when people 

recommended that their foreign friends 

go to Fritz when they visited Seoul. 

When I first started making coffee, a lot 

of baristas would set their role models 

on the coffee shops in cities such as 

London, Portland, Tokyo, and Melbourne. 

What I had was the passion to create an 

amazing coffee shop so that the same 

baristas would dream of coming to Seoul 

to hone their skills. I wanted to show the 

world the beautiful and stunning things 

that we had. When COVID-19 is gone, 

more and more foreign tourists will 

come to Seoul, and I’m sure they will 

all pick Fritz as their go-to place for both 

coffee and wonderful experience. 

What do you think are the charms 

of Seoul? I personally love Seoul and 

Korea. My love for this city is strong 

since I’ve lived here for such a long time. 

What should I say? I guess there’s just a 

special sense of atmosphere that makes 

the city charming. 

Why do you think the multi-layered 

people of Seoul love Fritz so much? I 

once had that question myself, so I went 

on a quest to find the answer. But all my 

effort was to no avail, and the answer 

to that question remains a mystery. All 

the people who answered that they 

loved Fritz all had different reasons. One 

would say that he liked the coffee, the 

other might say she liked the bread, and 

others said that they liked the interior, 

or because the place felt like an oasis in 

the middle of a desert. So, I gave up on 

trying to find the answer. Right now, I’m 

just thankful that there are people who 

like the place and decided to invest my 

What I had was the passion to create an amazing coffee

shop so that the same baristas would dream of coming to

Seoul to hone their skills. I wanted to show the world the

beautiful and stunning things that we had.
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energy into doing the best thing for our 

customers.

Have you received any criticism? Lots. 

(Laughter) Most of it has come from my 

closest acquaintances, but I dare not say 

their names. Comments about the chairs 

being uncomfortable and nitpicks about 

opening up a store on the east side of 

Seoul are not even close to the worst 

we’ve gotten.

Have you had any issues receiving 

coffee beans because of COVID-19? 

Fortunately, numerous coffee farms 

have been trading with us. We’re also 

working with a lot of friends with quick 

communication abilities, so it's not much 

of a problem. We recently experienced 

a lock-down for a couple of months in 

the distribution sector at the start of the 

outbreak, but we handled it quite well, 

and the items all made their way out of 

the port.

What are the plans for Fritz in the 

post-COVID era? Health is the most 

important thing. Keeping our groups and 

our lives healthy.   

I hope our company works as a healthy 

social group so that its members may 

fulfill their values and goals. That way, 

the employees will be able to live their 

healthy lives as citizens of Seoul and 

lead others to bring good to the whole 

country. Of course, I’m not saying that 

our coffee will immediately bring a wave 

of change into the city. But I’ll be more 

than happy if someone who might 

change the world can find strength with 

the help of our coffee.  

I’m sure that Fritz will be able to do that 

job.

C
R

E
A

T
O

R
S

 C
H

A
N

G
IN

G
 S

E
O

U
L

W
ri

te
r  

Pa
rk

 E
un

jin
 P

ho
to

gr
ap

he
r 

O
 C

hu
ng

ge
un



0
8

2

0
8

3

S
E

O
U

L
M

A
D

E

We build 
towns 
that we 
would want 
to live in
Mun Seunggyu, 

CEO of Blank

The old architecture firms only took 

part in architectural design. But the 

creative ones go the extra mile. They 

take the initiative and put themselves 

in charge of the regeneration, 

independence, and sustainability of 

the whole region. We met with the 

CEO of ‘Blank’. Mun Seunggyu, to 

listen to his ideas on creating a town 

that people would want to live in. 

You’re not from this area. How did 

you get to set yourself up in the town 

of Sangdo-dong? I set foot here to get 

ideas for a contest on city regeneration 

that the Seoul City Government was 

holding. The town’s development was 

slow, and it was packed with houses. 

Contrary to my expectations, there were 
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projects include shared space designs 

such as the shared kitchen ‘Youth 

Platform’, the shared workspace 

‘Youth Camp’, and the shared house 

‘Youth Park’.  We've also been running 

a village company called ‘The Energy 

Supermarket’ with people who were 

campaigning for self-sufficient energy. 

Not only that, we helped the opening of 

stores such as ‘Asian Bowl’, a rice noodle 

company run by immigrant women, 

and ‘The Earth’, a store that promotes 

zero-waste campaigns. With all of these 

projects, we tried to think of spaces that 

residents would need and to put those 

a lot of community activities going on. 

The residents made children’s libraries 

and village schools by themselves 

and took part in self-sufficient energy 

activities. Witnessing those things made 

me wonder about how the idea of a 

village that can stand on its own in a 

massive city like Seoul. It made me want 

to look inside this city as a specialist 

rather than just a participant in a short-

term project. That was the reason that 

I bought a house in Sangdo-dong and 

created the company ‘Blank’. 

Tell us about the projects you've 

launched in this town. Our early 

thoughts into action. For example, the 

community bar ‘Null Set’ was built from 

the investment of 22 residents. Right 

now, we’re thinking of expanding its 

space and making our way into the plans, 

designs, and management of the bar.  

It looks like you must have needed a 

close relationship with the residents 

to keep your projects running. How 

did you build your relationships with 

people? When I first got here, I tried to 

urge people to participate in interviews, 

surveys, and workshops. The result 

wasn’t that bad, but I realized that they 

couldn’t sustain my projects in the long 

term. Therefore, I tried to show the actual 

lives of the people who participated in 

the village areas that we had created. 

We showed people how villagers bought 

things in the old stores of the town and 

how they worked inside our shared 

workspaces.

This led to people buying the old 

bookstores of the village and more 

participation in establishing new creative 

areas for the town. 

You must have learned a lot from all 

that hands-on experience. I sure have. 

When you’re a researcher, you get to 

learn through a lot of samples, but it’s 

A before (left) and after the image of the cooperation workspace ‘Youth Camp’ where residents can share their ideas.
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all just writing. I realized that the best 

way to get the best results was to set 

my ideas on experience. Through my 

life as a villager I've learned to look at 

the town from various perspectives; as 

a researcher, a businessman, and as a 

resident.

Have you sensed any change inside 

the town? To be honest, I don’t think 

that I’ll ever be the one responsible 

for the change. A lot of young people 

indeed came into town because of all 

the construction of studios and multi-

household buildings. But that’s just how 

cities are changing, rather than a specific 
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The empty house curation platform ‘Yoohuu’.

Huam-dong community bar ‘Null Set’.

Sangdo-dong community bar ‘Null Set’.
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change in the city of Seoul. What we 

need is a flexible and sensitive attitude 

so that we may adapt to the change. 

All that we can do is to do our job as a 

part of the town while people come and 

go. In that sense, I think we became an 

element of the town quite successfully. 

A lot of people used to ask us why 

we came here instead of getting jobs, 

but the same people are now taking 

us as their fellow residents. Some of 

them even offer us work around the 

town because they know that we're 

architects.

It sounds like your company is an 

excellent example of how the people 

of the new generation utilize their 

towns. How is the market reacting 

now compared to the reaction you 

had at the start? The people of this 

generation tend to select the town 

in which they want to live and work, 

regardless of how close they feel to 

their surroundings. I want those people 

to experience diversity in the streets 

they walk, the spaces they breathe 

in, and the people they meet. I’m 

also trying to form social networks 

so that the diversity inside the town 

can be maintained. We’re currently 

experiencing a boost in the number of 

city regeneration teams that are based 

in their own regions. 

What plans do you have for the 

future? As I’ve mentioned before, 

we’re not looking for a rapid change in 

this town. We just want to contribute 

to the healthy lives of the townspeople 

and be a part of the community. What I 

want is to create a culture where people 

can choose the lives they want to live, 

instead of just building areas for people’s 

work. I think this will surely lead to slow 

yet subtle changes inside the towns of 

Korea. W
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A new way 
to keep a 
film in your 
memory
Yun Sejun, 

CEO of Cinema 4 

New spaces create new 

cultures, and Cinema 4 is 

surely one of the spaces. You 

might think this place is just 

another film-themed cafe. But 

after hearing the story of its 

CEO Yun Sejun, you’ll see that 

Cinema 4 is a special place 

where you can keep your 

memories of films.

How did you get to establish Cinema 

4? Cinema 4 is a film cafe that is run 

by a designing company called Forest. 

The company consists of six members 

including myself, and we design posters, 

goods, and previews for films. Our 

products are consumed immediately 

after their release, but that’s not the idea 

we have when we make the designs. 

We immerse ourselves in each film and 

ruminate on the scenes we love and 

the emotions we want to deliver to the 

audience. In other words, we breathe 

emotion into our work. We opened up 

Cinema 4 for people like us: those who 

want the designs and the set of films to 

last after they come to an end.

Film-themed cafes aren’t very 

common. What do you offer here? 

When we first started, we had a lot of 

ideas revolving around the theme of 

a cafe. We wrote down a lot of words 

to make our decision, and the one that 

caught our minds was ‘memory’. We felt 

that the concept of harmony between 

films and memory could work. That was 

how the slogan of Cinema 4, ‘A place to 

remember a film’ was created, with the 

cafe’s opening last August. Films that 

have slipped past cinemas can all be 

found here, with their scenes and items 

intact so that you can see them and keep 

them in your memory. You can enjoy the 

films on the projector while enjoying a 

cup of tea, and you can also buy Blu-ray 

versions of the films and related goods. 

What best shows the identity of 

Cinema 4? That would be our projector 

room. We remodeled a single-floored 

house that was built in the 1960s and C
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At first, a lot of people told us that it was a 

bad idea to make a screen room because 

they thought it was inefficient. But now it 

has become a symbol of our cafe. There 

isn’t really a special guideline for entering 

the room. All you have to do is just come 

and watch the film. We used to have a 

timetable set for 7 PM, but it just made 

things too stiff as we realized it made 

visitors feel like they needed to be always 

on time. That was why we chose to turn 

on the films without setting a time.

It’s interesting to see that you've 

chosen to show films through 

projectors in the age of streaming. 

One thing I’ve learned from running 

the screen room is that young people 

aren’t familiar with home theaters and 

watching films through projectors. This 

led me to think that maybe they were 

just used to streaming because they had 

no other choice. I once read an interview 

with someone who made a theater 

with 15 seats in the countryside. The 

owner created the little cinema because 

the films he wanted to watch couldn’t 

be found in that area, and he said he 

would always play the films that he liked 

Films that have slipped past cinemas can all be found here, 

with their scenes and items intact so that you can see them 

and keep them in your memory. You can enjoy the films on the 

projector while enjoying a cup of tea, and you can also buy 

Blu-ray versions of the films and related goods.
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at that theater. All the members of our 

team were moved by the interview and 

thought that we should do the same. 

That’s why the screen room means a lot 

to us.

How will Cinema 4 continue its 

evolution as a creative area? We're 

thinking of running our own programs 

featuring quarterly film festivals and 

exhibitions. We actually had a whole plan 

set out for our first anniversary, but it’s all 

been delayed due to COVID-19. However, 

we’re certain that we’ll be able to push 

things through when the situation gets 

better. When we first opened up, it felt 

like we were completely on our own. 

But after a year, we now feel a sense of 

welcome thanks to all the visitors and 

fans who visit. We have our film's goods 

shop for weekends, and we’re receiving 

news that cafes with similar concepts to 

Cinema 4 are opening up. 

What do you think will happen to 

Cinema 4 when those cafes open up? 

In the short term, they will have an effect 

on our cafe’s sales. But we’re looking 

forward to the synergy that those cafes 

will create along with Cinema 4. The best 

thing about films is that people can have 

easy access to them and that they all 

get to have a chance at becoming movie 

critics. I’ve always been longing for an 

area where people can have film-related 

experiences together, but spaces like that 

have always been lacking. That is why our 

aim is to create areas where those who 

want the cultural experience of films can 

satisfy themselves wherever they go.  C
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You can 
be creative 
with beer, 
too
Kim Gangsam, 

CEO of 7brau

Kim Gangsam is a creator in the field of beer who 

is leading the first-ever mid-sized beer company 

in Korea. Being the creator of the beer labels that 

represent Seoul with Korean titles such as ‘Gangseo’ 

and ‘Han-gang’, he dreams of a collaboration between 

the beer brands ‘Daedong-gang’ and ‘Han-gang’. 
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Your recent collaboration with 

Gompyo has reached great success. 

People say that your products 

disappear as soon as they hit the 

stores. Yes, it has been a success. 

People around me ask for them as 

well, so I have to go over to all the 

convenience stores to get the beers for 

them. (Laughter) I could ask the factories 

for my share, but I wouldn’t do such a 

thing since it would disrupt the whole 

system of the company. People have 

been calling our product the ‘honey-butter 

chip of beers’. 

Are you talking about the huge craft 

bar at Seoul Station that opened up 

in 2003? After our sashimi restaurant, 

we opened up a live restaurant that 

was a great success. This led to our 

relationship with Doosan Beers. Later 

on, we managed to receive a restaurant 

license with Doosan in Incheon Airport 

when it opened up. After that, in 2003, 

we received an offer from Doosan to 

take over their massive beer center 

when the new Seoul Station for the 

KTX trains was introduced. It was an 

underground store called ‘Beer Plaza’, 

with an area of 1,980 m2.

Was that the moment that you set 

out on your path to craft beer? That’s 

right. When we were preparing to open 

the store, we had an opportunity to get 

a license for small-sized beer brewing 

thanks to the World Cup. That license 

allowed us to make beer and sell it within 

the perimeters of our store. We invited a 

German master craftsman along with a 

German machine to brew our beer, and 

the Beer Plaza became very successful 

as the citizens of Seoul were able to 

drink traditional craft beer that they had 

rarely tasted before.

7Brau is famous for being the first 

mid-sized beer company in Korea. A 

worker from the National Tax Service 

told us that when we were getting our 

license. The two original beer companies 

received their licenses in 1933, at the 

time of Japan’s imperial rule. 

  This means that no other company has 

received licenses on beers since the 

liberation of Korea. We were the first 

ones to be allowed to distribute beers 

from small to mid-sized breweries when 

the law on liquor was repealed. We 

became such a big story in the news 

that all three major public TV networks 

put out stories about us.

Your company became famous for 

labeling your beers with Hangeul 

letters from the names of regions 

around Seoul, such as ‘Gangseo’, 

‘Hangang’, ‘Seocho’, and ‘Yangpyeong’. 

In fact, the label on our first beer had the 

England flag with English letters. That 

was why our beers were in foreign beer 

displays since nobody thought they were 

from a Korean company. But we started 

to have heated discussions amongst 

ourselves after Daniel Tudor, the reporter 

of The Economist in Great Britain, put 

out an article saying that the beer of 

North Korea, the Daedong-gang beer, 

tasted better than South Korean beer. 

We wanted to make people believe that 

South Korean beer could taste just as 

good, and to do that we needed to set 

the identity of our products as beers that 

were made in Korea.

With this in mind, we shifted the labels 

to vintage Gothic fonts in Korean and the 

consumers immediately found out that 

our products were made-in-Korea craft 

beers, which led to our success.

You now have beers with the names 

of various regions around Seoul, 

but it all started with ‘Gangseo Ale’. 

Gangseo means a lot to me. Located at 

the border of Seoul, I had great success 

in business there with my sashimi 

restaurant, and that eventually led to 

my beer brewery. I wanted to create a 

beer brand that could represent Seoul, 

just like the beers in other countries 

that became popular by being named 

after their regions. After the success of 

‘Gangseo Ale’, we had another turning 

point for our business in 2017 when our 

ale was chosen as the drink for toasts 

at Cheongwadae when the President 

had a conference with the major 

businesspeople of Korea. It was the 

perfect chance for us to let the world 

know of the craft beer of Seoul.C
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A vintage 
advantage 

Kim Jongsil and 

Choi Jeongmin, 

CEOs of Bell & Nouveau

Creation isn’t just about making things up from scratch; it’s also 

about redesigning the things that already exist. Belle & Nouveau 

is a perfect example of this kind of creativity, and its products are 

holding the attention of numerous K-pop artists.

Belle & Nouveau CEOs Kim Jongsil (Left), Choi Jeongmin
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at Gyeongbokgung has just been 

completed. The first floor will be a 

showroom, the second will be an atelier, 

and the third will be our office. The three 

showrooms at Garosu-gil are mainly for 

business, but this place will be an Haute 

Couture workshop with a sophisticated 

atmosphere aimed at middle-aged 

customers. This workshop is our favorite 

because we did all the interior work 

ourselves so that the place would fit into 

the concept of Belle & Nouveau. 

The name of your company is the 

fusion of the words ‘Belle’ and 'Epoque’, 

and it symbolizes both of you, with 

Belle (Choi Jeongmin) and Nouveau 

(Kim Jongsil). We always work together, 

but our personalities are far from being 

similar to one another. We have to get 

confirmation from each other all the time 

because we have such different tastes. 

We rediscover the values in western vintage 

designs and apply them to the sophisticated 

culture of Korea. Artists such as Blackpink, BTS, 

Girl’s Generation, BoA, TVXQ, Big Bang, Chunga, 

and Twice have all chosen our products. 
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3This allows us not to be swayed by our 

own emotions as we never put our plans 

into action when one of us rejects an idea. 

We only do the work that we both agree 

on. Belle majored in interior designs while 

Nouveau majored in western paintings. 

Nouveau was so talented that he won an 

award at a national contest while he was 

There must have been a lot of change 

for you with the outbreak of COVID-19. 

We decided to build up our company’s 

inner strength in the off-season period 

due to the COVID-19 outbreak. We’ve 

been concentrating on the renewal of our 

headquarters, and we also began selling 

products online. We’ve decided to sell 

jewelry first on our online market instead 

of featuring outfits and bags. 

How is Belle & Nouveau being inspired 

by the city of Seoul? Seoul is the 

same as the royal in Korea. I believe the 

sensation of Korean nobleness can only 

be felt in the city of Seoul and nowhere 

else in the world. The feeling of clarity and 

purity keeps us awake and gives us the 

energy to move around quickly. Cities like 

Paris are good places to be inspired, but 

in those places, it feels like we’re taking 

sips of wine and getting drunk. In Seoul, 

however, we’re able to stay awake and 

focused with a clear state of mind. We’re 

in college, which led him to prepare to 

study abroad. But while he was getting 

ready, he became so fascinated by Belle’s 

designs when he visited his office and 

decided to work with him. That was how 

the two of us got together in 2008. Ever 

since then we’ve been working non-stop 

with the success of our designs after 

expecting to be busy, but we’ll never 

forget to look down Gyeongbokgung to be 

inspired by the image of Seoul.

It seems like you’re preparing to go in a 

different direction with your brand. The 

sad thing about vintage fashion items is 

that they’re “unique pieces,” which means 

that the image disappears completely 

when it has been sold. COVID-19 changed 

a lot of things, and with this opportunity, 

we’re planning to launch a fine jewelry 

business for people with allergies. Not 

only that: we're looking forward to 

taking a step further to design all lifestyle 

products with the designs from Nouveau’s 

drawings. We’re also making plans to 

design living products with materials from 

plants and various aromas. Our current 

goal is to fuse the fashion styles of the 

east and the west with methods such as 

applying Korean items to robes that have 

been inspired by the female outfits in the 

middle ages of Europe. 

celebrities started to wear our products.

You’ve been importing products 

mainly from Europe for your ‘Vintage 

Upcycling’ campaign. What are Belle & 

Nouveau’s thoughts on creativity? We 

try to express our own ideas rather than 

just following the trends. One of those 

ideas is the recreation of old products with 

inspiration from vintage materials. There 

are a lot of K-pop artists who got concepts 

for their new albums from our fashion 

style. We’re more than glad that the trend 

from our work is causing a butterfly effect 

all around the world.

How would you define the meaning 

of the word ‘creator’? When you give 

love to an abandoned object, it turns into 

something beautiful. That’s the way we 

develop our products. We try to find a 

vintage item that has been neglected and 

try to turn it into a splendid novelty that 

everyone would wish for. Beauty comes 

from far and extreme, and the same goes W
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for creators. I think that people who can 

discover values by thinking outside the 

box are worthy of being called creators.

You are the creators who changed 

the fashion of Seoul. Artists such as 

Blackpink, BTS, Girl’s Generation, BoA, 

TVXQ, Big Bang, Chunga, and Twice 

have all chosen our products. Recently, 

we’ve been getting enormous amounts 

of attention again as the members of 

Blackpink wore our outfits and accessories 

for their new song “How You Like That.” 

It’s an honor for us to be able to show the 

stylish image of Korea with our products 

through the worldwide success of K-pop. 

The main goal of our brand is to rediscover 

the values in western vintage designs and 

to apply them to the sophisticated culture 

of Korea. We’ve always been interested 

in the fashion trend of the world rather 

than clinging onto the materials in Korea, 

and I think that was the reason for our 

international success. C
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the city 
Kim Jisu, 

director of Neovalue   

There’s a real estate company that became the center of 

the city’s new culture, separating itself from others who 

only concentrate on construction, distribution, and rent. 

The company Neovalue is playing a part in creating a 

happy city for its citizens and has recently showcased its 

platform Urban Wave with various creators to renovate the 

culture of the city.

Please give us a brief introduction 

to Neovalue Boa is a real estate 

development firm. When people hear 

the word “real estate company,” they 

mostly think of construction, distribution, 

and rent. But our idea of real estate 

development goes beyond that. It’s about 

creating areas where people can live, and 

letting them experience a happy lifestyle. 

Neovalue is a company that takes the 

value of life into account and works to 

create a better and happier city life and 

culture for those who live in the city. 

What kind of projects have you 

already put into action? Our leading 

project would be Alleyway Gwanggyo. 

In the new town of Gwanggyo, we 

thought about how to enhance the lives 

of the residents and concluded that 

the shopping district could work as the 

center of the town’s community. A lot of 

children lived inside the town, so we set 

a goal to create an area where children 

can play around and be respected at the 

same time. We also tried to provide a 

sense of connection for the residents in 

an age where the friendship of neighbors 

was being lost, as well as offering an 

area of art and culture. 

How does Neovalue actually function 

as a real estate company? Unlike other 

businesses, real estate projects are 

close to being unpredictable. So many 

things can happen even with the perfect 

plan. Making mistakes is a common 

practice in this world because so many 

unexpected things happen, regardless 

of how much money was invested in a 

project. That’s why we work with a trial-

and-error method to improve ourselves. 

Our Urban Wave platform, which was 

released early this year, also went 

through countless planning, revisions, 

and inspections.

Hearing about Urban Wave makes 

us even more curious. It's a platform 

where we create city culture with 

creators in various fields. We know that 

the culture of a city cannot be created 

just by us. Urban Wave is a collaboration 

platform that allows us to work with 

both aspiring creators and those who 

are already doing things on their own. 

We recruit the people who we’d like 

to work with, and the whole process 

is made public on our website so that 

other creators might become interested. 

This helps them get interested in our 

upcoming projects.

Your platform’s taking its first step C
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with the “Seongsu-dong Project.” 

That’s Urban Wave’s first project, where 

creators get together to collaborate and 

make achievements. The main values of 

this project have been “connection” and 

“inspiration,” since the town of Seongsu-

dong has a lot to do with creativity. 

The areas of the project will mainly be 

divided into spaces for work and spaces 

for markets. We call the creators who 

work with Urban Wave “Urban Surfers.” 

With Urban Surfers, we aim to come up 

with the right city culture for this region 

and to put our ideas into action. Anyone 

who wants to know about the project or 

those who wish to make comments can 

visit our website. I believe that keeping a 

record of the whole process of creating 

an area will let our platform to provide 

a brand-new experience for the city 

people. 

Are there any city culture projects that 

you currently have for Seoul? We’re 

planning to showcase new projects in 

Ikseon-dong, Garosu-gil at Sinsa-dong, 

and Seogyo-dong after our project in 

Seongsu-dong. In Sinsa-dong, we’re 

planning to create an area for small 

brands while the area in Seogyo-dong 

will be a mix of shared housing and 

commercial facilities. Later on, we’re 

expecting to open up an area for work, 

Urban Wave is a platform where we create city culture with

creators in various fields.

We know that the culture of a city cannot be created just by us. 

That’s why we have this platform to collaborate with others.

The YouTube channel “Urban Wave”

residences, and markets in Yongsan.

What is Neovalue’s goal as a company 

that is leading Seoul’s culture? Our 

goal is to brand the region of Seoul. 

My idea is that it’s crucial to have new 

experiences over and over again because 

what used to be new soon becomes old. 

After all the work I did here, I’ve realized 

that collaboration with others is a must 

because a single company can’t handle 

all the ideas and designs necessary 

to create the perfect place. What I 

want is for our company to go through 

collaboration to create a city culture 

that can be respected by all the people 

around the world as well as Koreans. 

The Artist Xeva’s Graffiti Painted On Gwanggyo Alleyway 

The Kiosk Of Gwanggyo Alleyway Is A Collaboration With Artist Sambypen

A miniature model of Gwanggyo Alleyway
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The creators of Seoul have brought 

new values and lifestyles into every 

corner of the city.

Here, we’ll have a chance to listen to 

their thoughts on Seoul’s potential. 

Thoughts from Seoul 
creators on the 
possibilities of the city 

Every corner of Seoul has the potential to become an area 

of culture. Of course, there are a lot of places that already 

have the cultural infrastructure, but the thing about Seoul 

is that every area in the city has the potential to become 

culturally rich. The people of Seoul also have the potential 

to become cultural icons as well as the main source of the 

city’s growth. If the city of Seoul can listen to the wants and 

the needs of its citizens, the people will then be able to find 

infinite possibilities inside the rich cultural areas of the city. 

The infinite possibilities of the 

city’s culture
Yun Sejun, CEO of Cinema 4  

Beer is a form of communication as well as a type of culture. 

People open their minds more easily when they have a beer or 

two. Just as there are Tsingdao beers in Qingdao and countless 

beer brands in the regions of Belgium and Germany, it would be 

amazing to have people think that they need to try “Seoul Beer” 

and “Hangang Beer” when they come to Seoul. The city of Seoul 

and the Han River both have huge potential. 

 I’m sure that beer brands will make the metropolitan city of Seoul 

and the marvelous Han River even more famous.

Brewing Seoul’s beer in Seoul  
Kim Gangsam, CEO of 7brau

The potential of Seoul is in its “chaotic diversity.” About 20 years 

ago, the real estate companies here thought it was reliable to bring 

products from the United States and Japan because Seoul was 

behind those cities by at least 15 years. But things are way different 

now. 

Most companies have tried to find out benchmark sales points 

from the overseas market, but there’s no need for that anymore. 

Seoul is a city where different timelines coexist in one space. Just 

look at Seongsu-dong: the town is a complete jumble of the past, 

the present, and the future. It’s a place where multiple timelines all 

become compressed and make one simultaneous appearance.

The charm of the city’s chaotic diversity
Kim Jisu, director of Neovalue

Seoul wasn’t a place that received a lot of attention, especially in 

the coffee scene. When I went abroad to study coffee, I had to give 

a long speech just to explain the city of Seoul to my foreign friends. 

But now, everyone knows Seoul and thinks that it’s an attractive 

city. I think that’s a sign of the times and of the fact that people 

want to know about Seoul, which is why I don’t want the people of 

Seoul to criticize themselves. I don’t want them to say that things 

are “awful” or “not enough” just to sound humble. I believe that 

having a sense of pride in our city will be the start of bringing out 

Seoul’s potential because it truly is a marvelous city.

Seoul’s pride is its potential
Kim Byeongki, CEO of Fritz Coffee Company

Seoul is a very sensitive city. The city never stops running, and 

it just doesn’t know when to stop. A lot of Koreans like to think 

they’re old-fashioned, but on the contrary, all the newest items and 

fashion trends are in Seoul. If the city can keep its romantic yet 

stubborn atmosphere intact, it will surely become an awesome 

city with perfect harmony between tradition and modernity. A lot 

of artists and designers must be trained for this to happen, and 

these artists and designers will contribute to the creation of the 

masterpieces of Korea. Seoul is also a K-pop city. If a museum can 

be made to exhibit the fashion items of K-pop artists, the potential 

of Seoul will be even greater.

The harmony between 

tradition and modernity 
Kim Jongsil and Choi Jeongmin, CEOs of Bell & Nouveau

At first, we tried to sell our technology as well. Seoul is a city of 

freedom and vibrance. The city has an instinct of moving forward, 

and its people live by the standards of high moral values. This has 

been proven to be true with the outbreak of COVID-19. The one 

thing that the city needs to fix is the lack of development plans 

in the areas of tourism. The city has been pretty much stuck in 

the same place for years, and people should know that a lot of 

foreigners want to learn about Korea. Therefore, we need to dig 

deeper and show the actual lives of those who live in the city. 

Seoul has huge merit of having the river of Hangang running 

right through its middle, as well as having magnificent mountains 

around its borders. There is so much potential in this city. All you 

have to do is look around and dig deeper to find the possibilities. 

Blue, the color of freedom and vibrancy
YouTuber ‘Seoul Walker’

There are a lot of city content production teams in Seoul that 

seek to create “town communities.” But I believe these activities 

should be done outside of Seoul as well. There are regions all over 

Korea that are on the verge of going extinct, not to mention the 

young people leaving those areas to find better opportunities. I 

hope the city content production teams expand their movements 

outside of Seoul. On a smaller scale, they could give life to town 

communities, and on a larger scale, they could apply the same 

lessons and experiences that they learned in Seoul to other 

regions.

The source of synergy in regional 

developments
Mun Seunggyu, CEO of Blank  
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Youtube Is My Stage Youtuber ‘Yelo’

Hey, We’re From Mapo-Gu 

Youtube Channel ‘Dan And Joel’ Owners Daniel Bright And Joel Bennett 

Immerse Yourself In The Retro Spirit 

Youtube Channel ‘Jhn Studio’ Owner Jeong Hunnam Bennett 

We Are The Taekwondo Creators  

Youtube Channel ‘Taekwon Hanyru’ Owners Kwon Yeoungin And Han Yeonghun

Telling Art Stories In An Artsy Way  

Youtube Channel ‘Culture Art 4 You’ Coo Lee Jihyeon And Editor Lee Jeongu 

Sending You The Classics 

Youtube Channel ‘Towmoo’ Owners Hwang Yeeun And Baek Seungjun 

Come And Cheer  Yourself Up, Hooman! 

Youtube Channel ‘Shu And Tree’ Owners Kim Hyeonjin And Kim Joeun 

Two Friends’ Battle Of Words On The Korean Wave  

Youtube Channel ‘Dkdktv’ Owners Kim Kyeongsu And Kim Donggyeom 

Dreaming Of Becoming The 21St Century’s Jasan Eobo 

Youtube Channel Owner Kim Jimin 

Why Shouldn’t A Man Eat Another Man? 

Youtube Channel ‘Science Dream’ Owner Kim Jeonghun 

The Trivial Curiosities Of 1,150,000 People Youtuber ‘Samulgoongi’

Creators Expanding 
The Prospect Of 

One-Person Media 
The creators realize their dreams inside the media in which 

they take part, and their fans gain new forms of amusement 

through their activities. Here are the creators that are 

creating new potential with their participation in expanding 

the infinite possibilities of one-person media.
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YouTube is my stage  
YouTuber ‘YELO’

You might have the talent, but getting 

the chance to show yourself to the world 

is not easy. A child that had always loved 

singing proudly introduced herself on 

YouTube. 

That little girl later became the YouTuber 

“YELO,” and now the whole world is 

mesmerized by the cover songs that she 

redesigns in her unique style.
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but things are so much different now. 

Even now, the number of channels and 

creators are on the rise. It’s risky to start 

your channel with the idea that YouTube 

will be a genie that will give you money 

and fame. Even if you make it big on 

YouTube, things can always get out of 

hand because every move you make can 

send out the wrong message in a huge 

way. You need to have deep thoughts on 

the content that you want to present and 

make long-term plans before challenging 

yourself to the world of YouTube.

What are your future plans? Recently, 

I've been busy after the release of my 

new song “ASMR,” and this changed my 

view on YouTube. At the start, all I tried 

to do was let people know that I existed. 

I used to be desperate to show myself 

singing alone in my tiny room, but now I 

want to pay gratitude to those who have 

cheered for me with my diverse singing. 

short videos, it was time for me to put 

out a full-length video. But I couldn’t just 

create new songs from scratch every day, 

so I covered the songs I wanted to sing 

and uploaded them on YouTube. 

And then your cover of Billie Eilish’s 

“Bad Guy” blew up, didn’t it? I got 

lucky. I became the chosen one in 

YouTube’s algorithm. (Laughter) At first, 

I didn’t plan on uploading that video. My 

voice went bad because of the cold, and 

I didn’t really like the quality of the video. 

But I had a principle that I set for myself 

when I started out on YouTube: upload 

at least one video every week. I had 

about 2,000 subscribers back then, but 

it was kind of scary when the numbers 

started to go through the roof after I 

uploaded the video. My friends told me 

that my cover video kept coming up on 

their recommendations. I think luck and 

YouTube’s algorithm did the job, rather 

than my singing.  

You’re also very popular overseas. 

That reminds me of my cover on the 

song “Juice.” That song was by the 

African-American singer Lizzo where she 

often says the word “nigga.” It’s a racist 

word against African-American people, 

but they also use it among themselves 

to be friendly to each other. But I thought 

it was inappropriate for an Asian like me 

to use that word in my cover video. In 

the song, the word’s meaning was close 

to “honey” or “baby,” so I swapped it 

to “baby” which caused a sensation 

among my subscribers from overseas. 

They were saying, “Hey, look at her. She 

filtered out a bad word and made the 

song her own.” With that, I realized that 

my actions could affect people around 

the world.

Do you have any advice for aspiring 

one-person media creators? I launched 

my channel on YouTube about a year ago, 

How did you get to name yourself 

“YELO”? At first, it was simply because 

yellow was my favorite color. It was a long 

time after I got a lot more subscribers than 

I put meaning to my name. (Laughter) 

There’s an expression where you say that 

your “eyes are locked on.” It’s used when 

you're looking at someone or something 

and nothing else. I changed the “eyes” 

of this expression to “ears” and made an 

acronym out of the new phrase “Your Ears 

are Locked On.” My name signifies my will 

to grab the attention of the listener’s ears. 

When did you start singing? Ever since 

I was little, my parents loved listening to 

songs on the radio, CDs, and cassette 

tapes. Music was always around me, 

so I started to sing along to the songs 

by myself. When I was in elementary 

school, I went out to my school’s singing 

contest and got first place. That was when 

I started to dream about being a person 

who sings. I became more confident in 

my singing after winning a lot of awards 

in other contests over the years, but I was 

still just a normal kid who was getting 

ready to go to college. Back then, I used to 

think that becoming a singer would need 

a lot of money, as well as having those 

around me make sacrifices just to make 

my dream come true. But after getting 

into a major that had nothing to do with 

singing, I realized that my urge to sing 

was bigger than I had thought. I became 

worried that I’d be full of regret later in my 

life if I didn’t start singing.

Was that the reason you started your 

YouTube channel? I actually started 

out with my Instagram account. I took a 

semester off from school thinking that 

it was better to make mistakes when I 

was still young and uploaded a 30-second 

video of a cover on Instagram. After that, 

I had a few calls from songwriters, and I 

collaborated with them to release various 

songs including “Swim in You.” After a few 
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Hey, we’re 
from Mapo-gu 
YouTube channel ‘Dan and 

Joel’ owners Daniel Bright 

and Joel Bennett

These blokes are certainly not the 

first foreigners to talk about Korea on 

YouTube. But they are the only ones who 

will eat a bowl of Korean bean soup with 

an old lady around town and have chats 

with taxi drivers. Dan and Joel are creators 

who capture the simple and humble 

moments of Koreans.
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The UK is full of multicultural aspects that add 

to the beauty of its original culture. As multi-

cultural people from the UK, we became 

fascinated by the way of the Korean people.

of documentary shows on people. 

We hear Daniel used to be a 

documentary producer. I majored 

in video arts and films in college, and 

I actually used to make a living out 

of making documentaries. I try to 

pay attention to the camera angle, 

composition, and especially the 

exposure so that our channel can stand 

out. I also try to include as many scenes 

as possible with “B-rolls” footage, 

which is a visual supplement to the 

main footage.

You have around 270,000 subscribers 

already. Do you think that your 

sincerity played a part in your 

popularity? At the start, the identity 

of our channel wasn’t as clear as 

it is now. We used to make strong 

videos like eating shows to grab the 

viewers’ attention. But we changed our 

perspective to create a channel where 

we look into the lives of actual people. 

Now we’re seeking to make ourselves 

stand out with videos that show who 

we really are. 

How did you get to start your 

YouTube channel? I used to make 

videos for fun with Josh from “Korean 

Englishman,” and Joel had his own 

channel as his hobby. But after some 

time in Korea, we began to have the 

wish to create our own channel in 

Korea. Fortunately, Daniel’s Korean wife 

finished her studies in the UK and came 

back to Korea in 2017. That was when 

we got to come to Korea as well and 

officially start our YouTube channel. It’s 

Dan and Joel’s Daniel Bright and Joel 

Bennett You’ve been in Korea for four 

years. Based on your experiences 

in both the UK and Korea, what do 

you think of the two countries? The 

UK and Korea have a lot of differences, 

but they also share similarities. The UK 

is having a hard time coping with the 

changes from multiculturalism, while 

Korea is struggling to get settled into 

the global world. We’re just happy 

to share the stories of these two 

countries.

There a lot of YouTube channels 

that introduce the Korean culture 

to overseas viewers, but you are 

the only ones who tell the stories of 

the “actual” people of Korea. Every 

person has a story to tell, no matter 

how ordinary that person might seem. 

Writings, videos, and photos all become 

meaningful when they carry the stories 

of people, and they all have different 

tales to tell. That’s why the content that 

delivers the stories of people always 

feel special. 

Daniel, you seem to have a specialty 

in delivering the stories of Koreans 

in photos. In the fall of 2017, I took 

a master’s course on photographic 

journalism and documentary 

photography at the London College of 

Communication at the University of 

Arts, London. I was in Korea back then, 

and I got to make friends with elderly 

people who picked up paper waste in 

Yeonnam-dong. This made me want to 

listen to their stories and tell their tales 

through photographs. At the end of my 

master’s course in May 2019, I opened 

up an exhibit at a gallery in Mangwon-

dong under the title, “Abandoned,” to 

tell their stories.

Your channel is known for using 

video schemes that remind people 

Dan And Joel’s Joel Bennett (Left) And Daniel Bright
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been about three years now.

What kind of content do you want to 

create in the future? We want to visit 

all sorts of places in Korea and tell the 

precious stories of the people who live 

their own lives. To do that, we’ll have 

to think about the various ways to tell 

the stories of Korea. We’ll keep creating 

content in the forms of interviews 

where we have chats with other people 

through casual meals. Because of the 

recent outbreak of COVID-19, we’ve 

been having trouble in the traditional 

markets where we often used to take 

interviews because people stopped 

visiting those places. We’re hoping that 

things will get better so that we can film 

the vibrant lives of the Korean people 

again. W
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Immerse yourself 
in a retro spirit 
YouTube channel ‘JHN STUDIO’ 

owner Jung Hunnam

The owner of JHN Studio Jung 

Hunnam is famous for his pixel videos 

where he creates remakes of K-pop 

music videos with DOT(; Damage 

Over Time) graphics and 8-bit sounds. 

He is a creator who leads trends by 

summoning good old memories back 

into our world.

His pixel videos remind people of 

the good times they had with video 

games long ago.  Did you like to play 

8-bit video games?  When there were 

no smartphones or computers, the best 

things to play with were arcades or video 

game consoles that could be connected 

to TVs. I was a kid who grew up playing 

the classic 8-bit video games. That was 

why the “retro” feel of 8-bit music felt 

natural and smooth to my ears, along with 

the idea of “going retro” becoming a new 

trend.

It’s interesting to learn that you were 

one of the pioneers of pixel content. 

Did you start off your YouTube channel 

with pixel art? At first, it was all just for 

fun as I couldn’t spend too much time 

on my channel because of the job I had. 

I actually started my channel to promote 

the song “Remember You,” which was in 

my first digital single. Back then, I used 

to upload videos on various themes such 

as song promotions, travel videos, and 

lessons on Photoshop. You can see that 

my channel didn’t really have its own 

identity, and more importantly, it wasn’t 

fun to watch. It wasn’t any wonder that 

the number of subscribers stuck at 

around 200. 

But now you have nearly 300,000 

subscribers from all over the world. 

In 2018, I started to upload pixel music 

videos with 8-bit arrangements. The first 

video was Momoland’s song “Bboom 

Boom,” and it was well-received. From 

then on, I focused on uploading 8-bit 

pixel videos. I didn’t want to just repeat 

the same songs in my videos, so I 

rearranged the songs into 8-bit versions 

and added a whole new genre of pixel 

music videos into the mix so that my 

videos could stand out. This allowed my 

channel to grow steadily, and thankfully 

more and more people subscribed to 

my channel. Not only that: the boom of 

K-pop overseas boosted the popularity 

of my channel with visits from foreign 

viewers. Now I am proud to say that my 

channel has about 300,000 subscribers. 

But it still feels like I’m in a dream. One of 

my videos that received a lot of attention 

was the pixel music video of Blackpink’s 

“Kill This Love,” which has now passed 4 

million views. 

What comments left the biggest 

impressions on you? Comments such 

as “These videos remind me of my 

childhood” or “The happiest moment for 

me this week was watching JHN Studio’s 

videos” touched my heart. But in my 

early days, I often received comments like 

“These videos look similar to the other 

ones I know” or “I think this guy copied C
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I got into college. When I got into the 

army, I dreamed of becoming a singer 

and studied music.  All of my interests 

and activities mingled with each other to 

become my talent, and I think the pixel 

music videos came to be the fruit of my 

efforts.

With “Jeong’s Collab,” you 

worked with Nexon and created a 

collaboration video for the game 

“Kingdom of the Winds.” You even 

seem to have pixel art classes. I’ve been 

receiving more collaboration requests 

than I expected. The requests made me 

realize that the platform of YouTube is 

a worldwide bulletin board for people 

around the globe, rather than being just 

a tiny workspace for self-made artists. I 

created the pixel art class to help people 

who want to learn more about the art of 

pixels and the whole process of how they 

work. I look forward to keeping on doing 

what I love so that more people can enjoy 

pixels as a form of art and contribute to 

making pixel arts more popular. 
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I didn’t want to just repeat the 

same songs in my videos, so I 

rearranged the songs into 8-bit 

versions and added a whole 

new genre of pixel music 

videos into the mix so that my 

videos could stand out.

someone else’s idea.” Some viewers 

would even criticize me for copying 

videos that were uploaded even later 

than mine. I don’t receive comments like 

those anymore, which makes me proud 

because I feel like my channel has finally 

found its place.

You take every pixel and rearrange the 

8-bit versions of the songs all on your 

own. How long does it take for you to 

make one video? I carry out two tasks 

to create a pixel music video: rearranging 

the original song into an 8-bit version and 

then producing the visual background 

in pixels. The crucial thing in rearranging 

a song is listening to the actual music. 

The only tools I have for listening are my 

two ears, so I repeat the songs over and 

over again to make the rearrangement 

sound complete. Background production 

takes about four to five hours. Time flies 

when I’m working on all the little details 

to put into the background. It takes about 

three to four weeks in total to make the 

finalized version of a music video.

We’ve seen the video where you 

explain the whole process of your 

music video production. It didn’t sound 

easy, and a lot of viewers commented 

that you indeed had talent. Ever since 

I was little, I always had an interest in art 

and music. In middle school and high 

school, I learned programs like Photoshop 

and Flash to make video games and 

made touches on photos for fun. This led 

me to major in computer graphics when 
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We are the 
Taekwondo 
creators 
YouTube channel ‘Taekwon 

Hanyru’ owners Kwon 

Yeoungin and Han Yeonghun

The rule of thumb for one-person creators is 

to find new themes and communicate with 

the world using these themes to bring good 

into the world. You might think you know 

Taekwondo, but actually, you probably don’t 

know half of it. With 'Taekwon Hanryu', you’ll 

be able to learn the true ways of Taekwondo 

with exciting content and demonstrations from 

the masters of the Korean martial art.
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The YouTube channel of Taekwon 

Hanryu is still young, at only two years 

of age, but it is rooted in one of the 

strongest foundations in history. Former 

national Taekwondo team members 

Kwon Yeoungin and Han Yeonghun are 

outstanding award-winners with first 

places in various competitions including 

the National Poomsae Championships 

and the Asian Games.  During their long 

years as Taekwondo athletes, they felt the 

need to create a specialized Taekwondo 

channel to remedy the lack of public 

interest in Taekwondo. They thought this 

led to incorrect education that would 

cause issues in the culture of the sport as 

a whole.

Han Yeonghun says that it has been a 

long wish to solve this problem. “I’ve 

seen a Taekwondo instructor teach his 

students in an unprofessional way, and 

it eventually ended up with a student 

getting hurt. After seeing that, I thought 

there was a need for a specialized channel 

on Taekwondo, where people could learn 

and get experience.

Kwon Yeoungin agreed and also made 

an emphasis on the need to make 

Taekwondo more popular. “It’s important 

to let people know about professional 

knowledge, but I also wanted people to 

know how fun and easy it was to learn 

Taekwondo. There is so much fun in the 

sport of Taekwondo, but I always felt bad 

because people only knew a part of it. 

That’s why I decided to open up a channel 

of YouTube to let people know.” 

The first thing they had to do was make 

an opening for the public to be aware 

of their channel. That’s why the two 

started making content that could make 

Taekwondo popular by showing off 

the brand-new style of its artistic side, 

with their most significant action being 

“busking Taekwondo.” This is where they 

12
7

get together with the public at a random 

street so that the crowd can participate in 

the action and become closer to the sport 

of Taekwondo.  

The duo is also trying to merge Taekwondo 

with other various sports. The members 

of the channel both had experience in the 

famous Taekwondo performance group 

“K-Tigers,” and they want the whole 

world to know that there is more than just 

the spirit of discipline inside Taekwondo. 

They are trying to let people be aware 

of the beauty and the artistic side of 

Taekwondo, with street dances, fitness 

classes, other various forms of cultural 

activities.  YouTube was the ideal platform 

for them to carry out this task. There 

were other social media platforms such 

as Facebook and Instagram, but both 

of them were concentrated on photos 

and writing, which couldn’t capture the 

exciting motions of Taekwondo. YouTube, 

on the other hand, was perfect for holding 

its dynamic movements and disciplined 

kicks. 

The algorithm of YouTube also helps 

people find the beauty of Taekwondo by 

coincidence.

Believe it or not, there’s a funny story that 

someone ended up watching an aerial 

spinning move from a Taekwondo video 

because the algorithm recommended it 

to her after watching a top spinning on 

YouTube. 

 With their channel, the duo dreams of 

offering video content where ordinary 

people can have easy access to 

quality lessons and where professional 

instructors can go the extra mile and 

enjoy the artistic styles of Taekwondo.

Owner Kwon Yeoungin 

Owner Han Yeonghun
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Telling art stories 
in an artsy way 
YouTube channel ‘Culture Art 4 

You’ COO Lee Jihyeon and editor 

Lee Jeongu

Could complicated theories on art be 

successfully delivered to viewers on 

a public platform like YouTube? The 

channel “Culture Art 4 You” answers 

with a clear “Yes.” 

The members of the channel help the 

general public see art with a new view 

and contributes to making art feel 

more familiar.

Editor Lee Jeongu (Left), COO Lee Jihyeon of Culture Art 4 You
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lead to another question. We found out 

that the fun of art is in its ability to keep 

producing interesting stories, so we 

decided to create the contents that could 

tell diverse stories regarding art. When we 

tell the stories of art, the first thing we try 

to do is to find the information that people 

might need or find interesting. We try to 

find points that our viewers might find 

interesting, which leads to our speech 

being simple and friendly.

Lee Jeongu When we create our 

content, we never stop thinking about our 

values, inspiration, and the templates in 

which we carry our message. Rather than 

making wild guesses, we make numerical 

analyses to create the best content there 

is. That’s how we’ve been able to improve 

with every video. For example, our 

narration sounds quite different compared 

to our early videos. We used to leave 

out the emotion in our voice and just 

deliver the facts, but now we try to sound 

friendly by laughing or keeping a bright 

tone. We’re making efforts to approach 

our audience with a speech that can fit 

into the ways of the new media and the 

field of art and culture.

How do you exactly create your 

content? Lee Jeongu We put out new 

content after listening to feedback from 

our subscribers. “This Month’s Culture 

and Art” is one of the pieces of content 

we put out. It’s curation content where 

we recommend an exhibit from a wide 

variety of genres once a month, which 

works as a solution for our viewers who 

can’t decide on which one to go to. 

Another one would be “Art Haul for You,” 

which is for book recommendations. 

Here, we also find out the needs of our 

subscribers and give our solutions, and 

we became sure of our content after 

it became successful. Our experiment 

with this content led to great results, and 

it was also a chance for us to become 

closer to each other. 

What is Culture Art 4 You’s an 

advantage over other channels? Lee 

Jihyeon We keep our channel distinct 

by choosing the most interesting subject 

and digging deep into it. We try to make 

content that the viewer can’t get enough 

of. Our videos have an afterglow effect 

on viewers because we keep asking 

inspirational questions here and there. 

Lee Jeongu There are a lot of people who 

love our illustrations. Our videos are made 

with hands-on artwork from designers, 

which contributes to enhancing the brand 

image of our channel. This proves that 

making efforts to improve visual images is 

very important. 

Do you have any plans to step outside 

the boundaries of fine arts? Lee 

Jeongu Our channel is named “Culture 

Art,” so we do want to live up to our 

name. We’re planning to expand our 

content to other areas. Our recent videos 

lean towards visual arts, but we actually 

talked about films and performances in 

the past, and they had favorable reviews 

from our viewers. We are aware that 

there is a need for more videos like those, 

so we’re planning to dig into other fields 

of art such as designs and architecture. 

Lee Jihyeon It’s good to have a wide 

range of content in one channel, but 

some of our subscribers want us to go 

deep into one specific field. That’s why we 

made a new channel called “The Reason 

for Art” to tell deeper stories on art. On 

our original channel, we concentrate 

on our recommendations and reviews 

on various cultural arts, and on our new 

channel, we’ll be focusing more on the 

questions and theories surrounding 

art. We’re not planning on having any 

restraints on the way we deliver our 

stories. Our focus is on videos right now, 

but we’re also creating audio content. 

Our content is on SBS Radio, and the text 

version of our stories is being delivered 

through collaboration with Naver and 

Kakao. Our newest goal is to make our 

content solid so that our viewers can be 

fully immersed in our stories.

We found out that the fun of art is in its ability to keep 

producing interesting stories, so we decided to create 

content that could tell diverse stories regarding art.

Do you have any priorities when you’re 

creating your content? Lee Jihyeon 

We had a slogan since the start of our 

channel: “The fun of art is in the story 

that it creates!” The crucial thing here is 

telling stories. There is no right or wrong 

in art, and all we do is to keep on asking 

questions. Even when an artist tries to 

send a specific message through his 

or her artwork, it is up to the audience 

to decide its meaning in their own way. 

The thing about art is that an answer will C
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Sending you the 
classics 
YouTube channel ‘Towmoo’ Owners 

Hwang Yeeun and Baek Seungjun

Being creative requires a strong will, 

which has nothing to do with age. 

Towmoo, a classical music channel on 

YouTube created by music college 

students, is a perfect example of that. 

The owners of this channel aim to make 

classical music sound friendly to the 

general public. 
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How did music college students like 

you get to create a classical music 

channel on YouTube? Seungjun When 

I was preparing to retake my college 

entrance exams, I made the prototype 

of this channel and got it into full swing 

when I got into college. That was in 

January 2019, and I started to work with 

my college friend Yeeun in March of the 

same year. When we first started out, it 

was incredibly hard to find classical music 

channels on YouTube, so we were sure 

that we had the market on our side. I was 

eager to use the video filming skills that I 

learned in my retake year.

Are you saying that you learned video 

filming while you were preparing for 

music school? Yeeun We like to say that 

we traded our college entrance chances 

areas; business such as performance 

planning, advertisement agencies, 

artist management, app, and web 

development, and production. We’re also 

planning to release an app called “Ttopple” 

in the second half of this year.

Could you tell us more about Ttopple? 

Yeeun “Ttopple” is short for the “Towmoo 

App.” There is a portal page for classical 

music experts, but nobody knows that 

the site actually exists. We both agreed 

that there was a need for a platform 

where those with music majors and 

ordinary people could get together if we 

wanted more people to enjoy classical 

music. We hope Ttopple can contribute 

to the communication between music 

school students, composers, and 

instrumentalists. Another problem in the 

music industry today is that there aren’t 

a lot of places where songwriters can 

promote the songs they made. I believe 

Ttopple will solve this issue and become a 

wonderful medium that delivers excellent 

contemporary music to the general public 

as well as music professionals.

We can’t wait to get into another 

artwork from Towmoo. Yeeun In the 

world of classical music, the chance to 

play is often only given to the one who 

won first place in a competition. There 

are so many music college students, but 

most of them can’t even find a stage to 

show their talents. We wanted to make a 

change to this reality and decided that the 

first thing we needed to do was to make 

classical music familiar to the general 

public. We’re not running our YouTube 

channel just for fun. We want the people 

who watch our videos to believe in our 

positive energy, which will make room for 

more people in the music industry, and 

our efforts to make a better environment 

for them.

We never started our YouTube channel just for fun. Our

goal was to stretch ourselves beyond YouTube and make 

a positive impact on the whole market of classical music.

for video filming skills. (Laughter) But that 

doesn’t mean that we were lazy students. 

When we used to look for information 

on the students that got into the colleges 

we wanted to go to, all we found were 

videos of them playing classical music. So 

we made up our minds to show the real 

lives of students from music colleges.

Your effort as music college students 

changed the whole landscape of 

classical music channels on YouTube. 

Yeeun We were the first ones to combine 

classical music with entertainment show 

formats, which made us distinct from 

other channels.

But we were still able to keep the key 

values of classic music as well as making 

it sound friendly. I think those are the 

things that made us successful.

As you’ve said, there is a lot of content 

on Towmoo that viewers can easily 

enjoy. What will be your next move? 

Seungjun Most of our profit is being 

invested in our equipment. 

Our workspace, the Towmoo House, has 

been made with the utmost care and 

collaboration with professionals from start 

to finish. Even Dmitry Shishkin said the 

place had great vibes and visited here 

every day to practice when he came 

to Korea. You can see that we’re very 

confident in our equipment.

You must have received a lot of 

business offers as well. Yeeun We have, 

but we declined them all. I think a lot 

of people underestimated us because 

we were young. But from the very 

beginning, we had everything planned 

out. I was to be in charge of the business, 

and Seungjun was to be in charge of 

the road map of our YouTube channel. 

Right after we launched our channel in 

January 2019, we got our license under 

the name “Towmoo,” and ever since then 

we’ve been making progress in various 

Owners of Towmoo, Hwang Yeeun (left) and Baek Seungjun
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Come and cheer 
yourself up, hooman!
YouTube channel ‘Shu and Tree’ 

owners Kim Hyeonjin and Kim Joeun

It wouldn’t be right to leave out pet-

related content from YouTube. The 

channel “Shu and Tree” provides its 

subscribers with healing experiences 

by diving into the brand-new area of 

pet grooming.

Your video on grooming pet dogs is 

now more of a leading trend than just 

a sensation. Originally, Shu and Tree 

were supposed to be a simple record of 

our pet grooming process. But my wife, 

director Kim Joeun, thought it was a bit of 

a waste to just throw out all our grooming 

videos after they had been analyzed. Thus, 

she put her video major skills to work and 

uploaded our videos on YouTube. 

You reached 1.5 million subscribers in 

a matter of just two years. Our channel 

drew a lot of attention because they had 

us grooming all the cute puppies. I think 

the main reason for our success came 

from being able to concentrate on the dog 

in the video, as there is no human voice 

in our videos at all. I can say this is true 

because the majority of our subscribers 

commented that they had “healing 

experiences” through our videos. Another 

thing is that a lot of viewers thought our 

videos were a breath of fresh air since 

Owners of Shu and Tree, Kim Hyeonjin (left) and Kim Joeun
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I can at this moment. The number of 

subscribers or views might go down, but 

I’m not going to care too much about the 

figures. The thing that I’m more focused 

on will be building up our shop and the 

brand power of Shu and Tree. Our first 

priority in that task will be providing better 

service for our customers. 

A lot of your subscribers are waiting 

to “heal” themselves with your puppy 

videos. I’d expect a lot of our subscribers 

to watch TV or YouTube in their own 

room because of COVID-19. So, if you’re 

watching our videos, we hope that you’ll 

forget all your problems and worries for 

a little while with our puppies. If you can 

have the time to heal yourself with videos 

from Shu and Tree, we’ll be more than 

grateful. We’ll keep on doing our best the 

best moments of our happy puppies for 

those who watch our videos.

there wasn’t a pet channel on YouTube 

when we first launched our channel. That 

was about the time that our polar bear 

video became a huge hit.

Your video, “Is This a Polar Bear or 

What?” hit 48 million views. It really 

was a peculiar moment for us. That one 

video became a hit and the number of 

views and subscribers of our channel 

skyrocketed. We were happy but were 

confused at the same time because 

we had no idea what was going on. 

We never felt like that before ever in 

our lives, and we realized how powerful 

YouTube really was.

Your state of mind must have changed 

as well. Our sense of responsibility in the 

management of our shop got stronger, 

rather than in the channel itself. Our shop 

already had a name in the pet grooming 

business, and we had a lot of regular 

Our channel drew a lot of attention because they had us

grooming all the cute puppies. I think the main reason for our

success came from being able to concentrate on the dog in

the video, as there is no human voice in our videos at all.

customers even before opening up our 

channel. But after hitting it big on YouTube, 

a lot of new customers have been coming 

to our shop with high expectations. Not 

only that: because of having to make 

reservations months before their visit, a 

lot of them think that we’ll give the best 

of care for their pets. People who come 

to our shops have high expectations, 

so it’s no surprise that some of them 

become disappointed after their visit. But 

we still think it’s a burden that we have 

to bear, and we feel responsible for the 

disappointment of our customers.

What are your priorities when you 

create your content? For me, running 

the business as the CEO of Shu and Tree 

comes before being a creator. I’m not 

really desperate to create and update 

new content for our channel. 

All I’m hoping for is to keep doing what C
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BTS recently took first place on the 

Billboard’s Hot 100 Singles Chart, 

which was thought to be unreachable 

by artists from Korea. Isn’t this 

supposed to be a huge deal for you? 

(Laughter) You must be pretty busy 

these days. Kim Kyeongsu I’ll have to 

admit, you’re right. (Laughter) But due to 

the theme of our channel, there wasn’t 

really much to do.

We did make a few live shows and put 

them up as news, but it just ended up 

with us saying a few lines like “Wow, that 

was awesome.” We focused more on 

why BTS was becoming popular overseas 

in our other channels for Koreans since 

BTS has become a huge global hit. 

You make a good point. Could you first 

explain what your channel, DKDKTV, is 

about? Kim Donggyeom With our motto 

of “adding depth to the Korean Wave,” 

we create content where K-pop and other 

Korean Wave fans from overseas can 

enjoy the things they love by providing 

them with cultural and social context. In 

our early days, we used to make a lot of 

reaction videos where people would react 

to popular K-pop groups’ music videos.

But recently we’ve been creating a lot of 

explanatory content regarding the news 

of celebrities or songs that have a lot of 

meaning behind their lyrics.

Kim Kyeongsu A lot of translation sites 

offer their services on Korean celebrity 

news, but translation has its limits. We 

give them all the information they need, 

such as the sentiment and reaction of 

Koreans, social context, and all sorts 

of facts that foreigners might have 

overlooked. We used to be the only ones 

doing this, but now there are a lot of 

channels that are doing similar things. 

What changes have you seen during 

the four years of your channel? Kim 

Donggyeom When we started, all we 

needed to get the attention of overseas 

fans were to have Koreans make 

reactions in English as nobody else was 

doing what we did. But now there are a 

lot of channels like ours, so we know that 

Two friends’ 
battle of words 
on the 
Korean Wave 
YouTube channel 

‘DKDKTV’ owners Kim 

Kyeongsu and Kim 

Donggyeom

The Korean Wave, such as K-pop, is now a worldwide 

phenomenon, especially with its success on YouTube. 

In an age when it’s not hard to find foreigners who 

know more about K-pop than Koreans, the channel 

DKDKTV is on a whole new level when it comes to 

communicating with the world about K-pop.

Owners of DKDKTV, Kim Donggyeom (left) and Kim Kyeongsu

we need a change. After thinking about 

how to make us distinct from other 

channels, we’ve been figuring out ways 

to find the content that only we’ve been 

able to create. 

But you still have some key values 

that you’ll never change, right? Kim 

Kyeongsu Although our channel is 

about the Korean Wave, the two of us 

are the channel’s identity, and that’s 

what keeps it as it is. But the funny 

thing is, we’re complete opposites. 

It’s as if we’re black and white, but 

we're lucky because people like us that 

way. For instance, our viewers love 

the way we talk back to each other on 

topics related to music when we have 

different opinions. 

Kim Donggyeom Kyeongsu here 

pretty much censors everything he 

says, but I tend to say what I have to 

say. I sometimes say that songs from 

BTS are “pretty weak,” and we get a 

pile of criticism after that. Kyeongsu 

hates it when that happens, but I 
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actually enjoy it.

This is an age when children dream 

of becoming YouTubers, but you still 

must have had a lot of difficulties in 

the beginning.  Kim Donggyeom When 

we first started, we couldn’t gain any 

revenue for about a year. Our channel 

started in the semi-basement home of 

our friend on a table that cost us about 

10 dollars. After some time, we were 

able to get into Seoul Business Agency’s 

first team of Creative Force and we now 

have the privilege to use the agency’s 

equipment, office, and recording studio. 

In the meantime, the number of our 

subscribers kept going up as well. 

As a creator with experience, what 

advice would you like to give to 

those who aspire to be YouTubers? 

Kim Kyeongsu Anyone can become a 

YouTuber because it’s easy to get started. 

However, the start is just the start. I 

recommend you build up your expertise 

beforehand and start YouTube as your side 

job. We didn’t, and we had to go through 

a lot of trouble because of that. You’re 

more likely to succeed with lower risk if 

you prepare beforehand. 

Kim Donggyeom I must say I disagree. 

(Laughter) Before, a child who wanted to 

become a producer had to wait at least 

ten years to be one. But now, all you need 

to be a producer is a smartphone.

 I think it would be educational to let 

people go through all the trial and error 

so that they can come up with their own 

content.

Kim Kyeongsu You’re right. It’s not bad to 

start when you’re in school. All I’m saying 

is that you shouldn’t quit school. (Laughter) 

You shouldn’t think of YouTube as a final 

point of your career.

You currently have about 674,000 

subscribers. That’s a great success, but 

you must have a lot to worry about 

the future of your channel as well. Kim 

Donggyeom I used to get a lot of stress 

when I had to think about the future of 

our channel. But now I believe in myself. 

I’m not sure if that belief is grounded 

on anything reliable, though. (Laughter) 

I just think that it’ll be alright if I get to 

culture and media so that I’ll be able 

to adapt to the fast pace of YouTube’s 

changes. I’m also planning to write a 

paper on the Korean Wave.

But of course, my top priority is DKDKTV, 

and I’m building a platform so that the 

channel will be able to run by itself even 

after we get old. This includes hiring 

personnel and extra reporters so that the 

channel can function as a company, rather 

than depending solely on the two of us. 

Our goal right now is to make DKDKTV 

the most popular Korean YouTube 

channel among Korean Wave fans from 

overseas by 2021. Right now, I think we’re 

somewhere around the top three.

DKDKTV gives all the information the Korean Wave fans from

overseas might need, such as the sentiment and reaction of

Koreans, social context, and all sorts of facts that foreigners

might have overlooked.

concentrate on the things I love and do 

what I love to do. I realized long ago that 

worrying doesn’t do anything for me.

Kim Kyeongsu Again, I have to disagree. 

(Laughter) I believe in my capabilities, but 

YouTube is a place where anything can 

happen.

I’m going to graduate school to study C
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Dreaming of becoming 
the 21st century’s 
‘Jasan Eobo’
YouTube Channel ‘Jimin TV’ owner Kim Jimin

A lot of people might enjoy 

fishing, but there is still a lack of 

fishing content for all the fishing 

maniacs. Kim Jimin is a columnist 

and fish blogger, and he is now 

expanding his boundaries on 

YouTube as a fish specialist.

”Fish columnist” doesn’t sound very 

familiar. What do you exactly do as 

a fish columnist? It’s the same as it 

sounds. I deliver various knowledge and 

information to the public. When I first 

started, I used to do fishing-related work. 

I studied the environment and ecosystem 

of the ocean so that I could catch the 

fish I wanted. The problem I found in 

those days was that there were so many 

misleading bits of information on marine 

products lying around the Internet. Korea 

is one of the countries with the highest 

marine product consumption, but it was 

disappointing to find out that reliable 

information wasn’t being shared with the 

public. What I wanted was to let people 

know facts on marine products.

You wrote books on marine products 

while also keeping your blog active. 

What made you get into YouTube? I 

started my channel in November 2018. 

Before that, I heard a lot of advice on 

YouTube from people around me, but I 

had been a bit reluctant because taking 

and editing videos was completely 

different from writing essays and taking 

photos. But by the end of 2018, the 

influence of blogs significantly decreased, 

as the whole system of the platform was 

invaded by ads from viral marketers. I was 

beginning to feel that people were losing 

their trust in information from blogs. They 

seemed to rely more on the videos from 

YouTube, so I couldn’t hesitate any longer 

and started making my own videos.

It hasn’t been long since you opened 

your channel, but you already have 

more than 400,000 subscribers. You 

also went viral a while ago because 

the famous food businessman Baek 

Jongwon said he enjoyed watching 

your videos. What do you think was 

the secret behind your success? 

Recently, the YouTube market has been 

experiencing problems here and there. 

It feels great to make a profit out of your 

YouTube channel, but as soon as you lose 

sincerity, people will find out. I was able to 

keep my channel reliable with information 

that was based on reliable sources, which 

I think was the key to my success.C
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You must have studied a lot to be 

aware of reliable information. That’s 

right. As a fisherman myself, I’ve been 

able to meet other fishermen, skippers, 

fishing experts, and divers through 

decades of sea fishing and that gave me 

the chance to obtain useful information 

at actual fishing sites. One thing you 

should know about the ecosystem of 

fish is that there are so many things you 

have to take into account. For Korea, 

the situations surrounding the west and 

the east sea are different, and you must 

deal with those situations accordingly. 

The problem here is that there are a lot 

of parts in Korean fishing where things 

are still unprofessional, and what used 

to be true ten years ago is often found to 

be invalid now. I try to look up sources 

from professionals such as studies from 

let Korean people know all the fish there 

are. I’m delivering information on fish that 

the public isn’t aware of as well as giving 

out useful daily-life advice such as home 

cooking methods. With content like this, 

I’m hoping to lead the marine product 

market in a positive direction. But I do 

believe that Korea has a long way to go to 

become a nation with a strong influence 

on marine products. I especially think 

that the management of fish markets is 

still stuck in the ways of the 1980s and 

the 1990s.  As I’ve mentioned before, 

the malicious sales trick of putting secret 

weights on scales is still prevalent here 

and there. My wish is to find these issues 

in the market and contribute to getting 

As soon as you lose sincerity, people will find out. I was able to keep my channel reliable with

information that was based on reliable sources, which I think was the key to my success. 

rid of them. I want to be a helping hand 

for all the small business owners in fish 

markets in an age when consumers are 

becoming more and more distant from 

traditional markets.

What plans do you have for your 

channel and your future? If I have the 

chance, I’d like to create high-quality 

content such as documentaries. This goal 

still feels far away for me, but I’ll keep 

working on it so that I’ll one day be able 

to present it to you. I’m also planning to 

publish my fourth book next year. The book 

is based on academic research and will be 

a manual on marine products. I hope the 

people who need helpful information can 

find the things they need in my book.C
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overseas to contribute to fixing this issue.

What do you value the most when 

you create your content? I first take into 

account the value of the marine products 

that I’ll be introducing to my viewers. 

I think about whether my subscribers 

will be able to find them with ease 

and whether those products are worth 

introducing even if they’re hard to find. 

The second thing that I consider is my 

contribution to the local community. This 

is because I want my channel to affect the 

interest and consumption of the public so 

that it can have a positive impact on the 

fishing environment of Korea. 

Is there a message that you want to 

send with your channel? My goal is to W
ri

te
r  

S
on

g 
H

ye
m

in
 P

h
o

to
g

ra
p

h
er

 K
im

 D
ae

jin
 P

h
o

to
s 

p
ro

vi
d

ed
 b

y 
K

im
 J

im
in

  



S
E

O
U

L
M

A
D

E

14
9

14
8

number of views and subscribers. But my 

sense of responsibility for my channel has 

also increased, so I’m trying to be more 

thoughtful when I’m making my videos.

Keeping the videos entertaining is basic. 

What’s important is to admit that the 

viewers are right and I’m wrong when my 

videos don’t get a lot of views and try to 

come up with new content. 

In fact, I want to say that it’s the destiny 

of science YouTubers to constantly 

agonize over keeping science pure and 

making moves to make themselves 

popular. Jeonghun insists that other 

science creators such as Science Cookie, 

Unrealscience, and One Minute Science 

will be thinking about the same issue. 

“Before, I used to think that making the 

public understand scientific facts should 

come first. But now, popularizing science 

has become the new mainstream. You 

have to learn to give up on delivering 

scientific facts even if they feel necessary. 

I have a video called “Why Do Worker 

Ants Work?” which carries information 

from Richard Dawkins’ book The Selfish 

Gene. But I left all the concepts in the 

book out of the actual video.

Scientific experts might think my videos’ 

standards are too low, but the important 

thing for me is to deliver scientific facts at 

the eye level of the general public.”

“My goal right now is to spread into new 

areas. I might be a simple YouTuber right 

now, but I also want to bring energy into 

the culture of science.” His goal is already 

in the works, as he has been receiving 

numerous requests relating to his content 

due to COVID-19 making school classes 

go online. 

“Of course, I have to make money as well. 

I want to become a good example for the 

next generation so they can see people 

like me can actually gain profit from their 

work. That way, the next line of creators 

will be able to learn their ways properly.”  

The slogan of Science Dream, “Science is 

a window that is used to view the world,” 

shows that just a little bit more scientific 

knowledge can change your view of the 

world completely. Just like their slogan, 

we can’t wait to see how the channel will 

bring excitement to our world with new 

knowledge. 

and he is now enjoying the company of 

over 360,000 subscribers. 

“I worked as a journalist for a science 

magazine for about ten years. I learned 

many things in my career, but I couldn’t 

help but think that all the hard work I did 

would only amount to a short sentence 

in a resume.” I opened up my YouTube 

channel so that I could create my own 

content in other fields of science.” 

“I’m currently writing a book, and I’ve also 

had opportunities to work as a creator 

in universities and public institutions. 

You could say that I’m living a life that I 

would’ve never had as a journalist. 

The best thing is that I get to own every 

content that I create. The drawback is not 

having a steady income, but I decided to 

put my focus into the potential of my new 

work.”

At the start, I concentrated on themes 

that had been “killed off” by the magazine 

that I worked for. But recently I’ve been 

choosing themes that might provide new 

insight for the general public.

I use the method of selecting familiar 

keywords, such as the ozone layer and 

dinosaurs, and then introducing the 

viewers to the unfamiliar knowledge 

related to those keywords. The procedures 

that take up the most time are research 

and fact-checking. To deliver the most 

reliable information possible, I try to look 

up as many studies and papers as I can. 

It sometimes takes weeks just to create 

one video. I go into making the video only 

after all those procedures are complete.

Recently, I’ve had a few videos that 

became huge hits. One of them would 

be the video that was mentioned earlier, 

“Why shouldn’t a man eat another man?” 

The video caught the attention of the 

viewers that flowed into my channel 

through YouTube’s algorithm. Thanks to 

that video, my channel had a boost in the 

They say the ocean of YouTube is red, but the 

field of science and knowledge still stays blue. 

It’s incredibly hard to find YouTubers that deal 

with science. Fortunately, we had the chance to 

meet Kim Jeonghun, a YouTuber who is bringing 

a new wave into the world of YouTube science by 

breaking the stereotype that science is difficult to 

understand. 

Why shouldn’t a man eat 

another man? 

YouTube channel ‘Science Dream’ 

owner Kim Jeonghun

“Is there a scientific reason for not eating 

another man?” “Why did Megalodons go 

extinct?” “How can bananas be grown 

when they don’t even have seeds?” The 

YouTube channel “Science Dream” has 

all the answers to your science questions. 

The channel is run by the former science 

journalist Kim Jeonghun, and he deals 

with information on biology and evolution.

He uploaded his first video in March 2019, 
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the research is complete. It takes about 

four to seven days for me to complete 

one video.

Do people around you say that you’re 

a bit silly? Because you certainly sound 

like a silly person. I’ve heard that a lot 

even before opening up my channel. I 

majored in natural science in college, and 

my channel deals with a lot of scientific 

topics, so I guess I’m not that far away 

from my major.

What was it that made you become a 

content creator? It was all just for fun, 

but a lot of people took a serious interest 

in what I did. I became interested as well, 

and now I’m doing my best to create 

the best content out there. But I had to 

struggle to make a living off of my content 

as it took a lot of time and effort. 

It certainly did pay off. You have 1.15 

million subscribers only after one 

year of service. What do you think 

was the secret behind your success? 

I think it was pure luck. YouTube’s 

algorithm recommended my videos to 

a lot of people, and thanks to that my 

channel have been able to grow at an 

incredible speed. I’m saying it was pure 

luck because I just can’t figure out the 

way the algorithm works. Of course, 

the recommendations don’t lead to 

subscriptions if my videos aren’t good, 

so making quality videos is crucial. 

You use animation for your videos, 

which requires more effort and costs 

more. Is there a reason you chose this 

Unlike other one-person media 

channels, you never show yourself and 

only introduce yourself as the “channel 

owner.” Are you going to keep your 

face hidden? Yes. I’ve never felt the 

need to show myself while running the 

channel. I haven’t even told my family 

and friends. I record the narration in my 

own voice, and one time a friend of mine 

watched my videos without even realizing 

that the voice was mine. It was funny to 

see that my friend couldn’t even find out 

who I was. 

You started creating your content in 

2015 under the name, “Speedwagon,” 

right? I used to run a page on Facebook 

with the name Speedwagon and dealt 

with current events and daily life tips. One 

time, I went to a hairdresser to cut my 

hair, and I suddenly got the urge to find 

out whether I should keep my neck stiff 

or not when the hairdresser was washing 

my hair. So, I asked some hairdressers to 

answer the question and left descriptive 

writing, including miscellaneous 

knowledge on the topic. The writing was 

well-received, so I decided to make a 

series under the name “Samulgoongi.” 

You have the answers to all sorts of 

amusing and interesting curiosities, 

such as “Why do we wake up even 

before our alarms ring?” and “Would 

seagulls’ tongues hurt if we gave them 

spicy chips?” Finding the right person 

to answer these questions seems like 

a tough job. I start my research after I 

decide on the topic. I look up for related 

research and ask for opinions from 

experts. If I can’t find the answer right 

away, I hold onto it for a while and come 

back to it when I get new leads. I can’t 

put my finger on the exact time it takes to 

write my script, but I can tell you that it’s 

quite time-consuming. But it doesn’t take 

long for me to get the script done once 

format? I’ve been creating content for 

about six years now. I started my videos 

late because I wasn’t confident enough. 

The typical way of having voice-overs 

on slides of photos and pictures was 

far away from what I wanted to do, but 

I wasn’t willing to show myself on my 

own videos either. I looked for a way to 

express everything that I had imagined 

without having to reveal myself or 

having restrictions in locations, and the 

answer to that was animation. I’ve been 

having a lot of trouble, but I’m pulling 

through with the help of my viewers.

Which was the most interesting topic 

for you, and which video had the 

best response from your subscribers? 

I’ve had fun with every video I’ve made 

because I choose the questions that 

I want to answer and because the 

whole process of finding the answers is 

exciting for me. The video that had the 

best response was my first video, “What 

happens if a bullet is fired into the sky?” 

I think the videos that I posted at the 

beginning have high views because the 

content that I create can be enjoyed by 

everyone regardless of the time of the 

year. 

What are your plans as a creator? I’m 

planning to reach out to the overseas 

market. My current plan is to launch 

channels in English and Japanese, both 

of which I'll be running separately. I’m 

also making plans to run an IP business 

with my characters. 

Samulgoongi is a YouTube channel where you can 

find all the answers to the trivial questions you’ve 

had in your life.

 After its opening in January 2019, the channel has 

been answering about 200 questions, and we’ve 

met with the channel’s owner to find the answers 

to our own set of curiosities about the channel. 

The trivial curiosities of 

1,150,000 people 
YouTuber ‘Samulgoongi’  
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Creators have an immense influence on people. Their one-person media content is affecting 

more people day by day. So here we must ask the question, “What could be the actual 

possibilities of one-person media?” The one-person media creators that brought light into 

this month’s edition of Seoulmade gave us answers from their hands-on experience.

Creators’ 
thoughts on the 
possibilities of 
one-person media 

YouTube has changed a lot of things. People around me rarely 

watch TV now. Even if they do, they only watch the highlights or 

the edited versions. I don’t watch the whole television program 

to see my favorite singer. What I’m trying to say is that YouTube 

has gotten way too big, to the point that I’m beginning to wonder 

if there is any space left for it to grow at all. Other platforms such 

as TikTok are on the rise as well. When a new platform comes up, 

new creators show themselves. I think the mainstream media 

will consume more of the content created by individuals. 

The spread of individual content
YouTuber “YELO”

I’m also curious about the future of one-person media. So 

many people are challenging themselves to be creators, 

and the content they create is full of diversity. One thing you 

should note here is that a lot of experts are making their way 

into the field, and they’re getting a great response. In the end, 

only the fittest with entertaining videos and elaborate content 

will be the ones to survive on this battlefield.

It’s a fierce battlefield 
YouTuber ‘Samulgoongi’

I’m happy to be able to interact with people all around the 

world by doing the things I love to do on YouTube. When I was 

little, I always felt let down when I couldn’t find people to read 

the comics that I drew. It truly is a privilege to be able to share 

the work that I’ve created with other people. Not only that: I 

can make a profit from the content that I create. I’m sure that 

the number of one-person media creators will be on the rise. 

The infinite possibilities of sharing 
YouTube channel “JHN STUDIO” owner Jeong Hunnam

With YouTube, we've realized that individuals can make their 

voices heard. The creators represent a countless number of 

individuals. That’s why more and more people will be interested 

in one-person media channels rather than public TV networks 

because one-person media actually listens to their ideas 

and expresses their opinions for them. The owners of one-

person media channels must have a sense of responsibility as 

operators of public media who represent their subscribers. 

YouTube is a platform where experts from various fields can 

get in touch with the general public. We benefited from the 

advantages of YouTube as well. Experts like us needed a 

certain level of profile to get on television, but we were able to 

bypass that requirement through YouTube. The influence of one-

person media will be as strong as public TV networks if it can 

be equipped with a form of safety net to get rid of misleading 

information. 

An easy way to get in touch with the public 
YouTube channel “Taekwon Hanyru” owners Kwon Yeoungin 
and Han Yeonghun

We used to make content that could grab the viewers’ 

attention right away, but we realized that those videos wouldn’t 

do us any good in the long term. Therefore, we’re doing our 

best right now to focus on our perspective and create content 

that can have a positive impact on society. 

The hope that can create a world of 

beauty and abundance  
YouTube channel “Dan and Joel” owners Daniel Bright and Joel 
Bennett 

The media always changes. Just look at us. We’re preparing 

to leave YouTube even though we’re working on YouTube. It’s 

hard to figure out how its algorithm works as well. Sometimes 

our content won’t even come up on our subscribers’ feeds. 

We can’t be in control of this as we’re only tenants of a bigger 

platform.  That’s why we’re not limiting ourselves to our channel 

and our format. We can release our magazines whenever we 

want, but our videos on YouTube disappear completely as soon 

as our account is deleted. This explains why we always need 

to look for new channels, and if we can’t find one, we must go 

over to OTT services where we can have our videos uploaded 

on their homepages. We must be prepared to go wherever we 

can be with our core values intact.

The center of new-media nomads
YouTube channel “Culture Art 4 You” COO Lee Jihyeon

COVID-19 made things go online in a wide variety of areas. 

Classical music concerts are done online, and the workers in 

the industry are trying to come up with ways to deliver the 

best sound to their online audience. It seems like more people 

are watching our videos because a lot of concerts have been 

canceled due to COVID-19. You could say our channel became 

a medium where people could quench their thirst for a cultural 

experience. We can’t be sure if YouTube will stay at the top 

in the future, but we’re confident that online platforms will 

become the natural place for people to share their opinions. 

Online media as a new norm 
YouTube channel ‘Towmoo’ Owners Hwang Yeeun and Baek Seungjun

There isn’t a single platform that can outmatch YouTube when 

it comes to uploading video content in a polished manner.  

We’re living in an age when one-person media, and especially 

YouTube, has become the center of attention. On the other 

hand, we must be aware of the fact that the concentration of 

capital causes problems. The recent issue of advertisement 

scandals in Korea is a good example of this. The misconduct of 

creators harms consumers, and this can lead to distrust in the 

market. We must not overlook these matters, at least for the 

sake of the media’s ecosystem. 

An immediate, explosive response
YouTube channel “Jimin TV” owner Kim Jimin 
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The responsibility of public media
YouTube channel ‘Shu and Tree’ owners Kim Hyeonjin 
and Kim Joeun



Online media will become a part of daily 

life, just like paper cups and computer 

mice. We can’t be sure if YouTube will 

stay at the top in the future, but we’re 

confident that online platforms will 

become the natural place for people to 

share their opinions. 

YouTube channel “Towmoo” owners Hwang Yeeun 

and Baek Seungjun

We used to make content that could grab the 

viewers’ attention right away, but we realized 

that those videos wouldn’t do us any good in 

the long term. Therefore, we’re doing our best 

right now to focus on our perspective and create 

content that can have a positive impact on 

society. If creators can make themselves distinct 

from others and create content that means 

something, the world of YouTube will become a 

better place full of beauty and abundance. 

YouTube channel “Dan and Joel” owners Daniel Bright and Joel Bennett 
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“코로나19 바이러스로부터 안전하게

훌쩍 다녀올 수 있는 차박. 

텐트를 치고 걷지 않아도 되는 간편함, 

그리고 언제나 든든한 지붕이 돼주는 

차 덕분에 비가 와도 눈이 와도 걱정 없다.”

유튜버 ‘생활모험가’

사
진

 이
수
현

When you give love to an abandoned object, it turns 

into something beautiful. That’s the way we develop our 

products. We try to find a vintage item that has been 

neglected and try to turn it into a splendid novelty that 

everyone will wish for. Beauty comes from being extreme, 

and the same goes for creators. I think that people who 

can discover values by thinking outside the box are 

worthy of being called creators.

Kim Jongsil and Choi Jeongmin, CEOs of the fashion brand Bell & Nouveau

The fonts that I’ve created didn’t just come out of my 

head. They are all descendants of fonts from 100 or 300 

years ago, so I must follow the will of their ancestors. This 

means redesigning old fonts so that the forgotten history 

and culture can be harmonized with the modern wants 

and needs, as well as the modern fonts being renovated 

to accommodate the new era of writing. I don’t want to 

conform to the ways of the present, nor do I want to live in 

the past. I’m living in the age of today, so I’m pushing myself 

to create the best for the people of my time. 

Hangeul designer Lee Yongje
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As a creator, I get my influence from all the objects around 

me. Because Cueclyp is an upcycling brand, I’m also 

interested in taking closer looks at the waste. When I see 

new materials at a construction site, I sneak up and touch 

them. I also keep a keen eye on the piles of construction 

items. I do those things because all the isolated things in 

the world are precious raw materials for our company. The 

happiest moment in my life is when waste transforms into 

useful objects through our work. 

Lee Yunho, co-representative of Cueclyp, an upcycling brand

My work isn’t limited to sign language drawings. Any 

material that can be used to express silent language 

can be utilized to express my thoughts. Recently, 

there have been a lot of complex social issues around 

the world. These problems are at the very core of my 

artistic foundation. I’d like to ruminate more on these 

social issues and try to show people who use sign 

language on how to cope with all the social issues. 

Sign language artist GhootreeW
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