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Communications in International Colloquia

e 12th Conference of the International Association for Visual Semiotics (IAVS), 4 Semiotic
Study on the Sensory Experience of Korean Bakery Cafés, Lund, Sweden, 2019.

o Congrées de I’Association Francaise de Sémiotique (AFS), La médiation du K-pop qui
interpelle le public international vis-a-vis de la culture coréenne, Luxembourg, Luxembourg,
2015.

« Congrés de I’Association Francaise de Sémiotique (AFS), Etude comparative franco-coréenne
sur [’évolution des valeurs culturelles des cafés anciens et contemporains. Analyse sémiotique
des communications avec les consommateurs et des images, Liége, Belgium, 2013.

e 9th Conference of the International Association for Visual Semiotics (IAVS), 4 Study of City
Branding through Semiotic Analysis of the Advertising Posters for Korean Cities’ Food
Festivals, Venice, Italy, 2010.

o 10th World Congress of the International Association for Semiotic Studies (IASS/AIS), 4
comparative study of branding cities through semiotic analyses of the official websites of Seoul,
Tokyo and Beijing, La Coruna, Spain, 2009.

Projects — Research Grants & Contracts

e 2021-2024 - P1 — A4 Cultural Semiotic Study on Fandom Culture Branding Strategy for the
Vitalization of the K-POP Fan Community. National Research Foundation of Korea.

e 2020 - PR — Semiotic Analysis Project for Space / Activity / Product. LG Electronics.

o 2017-2020 - PI — A Cultural Semiotic Study of Culture Branding: A Comparative Approach to
Food-Culture Branding in France, Mexico, the Mediterranean, and Korea. National Research
Foundation of Korea.

o 2016-2022 - PR National project on content creation technologies using artificial intelligence
and the training of specialized researchers (Inha University — Ministry of ICT, Korea).

e 2009-2011 - PI — Brain Korea 21 (BK21): Developing Human Resources for Cultural
Entrepreneurship Consultation. National Research Foundation of Korea.

e 2010 - PR — Songdo Performing Arts Cluster Implementation. SACC Corp.

e 2009 - PR — Developing Storytelling Tools through Format Supports. Korea Creative Content
Agency.

e 2008-2009 - PR — Invigorating Cultural Facilities and Civic Squares. Alpha Dome City Co.,
Ltd.

e 2009-2011 - PR — New Vision Project for Historic & Cultural Resources in Southwestern
Korea. Institute of Honam Studies.

e 2006-2007 - PI — An Interdisciplinary Exploration toward Region Branding in Korea. National
Research Foundation of Korea.

e 2006-2007 - PR — An Interdisciplinary Study of Five European Countries on Brand Assets and
the Shaping of National Images for Korea. National Research Foundation of Korea.

e 2005 - RD — Past Achievements and Future Development of Cable TV with an Emphasis on
Channel Brand-Equity Management Strategies. Korea Cable Television & Telecommunications
Association.

e 2004 - PR — Global Brand Strategy Building Project. LG Electronics.



Professional Affiliations
International

o International Association for Semiotic Studies (IASS)
o International Association for Visual Semiotics (IAVS / AISV)

France
e Association Francaise de Sémiotique (AFS)
Korea

o Association d’Etudes de la Culture et des Arts Francais

o Communication Design Association of Korea

o Korea Advertising Society

e Korea Communication Association

o Korean Academic Association of Global Cultural Contents
o Korean Association for Advertising and Public Relations
o Korean Association for Semiotic Studies

e Korean Association of Humanities Contents

e Korean Consumption Culture Association

o Korean Marketing Association

e Korean Society of Design Culture
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