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General Info. 

Sang-Hoon Kim is Professor of Marketing at SNU Business School. He joined the SNU faculty in 2001. He received a 

bachelor’s degree at Seoul National University in business administration, and earned a master’s degree at Korea 

Advanced Institute of Science and Technology in management science. He also received an MBA at the University of 

Chicago, and received a Ph D. from Stanford University in the area of marketing. 

Professor Kim’s main research interest lies in the field of art and culture marketing; the marketing strategies of arts, 

performances, movies, music, games, and media. 

His academic papers have appeared in major journals such as the Journal of Business Research, the Journal of Product 

Innovation Management, and Industrial Marketing Management. He wrote several books about marketing trends and 

high-tech marketing. One of his books received an honorable award from Maeil Business Newspaper in 2005. 

Experiences 

[Academic Background] 

 

Ph.D. in Marketing, Stanford University, 2000 

MBA, U. of Chicago, 1995 

M.E. in Management Science, Korea Advanced Institute of Science & Technology, 1990 

Bachelor of Business Admin, Seoul National University, 1988 

 

 

[Work Experience] 

 

Korea Advanced Institute of Science and Technology, Full-time Lecturer, 2000-2001(June) 

Seoul National University, 2001(July)-present 

Publications 

[Research Interest] 

 

Art and Culture Marketing 

High-Tech Marketing 

New Products 

Market Research 

 

[Book] 

 

하이테크 마케팅, 박영사, 2004. 
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19권 1호, 129-156. 
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[Research in Progress] 

 

Kim, Sang-Hoon and V. Srinivasan, “A Multiattribute Model of the Timing of Buyers’ Upgrading to Improved Versions of 

High Technology Products” 
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