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ABSTRACT

Veganism derives from the diet of vegetarians, and currently has an important influence on
numerous industries, such as fashion and beauty. Vegan fashion means that animal nature prod-
ucts are not used, and vegan beauty does not use animal ingredients or animal testing. This
study aims to investigate the meaning of veganism as recognized by fashion and beauty consum-
ers through semantic network analysis. The data collection period was from 2013 to 2015 and
from 2016 to 2018, and was analyzed using a text mining program. First, the comparison of past
and present recognition in vegan fashion, the veganism keyword and recognition of related key-
word such as fashion item and materials. Second, in both the past and present, the keyword ve-
ganism philosophy, eco-friendly, and philanthropic appeared as ethical consumption aspect. In
both vegan fashion and beauty, the materials and ingredients keyword mainly appeared in the
past, but in the present the brands keyword has appeared more. Third, to compare the current
consumer perceptions of vegan fashion and beauty, non-animal ingredients, ethical keyword, and
philanthropic keyword appeared. Fourth, as the result of big data analysis, nine vegan fashion
brands and twenty-six vegan beauty brands appeared in the present.

Key words: ethical fashion(24 3]4), semantic network analysis(S]7] AT #4),
vegan beauty(H171 T, vegan cosmetics(H171 3}743%), vegan fashion(¥] 7 =H4)

Corresponding author: Kyu-Hye Lee, e-mail: khlee@hanyang.ac.kr


https://crossmark.crossref.org/dialog/?doi=10.7233/jksc.2019.69.6.075&domain=http://kjournal.co.kr/&uri_scheme=http:&cm_version=v1.5

kAl 2569%: 695

1. Introduction

4T vlA do](World Vegan Day)+= 1944\
A= ddelA SHS AA HE TR B
1 HIZ &Aoo El Y Al E Af2Rle] dolt
s AAl ZF TAleA 9= v wlo] YAt &
212 ATH(The Vegan Society, 2017). m]Zo A&
2016 5-H 2018 d7kA] W17 QA7F 6v) bk
3, P, TEEZS ¥R FHAAE 10497 3
Hj o]} Z7Htt= BA% At (Oberst, 2018).
S M= e oF 2%9 dFsE oF 1509
e AaFztZ, 10d Al 2008 159 el
Hg] 108 7H7ke] S7bet S Biaith(Jang,
2019).

Al
AEFS v sEFoE U ek(Gottiried,

=

tH(Murray, 2019).

Aet FEAF Uigh ¢l4]o]

AEHA HAUS Al Ve gtk wid
< T A Fe

29 7dulg] o]Xifo %1©1(Chitrakorn,

2016) T=HAE A FEe THY AAF B

i

™
e
f
Ly
b1

3AE JEE ALY ARFAY Y3 F3F
o #EHE FASL eH(Kim, 2017). =
HEAE AERELAS B43 Ao E v
AES BWEtE BAEe mjEde Adn e
70%7V% Z7bstg vty geh(Kim, 2018). ©] A ¥

WA - FE AgelA ¥ @FS FatE AR
A Sl o FeAe] &2A sfaLE e AE A
T 7199 AR A AQlolu dAtelEH e F
7F tgrelth(Kim, 2019: Park, 2017). =4
[ S E B9 22 &2F SHAA uA

ZHle] g A3rp B
A3 A A4S olsfst=dl A
AL FQAT BAE B4
H3lE Adsted oA AP
Knoke & Yang, 2008). & AF-oME 9n|
P EAS B v AYUSF g HE SoA
g0 A s B AT FE A 9
1 wstol tiste] golr il sty

¢

ol o% 2

~

O ox O ox W
<

O

X

[e)

e

9z omy S

w O rlo po

to W =2

]_

[0

o orlr

R
L

PR w

—

d

H

19}

B r2 o

—

0.

o

II. Theoretical Background

1. Vegan fashion
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2. Vegan beauty
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Vegan Fashion® Vegan Beauty®
Media Types
w Past (2013-2015) (zgfgfggg) Past (2013-2015) <2§1rgf;rolis>

Naver Blog 650 1,000 970 1,000
Naver News 63 689 44 765
Naver Cafe 91 377 140 916
Daum Blog 506 676 612 969
Daum News 79 761 46 754
Daum Cafe 64 787 75 288
Google Korea News 4 80 6 50
Google Korea Facebook 12 96 7 49
Total 1,469 4,466 1,900 4,791

a. Keyword was collected in Korean
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1. Semantic networks of vegan fashion
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2) Meaning of vegan fashion in present (2016-2018)
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3) Comparison of meaning about vegan fashion
in the past(2013-2015) and present(2016-2018)
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(Table 2) Vegan fashion top 20 keywords
Past (2013-2015) Present (2016-2018)
Keyword N Cd C.r Keyword N Cd C.r
fur 504 0.76 0.023 brand 1163 0.92 0.019
animal 433 0.93 0.026 animal 919 0.89 0.019
leather 237 0.80 0.024 material 681 0.89 0.019
material 208 0.75 0.022 leather 609 0.85 0.018
fake fur 204 0.55 0.019 fur 606 0.76 0.017
brand 154 0.61 0.020 eco-friendly 579 0.80 0.018
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animal abuse 117 0.46 0.017 Vegan tiger 308 0.59 0.014
love 102 0.52 0.018 cosmetics 301 0.66 0.015
animal protection 91 0.59 0.019 technology 290 0.01 0.000
hair 87 0.46 0.017 trend 286 0.80 0.018
organic 82 0.40 0.014 consumption 277 0.76 0.017
human 80 0.50 0.016 BBYB 264 0.38 0.009
designer 77 0.48 0.016 Serendifox 241 0.25 0.006
bag 75 0.53 0.018 ethical 228 0.75 0.017
Stella McCartney 71 0.24 0.010 animal nature 219 0.67 0.016
veranda show 68 0.26 0.011 eco 199 0.46 0.012
interest 64 0.50 0.017 hair 171 0.63 0.015
ethical 58 0.52 0.017 fake fur 162 0.55 0.013

a. degree centrality, b. Eigenvector centrality
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2. Semantic networks of vegan beauty
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AAE = 7)€
3} %%*e‘ﬁdﬂiﬂl(strength 51)

3) Comparison of meaning about vegan beauty in
the past(2013-2015) and present (2016-2018)

Q1< (strength 2013-20153 3 2016-2018 3o = 4871¢] 714
=32), 21 &A (strength=32)¢] AAZ=7 A3 T7h FFAHLE YERtKTable 3). A €4,
O = FA uEhd, ol HI FHE AlFe] oot 27, A4, 7%, AR e 34 FsA
Ao g FitEo] oy T T olAlel 7195, TERE, FE4gid), vlFE4, obd,
AEuAoke REY zudels] g 4 4 AFH 2L FEY ¥ wAUZY Foiw pAd
sto g wolsd 1 e dvigth & AF 719E, 224, Eds dH, &2, AL vk
AFoledt T AFol ol&d weld FFT ® Abgh, ob7], ool 3 AMS|Z Q14 719 E
obvel AE9t Ax AL kA B HAA E Yett BASEE H4], ofl2rtg sl oYy
AFete ALE, T4 Add €32 H7tH 7b7F HASt @Al EF A9 &3 BAtE
A spom brslol @tk eFAbgel MA 8 Ueth AwAoR #A% @A BRdA Al
FEH A7 WEel v REEA drolso 2 dXo g HZ REE sEhH59 d3tosw H
Any 2 5 o GHEELY - FEA 98 A2 wEoR 3
{Table 3> Top 20 keywords of vegan beauty

Past (2013-2015) Present (2016-2018)

Keyword N Cd C.r Keyword N Cd C.r
organic 677 0.86 0.023 cosmetics 2645 0.99 0.017
animal 355 0.85 0.023 ingredient 1910 0.99 0.017
cosmetics 339 0.84 0.023 brand 1494 0.99 0.017
animal test 294 0.84 0.023 animal test 1377 0.98 0.017
ingredient 262 0.75 0.021 certification 1108 0.87 0.016
health 255 0.72 0.021 animal 984 0.94 0.016
certification 237 0.70 0.020 organic 980 0.88 0.016
skin 181 0.69 0.019 animal-nature 948 0.90 0.016
nature 171 0.65 0.019 nature 758 091 0.016
iherb 150 0.65 0.019 skin 710 0.91 0.016
Lush 133 0.57 0.017 eco-friendly 424 0.80 0.014
animal-nature 128 0.54 0.016 make up 408 0.75 0.014
anti-animal test 109 0.54 0.017 halal 389 0.71 0.014
Blissoma 106 0.53 0.017 health 388 0.78 0.014
plant-based 106 0.50 0.016 global 297 0.76 0.014
free 101 0.49 0.016 plant-based 287 0.75 0.014
brand 94 0.47 0.015 safety 245 0.83 0.015
Inika 72 0.44 0.014 consumer 228 0.75 0.014
human 67 0.43 0.014 interest 226 0.77 0.014
enterprise 63 0.42 0.014 environment 210 0.73 0.014

a. degree centrality, b. Eigenvector centrality
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3. Comparison of meaning about vegan
fashion and beauty

A A w7 A - HEe) B9 AaelA
A% B4 7195 1000 Fo 2009708 A=}
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4. Vegan fashion and beauty brands using
for big data analysis

1) Vegan fashion brands
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{Table 4> Top 20 co-word of vegan fashion and beauty

Past (2013-2015) Present (2016-2018)
Vegan fashion Vegan beauty Vegan fashion Vegan beauty
fur organic brand cosmetics
animal animal animal ingredient
leather cosmetics material brand
material animal-test leather animal-test
fake fur ingredient fur certification
brand health eco-friendly animal
trend certification vegan festa organic
animal-abuse skin bag animal-nature
love nature cosmetics nature
animal-protection animal-nature technology skin
hair anti animal-test trend eco-friendly
organic plant-based consumption halal
human free ethical health
designer brand animal-nature global
bag human organic plant-based
interest environment eco safety
ethical safety earth interest
nature love interest environment
animal-test baby nature ethical
earth ethical issue love
LI e,
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Created with NodeX1. Pro (htip-//nodexd codeplex com) from the Social Media Research Foundation (http fiwww smrioandation arg)
{Fig. 1> Common keywords of vegan fashion and beauty (2016-2018)
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(Table 5> Top 7 vegan fashion brands using big data analysis in Korea (2016-2018) (Retrieved July 10, 2019)

1% 7S AFESIY § A 39 19 ER YERs T

HEg 2) Vegan beauty brands
=

A 97 PETA(People for the Ethical Treatment

&
< of Animals)®] 15< W2 v dHE AL
HAE Altstes Aom, o] wWehdolA A% s ZEIH
Ve SR, 4 (ethical sourcing programs)el ZFejstz gith uwt
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|22 s AAF AE EEA 2Ae PVCE AMEEA &3 9
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2 A A Zst AAEE Azt HHeEls $EESWA PETA
o F, AIAH, o] vzl A ZEfo]Zef Al HEAA, wF wEXR]
= =l 7 79 dztE W E3 slolgjd BAE9 A FAbshd

F0 FANAE B9 2016201899 ¥eo]g
1 10070 el
LFEFS TR Table

7} IAME

Category Brand Nation Products
Not Ours Korea Organic cotton shirts, Sweat shirts, Pajama, Shopper bag
Stella McCartney UK Falabella bag, Eclipse sneakers, Eco-fur parka coat
faZ}?itjrlla Burberry UK fur-free in collections
Guccl Italy fur-free in collections
BBYB Korea Tindy bag, Marce bag, Post bag, Maxi robe, Sweat shirts
Serendifox Korea Connie bag, Grace bag, Lavina bag, Wallet
Bags Urban Originals Korea Endless tote bag, Share the love mini bag, Essential wallet
Marhen.J Korea Canvas bag, Connie bag, Annie bag, Mandy bag, Fur charm
Apparel Vegan Tiger Korea Eco-fur coat, Customized black denim, Printed robe

a. Total fashion included clothing, bags, shoes, and accessories
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{Table 6> Top 27 vegan beauty brands using big data analysis in Korea (2016-2018) (Retrieved July 10, 2019)

No. Brand Nation Product line Certification
1 | Dear Dahlia Korea Make up, Cleansing Ecocert
2 Hourglass US Make up, Facial care, Brush -
3 | Aromatica Korea Facial care, Hair & Body care Vegan Society UK, Ecocert, EWG verified
4 Apieu Korea ‘Pure pine bud’ line only(facial care) EVE, EWG(Green)
5 Bonajour Korea Facial care, Body care Vegan Society UK
6 Lush UK Bath, Hair & Body care, Facial care, Cruelty-Free, Fair Trade, Vegan
Perfume, Make up Society UK, Soil Association
Facial . Mak . B & Ski . .
7 | Chantecaille UsS acial care ake up. Body n Cruelty-Free, Fair Wild Standard
care for baby
8 Melixir Korea Facial care Ecocert, USD.A, anfi MFDS certified
ingredients
9 too cool for Korea Caviar L1me.Hydra line only EVE
school (Facial care)
10 |Little Mama Korea Bath, Bath accessories Natrue, Vegan Society, GMO-free
11 Bobini Germany Bath, Body care Vegan Society, Okotest(sehr gut)
12 Patyka France Facial care, Body care Ecocert
. . . Vegan Society, Cruelty-Free, NPA,
13 Aleva Canada Facial care, Cleaning(detergent), Wipes Toxic-Free, OTA member, NPA member
I -
14 Chops Korea Facial care, Kitchen and Living supplies BDIH Cosmos, Vegan Society. Halal,
USDA
15 | Mariannila Sweden Hair care Vegan Society, Leaping Bunny, Cruelty-Free
16 Inika Australia Make up, Facial care OFC, Vegan Soaety, C.CF' Halal,
Organic Cosmetic
17 Cosmax Korea OEM supplier EVE (manufacturing facility)
The V
18 e vesan Korea Facial care EWG (Green)
Glow
19 | Helloganic Korea Facial care(facial mask) Vegan Society
. . CB(MDplanner R7, DR’s Secret LIF,
20 Nicopy Korea Facial care, Body care RF PLUS). FDA
21| 17vderma Korea Facial care Vegan Society
22 | Unleashia Korea Make up(eye glitter) -
23 | Greenland |Netherlands|Bath, Facial care, Body care, Living supplies -
The Body Facial care, Bath, Body care, Men's
24 Shop UK care, Make up, Hair, Pefume Ecocert
25 Rootree Korea Facial care -
26 | Skin Signal Korea Facial care -
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