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ABSTRACT

This study investigated how consumers perceive global SPA brands and domestic SPA brands, and how
these perceptions have changed. The data for analysis were selected featuring Korean and English names for
each brand name (H&M, UNIQLO, ZARA/Daiz, SPAO, TOP10) as search keywords, and social texts were
collected using Textom. Posts for a total of six years (2013-2014, 2016-2017, and 2019-2020) were set as the
study’s subject. The collected texts were extracted using the KrKwic software. Then, the frequency of appear-
ance was calculated and a network matrix was constructed. A semantic network was visualized using the
NodeXL. program to determine the connection structure and characteristics between core keywords. As a re-
sult of examining consumer perceptions of SPA brands and their changing patterns, the following insights
were derived. First, a difference was found in consumers’ items of interest regarding global SPA brands and
domestic SPA brands, as well as in the attributes that were considered when purchasing. Unlike global SPA
brands, domestic SPA brands have only recently become recognized as family SPA brands. In addition, the
study found that the level of interest and use of the online channel of Korean SPA brands were relatively
low. Therefore, in order for rising domestic SPA brands to transform into global SPA brands, they must es-
tablish strategies such as building a brand 1identity that emphasizes diversity (which 1s SPA’s strength),
strengthening online channels, and evolving into lifestyle brands.

Key words: consumers’ perceptions(ZH] ZF €14]), domestic SPA brand(3H=3 SPAEHMT),
global SPA brand( 2% SPAE W E), semantic network analysis(2] 0] WIEY T £4A)
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SPA (specialty store retailer of private label
appare) B =S A BaT AZAF AR A
Ao FAZE ol YgFINGAMTH txpd, A
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Az QAW T AT W9 FE Q43 8RA
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Jung & Choi, 2011; Yang & Hwang, 2015), &
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v s At(eg, Ko & Kim, 2014: Park &
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g AAs 719E A4 KrKwic 2AZES) o F Atk FAA Axe UEYI BAAR
o] o]&3 719ES ¥ WEE Al & & T 7P Bol AMEEE ARE, HA UEYA Y
ANEE 7FoE S8tk EdNEY Hlgo] ¥ A Fo8 ATE e EE(I1YE)7F B9l
=75 TR Erhe Ag gulE, =2 Nk AE HAFEH T4 AxZE w4 #dd ot
o] A 71EES] Aol o' 543 PHE o A2 = F41/d (degree centrality), "i7H FAA
E o] 5 ou)7t B Aol uuEYA (betweenness centrality), ofolAl®E FAA
2 B wEl F2T7t B2 A J|YEEo] 9 (eigenvector centrality) 5ol A=dH, 1 FolA]
1 Qe AR AFEoZN I X E AT AAAE FAAHL 3 LU dvhd B2 g2
I itk wEA o] getry] fE AAE F1H= s 94 BAE 2X JEAE SHEE A
9 YEHYZ 3 (network matrix) S KrKwic & EZAN, dEAAE FHY 2 ke B2
ZEYZ A3 T A (NodeXL) ZT21 TEF dAdEe] YEYIA Adr F4He 9
BE o] &3l ou YEYAE Azssidnt Al < FYsta AT & Ak oo £ AFolA
713l A3E weeg JEYI EAF 1 9y = v MESI 24 & T3 I A ot 9
TAE 98 k& 7, 93 F, 29k 55 AR v siAE g8 UEYA EFIYE)E T
weH, HH NAEEY] T84 2 dF¥YS ¢ AARES} FAANES EAEIT HEe] ¢ Y
otR 7] 93] AARE FAALL W FAEE & EfA] +HsE w3l s8] MEHAE Yobw
AdatAct =5 4 JIYEE F A4FE 29 & o=2Zx 4 JYEE 7 d2 Fx& 545 T
4 Fots 98 2 BAE A otatith

g E T FA AN AFUE (destiny), A2
7%= (strength), 473 (centrality) & AAT+Z Iv. A&t
o] 54 mobs 9t SAHARE AR tH(Hansen,
Shneiderman, & Smith, 2009). JZ4UE= WE 1. &AM 0|Cjo{of| LYE} SEESPAEHES}
AIE e EEUIFE)E 1Y AEAAEE St SPAEZHEO| CHSH AH|A} Q14
Yehdie, =& 7F AZo] gBoldFE YEY AL

FHE FEY SPARAE {UFE, dojx
ql, zpgtoll thst 19.66770<] AAIFeA F 58952
19 719E7F E&H0eH, 1 5 29T 200
3 oS 71Foz AFH 4 N19= 60707}
HZE BAUAoE FEHJKTable 1. F24
° +Ug

IH9EE duE 23KTable 2), A4

-
=
o X 2 9
Nt N
X

{Table 1> Amount of Data Collection by Period

Global SPA brand Domestic SPA brand
Number of posts Number of keywords Number of posts Number of keywords
2013-2014 6,964 18,665 3,023 13,320
2016-2017 5,922 18,127 2,925 11,122
2019-2020 6,781 22,160 7,653 27,476
Total 19,667 58,952 13,601 51,918
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2(22,32770), olo]x Ml (4,88871), A-2H(2,64271) (edge)e 7H A2 Yeigon, WELD Ee
of HEo MA(4,9477), M=(2,745), A2H(2.642 = 8428 YMEYA W =5 7+ AZAEI} =
)78 7 Bol dwE 719ER AeE gely < AL ¢ F AN
Tt w3 Z115'](2236@), 72(1,94971), A =(1.858 g3 SPA E%E tlo]=, £23te, Held o
7), SIEE(1,6897), 93 2(1,6847), FE|& (1482 3k 13601709 A4 dAEqAME F 51,9187]9
), YE(1,3777), d'9(1,0057), EA=(9927), 71957 & QN\———D:] I F 248X 2008 ©]
2AE(9047), TE(7837), 7H17(7227) % = 3 712011' 4 7195 37 HE AU
29 SPARUE #4 F5 #AHE JY=EFH 07 FZHYKTable 1. &% 719=E 2y
744 (25127), AFe]2(1,91071), H=(62771), Y 2 AF(Table 2), A 272(12,1617), ©l
AHQ1(46871), & (3067) & SPAEAE= AF + o] Z(5,5587), ©EI(33377) tho=2 714(1,741
W Al A EE SAE rlEte 719E, B, o A)ol 71 Wol AFHE JIYER FRlFdeH,
A, 71, WolH], A3 53 22 FgAet #d o2 wd(15397), Z71(1.19%67), F¥
3 719, olxpluly, 22, &Yd g 59 (1,04270), B =(1,0087)5 &4 53 #AS
thFst SR el g A" 71E7 2003 FIE7F 49 29 9L E V55t I 9l
ol ST A4 WEY J1HER] AowE YEN T AYA(8534), ZEtR A (7544), BT-(596
o} o] we® 2l A4, WANGH, ¥E 9 7), oWE(56671), B4 (2447) T3 o] 2
71928 Fal 2l 7Nt g ¢k thekst ) B #Es opAlE el tig 19 s A9
AEE o)&3te AL ¢ F AU 2™ SPA HEo] F8 719EE Yed A& & F AUtk
B A 60719 qA HERE MEYHA £4 sty SPABRAE ¥ 37/ly A F1PE=R
S AN A3, "4 719EES 1491709 9 WESZ #4& dAg 23 94 71952
(Table 2> Selected Keywords by Frequency Analysis
Global SPA brand Domestic SPA brand
Frequency
N# Keywords N Keywords
Over 20,000 | 1 UNIQLO
19,999~4,000| 2 sale, H&M 2 SPAOQO, Daiz
slacks, ZARA, price, jaket, collaboration, . . .
3,999~1,000 | 17 | shoes, size, shirt, Heattech, one-piece, fleece, | 8 TOPIO, prlce;_zifinisziit' fman, size.
man, knit, kids, woman, baby, denim bal ’
999~ 500 10 t-shirt, skirt, coat, Deuktem, cardigan, 10 sale, short, collaboration, shoes, sweatshirt
o online, color, blouse, Airism, padding Emart, Exo, JJangGu, event, bag
inner wear, designe, leather, bodysuit,
Isabella Marang, cross-border shopping,
ckeck, sweatshirt, perfume, leggings, woman, slacks, UNIQLO, color, jaket, coat,
499~ 200 30 advertising, Bungaejangter, hood, gift, 17 Harry Potter, knit, ELAND, jumper,
; ‘ friend, Boycott, socks, stripe, pattern, Pengsoo, zip-up, cost-effectiveness,
sweater, official website, Zaraman, flower, one-piece, designe, cardigan, Bungaejangter
zip-up, event, Lemaire, crop, TOP10,
Alexander Wang, hat

a. Number of words

— 149 -



Mk 55714 3%

mﬁ

5027019 AZAR o]2olx WL 8889 YEYIS
TAste] FEY SPABAEY mAslAE St
3 AHARES] FA G Ao

3 SPAH=:Z] tf3l
A=l e As & 5 AMdTh

229 SPARAE #HE JIEERE o]FoR
HEZYS] F2 7I9E8 2498 23 7HA,
G, gARgl, 27 0E BE =EEd A2
AA(100)2 /A dA4AE Z=AAHo 713 =
2 7195 AR dehgon, 1 tog ‘9l
2 FUEE, 92, A=, 59, b9 59 7195
Eo] & JIYEE3 /1 Bo] 949 AL &
o] gt :": [}

= 2 FEHO
2 b S 933% FU4L 7R A9E
e, 2UA45E SPANAE

ol
ol

past
L2 H

o fu It

oo g
e
e}
s
T
N
4o

W SPAHAEC gk LB|AEe] Q14

18l Clauset-Newman-Moore2] &
]

2 Agad zHHE ANF A3 e

KRN

(Table 3> Top 20 Keywords of Degree Centrality and Betweenness Centrality

Global SPA brand

Domestic SPA brand

No. Word Cq* Ci,? No. Word Cq Gy
1 price 1.00 9.66 1 price 1.00 3.79
2 man 1.00 9.66 2 sweatshirt 1.00 3.79
3 design 1.00 9.66 3 shirt 1.00 3.79
4 size 1.00 9.66 4 SPAO 1.00 3.79
5 shoes 1.00 9.66 5 t-shirt 1.00 3.79
6 denim 0.98 7.97 6 bag 0.97 2.35
7 Deuktem 0.98 8.47 7 man 0.97 2.35
8 shirt 0.98 7.97 8 design 0.97 3.09
9 woman 0.98 8.42 9 slacks 0.97 3.09
10 UNIQLO 0.98 8.43 10 size 0.97 2.98
11 slacks 0.98 7.97 11 sale 0.97 3.09
12 sale 0.96 7.64 12 UNIQLO 0.97 3.09
13 H&M 0.96 7.81 13 event 0.97 3.56
14 online 0.96 7.96 14 collaboration 0.97 3.60
15 collaboration 0.96 7.93 15 padding 0.97 2.35
16 jacket 0.94 6.13 16 knit 0.94 2.07
17 t-shirt 0.94 5.89 17 shoes 0.94 1.63
18 cardigan 0.93 5.33 18 woman 0.94 1.90
19 knit 0.93 5.38 19 jaket 0.94 1.90

20 sweatshirt 0.93 5.20 20 color 0.94 1.63

a. Cq=Degree centrality, b. C,=Betweenness centrality

distinctive keyword
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