M) Check for updates Print ISSN 1229-6880
Journal of the Korean Society of Costume Online ISSN 2287-7827

Vol. 72, No. 1 (February 2022) pp. 17-28 htps://doi.org/10.7233/jksc.2022.72.1.017

YAENOISSE 0188 TN REE = FJ| 2HX
IX

dur-sIe-gua
STBOSD QNG MAH- STRUSD QNS AUWS - SFBHAT JNST B4

Text Analysis of Consumer Comments
on YouTube Luxury Product Reviews

Hyun Jee Kim - Ki Eun Song - Seon Jin Hwang*
Master, Dept. of Fashion Design, Sungkyunkwan University
Adjunct Professor, Dept. of Fashion Design, Sungkyunkwan University
Professor, Dept. of Fashion Design, Sungkyunkwan University™
(received date: 2021. 12. 8, revised date: 2022. 1. 20, accepted date: 2022. 1. 20)

ABSTRACT

This study analyzed consumer comments in luxury product reviews using text mining. To anlyze the data,
keyword frequency analysis, network analysis, and text sentiment analysis were performed using Python and
Textom. The results of the study are as follows. First, we find that comments demonstrate attention and in-
terest, consistent with the AISAS model. Second, consumers who are influenced by visual contents often be-
come interested in YouTuber’s fashion, luxury brands, and product design. Third, people consider content to
be a source of information and they think YouTubers as reference group. Some consumers experience vicar-
lous satisfaction while others watch content for fun. In summary, fashion brands that carry out marketing us-

ing YouTube could benefit from this study by improving their communication with consumers.
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Data Collection

* Subject : The content with searching word “luxury unboxing” on You Tube
* Period : 2016/1 ~ 2021/4 (5 years)
* Collection : Using web crawler, 40 videos and 25,114 comments

* 1st: Summary of the comments to be analyzed (23,714 selected)
Preprocess » 2" Correct grammar errors

» 3rd: Refining analysis contents

* 4t : Decomposition (Deformal unit analysis)

Keyword Frequency

* Frequency analysis of the top 80 words
* TF-IDF frequency analysis

Network Centrality
Analysis

» Connection centrality analysis : The degree of connection between a
specific word and another word in the semantic network structure

* Mediation centrality analysis : The degree to which the relationship
between words not directly connected in the semantic network structure
is controlled or mediated

Network Visualization

* Network visualization of derived words
Analysis and schematicization : Phython “network” package

Text Sentimental Analysis .

Positive / Negative emotion analysis
Detailed emotional type analysis by Textom

{Fig. 1> Analvsis Procedure
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{Table 1> Morpheme unit Keyword TF-IDF Analysis and Wordcloud

Noun Verb / Adjective
Keyword TF-IDF Frequency Keyword TF-IDF Frequency
first 4,618.12 926 pretty 27,095.29 5,437
price 208.22 2,692 good 25,584.17 6,027
vicarious-satisfaction 190.77 2,150 know 8,313.61 1,795
explanation 122.46 2,745 upload 4,742.80 1,227
brand 119.25 920 appreciate 706.25 1,571
feeling 117.27 1,726 fun 314.67 1,504
information 103.54 554 no 208.22 2,587
purchase 98.30 526 wonder 198.29 619
emotion 7751 505 unknow 186.72 951
introduction 61.96 478 fit 136.01 574
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{Fig. 2> Network Structure Analysis Visualization

Network Centrality Analysis

Keyword Connection Keyword Mediation
Centrality Analysis Centrality Analysis

pretty 95.83 pretty 29.26
first 81.25 first 9.59
interest 77.08 interest 8.41
fashion 68.75 fun 7.31
fun 62.50 fashion 5.90
brand 62.50 brand 2.80
vicarious satisfaction 52.08 feeling 2.58
feeling 4792 explanation 2.48
help 47 .92 vicarious satisfaction 2.10
emotion 45.83 cheering 1.57




Connected Keywords
fasion, brand, first, fun, design

B 26724 19%
pretty, interest, cheering, fun, explanation

vicarious satisfaction, first, explanation, cheering, interest
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{Table 4> Frequency Analysis of Detailed Emotional Keywords and Emotional Strength Ratio

. . . Emotional St th
Emotion Detailed Emotion Keyword Keyword (qty) o 1on'a reng
Ratio (%)
good feeling cool, like 34 42.94
Positive joy glad, excite 12 14.13
interest fun, interest 8 10.47
disliability uncomfortable, hate 11 12.71
sadness cry, sad 7 11.38
) anger detest, jeouls 4 3.89
Negative
fear scary, worry 2 1.63
pain hurt 1 1.57
surprised surprise 1 1.28
Total 80 100
{Table 5> Detailed Emotional and Frequency x Emotional Strength Analysis Results for Each Keyword
Detailed Emotional Keyword (n=80)
Frequency Frequency
Detailed Emotion Keyword *Emotional Detailed Emotion Keyword *Emotional
Strength Ratio Strength Ratio
good feeling cool 15.33 disliability bad 5.00
good feeling like 13.00 L .
. . disliability weird 4.67
good feeling luxurious 11.33 T
. disliability uncomfortable 4.67
good feeling cold 8.44
. sadness cry 17.00
good feeling lovely 8.00
. sadness sad 6.22
joy laugh 9.67
. sadness upste 4.67
joy thank 6.89 .
. . sadness give up 3.89
joy nice 5.67
. sadness SOITY 3.44
joy happy 5.11
. . anger hate 6.00
joy touching 5.00 .
. anger unsatisfactory 3.78
interest expect 14.00 ]
. anger jealous 3.56
interest fun 5.33 T
. . anger being ignored 2.89
interest surprise 5.33
. fear fear 4.56
interest want 5.00
. . . fear worry 2.22
interest incredible 4.33 ain hurt 6.56
disliability hate 13.11 suf rised surbrise 5' 43
disliability don't like 5.11 P P
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