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Analysis of Men's and Women'’s Fashion influencer Posts Using Text Mining Techniques : Focusing on Instagram
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Abstract

The purpose of this study is to explore the significant impact of influencer marketing on consumer purchasing behavior within

the 2024 retail industry. As social media platforms continue to evolve, the role of influencers in shaping consumer trends has

become increasingly prominent. This research specifically utilizes text mining techniques to analyze Instagram posts of fashion

influencers, providing insights into how their content affects consumer behavior. By considering the moderating effect of gender

through comparative analysis, the study aims to uncover key differences in marketing effectiveness.

Data was collected from ten male and ten female influencers with over 100,000 followers each, gathering 100 recent posts from
each, totaling 1,000 posts. Text mining analysis included frequency analysis, N-gram analysis, and TF-IDF analysis, identifying

keyword differences by gender.

The analysis revealed common keywords such as "advertisement,

non

product,” and "style.” Distinct keywords included "men'’s

fashion” and "whiskey” for male influencers, and "lipstick” and "Chanel” for female influencers. This indicates the need for
gender-specific SNS marketing strategies. Male followers focus on fashion information, while female followers are more interested in

sharing daily life and emotions. Furthermore, the study highlights that gender differences in keyword usage can significantly

influence marketing approaches and campaign outcomes. By understanding these nuances, brands can tailor their marketing

strategies to better engage their target audiences. The research underscores the importance of personalized marketing tactics in the
digital age, emphasizing that a one-size-fits-all approach is less effective. Ultimately, this study contributes to a deeper
understanding of the dynamic relationship between influencers and consumers, providing valuable insights for future marketing

innovations.

Key words * influencer marketing, text mining, gender diferences, big data, social media strategies
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