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Text mining analysis of keywords on product names used in women’s sportswear

4 7 9, 0 7 3
grofristu of Fetmt whAlnty Shofristm of Fetm wap«
Sumin Kim!, Kyu-Hye Lee*
PhD Student, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea
Professor, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea*

Abstract

As the realm of online shopping expands and diverse products flood the market, the significance of keywords in facilitating
product search and information dissemination becomes increasingly vital. This study delves into the compositional characteristics and
informational types of keywords associated with women's sportswear. The objective is to discern the prevalent sports mentioned in
women's sportswear and to elucidate the nuanced attributes of these terms. Employing text mining techniques, data spanning from
2021 to 2023 was meticulously gathered from Naver Shopping. The data underwent TEXTOM collection, followed by comprehensive
analyses including frequency analysis, N-gram analysis, TF-IDF analysis, and matrix analysis. To unravel the intricate network
structure and relationships between keywords, centrality metrics (connectivity centrality, betweenness centrality, closeness centrality,
Eigenvector centrality, etc.) were employed. Additionally, ego network and CONCOR cluster analysis were conducted. After excluding
irrelevant data, an exhaustive analysis of 8657 product names was performed, revealing the highest frequency keywords in the
following order: women'’s, yoga, sports bra, golf, T-shirt, leggings, Pilates, jogger pants, sports, women, and innerwear. Among the
top 100 sports mentioned, yoga, golf, pilates, health, training, fitness, swimming, flying yoga, pole dance, aerobics, running, cycling,
mountain climbing, and zumba dance emerged as the most frequently associated. N-gram network analysis brought to light
intriguing co-occurrences between terms, with notable pairs including 'women-golf,” 'yoga-pilates,’ and 'leggings-yoga." The
significance of this study lies in its provision of reference data for research on product information analysis. By exemplifying the
analysis of product names using big data, this research serves as a valuable resource for future studies delving into the intricate

realm of product information.

Key words : women's sportswear, text mining, consumer perception, big data
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<Table 1> Centrality analysis

Degree Closeness Betweennes

Frequency centrality centrality s centrality

1 o] A 1 979 1 980 020

2 Q7 2 .969 2 970 3 019

3 2¥ =B 12 834 12 .896 11 014

4 Tz 17 849 17 368 16 012

5 El M= 3 .969 3 970 2 019

6 ERAE= 6 929 6 934 6 016

7 Jete 2~ 5 944 5 947 4 017

8 ZAM= 23 728 23 186 23 .008

9 R 4 954 4 956 5 017

10 o 2} 7 .924 7 929 7 015

11 o] 1 9]l o] 21 | 748 | 21 | 799 | 20 | .009

12 B 15 .869 15 384 15 013

13 X 8 909 8 917 8 015

14 BB 16 854 16 872 17 011

15 Eg o]y 9 909 9 917 10 014
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The halo effect of luxury parent companies: Focusing on the case of Tiffany&Co.

of Al €, o 7 3
SO o FetY FUHISUHT MDY, BUUSHD R FHHISHUNZ D4
*

Sebin Lee, Kyu-Hye Lee
Master's Student, Human-Tech Convergence Program, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea
Professor, Human-Tech Convergence Program, Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea”

Abstract

Amid rapid technological advancements and significant changes due to the pandemic, the luxury sector has seen considerable
shifts, particularly in brand value and image due to mergers and acquisitions(M&A). Therefore, this study explores the impact of
parent company changes resulting from M&A on brand image especially in the luxury market from the perspective of the halo
effect. Specially, the case of Tiffany&Co., acquired by the LVMH Group in January 2021, is examined and analyzed by investigating
the social interest and keyword trends associated with Tiffany&Co. before and after the acquisition. Data was collected from 443
news articles through the Big Kinds news analysis service, and the frequency, Term Frequency-Inverse Document Frequency and
etc. of keywords were analyzed to understand the shifts in consumer perception. In pre-acquisition period, keywords about the
jewerly brand were mainly mentioned, indicating that Tiffany&Co. was positioning itself more as a jewerly brand and was known to
the public, but in post-acquisition, keywords related to the luxury brand and the parent brand were shown, including ‘Boucheron’
from the competing group Kering. Analysis revealed a shift from primarily being perceived as a jewelry brand to a more solidified
luxury brand, with stronger associations to LVMH and other luxury brands like Louis Vuitton and Bulgari. The halo effect was
evident, as the strong brand image of LVMH positively influenced the perception of Tiffany&Co., enhancing its brand value and
market positioning. This study contributes to understanding the complex impacts of M&A on brand image in the luxury market and
the implications of the study are as follows. First, M&As have profound impacts on brand value and image beyond mere financial

mergers.

Second, post-M&A integration strategies are crucial and strategically leveraging the halo effect can elevate brand value.

Key words * luxury market, halo eflect, parent company, brand perception, data mining
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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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The Impact of Men’s Age and Product Involvement on Clothing Consumption Behavior
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Abstract

The aim is to explore the differences in clothing evaluation criteria and management behaviors after purchase based on the age
group and clothing involvement level of male clothing consumers. The findings reveal that male consumers with high involvement
meticulously care for their clothing from purchase to post-purchase management, enjoying a proactive approach to their clothing
lives. In contrast, those with low involvement demonstrate less interest in clothing purchase and post-purchase management. These
differences in clothing shopping and management behaviors rely more on socio-psychological factors such as involvement level
rather than demographic characteristics like age. Particularly, highly involved consumers prioritize fabric quality when evaluating
clothing items and exhibit a high awareness and practice of laundry care. Conversely, low-involved individuals show little distinction
from highly involved ones concerning brand considerations and exhibit lower awareness and practice of laundry care. By focusing on
the criteria that play the most significant role in clothing shopping and the management behaviors after purchase, the study aims to
identify strategies to provide information and services related to laundry and storage, thus enhancing the convenience of male
consumers’ lives.

Key words = Clothing Involvement, Consumption Behavior, Male consumer, Clothing selection criteria
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E ATl Aold SHAEe ATEAA 54L Y
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[, Results
1. dddo W2 dMo oFAHHEE

So] Hojgh FAAuAE 20-30t(1=1149), 282 40-60tH(79%) R FEEte] AfolS dolH gt JEHINI|FS
Table 13} 7o) Ao wa} A0S FQA e F8o] 20-30th FAdl F9atA A vehd 383 A9stis F93 2}
o7} VFERLFA] it

<Table 1> HAMAH|AL Ay HEH & o[SHII|E 0|

B i -300] A -60CH A
SEEplE o i (3/9=1H14) “ bese)
AT 422 31(0.64) 4 12(0.73) 197+
RN 396 01(0.70) 91(0.77) 0.99
EHS 358 360(0 88) 356(0 80) 037
Hotgt 331 3.37(0.95) 3.25(0.84) 1.00
C| &}l 297 2.80(0.88) 3.04(1.04) -1.15
58 2|AHE HEo| HREHEZHAY, wr< 001, #<0l, +<.1
<Table 2> HHAIAH|X} o3 ZEh o ol Zgh W MErmR| 21X Fo|
2 20-300H = 40-600} =4
MEael dA/ed ° 894”14) 0(?729?9%)
MEFE| QlAl T 2.77(0.93) 2.67(1.05) 0.75
MEHRIE| AHE 2.88(0.88) 3.04(1.06) -1.15
58 2|AE HTol BRHEZHAY, wx<00]
<Table 3> HHAIAH|X} o3 FCH Y o BAE $0 44 Q0|
AEQ O = a(olA) 49(44.3) 34(38.7) 83
AFL: FHAN (P} 13(16.5) 8(14.5) 31
AEQol: ez} 20(20.3) 18(17.7) 38
Hojgol: A3t 15(16.0) 5(14.0) 30
Heolgol: Hgws 14(13.9) 2(12.1) %
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Blended Learning-based PBL class design and influencing factors

o738, ot7td? FLfok
stoboi st of Fstaf StEMFMAPAES? SottfE mjMLC| kel sl
Kyy-Hye Lee!, Ka-Young Ahn? Naan Ju*
Dept. of Clothing & Textiles, Hanyang University, Seoul, Korea'
KOREA FEDERATION OF TEXTILE INDUSTRIES, Seoul, Korea?
Dept. of Fashion Design, Dong-A University, Busan, Koreax

Abstract

During the prolonged pandemic, universities have increasingly focused on blended learning, which combines online and offline
instruction, to enhance educational quality while preventing the spread of COVID-19. Accordigly, this study investigates the design
of Problem-Based Learning (PBL) classes based on Blended Learning and the factors influencing their effectiveness. The research
was conducted with third-year students, marking the first implementation of a blended PBL course.

Text mining techniques were utilized to analyze unstructured data and extract thematic keywords, identifying various factors that
impact the effectiveness of PBL classes. The findings revealed that elements such as the structure of online educational content,
Learning Management Systems (LMS), interactions between instructors and students, collaboration among peers, and individual
learning motivation and self-regulation significantly influence satisfaction and learning outcomes in blended settings.

Importantly, the experiences of relationship building and team management in offline classes positively affected online PBL
activities, with effective communication playing a crucial role in the success of team projects. This research provides foundational
insights for designing effective blended learning environments and enhancing student engagement, highlighting key factors for the
successful implementation of PBL.

Key words : blended Learning, problem-Based Learning (PBL), educational eflectiveness, academic performance, text mining
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