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Analysis of differences in attributes of eco-friendly fashion products

using big data analysis
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Abstract

University”

Awareness of environmental protection is increasing due to climate change. In various fields, companies are also making efforts
to protect the environment. However, even though consumers have a positive attitude toward eco-friendly products, it does not
lead to purchases. Therefore, this study aims to analyze big data by selecting two brands that sell the same product with an
eco-friendly concept. We would like to check the attributes that each brand wants to emphasize and consumers’ perception of

them.
To select a brand, ‘knit bag’, which is highly recognized among eco-friendly fashion

products, was used as a keyword, and the

search channel was N Company’s news and blog. One year of hig data was collected through Textom, and the two brands A and
B that showed high frequency were selected. Collected big data on the two brands’ ‘knit bags for the past year, and obtained the

frequency and centrality coefficient.

In terms of frequency by channel, A showed more in blogs and B showed more in news. This means that A has a lot of
consumer purchase reviews and promotional posts from bloggers, and B has a lot of articles and press releases. For A, product
attributes were mainly mentioned, and for B, eco-friendly attributes were mainly mentioned. Common words for A and B include

‘Dleated bag’, ¢

eco—friendly’, and ‘shoulder bag’, so they seem to emphasize similar attributes, but according to the frequency and

centrality coefficient, eco-friendly attributes are emphasized more significantly in B than in A. A is mentioned in B, but B is not

mentioned in A. It can be predicted that consumers who prioritize eco—friendly

attributes also consider product attributes, but

consumers who prioritize product attributes do not consider eco-friendly attributes. It can be seen that this is a result of the fact
that even for the same product, the values pursued by each brand are different and the direction they seek to appeal to consumers

1s also different.

The implications for companies that launch eco-friendly fashion products are as follows. First, the direction of value that the
brand seeks to pursue must be clearly identified. Second, you need to decide which attributes you want to target and then use

marketing accordingly.

Key words : eco—triendly fashion products, knit bag, eco-fiiendly attributes, product attributes, data mining
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