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An Analysis of Consumers’ Opinion on Fashion Influencer using
Big Data
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[Abstract]

Unstructured big data from social media platforms can be used as a marketing strategy to predict consumer behavior using a
variety of analysis methods. This study investigated and analyzed the consumer awareness of fashion products specialized in
fashion among the influencer markets that have established themselves as cell markets using big data. A frequency analysis using
fashion influencer as a keyword showed that consumers are aware of text such as beauty, brands, instagram, shopping malls and
marketing. The results of the N-gram analysis, “SNS-product package” and “product-interest,” show that consumers are not only
interested in fashion influencers who produce products and sell on SNS markets, but are also satisfied. The result of the CONCOR
analysis based on the frequency analysis and matrix analysis has been divided into three groups, “SNS market”, “influencer

e-commerce”, “new influencer”, and the analysis of each group’s characteristics suggests that consumers are highly interested in

fashion influencers.
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Table 1. An Overview of Data Collection
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Channel Daum(Blogs, Cafes, Tips),
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Extraction Method

Textom 3.0
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Table 2. Frequency of 20 Keywords Table 3. TF-IDF of 20 Keywords
Rank Keyword Frequency | Rank Keyword | Frequency Rank Keyword TF-IDF | Rank TE-IDF

1 Influencer 1,6 11 2019 379 1 Influencer 1895.1 11  |Recommendation| 939.8

2 Fashion 1,085 12 Celeb 374 2 Fashion 1504.1 12 Celeb 929.4

3 Beauty 597 13 [Recommendation 366 3 Beauty 12414 13 2019 908.8

4 Brand 561 14 SNS 354 4 Instagram 1230.4 14 SNS 879.7

5 Instagram 560 15 Contents 350 5 Brand 1166.6 15 Model 870.6

6 | Shopping Mall 519 16 management 338 6 | Shopping Mall | 1140.4 16 Contents 869.7

7 Styling 504 17 Model 314 7 Styling 1107.4 17 management 866.9

8 Human 475 18 Nowadays 303 8 Human 1093.7 18 Picture 832.9

9 Product 446 19 Picture 294 9 Marketing 1039.8 19 Today 830.3

10 Marketing 394 20 Consumer 289 10 Product 1026.9 20 Nowadays 799.6
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Fig. 1. Word Cloud of Fashion Influencer
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