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Study on Recognitions of Luxury Brands by Using Social Big Data

Sung Soo Kim and Young Sam Kim'

Dept. of Fashion Design, Chung-Ang University; Anseong, Korea

Abstract : This study analyzes consumers’ preference trend, positive and negative factors in regards to luxury brands by
researching changes in the consumer awareness of luxury brands, preference trends and psychological awareness based
on big data to suggest a creative business strategy for corporations that can help Korean brands enter global luxury brand
markets. The study results are as follows. Preferred items (consumer) psychology, positive awareness and negative
awareness were derived based on the last five years of social big data on Korean consumers’ preferred brands. First, the
Korean consumers’ preferred brands for the recent five years indicated that Dolce & Gabbana (2013), ESCADA (2012),
Gucci (2011, 2009) and Chanel (2010) were most preferred and Prada, Louis Vuitton, Hermes, Burberry, Fendi, Givenchy
and Dior were also shown to be preferred brands. Second, bags (such as shoulder bags) were shown to be the most pre-
ferred items for luxury brand items that consumers wished to own. Third, it was analyzed that keywords for consumer
psychology in regards to luxury brands included: diverse, new, outstanding, overwhelming, luxurious, glamorous, world-
wide, famous, success and good. Fourth, consumers’ positive awareness regarding luxury brands included: diverse, luxury,
famous, outstanding, perfect, bright and luxurious. Fifth, negative awareness included: price factors of expensive, high
price and excessive as well as factors to be improved upon such as old, bland, flashy, crude, unfriendly and fake.
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Fig. 1. The advent of big data era due to the increase in the information
volume of the whole world. New engine for value creation, new
possibility of big data and coping strategy (2011), p. 2.
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Table 1. Yearly trend analysis of the public opinion and keywords based on social big data analysis

Year Image map

Keywords(Top 10)

2009

7| AR

ESNE

Diverse
Luxury
Success
Good
Luxurious
Glamorous
Elegant
The World’s Best
High-class
Grow

Image 1. Analysis of the public opinion (2009). http://biz.some.co.kr
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Table 1. Continued

Year Image map

Keywords(Top 10)

2010
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Image 2. Analysis of the public opinion (2010). http.//biz.some.co.kr

Diverse
Luxury
Famous
Good
Glamorous
Sufficient
Prefer
High-class
Excellent
Trendy

2011

.

Diverse
Famous
Good
Luxury
Perfect
Glamorous
High-class
Beautiful
Expensive
Luxurious

2012

G

Diverse
Outstanding
Sturdy
High-class
Famous
Bright
Laugh
Is excellent
Sophisticated Feeling
Natural

=) &3

EE]

2013

Image 5. Analysis of the public opinion (2013). http.//biz.some.co.kr

Diverse
Outstanding
Sturdy
High-class
Famous
Bright
Laugh
Is excellent
Sophisticated Feeling
Natural
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Table 2. Top representative keywords regarding trend of the public opinion on luxury brands based on social big data analysis

Year 2009 2010 2011 2012 2013

Rank Keyword Count Keyword Count Keyword Count Keyword Count Keyword Count
1 181
2 138
3 129
4 105
5 102
6 88
7 87
8 71
9 70
10 69
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(2011, 2009), Chanel(2010yS 7} Azalgom o] fow

Table 3. Analysis of yearly preferred and interested brands and keywords based on social big data analysis

Year Image map Keywords(Top 10)
PE
\ @z
. = =8 Gucci
wae &= Louis Vuitton
Prada
= e
- = e Nike
ED
FENDI
[ x= ] Levi's
[ won ] h&m

Image 6. Analysis of preferred and interested brands (2009). http.//biz.some.co.kr
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Table 3. Continued

Year Image map Keywords(Top 10)
— e X gz
&= Chanel
oz =B Hermes
=B 3 o = Gucci
=B Louis Vuitton
2010 - Prada
= — MCM
-a =B Givenchy
Dior
Sl = [ =] Ferragamo
Marc Jacobs
Image 7. Analysis of preferred and interested brands (2010). Attp.//biz.some.co.kr
- =R = Gucci
ooy i Prada
&3 o Louis Vuitton
== Chanel
2011 it A2 2 = FENDI
o == h&m
Hermes
== =3 Dior
e
=D Bean Pole
= Burberry
Image 8. Analysis of preferred and interested brands (2011). http://biz.some.co.kr
= =T Escada
o Marie Claire
== D @ Gucci
Louis Vuitton
2012 [ woris ] SRS = Chanel
=5 Prada
= Dolce&Gabbana
= Givenchy
Marc Jacobs
MCM
Image 9. Analysis of preferred and interested brands (2012). http.//biz.some.co.kr
= Dolce&Gabbana
Gucci
=n m Louis Vuitton
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Chanel
=D
2013 Hermes
ule SIME SR
== Burberry
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e ED ] Hormiga
- Givenchy
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Image 10. Analysis of preferred and interested brands (2013). http.//biz.some.co.kr
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Table 4. Top representative keywords regarding preferred and interested luxury brands based on social big data analysis

2009

Year 2010
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2012 2013

Rank
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Table 5. Analysis of yearly relevant products and keywords based on social big data analysis

Year Image map

Keywords(Top 10)

2009

Accessories
Shoes
Handbag
Bags
Automobiles
Clothing
Dresses
Coats
Cosmetics
Suits

Image 11. Analysis of products (2009). http.//biz.some.co.kr
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Table 5. Continued

Year Image map Keywords(Top 10)
B e
=
&= [ 2= ] Accessories
=3 GED Bags
== Perfume
3 aw) Handbags
2010 & g == OIJIZV;;E;
B -
B — = B Clothing
=B &3 =B Dress shoes
Jackets
P I o] Walleis
Image 12. Analysis of products (2010). http.//biz.some.co.kr
P =3
=3 Bags
E&ED &= Clothin
— =3 g
=D Dress shoes
=B E&B = Handbags
2011 Petas | Shoes
-2 m il Coats
Heiza EE Accessories
= =3 Dresses
=3 =B Jewelry
E=D Watches
Image 13. Analysis of products (2011). Attp://biz.some.co.kr
] D e
=B — = Bags
&3 Clothing
=N | [ sa= | Cosmetics
[ s ] i~ Accessories
2012 m m BiMa| 2Rs m Handbags
oy
=3 == Perfume
[ =3 [ | s Dresses
e [ ol ] =E Footwear
=B feans
(s | Fabric
Image 14. Analysis of products (2012). http.//biz.some.co.kr
&=
&=m Jeans
&= ¢ Bags
= e Jackas
& [ ace | Accessories
2013 ] =B Handbags
in ] Clothing
oSk Cosmetics
&0 Perfume
= Eﬂlﬁ
= unglasses
=B Sunel
Watches

Image 15. Analysis of products (2013). http.//biz.some.co.kr
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Table 6. Top representative keywords regarding yearly relevant products based on social big data analysis

Year 2009 2010 2011 2012 2013
Rank Product Count Product Count Product Count Product Count Product Count
1 Accessories 23 Accessories 76 Bags 55 Bags 76 Jeans 165
2 Shoes 19 Bags 68 Clothing 38 Clothing 31 Bags 112
3 Handbag 18 Perfume 41 Dress shoes 24 Cosmetics 30 Jackets 97
4 Bags 18 Handbags 29 Handbags 22 Accessories 27 Accessories 45
5 Automobiles 17 Jewelry 28 Shoes 20 Handbags 25 Handbags 44
6 Clothing 13 One-piece 26 Coats 20 Perfume 20 Clothing 39
7 Dresses 13 Clothing 25 Accessories 20 Dresses 17 Cosmetics 32
8 Coats 12 Dress shoes 21 Dresses 17 Footwear 16 Perfume 28
9 Cosmetics 11 Jackets 20 Jewelry 16 Jeans 13 Sunglasses 25
10 Suits 10 Wallets 19 Watches 16 Fabric 13 Watches 20
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Table 7. Yearly relevant psychological analysis and keywords based on social big data analysis

Year Image map Keywords(Top 10)
== mmmm =5
New
sieiet e X Diverse
R B ‘E = Luxur?/
CERgy 2om Worldwide
2009 [ cizec | Success
ER gy [ s=ec | Enormous
[ == [oisa | = Good
«n SSBgry 00
=3 = =3 Represent
i Luxurious
R - Strong
A1

Image 16. Psychological analysis (2009). http://biz.some.co.kr
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Table 7. Continued

Year Image map Keywords(Top 10)
E
o B g
220 = =3 Diverse
s = New
ez D Luxury
ca & oo Worldwide
CEs chEs
1o =0 T =0 Famous
=3 == Good
gFsicH -
=3 — IR Representative
B =3 Glamorous
suci san Enormous
T Sufficient
Image 17. Psychological analysis (2010). http://biz.some.co.kr
=)
o =
— D == =3 Diverse
R e New
=» = Worldwide
= «B s5u Famous
=
R e Good
2011 = : -
R @ o o = Luxury
e =3 Perfect
== mm = Glamorous
amsict Genuine
High-class
Image 18. Psychological analysis (2011). http://biz.some.co.kr
=B
-
=T == Diverse
Fr m m New
) =B Overwhelming
=3 & [ P e Famous
m oE
2012 == - Worldwide
€8 gy = == Luxury
=B =B Perfect
== High-cl
= O igh-class
== = Good
=m Glamorous
Image 19. Psychological analysis (2012). http://biz.some.co.kr
E=D
E=D
=n = Diverse
=2 = =2 Outstanding
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Image 20. Psychological analysis (2013). http://biz.some.co.kr
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Table 8. Top representative keywords regarding yearly relevant psychology based on social big data analysis
Year 2009 2010 2011 2012 2013

Rank  Psychology = Count Psychology Count  Psychology  Count Psychology Count Psychology Count
181

138
129
125
105
102
92
88
87
71

Table 9. Comprehensive analysis of luxury brands and keywords shown through an analysis of social big data

Year Image map Keywords(Top 10)
=]
= B
LESJ=3
] == gm e Fashion
_ -m Design
== R New
il e Store
- .
e - Eiujz) s Designer
2009 =D
= e Product
-
[ =3 Collection
Luxury good
[ aze | Y Diverse
= Consumer
Image 21. Comprehensive analysis (2009). http://biz.some.co.kr
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Image 22. Comprehensive analysis (2010). http://biz.some.co.kr
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Image 23. Comprehensive analysis (2011). Attp.//biz.some.co.kr
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Table 9. Continued

Year Image map Keywords(Top 10)
i Fashion
h = o
x = N N aom =3 Diverse
—ER TR «m Luxury good
2012 o Product
HE il - w=w m Market
D e o &= New
Style
=0 = Charm
] Designer
Image 24. Comprehensive analysis (2012). http://biz.some.co.kr
g = Fashion
% Product
o Design
= [ue | == Luxury good
= g S G Style
2013 —
e = High-class
=3
o ! Detail
=B =B = Designer
== = Diverse
=B Dolce&Gabbana

Image 25. Comprehensive analysis (2013). http://biz.some.co.kr
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Fig. 2. Representative relevant keywords for 2009~2013 base on social big data analysis. http://biz.some.co.kr
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