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Abstract

Laundry services are becoming more specialized and diversified. Therefore, this study
investigated consumers’ perceptions of professional laundry shops by analyzing social
media data. For this purpose, text data from blogs, cafés, and Q&A sections
(‘Ji-Sik-In’) on the portal site, naver.com, was collected. Sixty-four keywords were
extracted from 2,213 social texts and transformed into a one-mode matrix using
KrKwic, a program for the analysis of Korean text. Semantic network analysis was
conducted to understand the network structure and the results were visualized using
NodeXL. Keywords included fashion items and materials that require specialized
professional laundry services, words related to the establishment of laundry shops, and
laundry shop brands. Essential keywords of professional laundry shops included
‘luxury,” ‘footwear,” ‘removal,” ‘bag,” ‘leather,” ‘sneakers,” ‘padding,’” ‘premium,” ‘dye-
ing,” and ‘franchise.” These results could be used to deduce that consumers perceive
a professional laundry shop as a franchise shop offering specialized professional
laundry services. A cluster analysis was conducted to identify the types of consumer
perceptions of professional laundry shops. The network was divided into three groups:
‘specialized professional laundry service,” ‘laundry and repair of winter coats and
jackets,” and ‘the establishment of a professional laundry shop.” According to the results,
consumers perceive professional laundry shops as franchises that offer specialized
professional laundry services rather than general laundry services. Therefore,
professional laundry shops need a strategy to develop special laundry services that
differentiate them from other companies and communicate with consumers about these
services.

Keywords: professional laundry shops(AEFFEE), consumers’ perceptions(22HJRF 912),
semantic network analysis(2/0] YIEYZ F4)
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I. Introduction

AR QRAIES] FulE ZAAshs AR
o] Q& AZHEt gt ojRE 28 & | SfoF 5t
D2 YRAEY &Y P52 LvAY AZolA
WS- Fasith £3] AE2 ARAE ¥ BF F
2 HsS AASkL gloH, Al welel 7]e W
S ARA @7go] Hsljtol whet Al ke oA W
Slohe= Hgg HAoh Aok Egol o3t sS4 &4
g o|% AVNE7] B, =Y Ag7] tssh 127
ot 7188 oF w7l o= 7HA] Z]&o] TSt
of Wt 78 W AlErds2 Al&siAl wakstar Qi

ATt BT AL Al Ao 27108 A%
Moz ATHT Ak APPIAY ASST 2 B5
of tgt A-L(Kim, 2015; Lee & Lee, 2007; Lee, Lee,
Kim, Kim, & Lee, 2004; Oh & Yu, 1997; Yoon,
2006)% A=} AH2 o] g7} TAdte] TAgst L]
A BAES & AF(Kim & Yoo, 2017; Lim &
Song, 200 & IA Uz 5 St A Ao =
A Y 7 Ae A, THAEEEARE B
T Ao "Wl 2 s 7Y Wi AgET Al
g Hqu|AZ o]&3H= Ao F YERETHKim, 2015).
oj2{gt HIl= Al ArAdo e HkE A,
Al AAFho] dFEoIAE 71&9] Algtasol At
7143}, Zfizto]=8}slA| H= A717F EaL ok Al
o, HeY 59 o]Fo® Mg AH|A}]o] o
FIE L Q= AROA, A AlE ArjAo] ko
29 TG4 F83 HEY /3] 2 A=
AESHAT Agr Ar|Ae B A= me F
ok Aotk whEtA & As A dutelE T gl
Al ol tisf 4xHlARSo] olEA A5k QL
A5 doRFo g AHAL] &30 Rilsh= A
A A Mu|A0) Bk AAISHaLA; St

T

20 e J
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Il. Literature Review

gt AFE A7HY] 520 ulet AmEd
AlE717t 2AZ oz BFE7] ARG 1980
olE AlE7] Bf $£58 vEsto] Alg Aeig got
£ A7t 8H o2 o] Fo)FHH(Kim, 1984; Lee &
Choi, 1984). 19901 tHoll &= At 340l Tt AH(Choi

AR e AulAt Q14 AT R

& Kim, 1997; Yu, Oh, & Cho, 1996)E £4]0 2 A
A|(Kang, 1995), A-GA1E #F¥(Bae & Lee, 1994)
s AlErE BEE E 9 ARAQ FAEC] AFESIA
o} 2000 o] o= Al Bsoll et A& A
“F(Bae, Cho, & Park, 2001; Kim, 2015)%} tj&o] F
AA AErZA(Kang, Jo, & Kim, 2003), . F3¥Eof w
£ AIA£7(Choi & Kim, 2014) T SFAES] 27
oF AH|R}F A2 Fof gt A7} o]FojA| 1 Ut

AlEr719] 7]&o] THsiee= oA AlE]o
gt EUE A2 & a8, 74, 971 59 AT
of tigt F&o]Ath(Choi & Kim, 1997). =41 H|&
AH|AEO] AIE7] Y Al S8AI5HE 8452 Al
g7] A71m A%, A5 Vs, 2 BT 715, Al

(Yoon, 2006), A[EHE 2 sfof sH 9 - gobil
Aol At Alo) 283} Al A7k, o] Al
AARA ghe Aol cis) Bk} vgo} STt W,
A 9 256 fhat £u1% 877 Bohrhlee &
Lee, 2007). AlT) 749 49} A7 $90] T2 A
g P50 Aol AT Kim(2015)2 2 15 7
B9 0] Wsh 2419 AE7] S50l et A W5
o getAu, AE7lols Be )srrks 7 747
=40 s 27} 7)%0] Wasithn sett.
avel PE AE AEs Ex A AuAS
AR BRE ATE A9 glou, Iy AE B
AFolN HEHom AR A AulAT dFE
oIt} Kim(2015)9] Alet 9% AT HE Ats
£ o83k 97t A SuAY 10.1%e Aoz
Uehta, 53] AEY 47t Be4E AE Aga
o] 880 & O Uehth. Kim(2017)9] &%
7R e APolA A AulATE 20079
2016711 20092 AT 98 HF Aulzt ]
A A9 249 B 3%:90] L2, At Aul2o)A

HEHE Wavt e wee & 4 Utk

=

. Methods

1. Semantic network analysis

NSRS 7b9] AW 7E, WA 94 & B
2 HEE 248 YEYD AUAGNS)E $8L
B} AL, B, St Aolth(Oh & Kim, 2014).

ol 10
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AH|AE2 SNSE B3] AlF9] 45 ¥t AH]
2 5ol digt 3718 H3H o2 nHstEA BES
ot ERRIS] H7tE HFHoZ wkgsto] gt

A oAAA o] S851T 9t Ahn & Lee, 2016; Jang
& Noh, 2017). Tebs] SNSAS] ElAE Hlojejel 7]
N2} 92 5 B 54 ABol A2
A Q14 9 WHOlARE Als] wAe] WA
sjotgt 4 9lowi, oleigt olf2 SNSO| HAES 2
43t dole1So] 7 Gt 2u]zte] SIApAGTA of
A &&= QIthJ. H. Lee, J. M. Lee, W. K.
Kim, & H. G. Kim, 2017).

oJu] YIEY T X4 (semantic network analysis)<
B4 dolHel GAES TS oS 79 B
AZ == YMEHIE Sof 92E7 Yel=
oS siAMsh= W olt(Lim et al,, 2017). AFEE
Kole] YEYTE merstol A5|H Polot AR
Aol= A4 YEY A E4(social network analysis;
Mitchell, 1969y A4 E]AE0] 283t A0 &, oju]
YEQDL B4 B GAES B Hd 63
9 dolee] 283 4L o qusie 5 A,
ofRE 7o) BAE W S0l FE3Het0] WL
jost 4= QIth(Kim, 2011; Park & Leydesdorff, 2004).

g ARz AE = ‘:]roh’]‘ Hofo A A4 =EA
Eg 24517] 99 ofu] WEYDL 24S Bt
QlOo™(e.g., Holzen & Meier, 2019; J. H. Lee, J. M.
Lee, J. H. Kim, & H. G. Kim, 2017), {A A= &
4 gaeo) b YEYD R4S S Y AR
@ AjElso) dfe 481450 A4, A W, E
W= WS 58 Yol dFEo] Ao W
1 QUth(e.g., An & Lee, 2016; J. H. Lee, J. M. Lee,
& J. H. Kim et al., 2017; Zou & Peng, 2019).

webd # ATONE 44 PAES BHoE
Hoz ofn] YEAD R4S TR, AAR
42 olgehe aulEel 4ol thete] ot
990 cheol AvEAE AFsech

ATEA 1. AEAER B WA of9)g Foprrt

ATEA 2. AARHC] that L% 419 Y
E93 729 & o
A4e gobrct

A7EA) 3. AR WEgac 39 YEgas

ox,
_|01'
o
2
o

o - olF3l 109

B3 &nl% 914e] 43 Fohrel,
2. Data collection and analyses
B dA7E AEARHE olgsh: 2u4EY

Alof| tis] gotr 7] fish thEAQl ZE Ato]EQl Y
o] (http://www.naver.com)Ol| A 2016%1 11€5-E 2017
| 1097k 137 ‘AlSAE 08 AMNE = &4
HaEg 47 garew 4Hat. 44 21
133]'7] -r]? } ZALE H|o|HolA A&
9}54 7198 AlEF AR A A

101.

o o my g

b}

o

=~
B‘:
nm,
L

ol

o 1%+ ek debA
a7} Q4 oS
) st 7&&101 ‘Aﬂﬁ o2 s
oluie] HA FE|TE B AwArE0] WA
1, 7, RHU) A8 GAES $HHARCH,
olufol 4 TS 74 shelo] BAIHE F A%
I i B2 24 99z et A= 32
gigoly 4 £F 49 g AE(Textom)S &-23t Y
IAEYS & © Oﬁi‘:} HAES Ssols 7|5t
o=z HHolHE 4, %
NZSHA & 5 A= Q?Jﬁlgi &%01011 ﬂxﬁﬂr
Hol et EZF FFAHEHFAVIEAI(TTA)Y GS
(good software) A5 BESIO 2 7|57} AFA
& g}, olg Ve SheiEo] A SV
QJthJ. H. Lee, . M. Lee, & J. H. Kim et al., 2017)

o) =T 24 §i8) Bl ) of) 22 2
P A =2 A KrKwic(Park & LeydesdorfT,
2004)7} YEQT B4 9 Azks} T2 79l NodeXL
2 AHg3teIEt WA Kekwiog ol§3to] 408 44
YAEOA olfiE FaaT 22 A off &
oA olnHez F8ui] ol ASS AATL
oJu7} FREE RS FYHE A4 HEL
A 5, 29 w0l el o4l oja)2 Agelsih 4
Qe GAE YolA 84l ojfiEe] T Edal: v
of 54 29o| VRS volslo] Fukek Y= o)
EYAE 745191, NodeXL Z2IHE AE-510]
FE HlolHE &4 st

HEFA E&E= YEYTY Ui (density),
HA 131 =E(node)S9] AE A% (degree)?t
A (centrality) 52 92 Fxo EAL Telsy| Hal
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AH8-El= Z]Fo|th(Hansen, Shneiderman, & Smith,
2009). HES A dx(dddE)= AA HEYAY
E4E Uil ARE, YEYIE F45t= AA|
L5 7He] BATE duptg 21EsHA A= QL
E71E 9ugit) ‘e EE 71o] RE JEs35F AZA(link)
o tin] HEYA A9 42 =2 o, 094
1 A}o]9] ghe 7HAth EE 719] dZdo] E4E
1] 7te ghe HAE, B 245 wESo 4
& WPl AZEHol Yo} WEYA Bk 72
£ 7} tH(Lee, 2013).

w29 QgL ofulshe F44 AR 5 923
= S (degree centrality)2 Z+ E
% YollAl the wEST duht B
A=7He HHEe = o S4/dolth HEYA oA
o 157} 91 TRt BE 15| 0} AA2 912

B LE 50 e ouisiug, ABHE F440]
s U2 i_EJJr AZEo] HEHA AolA F
Bt SIS 2= QT Won, 2009).
HIEXA 2 B/ loiAl Hi7R
Z41 4 (betweenness centrality)2 == 7F AZ29] X
o 42g JlHoR, 54 LEs} gE L 4 3
o FE2Aol Hol EATFE HEALlAM FaTt

rlo F

<Table 1> Frequency analysis results

awo] e Anlat A4 g R

T2 Zlolet 7PYelA e Afdoltt. HES
ol Al vl Sjate] AEg tehe, 5%
95t BE L E BEQ ok A2 & EF
e AY AR 1Ee B GaRt
F&E tH(Won, 2009).

AT YEYL] EHL TorstL, 1 o
A1) S HEAD A=, A olHEY
AE9l ZF 039l QA4 9 oS gotH =
Y= 44 L o) B4 52 9
Avte] A3t 2 EAL B3 39 =
g gohown F4 olFE 119 AZ 72

wotagict.
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IV. Results and Discussion

1. Keywords of professional laundry shop

AR o] gt 2213719] 24 EAECA %
14865719] 01317} T2 E AL, 1 F Z@UE 30
8 o2 712o= WA o7 eahE HEHo=
%&819ck(Table 1). A0 Aeh2,0347), HE
(139073 &l FAE14TAY 7 Eol
QIFE o]7]9l ZOF Ukt E SEAK8387),

Frequency Number of words Keywords
Over 2,000 1 Laundry
1,999~1,000 2 Car seat, professional shop
999~500 5 Luxury, baby carriage, padding, establishment, sneakers
-2) e 2 .
499-200 3 Clear.l i¥, sterilization, footwear, bag, WASH WELL", premium, leather,
bedding
Dyeing, removal, customer, stain, little capital, process, cleantopia“),
199~100 14 . . . . .
launderette, relief, service, mould, hat, picture, parcel delivery service
99~50 13 Franchise, repair, care, visit, fur, exclusive, after laundry, information,
phytoncide, receive, CANADA GOOSE®, nationwide, laundry program
Parka, shoes, Moncler®, Moose knuckles”, clothing, direct, popularity, cost,
49-30 )1 shopping district, Stokke?, general, GUCCI”, young man, franchise cafe,
enterprise, center, promising for women, office worker, procedure, financing
terms and conditions, neutral detergent

9 Professional laundry service brand

® Fashion brand

® Baby carriage brand
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G (7107), 252K5287), Al(33470), 7FH(26771),
712(21971), ©12(2017), BAH(1077), B (827) &
NN Aol olPAL it e ABE EE 4
A B ojFisol A9 MER eyt Tg BE
(0427), Ze|uQl(2337) 5 LELL ofulshe o]
o AF#(40470), BA(1937), AA(127), S2(1277)),
Ho|(1087) 5 ArlA0] $5 B o]F), Lolo]
(@457]), YIA1D(2537]), TAEToK(1167)9} 22 A|
SR HAS So] 1008] o4 SATE A9 ML)
19EQl Ao ehdth o Bz #<1(5927),
AAE(1237), ZeHo]2(997) 59 olFE 5
AR ol e B gl 4+ ot

2, Network structure and centrality of keywords
A e B 64719 HA of9]= HEHAL &£
A& AAstaL A1k} shlthFig. 1). A4 oS5
9947119] AZ-E 7HAAL QloH, YIEQA W == 7t
9 92 AEE HojF= HESA Yx+ 4360|th
HEQA 32 oA & o530 B2 A2 &
AE 7HAEA SHAA AAE AAsHE A2 =

S0l B2 A9 17719 FA olfl= A, Al
g, BFE, AL AA, A, 7R 71, A, Alg
A, 250k W, W9, e, Zejuldd, 9, A=

o]th(Table 2). IEYZ T2 FAo ojA ui7 &
o] A=E Uetii= vl S48 AR A9 1774
olFl= HEA, AlE, AulA, A, BE, A, JH,
7V, ZRpo| 2, AA, 53}, 719, 1A, AlgA
2, ZEu|dd, Hd, 7Bgolt. wiA S48 A9l o1
ot AARE 473 9] ©ol7t A FAFSHA Ut
AR, R, g, G4, d2 AAFE F440

d

2 o) Aok 53
B AE Al AHAE AT TaRol 2z 914

SH= PO AT & Qiok

3. Types of consumers’ perception of professional
laundry shop
HEYD WolA fAH Ak olFEe] AdwA

phytoncide
Stokke
Cleani
launderette
little capital
process
baby carriage
shoes car seat iy
cost

befor laundry
after laundry after laund|

.xc.turo .remcval
stain bag
. cuslum'
fur . leather

sneakers

care

- luxury

ain,
hat dyeing

direct

receive .
WASH WELL
padding

e 9%

knuckiesaycel

Moncler CANADA GOOSE

mould,
sterilization . bedding .

repair clothing

¢ 0 - @
visit footwear . .

sxclusiva.

Da'gealr%gtvw nationwide

promising for
women

Cleantopia

procedure
enterprise
young man office worker

i i financing ferms
prof :ﬁosgna\ establishment JA=ps Q9 T

information
frandchise cafe

senvice franchise
eneral :
2 relief
shopping
popularity district

neutral detergent

Created with NodeXL Pro (hitp://nodex! codeplex com) from the Social Media Research Foundation (hitp-/fwww smrfoundation.org)

<Fig. 1> Network of consumers’ perception of professional laundry shop
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<Table 2> Top 17 keywords of degree centrality and betweenness centrality

Rank Keyword Degree centrality Keyword Betweenness centrality
1 Professional shop 1.048 Professional shop 331.817
2 Laundry 921 Laundry 100.218
3 Luxury .825 Service 58.710
4 Footwear 746 Establishment 54.860
5 Removal 730 Luxury 43.631
6 Customer 714 Footwear 41.534
7 Bag .698 Information 37.519
8 Leather .698 Leather 35.347
9 Service .683 Franchise 33.070
10 Laundry program .683 Removal 30.223
11 Sneakers .683 Sneakers 30.139
12 Visit .667 Enterprise 25.825
13 Padding .667 Customer 24.928
14 Parcel delivery service .635 Laundry program 23.728
15 Premium .635 Premium 22.156
16 Dyeing .619 Padding 21.207
17 Nationwide .619 Bag 21.048

TFE F= FHEAS Clauset-Newman-Moore
P EZ AREsto] AAIRE A3, 3719 59 U
AkFig. 2). Al 17 5 4L}
IF(AZ2YE 6262 A, AH|A, W
Apo|=, A-EToL, K, X, H]g 59 ofFE +
AElo] ‘AEgHE" Y T ?l“oi T} = .
Tho = AAYULErt 63791 152 AEH, B9E, Al
A, 14, A, 535L 7H, FHAE, %EX} T AT
2l A=t /‘1‘3]/\7]’ 8AEE F5E0 A2 *ﬂE} A
HV\«] Tl B3 Tdo|E o]FojA qlof, ‘EH

B AE Au|A’ Jq-aq 0]4]Q]L 3}oIgt 4= oh:].
@@57} 7P =2 OAF(AZAYE 7142 ‘i
o], AYtttA, FAYE 5 9 T™ 1:}019].
‘my, A, G, M 59 ojFES 9 ALE
o}-9-B 9] HFEA 2 /\ﬂE} 9 ] A A7 A Hof
Agle] gHjE S5l o]FolA 1L tte Ae HoF
‘A oF-H Al 9 o tigh Ql4logtar g
At}

g e

L
—
T
e

o] Aulo| A AT 4 Sl BolHL2 AHAEH
Bi=9 IF | e

14 YIEYF o= 37H94 Alerd
A”oto], ZAEToh7t EAsh=H,
7 AR g2 IF0 &3] Stk <37oto
Af Alg Aula 50 23E o] FHA
b, 4l B3 2 JEAEE Ho|
EfL}, AH|RFEo] ‘A ”otoE A}

=271
Hio

=

_I:Llﬂié
N
r lo | ro

o

d

> :
Jlu

o do i |z
K o
ks r% I

r,

o it >
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>
weOR(m
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R R A A0 S50 UER ANG
9lgol SelE et ‘YAD L AL ot oE] At B
#e] 28] mgElel ‘WE, WY, Tefo)y, by

53} £ AQYEE Holn gonz meuy 1
9, BE P 5ol BokEl AuAs AT HAE
2 QAFL Ao B 2 ot} ‘FYETopPL et
AR B g0 Eelo] U LB, o2, %
W 53 AiHoR B AAHEE AT 9lo]
A, AvE0] ‘AUETobE Ele} ofo] E5}
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Drocedura' randchise caf
" ] enterprise
inancing terms
phytoncide and condiions prorn|5| nq for .
. . popularity
Stokke center
franchise [ ]
I‘\lﬂ_%al
I
Jound man office worker stablishment P
/ : premium
. information
|Eundry cost
et B
. general
. after laund service
stain
Gucc . o Cleantopia
dyeing professional
shop
g . = process ’ clothing
| h
"00“”95’ uxury. . neutral detergent
sneakers customer Picture ’
repair
. . direct .
parka parcel delivery
receive !
service
feter vt WASHWELL @
bedding nationwide
Isundaratte. Moncler
ba{:r \aundry shoes CANADA GOOSE @33333
Created with NodeXL Pra (htip:/incdex] m?eplex com) fram the Social Media Research Foundation (http:/iwww. smrfoundation org)
<Fig. 2> Sub-network of consumers’ perception of professional laundry shop
=L A= S (el o]
Qaak A} cBo] Aol et BAE %32 B Al Aula, Ag ofE Al U B, A
L 2 =i = 5] 5]
ehie 2%z 2 5 oo £ 3900 Al 1goR FREAG. £ vt
HH O = = = =
BES AgNEY HA=S0) 47t Oe dgow
H = v
V. Conclusion ZopHA BHE Higt 4o ZpolE EAth= Hol

AFE 44 HaEg o) YEYD BHL
o AgARAEe] oe anlkte] QA S4L 4
A7 2213709) 44 H2E0A 308] o]
= A3 647l Y ol3E &SI, WEND
2 58 Agselech. 1 23k A80lgl A,
A ool WE, A AA, 24, b, 4z 25
B4} Eoua YESIZA STt o
2 Bk 94 oFlz WaAeh A % welot B
sfe] v el AlgERTh: Sokel AR Aulavt
3 B2 L &4, 999 7 5ol 72 529
41T 4 YT, B WA olFIek AAEH
EEE 94 olgld] Eg
o ejg vl QK9] YT B4
sfotsty] Slste] 2AEAS AAIG A, “S3kE A

o A oZ: & o
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)
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o}, Zelofe] = Aot B uA % FHIE A
gl Sobgl BAEE, QAL S weln)g B,
F 7V 59 Alet 9 gelo] Sotel BAEg, a9
Evlopt 253} ol Ago] Sotg BAlsolxt w
& olulxl, Hhol e Bal Fol WA ekt
AUAES ASAEHES YA Arcie 5
shel AR Al AuAE AFohs Loz Q)
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