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Abstract

The purpose of this study is to find trends in new media fashion content by
analyzing the fashion content of the official Instagram accounts of domestic
fashion magazines that are being transformed by digital media. The framework
for these analysis of fashion content type and methods of production is based
on one used in an earlier research project. Empirical analysis is conducted on
Vogue Korea's official Instagram accounts, using the highest number of major
views as the secondary measure of interest. After screening for fashion content
in posts on the Vogue Korea account for four months, 291 short video
postings were extracted to analyze the number of views the postings received.
The results were categorized as ‘star, ‘show/exhibition’, ‘product’, ‘shop’, ‘fashion
film’, ‘designer’, or ‘event, included in the data are the number of postings by
type and the number of views by post. Based on the characteristics of the
creator and the editing, the posts were classified into ‘professional production
highlight, ‘professional production private’, ‘UCC or ‘GIF videos, the number of
views per post were also collected. The research results show different levels of
interest depending on the type of fashion content, and also on the way the
videos were produced. The study also investigated how the combination of
these two factors affects interest. When producing a new media fashion
content, combining a ‘star’ type post with ‘professional production private’ video
content was most popular. The selection of production method is therefore
important even given the same type of content.
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Table 1. Descriptive Statistics of Post Frequency and Views according to Fashion Content Type and Production Method

Type N M SE MR
Star 106 46707.83 5503.098 203.34
Show/Exhibition 66 18556.89 605.724 97.70
Product 51 20385.94 860.710 128.73
Fashion
content Shop 7 24768.86 6800.376 137.86
type
Fashion film 39 20461.51 1472.367 110.26
Designer 1 23977.09 3926.425 130.32
Event 1 20769.82 2795.360 110.91
Professional
production highlight 103 23397.82 1321.095 136.80
. Professional 39 41059.95 7068.010 200.15
Production production private
method
ucc 74 40346.64 6984.367 158.49
GIF 75 22428.01 1844.722 118.15

N=Number, M=Mean, SE=Standard Error, MR= Mean Rank
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B Ade A8 AF stolgtolE FiAe] AXNE HIE EYEE  Kruskal-Wallis A4 23 pgrol .000(x* =
(n=103)7} 7F& &9k, GIF 5940=75), UCC 94 82.504, dF6)o=2 T ez 3o wet FAE Zo)s}
(n=74), AE7F A ¥l 590=39) £o=2 ebt Ae AL ALt ofE FEzte Apol7t e 2] Lot
Apa] da2 239 AXES] 23S Pdede ARt B7] 95 ol s HASIEY, A8 59 vs /A4 F
AR HZA(mr=200.15), UCC(mr= 158.49), A7} Az g, fA"E 59, AE 59, oMIE §99 {9 FEol
stolato] E(mr=136.80), GIF(mr=118.15) =22 Utepgt}, ol 05Kt o TAES] Zpol7t gtk APt =
Z5]tH(Table 2)

1. w0|clof ojd 2&= FHO| WS SNSAFEAL Frjtie] M Zelzo] G wt BT Zfols Hhel

ZHAE 30| B AT Ak AFgAE] AAAQ FHE AlTsHE &

Table 2. Multiple Comparison of Independent Sample Views by Fashion Content Type

Sample1 Sample2 TS SE STS p
Fashion film -12.552 16.996 -.739 1.000
Event -13.205 27.405 -.482 1.000
Product -31.021 15.689 -1.977 1.000
Show/Exhibition
Designer -32.614 27.405 -1.190 1.000
Shop -40.153 33.449 -1.200 1.000
Star 105.635 13.194 8.006 .000%*x
Event -.653 28.728 -.023 1.000
Product 18.469 17.900 1.032 1.000
Fashion film Designer -20.062 28.728 -.698 1.000
Shop 27.601 34.542 .799 1.000
Star 93.083 15.760 5.906 .000%*x
Product 17.816 27.974 .637 1.000
Designer 19.409 35.881 541 1.000
Event
Shop 26.948 40.685 .662 1.000
Star 92.431 26.656 3.468 011*
Designer -1.593 27.974 -.057 1.000
Product Shop -9.132 33.918 -.269 1.000
Star 74.614 14.340 5.203 000%+*
Shop 7.539 40.685 185 1.000
Designer
Star 73.021 26.656 2.739 129
Shop Star 65.482 32.839 1.994 969

*p<.05, ***pd 001, TS= Test Statistic, STS=Standard Test Statistic
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Fashion Content Production Method

Sample1 Sample2 TS SE STS p
Professional production 18.643 12.773 1.459 867
highlight
GIF ucc 40.340 13.788 2.926 021+
Professmnql production 82.001 16.613 4936 000% %
private
) ) ucc -21.697 12.823 -1.692 544
Professional production
highlight i i
gnlig Professmnql production 63358 15821 4005 000+
private
ucc Professional production 41.661 16.651 2.502 074
private

*p< 05, **xpd 001, TS= Test Statistic, STS=Standard Test Statistic
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Table 4. Analysis of Post Frequency and Mean Rank of Post Views according to the Combination of Fashion Content

Type and Production Method

Production Method Fashion Contents Type N % MR
Star 62 246 140.91
Show/Exhibition 25 99 77.68
Highlight
Product/Shop 46 18.2 93.65
Event 6 2.4 77.67
Star 55 218 193.67
Show/Exhibition 41 16.3 80.94
Private
Product & Shop 12 4.8 159.00
Event 5 2.0 109.40
Total 252 100
N=Number, MR= Mean Rank
230
200 193.67
e 59
. - il
U ] - o
a0 S e “‘m..._ﬁ;zg.-_'
00 ~e [ - = == Private
) - 93.65 77 67 Highlight
50 ! fees
: T T T
Star Show 8 Product Event
Exhibition & Shop

Figure 1. Mean Rank Comparison Graph by Fashion Content Type and Production Method
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ARAS 2FsI9S o TAHES] 2folrt Sl 2] YolR ofH FHolA THE Ztol7t e 2] dotrr] {8 of
17 EUFEE Kruskal-Wallis A4S AAGH Ay} pgrol SH RS AAEIYY, e Table 59+ gt AeHH]ZA
0000 =91.063, dETCR A nX= AL Felsky vs &/AA+stolEto|E, ABMHHIZA vs A/HA+H[ZA
. 2EHHEIEA vs AlE/o+stoletoE ] fojgE2

Table 5. Multiple Comparison of Independent Sample Views by Fashion Content Type and Production Method

Sample1 Sample2 TS SE STS P
Show/Exhibition + Highlight 013 33.136 .000 1.000
Show/Exhibition + Private -3.272 31.860 -103 1.000
Product/Shop + Highlight 15.986 31.639 505 1.000
Event
+ Event + Private -31.733 44137 -719 1.000
Highlight -
Star + Highlight 63.245 31.164 2.029 1.000
Product/Shop + Private -81.333 36.445 -2.232 718
Star + Private -116.006 31.338 -3.702 .006%*
Show/Exhibition + Private -3.259 18.496 -176 1.000
Product/Shop + Highlight -15.972 18.111 -882.000 1.000
Show/Exhibition Event + Private -31.720 35.709 -.888 1.000
+
Highlight Star + Highlight 63.231 17.269 3.662 007 **
Product/Shop + Private -81.320 25.598 -3.177 042+
Star + Private -115.993 17.582 -6.597 | .000%x**
Product/Shop + Highlight 12.713 15.655 812 1.000
o Event + Private -28.461 34.528 -824 1.000
Show/Exhibition
+ Star + Highlight 59.972 14.672 4.087 007 **
Private -
Product/Shop + Private -78.061 23.924 -3.263 031+
Star + Private 112.734 15.039 7.496 | .000%**
Event + Private -15.748 34.323 - 459 1.000
Product/Shop Star + Highlight 47.259 14.184 3.332 024
+
Highlight Product/Shop + Private -65.348 23.627 -2.766 159
Star + Private -100.021 14.564 -6.868 | .000%**
Star + Highlight 31.511 33.886 930 1.000
Event + Private Product/Shop + Private 49.600 38.799 1.278 1.000
Star + Private 84.273 34.047 2.475 373
Product/Shop + Private -18.089 22.988 -788.000 1.000
Star + Highlight
Star + Private -52.761 13.502 -3.908 .003%*

*p<.05, **pl 01, **xp< 001, TS= Test Statistic, STS=Standard Test Statistic
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