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[Abstract]

In this paper, I propose an efficient brand identity strategy by topic modeling the Instagram posts,
one of SNS(Social Network Service) having more than 1billion world-wide and 500 million daily users.
Since the 92% age groups of the Instagram is 18~50 years old (59% 18~29y and 33% 30~49), I set
research analysis target three mobile commerce sites to dress and cosmetics sales sites that sale apparels
cosmetics and gadgets that recently opened and have operated marketing on diverse channel including
SNS. By topic modeling SNS posts for 6 months after launching the site that tagged each m-commerce
site brand name or company name, I validate companies’ brand identity strategy works effectively and
suggest moderation of strategy for brand image. As a result, I found one of three mobile commerce

site has different brand image by users and need different identity set up.
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I. Introduction
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II. Preliminaries

1. Related works

1.1 Brand Identity
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1.2 Brand Image & Customer Relation
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1.3 Topic Modeling
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e ot 7HRIZA 5] w2 7IAF UERA 1R el
(29 2t AR, 39 W A== 5)5 S557] 96l At
2 8= QlY} [13]. 53] 7ol WA= ol EXS
T35k olqo] o] sgg= 7wl LDA(Latent
Dirichlet Allocation)= D}ij AL ool ZEE T
Lo [14], o]+ 2RI= Uf 7|19 =9 §iwof e} Eo
gohs WHEoIT [15]. EFO] e AREAPE U9
2 AR &= oL oo e+ 7[9EE9] Rl
S Y BEXMXpFodst 25 9lch E3F NetMineret 2+
£ A}gst A% oIt} E oML Pythonl
’.‘n_”\]a}‘]f] Y fMs Fol ETo) 4
T2 AHAPE QIA|sH=

Fig 2= D.M. Blei7} =A]8lgt LDA Graphic g

Wy, & A d2] nHiml Tojo]AL 2A19] BHE] = H4o]
2 ke £8 4 ab ouE Aol O
(Dirichlet) 23 o}2}0|E], n= gS AAJsks oietulE
oct. 0, w8 B Hlg, g BH U ©o| 2,
Zy A Ao n¥IR ol S Bmof] dele UERH
ot [16].

Or-OrO—@ OO
a ed Zan Wan ﬂ n
o D ’ K
Fig. 1. LDA Graphic Model

2. Research Method
2.1 Company Profile
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2.2 Crawling
SNS+= QIAELTEH 232 7F 7|49]
nrgje 322 olgirk

i

ARE] 20204 69 30 7R WA, ol iy
719do] 2019 22fQl A Bl Bt gHE of
Az A% E8/% ol9) 7)zko R ARE Jolct,

WA 25 E EY wHlYS 9ol 714 SW=ol £44
ShLt ol Bot AAeh ZE2F A0 SIS 7KL 9
T} oJof B HLoA= Table 29} o] Anaconda
Package@] Python39} Chrome DriverE 0]85}0] G|
B2 28Yskn BAstoch

e

5
[

Table 1. Brand entities of target company brand

Co Category Brand Identity Keywords
Clothing Fancy, Brand new, Cost

A miscellaneous efficient, Northern Europe,
goods Style, Young

B Women Trendy, Ladyishness,
Clothes Quality, Young
Clothing Brand new, Premium,

C miscellaneous Expensive, High quality,
goods Party

Table 2. Crawling & Analysis Environment

Seg Contents

AMD 3500, RAM 16GB,
GTX 1660 super
Anaconda (Python)
Chrome Driver 66.xxx
BeautifulSoup

Pandas

Urllib

nltk

Numpy

Matplotlib

H/W

Application

Libraries

2.3 Data Filtering & Analaysis
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Crawling contents: userlD, text contents,

#Company name #Brand name
other tags (6,811 posts)

[Filter1: Blank Text (-1,322)

[FilterZ: Influencer array (-805) J

[FilterS: Outlier frequency (-938)

Analysis Dataset (3,746)
A co/brand: 1,883
B co/brand: 1,409
C co/brand: 454

Ty

Fig. 2. Dataset Process

ITI. Result

1. Topic Modeling Result
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Table 3. Topic Modeling Result

Topic Co Major keywords
. Fancy, Hot, Cool, Dandy,
1. Design AB.C Blingbling
2 Trend AB New, Brand new, Trend,
Recent
3. Durability C Best, Durable, Long life
4. Sensibility B,C Spring, Fall, Season
. Cost efficient, Value,
5. Inexpensive A . .
Inexpensive, Hye-ja
6. Expensive B E>.<pen5|ve,.H|gh—pr|ced,
Highest price
7 Youth AB University Student, School
look
8. Age B.C Aged man, Business

casual, Office look

Table 4. Brand identity & Topic Modeling

Co Brand Identity Keywords Topic
Fancy, Brand new, Cost Design, Trendy,
A efficiency, Northern Europe, | Inexpensive,
Style, Young Youth
Design, Trend,
B Trendy, Ladyishness, Sensibility,
Quality, Young Expensive, Youth,
Age
Brand .new, Eremium, Design,
C Expensive, High quality, Sensibility, Age
Party

2. Brand Identity & Image disparity
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7102 Bolflct. ofo] wat C7]9i0) %S aujat B3kE
olulx] Wl 913 FFS AshAL HAS ofolele)
B2 o] 45% "ol Yct.

Table 5. C company keywords detail

Topic Tags Text
Home party, Us, Party,
1 Design Party, Birthday, Pressure, Stick
' 9 Celebration, out, Dandy,
Marriage Pretty, Jewel
. _ Long time, Save,
2. Durability Maintain, Best
Fall, Smart Fall |n. love,
dresser, Club sometimes,
3. Sensibility L ! Refreshment,
Social .
. Emotion,
intercourse .
Entertainer
4. Age Party look, Not Digest, Europe,
always Cool
3. Strategy
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IV. Conclusions
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