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Online consumer activities have increased considerably since the COVID-19 outbreak. For the products and services which

have an impact on everyday life, online reviews and recommendations can play a significant role in consumer decision-making

processes. Thus, to better serve their customers, online firms are required to build online-centric marketing strategies. Especially,

it is essential to define core value of customers based on the online customer reviews and to propose these values to their customers.

This study discovers specific perceived values of customers in regard to a certain product and service, using online customer

reviews and proposes a customer value proposition methodology which enables online firms to develop more effective marketing

strategies. In order to discover customers value, the methodology employs a text-mining technology, which combines a sentiment

analysis and topic modeling. By the methodology, customer emotions and value factors can be more clearly defined. It is expected

that online firms can better identify value elements of their respective customers, provide appropriate value propositions, and

thus gain sustainable competitive advantage.
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<Figure 2> Perplexity and Coherence Score about Each Research Category
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<Table 1> Topic Results of Brand Homepage Based on Customer Positive/Negative Review Analysis

Target Positive Review Topic Negative Review Topic
Category Intrinsic Attribute Extrinsic Attribute Intrinsic Attribute Extrinsic Attribute
Skin . . . . . . .
Name Improvement Skin Soothing Effect | Delivery | Feeling Moisture/Trouble Smell Price Feeling
=2 Tul/ AL-8/ Hjj &/ A 23y 5 A& el AF-8/
1 Effect Purchase Use Delivery Product Effect Skin Product Purchase Use
(0.076) (0.193) (0.169) (0.138) (0.178) (0.080) (0.200) (0.093) (0.262) (0.265)
WA 5 2Ski 1A/ 7VA] = Hj| &/ Egly WA 7VA/ Az
2 Smell ((Tl 41)111 Soothing Price Satisfaction | Delivery Trouble Smell Price Dry Skin
(0.069) ' (0.102) (0.108) (0.084) 0.072) (0.166) (0.085) (0.120) (0.140)
F3 T2/ EE | nkaawy Dr Jart T2/ E) =7y T/ A=/
3 Recommendation| Moisture Trouble Mask © 0 63) Moisture Cream Feeling Order Face
(0.058) (0.127) (0.038) (0.078) ' (0.064) (0.117) (0.062) (0.060) (0.035)
T/ Az of Al 2~/ o] A/ A/ Sl Rl i/ o7/ AR
4 Order Dry Skin Essence This Sample One Think Generally This Gift
(0.052) (0.054) (0.038) (0.064) (0.052) (0.056) (0.032) (0.057) (0.053) (0.030)
# 3/ 5 =7y o Ay whl/ ol | whazy o]/ =7/
5 Best Moisturizing| Feeling Next Sale 108 Essence Mask Problem Feeling
(0.038) (0.035) (0.035) (0.060) (0.038) (0.051) (0.029) (0.048) (0.047) (0.021)
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<Table 2> Topic Results of Open Market Based on Customer Positive/Negative Review Analysis

93

Target Positive Review Topic Negative Review Topic
Intrinsic _— . - . oo .
Category Attribute Extrinsic Attribute Intrinsic Attribute Extrinsic Attribute
Skin ) ) ) Skin improvement .
Name Improvement Price Feeling Delivery Dry lower than expected Smell Feeling
| o | B A+8/ Mg | Az il A | | T
1 Purchase 0 2; 6) Skin Use Delivery | Dry Skin Effect Sale Skin Purchase
(0.384) ’ (0.266) (0.104) (0.254) (0.092) (0.104) (0.098) (0.176) (0.162)
=) R ] AE | e %/ By | AE | ww
2 Satisfaction Price Mask Soothing Product One Delivery Think Product Moisture
(0.111) (0.135) | (0.135) (0.065) (0.190) (0.060) (0.097) (0.081) (0.065) (0.079)
al R =3 A | wzy A= | Az | WA | AR
3 Effect Moisture | Thank |Recommendation Sale Lack Face Essence Smell Use
(0.064) (0.101) | (0.061) (0.049) (0.142) (0.059) (0.083) (0.076) (0.056) (0.040)
AE/ s | T 5 k& o)/ 27/ 71/ DrJart 742/
4 Sheet Next Order Moisturizing Mind This Soothing | Expectation 0 0 50) Price
(0.055) (0.064) | (0.047) (0.047) (0.110) (0.055) (0.056) (0.069) ‘ (0.030)
o] A/ dz Zoly A= E#E/ R o=/ E ANE/ )]
5 This /Face Like Stimulus Trouble Normal Mask Product Sheet Feeling
(0.025) (0.062) | (0.039) (0.038) (0.041) (0.046) (0.049) (0.064) (0.049) (0.024)
sk AL kel glome WA =23 2o AAF 2 gaeA 49T 5 glojob @k
&0 disl FA4 Aol Ed Aow o
AN L8l Alo|EoA A FHE AR 2EE1%] 423 COVID-19 %3] mA7}x] E4
i s ATt wrhal A6k, AEe
A% ol Az Al Te@ AF e Anzel (1) COVID-19 M TIHE 54
g Tl A 7 iy A2k AlEe] A valste] v COVID-19 ool A4 o= &7 eie s o
T BUES AYeta, A BPe Fakol At A S THUW, Sk oA Pelsigel . /g %
Hlzof gk A el o5 HE AAsohg]. LEvY AUy, MR EFd gae UuF 7IdE v
45 A oA o] H& AMEtL B2 ARE AFgde  AXFTS Tw b AAE = doked AR ¥x
24 1o ehlalal e 4 ol $4S 7 Be Qe Sol BATLh COVID-19 oA $elitelel 8
7b Tk B3 ARE AAH o 2Hsle] AnAt AR FE A A FUHE Ve R 2000 i F-H | A5
<Table 3> Topic Results Based on Customer Positive/Negative Review Analysis before COVID-19
Target Positive Review Topic Negative Review Topic
Category Intrinsic Attribute Extrinsic Attribute Intrinsic Attribute Extrinsic Attribute
Skin Skin . . . . .
Name Moisturizing| Improvement Feeling Delivery Skin Trouble Price Delivery
il AV Dr Jart Hlj &/ THE 9% | EfE il Dr.Jart Hjj &/
1 Purchase thank 0 '110) Delivery |[Satisfaction|  Skin Trouble Purchase © 1 24) Delivery
0.117) (0.219) ’ (0.290) (0.288) (0.108) (0.148) (0.208) ' (0.127)
Y sy A W [eheasy| Ag | wR | AR | AY | AR
2 Skin Effect Use Think Mask Use Moisture | Soothing Sale Product
(0.097) (0.143) (0.097) (0.128) (0.063) (0.108) (0.050) (0.130) (0.088) (0.115)
A ohS/ 7¥A1 A/ Z173/ a3y LX) A7 & 7HA]
3 Product Next Price Sale Soothing Effect Feeling Cream Product Price
(0.050) (0.097) (0.096) (0.109) (0.045) (0.052) (0.044) (0.020) (0.059) (0.069)
T T/ 3 AE/ o]7]/ A=/ AN/ &/ A3/ k]
4 Moisture Order Recommendation|  Sheet This Skin Smell Order Oily Skin Think
(0.041) (0.042) (0.053) (0.102) (0.041) (0.034) (0.025) (0.019) (0.048) (0.047)
T =Y WA/ o] 7/ Az 7134 2181 ol Al 2~/ o] 7/ oA
5 Purchase Like Smell This Face Period Dry Skin | Essence This This
(0.038) (0.030) (0.052) (0.037) (0.037) (0.028) (0.020) (0.019) (0.030) (0.027)
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<Table 4> Topic Results Based on Customer Positive/Negative Review Analysis after COVID-19

Target Positive Review Topic Negative Review Topic
oo . L . Extrinsic
Category Intrinsic Attribute Intrinsic Attribute Attribute
Skin Trouble . L . Skin
Name Improvement | Relief Soothing & Moisturizing Dry Skin Improvement Trouble Smell
o/ Dr Jart 17/ =/ AF T )5 A R aalll

1 Purchase 0 '190) Soothing |Moisturizing /Product Moisture Skin Product Effect Purchase
(0.307) ' (0.159) (0.178) (0.288) (0.118) (0.197) (0.138) | (0.087) (0.113)
FE EE T TR Y A A% | AHE | AE |

2 Effect Next Skin Moisture Stimulus Dry Use Feeling Sheet Smell
(0.138) (0.099) (0.156) (0.169) (0.161) (0.104) (0.132) (0.133) | (0.074) (0.106)
kil En|l/ | A 714 Hl <&/ Ad/ Nz AL/ o] A/ A

3 Satisfaction Trouble Use Price Delivery Face Dry skin Sale This Soothing
(0.121) (0.082) (0.123) (0.123) (0.112) (0.086) (0.094) 0.071) | (0.059) (0.097)
LIS A=/ A e FH 74y Dr Jart 8/ | A w5/

4 Daily Face Sale Mask  |Recommendation| Price (Or{');;) Trouble | Stimulus |Moisturizing
(0.026) (0.063) (0.075) (0.067) (0.092) (0.056) ' (0.068) | (0.054) (0.069)
ey U | vk== | oA EE Hj<E/ ol B®| oAl | wpay

5 Think Purchase mask This Acne Delivery Recharge Part Essence Mask
(0.023) (0.047) (0.051) (0.061) (0.042) (0.047) (0.051) (0.025) | (0.047) (0.067)

wolgomn Anel 484 FUL et AL AY 5 H B
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A A 2D 5 glow], Pulskels Agel oA B ATE BIRE fas BEG HYAT 2 U=
SAZ Jow @ A%d Ans ATweond Au  vlold BAL 5uF APATE U o2 Y
2 A Ak £ 20 Lehol JuEA Bge  FYs, HYE el el w=2g Bl 9
nel AEF el AL AR L2 oA fE DA A EES ANk 719 gaEr
& % gras), o1 TEste] AN LAE EEFT o] F AN
dA), BAEe] A ge Aalaly] 8 Meke Ak A £Y A BT F Ak B AT ANSHE AM
oh 2l 2B gt A wEwel AL =eas 2 AA e A AFA AR RS
a7 FAE FAAR G nHT27]. A AF Ak
£% 0)7] 918 HAE Frol A" 25 4340
Z FYSi, o)s B3 Bd= BN A54S wold 51 oEH AAE
Fglom, BAE By 4FH BAL| Fas 57
olti12]. B3], Wo| At} A AEt AL Faste] 1 APATE A¥uE 02 A9 g it FujRie]
S5} A%H o Ao es AUAS Fsa, 20 o) Aol GFE WAE axolw 1A AE Tl A
Aee] A7 WAE A AL At g wae gHe Avne TuaEd dse] gk
mpxEto R BAE Folx] 2 e ErpAe AF Ar I 7|Ee] L]l §7] A7 vplg e A7 SRt
5 A3 S Ageth 2Rl AFS Fuld u = HAErteld SHolA AP AV A 2
AFQ) AA ol N} 1A F7), Q&AE Faste] Fule]  AFlME LA F7]o] i giEvto]dS Vo R &
VS AASFER[30], o5 AT 24T FAart ok AFE 2R AE T Al &aHARbEe] Fa8HA Adehs A7)
Aol el A9 Aue] AARE wol7] ekl A4 ALAE REHL, olF e PPEL AN
DATE FAY Aew mdsE, Lo Ao
2 ARE ol 5 ES Bk Q&AdAE WE A7 5.2 ARE AIAMY
U SEEke] AEHor 253 Havt v
olAY 7Iglo] HAEFWEA &Aooz AFd] & Aol AFA AARLE g el AT 5 9l
e ul Ty BAS Edg uddA Qe 7hx ok AA, 771 dEF oA SPEE 7ol A A
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