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Abstract

This study assessed the effectiveness of brand image communication on consumer
perceptions of cruelty-free fashion brands. Brand messaging data were gathered from
postings on the official Instagram accounts of three cruelty-free fashion brands and
consumer perception data were gathered from Tweets containing keywords related to
each brand. Web crawling and natural language processing were performed using
Python and sentiment analysis was conducted using the BERT model. By analyzing
Instagram content from Stella McCartney, Patagonia, and Freitag from their inception
until 2021, this study found these brands all emphasize environmental aspects but
with differing focuses: Stella McCartney on ecological conservation, Patagonia on an
active outdoor image, and Freitag on upcycled products. Keyword analysis further
indicated consumers perceive these brands in line with their brand messaging: Stella
McCartney as high-end and eco-friendly, Patagonia as active and environmentally
conscious, and Freitag as centered on recycling. Results based on the assessment of
the alignment between brand-driven images and consumer-perceived images and the
sentiment evaluation of the brand confirmed the outcomes of brand communication
performance. The study revealed a correlation between brand image and positive
consumer evaluations, indicating that higher alignment of ethical values leads to more
positive consumer assessments. Given that consumers tend to prioritize search keywords
over brand concepts, it’s important for brands to focus on using visual imagery and
promotions to effectively convey brand communication information. These findings
highlight the importance of brand communication by emphasizing the connection
between ethical brand images and consumer perceptions.

Keywords: sentiment analysis(Z-524]), cruelty-free fashion(Z-Z2LE Za] Bj&),

brand image(E = o]Jo]X)), brand communication(2E#HE FHF1L]Fo]
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124 AFdE =9 4 HHe

I. Introduction

22 w7 2o AguelA Yot 2eHel &
v w3tz A2 FaL 9t o] 2 Qls) ‘AFAE ZF
(cruelty-free)’, ‘oY H ZWEZ](animal friendly)’,
7AM X (conscious)’ 52 7fgEo| v|A A A
TE&HM AREHI At ARLE ZY =S T
A FAU T AdS 5HA &2 AFolY, =4
das mgobx 9= /dolth(Gottfried, 2017). &
< 524 2418 WiAlske v s 2e, 2%
dE o] A= A 2, RDS A5 the, 25
2 wx) S} go| S84 URE A8ATHT el
= AAsol AL gelHel BHE AL A9 59
E 4 ItH(Choi, 2021).

B s o] digt Jigel gk s SAlol, HA
A 2419 Zeg dolu vl AFuA el 3o
HAIA] ] 27870 gt 327 AHE FAR
THJeong & Kwon, 2018). o]&= H|A ofjMdo] ot &
gutz AAHAL, &2F LuAEA B 5=
g 2AE ARESHA 9= Aol A BEiA T A
gt AJAl it 72 °F7];}°ﬂ‘:}(Ch0i &
Han, 2022). 0|23t A]Qof| 74 £Q3F AL 322
gl e i BHES0] AHAEA D—H}Eﬂ]
|2 & e HAAE S BEY] ARYAClA
< F¥sh= Aotk
A5 e =2 fd BHE=9 *E}%"% <o) AlF
| ofd, Z250] HAAE oA desh=A 23
o Hl=y 7]9do] 5‘117‘471101‘4-4 s FHdist
Sheje £AES] YRS AL 1EHS &
=2 59 #AE F=3loF sHh(Yun, Lee, & Kwon,
2021). oli@ BA=S] ARUA ML Lu]AEo]
AAHoZ FF BAHEE £8351= ¢ & JGFFS u]X]
o, ol wjal WA BA=e] AT B dao)
= gj4stet 2Q3HTHChoi, 2021). HEF HAS
ARUAI S AL A¥AGe] WS X410
2 BUHESR, AuAE] $83 4 Ut SuE
BIE WAAE B 2l NS olgA el
LA sol Bast Ak

2 AdFs 279 =2 gl Blert 7P B
T oJuA|¢} &H[AE0] IAISHE ouAE ZAs5)
L, o] & Apol9] AFUAleld AIHdS B7tske A

O

|

o AfFUACIA g3 24

wAgoheT

< ER 3t A4EAE o 2o AR, 37
el =] wjd Bt o] BAE Fr 7 oju|x|of o
of gohEch &4, AFLGH =g s BHE9 &
H|Z} ]2} o]u] 1 of tisf Gopiet. o] HoA A7
el T jd HAZO] SNS AAZS 35t B

dE 224 olo|AE Yot E9E 5 44
Seuolq trekt whgat Wmekaat gk A, 2
29 xe By BRSO BPS FEA ofw]xet
av|z} A7} olul oAl ehd B Rolnt 2R
4 232 vigoz BAE ARUAcld ABe &
obt.

o2 wigoz, Ee me] R4 BACY v
A At 26\ ot 9] JEGS RAB] B
A= ARUACIAY e 9% B ek A
2 Aekstas drt BASS 229 Lo A
§ 34 SuASa S L A 3
3 2 olvl 48 Bl

A B P i ReX
L %01% o S8 A
A o

i‘ﬁ EL? =2 gjd A=y }uromo]: 3 tﬂ—oo}:
d& AAst=T 71

II. Theoretical Background

1. Concept and previous research on cruelty-free
fashion

I29E T (cruelty-free)s S=o]A ojHet v
MOoRE 2 7IXA] e AL oJujsiH, 2 R
Aol A ZF AE-38l= 7ido|th(Choi & Lee, 2020).
RE AQQolA AR UE T oF IFEL =B 4
& AR gout, ol 583 Uil 48]

2] ko AES oJuFth(Gottfried, 2017). A A
oA 9] a% nE|t u)A AR Bos 24
< 7H £ =T, dlE S0, FEE E golH=

v 23 AR ZAY 7SS 71 @, HlE
H“"Oi‘ﬁ s=°A e 71A
AL Sl ofF i B0
g3 AFH AlFo] Fo
(responsible down standard:

589
e 9%
2 glon, e gAY AT FHAES
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AMESHE AlEES AL e A HEAH A
2t & 4 JATHBP Technology Trade & BP J
Technology Trade, 2018). IElIILolofA]&= Aro}Ql
=AY 279 22 AR EA ¢, Agow
7199 Holu ASN7t HASHA HuA 22 ¥ E
o] A& T} (traceable down) ARESIAL &t ©]
AFol= v s AL oy A|ut, A% dE e s
of &3St} (Turner, 2022).

AA7MA T AT AHEY, ‘AFUE Iy
A FEEL Aoy ‘TEEA i ol
40l 9 Hder A5 0] Yrh(Choi & Lee, 2019;
Kim & Park, 2019; Wi & Kim, 2019). 121}, 35
g ] sfAdy} Bl fjdS ohE NEoE He AT
L R ot} Choi and Han(2022)2 584 A4S
AHESHAEL FEEAC BH RS E 1Eche S
A5 e BHER BRSIGoH, 1 AR It
E} 1Y o}(Patagonia), k=A 3| 0]A(The North Face), 4]
Y I (Shrimp), T AT (Peace Fur) 5& ST} Jeong
and Kwon(2018)2 7Hg& o2 32 HE] =] 340
s chEdeTl, APAA QAFHoE w0zl
A aAe AF9H e £7E 5 A 5
=4 fRoA FEEcnR vd o R R
= A aHAEA B B 5 Ak
AG2E = Aot

2, Ethical fashion brand communication

BHE ARYA oA Bl Heg AL,
AHAEOA BHES 4= 0T E52 23
th ol BHES] FAEE AEA AHst, g
Aol ABAEA & AgEo] IAE & U=
3= g 9 2202 Fh(Yun et al, 2021).
, BHE AfyAcldold BHESE AR} 7Ho)
J2 28-S B vt A4 FAES ABRbA A

Al
1, &AL 1 A Rl S sk A%

oo AN

3t
St= IO R & 4 UTH(Song & Jeong, 2023). T
Aol A9 BES] ARUA AL A 7]holut H
AolUi7} A HAAE Fo AB|ASt BRI A
FUA B2, of HHH HA=E AHA}
SolA BASe] g AHE Ao, ALHoE
AGAIA BRHES] FA S A3 4 ATk (Back &
Bae, 2021).

N

49 -

o]A+yg 125

(Park, 2020). ©
HHoz FAs)

ZlFyAleldE &5l

WJ
|z
£}
[
N
Mo
L W

oA v s AHof gt DEvE IS S Qe
% Q% Q9lo]th(Choi, 2021; Jeong & Kwon, 2018).
Jeong and Kwon(2018)°f] w2, H]A s ] x}<lo]
Agstee v wAIR Y] FedT FX4 H3A4,
A oA 82 4 s WACREY HT A
ojof| A Y= FA A FHkEel Higt deEnt &
ARl AFH AT Choi2021) e AZR7HES v
75082 FHSH= Zlo] v Hjd Bt &4
of tigt FS FAAIZIAL LBAENA FAE AL
BT HEE AT 5 vk A5kt
APATE 7IHte = HesiAhd BHE ARYA
e ololdIE Bl S An|Abof|A Agsta 7t

H
© Fa%t ¥y, £24]l A BHHES]

)1.
M
ol
(L
gl

s} ol Wastcky & 4 Uk
Aol WA Aol A BiEd 4
& 7Fs4o] feld genlg Bee 4 gom, Ba
= ARUACIA Wl whet FHH B BAH
=] = 2

. Method

1. Selection of brands for analysis

People for the Ethical Treatment of Animals(°]5}
PETA)o| A 33t oF 34719 v s Bt A
E7} ZA5IHPETA, n.d.), AAEF T4 BHH=7}
Agstaral shiz 8 HAAE 92 AXET &HA
S0l &Y T AXE Afelole FE( e} HlolH | &
o Zpo]7} Qlof, o]&2 HWlawstal BAsh= o of3=
o] SIGltt. ol2fgt FAIE Hsty] 95 & AFollAl
= YIS Fsto], A5 dE =7 s BT} H|

Ay BAE RES BAqgoR A4S, oS
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BHEO] QAT AR AAE S0t T2 5
Z35lelth(Table 1). 1 ZOINE 2B SOA & &
24 Qlo] AH[A} Elo]E o] g1 7L golstm, A& H]
W7t bR FRE 7H BHEES Aokt
2dgt mj7FEY(Stella McCartney)= PETAO]A]
AST HA WA BHE=, AFoRtelxt s=d
=710l o]y o] ko r QZol HlA mA
FoPlA w2 AEE FASRT. BEHES 34
AABTH AXZT Z29 4 EIF Aol 5
<= HHE FolM 7 wekvlel, v o 2%
dEl =] vl B=0) el ARt 2 5
‘}if‘—}. uHEFALY }(Patagoma)h PETAO|A 3<1%t H|
= oFUAEL FEo] High 28
= AESte EH/H
<f E'MW?} le’cf}i 29| T A 24 Ao}
Ed= Botd guiE AMg St H“—la 02 3
Fdg mEE AHs YkLim, 2022). Zajolet
(Freitag)®] 7%, GAto1EY B & A=A 9l

b

F

jay

aL
o
79y X
27

do

[e}

fu

AFdE =g fH B ARYAlA Jib £4

wAgoheT

L @433k Bdolxul, BB LS ALESH
A k=] ‘I}E} 51‘3—%* Ta) HAS F vl giA
H

2. Data analysis

S FE3 olol5 29
7] 918, & AFolA=
ZA] AQAETY A Wy ZAHI}
o}oﬂr,} ;(10]- 7]7]—0 71— H%E
AHYRE 2020dE AR, ol of A
77k HAES} AASS] ARG B FEHOE SNS
2 5% 3uE A%T AYOR 1Y) Yol 22}
et whE U 20119 99N E, Tetolhe 2013
W 78R, Sekrols 20164 1299 E ABL A
H5jo] PEINT s A0 ATt AATT1
4] A9l 3272 ‘Beautiful Soup’ L} ‘Selenium’
o 33 2§90l sk, Ao F WA
OF5}al, JavaScript® @ Y (rendering)H+= L= E

I Fﬂ

<Table 1> Vegan fashion brand list from PETA (except Patagonia and Freitag)

No. Instagram 1D Followers Posts | No. Instagram 1D Followers Posts
1 stellamccarteny 6,499,000 5,188 18 sydneybrownshoes 23,300 383
2 patagonia 4,653,000 2,807 19 gunas_newyork 20,200 2,033
3 reformation 1,600,000 5,090 20 wuxlymovement 20,100 635
4 freitaglab 1,410,000 3,014 21 susistudio 19,800 562
5 aritzia 1,100,000 3,535 22 tokyobags.co 17,700 1,638
6 inthesoulshine 967,000 2,420 23 boboheme 15,000 3,072
7 rombautofficial 705,000 396 24 thehfscollective 14,600 1,135
8 mattandnat 330,000 1,406 25 rewildergoods 10,800 578
9 insectashoes 247,000 5,824 26 wamaunderwear 8,624 293
10 nativeshoes 239,000 3,260 27 doshishop 6,260 1,083
11 Brave gentleman 128,000 545 28 olsenhaus_pure vegan 6,052 479
12 pixiemood 70,900 861 29 dellalosangeles 5,524 1,172
13 miomojo_italia 54,200 1,598 30 thedharmastore 4,337 152
14 wawwaclothing 42,500 316 31 beyondskin 3,526 326
15 delikaterayne 41,200 472 32 loomstateofficial 2,923 640
16 alabamachanin 38,100 2,134 33 westland_jewelry 2,914 424
17 groceriesapparel 31,900 848 34 neuaura.s 591 227
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A2lshz o SAZE Ak mEbA, & AFolME B
t} 7FAS QFY A Q1 Instaloader AEH S ARE-5}0]
2 n@se] ANZY PGS LG

QAEIY ANBE 22 olulx|gh SAH1S
7|9to 2 YJRE HugE, 7k HAHE gt AT
b Sl ANZE HokE Bize] 47} 4 A9 B
Atk EL, 2FAE =2 i B9 5, Q1A
T, 3H &350 ot Bl E 44 HolgY &
o] Agolaksict. Hlojele] Fug By Hep 22
U3 201459 914L Sels] Slstel, 2 AT
At 2013 B} ez HASo ojZo] 7
T2 xE P& ESl(tweets)S F5AH ER
A EF o= TwitterAPI®} Tweepy Tho]E &7} ¢
gtz o 2 ALEEY, B Oq:rLoﬂ/qJ: Hop ARgAL 213}
Aol =2 59 API LS A Yst= Tweepy =
AH&SFRITE =" ES Hlo]EE2 NLTK(Natural
Language Toolkit) 2te]B&lg] 53] HAEE 790
st T9]2 H2]5}(tokenization), HU|ARE A A 5}o]
7182 FH(o]7hHhE Zril(stemming), Z} THojo] FA}
(HAL, SAL F_AF 5)2 atsld thtagging). E3F
of TNH TAL, AHA BEA, A% AFGHE o
WA ©hoi(very, any, each, every, day)7} A A= it
upREto 2 Wlof o3k siAe KIS & Q= id
9l Term Frequency-Inverse Document Frequency(©]
3} TF-IDF)E 7|1&2% $2TE5 AFY3FATH(Yook,
2017; Formula 1).

==

TE(t, d)=

(Nmber of occurences of term t in document d)
(Total number of term t in them,)

IDFt, D)=
o Total number of documents in the corpus
gNumber of documents with term t in them

TF—IDF(t, d, D)= TF(t, d)xIDFt, D)

(Formula 1)

a5y 23 W4 BAEY W GHRYS
ol AHA HIE -1:'_]“@1?1' A8 AH(Choi, Yoon,
Xuan, Lee, & Lee, 2021; Lee, Choi, Kim, Yeo, &

Kim, 2018)9] 7]&o] uwle} AF&3}9itH(Lee et al.,

293

- 0]ArY 127

2018; Formula 2). 54 HY W AHE9] W3- 4
HE7] A8l EAE B8 AP A (Kim, Kim,
& Kim, 2016; Lee et al., 2018)& AHEH, 7} =
° N ¢S A BHS 1 929 7 gz
H5l7, o|HE 7|7} Zot 2o 7HA H|LL BA
HEa Agsc B3, 74 2] 24 ug

dotel ZRAEE A WA FHAES e 7t

2 Agstect

Frequency of each sentiment
Total sentiment frequency

(Formula 2)

Sentiment ratio =

2 AR ol B8stel, HATo da 242
9] 34 EE 7Y AENEE A AN E Y
o} WSSt 478 AH8 A ESIS BERT(Base) ©
Qyuae o 243 R0z LRAGOY, &
2719 o2 < 93.5%9 HY=E EOI% Ao &
Sl tH(Devlin, Chang, Lee, & Toutanova, 2018).

IV. Results

1. The brand-driven image of cruelty-free fashion
brands

Al 79l A5dE =] i BEREoAN SF5H 0
2 dehd diAAE eler, HEET 1%
“Aedrah 2 AREel oleh A, <l
sl “gg” 5 ZAZo| 1 Al Thol, I
I AP TR AT, “HAL, “FR 2
7 5oz UEgtiFig 1). ol W4 245 59
2 Ho o} ARl o|u|AE AH|AolA A
St o5 B S gk 229 Te) fA BA
7t Agste A HAIAEo] v o] ek A
% A-H(Choi & Lee, 2019)°04 =2]H 9Ju|E4] &
2591 AT, §71% 24 S, A0, o
zolo} Rudog Jxsthe A WAL o]
o2 9 8y i 25 3T <l

She AeReld wEe

o
o
o
Y
P
.—]
&
o
D
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<Fig. 1> The brand-led image of cruelty-free fashion brand

£715(TF-IDF=882.89)”, “749|21(819.92)”, “I&F
AE|(497.69)", “NEL(479.73)", “B7]%5(469.33)",
“=5(394.22)", “AAH(374.18y°TF 2L 7|YET} A
Qo ST EA, FeA RSl HAAE T2
Stz BIHER ZQIEQry. metayoloAs <4
(328.29)”, “ARUE|(323.53)", “&H(310.15)", <7
$(295.12)", “A118(292.72)", “Y(282.48)", “TA7
(237.68)”, “HE(172.67)"7 T2 ofro] T 7]9
To At 2 wE 71 e} Ad9lol Ukt o
£ SEtryolrt 25dE ne] sjd Biee= 4
AdE st A, @A oHAE Fxo}
AL AU ZEto|Eof A= “}Ato]Z(714.42)7, “7HE
(701.01)”, “TIA}Q1(591.60)”, “UTh(482.81)”, “Him]
(481.71)", “oJ8Y(455.15)", “A|&7}5(361.32)", “A&
£(358.76)”, “MAK(339.88)", “TjA(331.68)", “AEFY

(330.32)" 59 7197 49lo] Ao, AE
of that olu| A& FHH 0 Fxdte] A% by u)
A BRseks WAAE Agstn Yot

2. The consumer perceived image of cruelty-free
fashion brands

Al Bz digt 4R} dlojEoA 8o s
et 38 7|9ER “HAT, T, A, <A
o] =¥, “TIARQI”, “&RI”, “Hz», “AH M, “FH|Ql”
5ol YeE=H, ol AH[AHEC] Bt gk &
U 7= AEY AlE et i I JEE
A o UATk(Fig. 2). £BA7F Bz s Az
SEAL Sl olWAEA “FlghHr, «ghAr, <Al
AT g2 719E7F UERE=T(Table 3), ol=
AFdE =g sfd BHETF AHAE0A FE B
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<Table 2> The brand-driven image of cruelty-free fashion brands
Stella McCartney (Brand) Patagonia (Brand) Freitag (Brand)
No. Word Freq. TF-IDF Word Freq. | TF-IDF Word Freq. | TF-IDF
1 Collection 1,356 | 1,867.93 Climb 201 565.17 Bag 296 701.01
2 World 1,146 1,609.29 Wornwear 141 462.21 Upcycle 271 714.43
3 Online 532 1,158.41 Protection 128 420.87 Zurich 229 623.53
4 Store 509 | 1,132.01 Human 105 350.63 Design 216 591.61
5 Season 483 1,109.98 National 101 350.91 Gonewithfreitag | 191 550.86
6 Kids 404 | 1,280.05 Mountain 98 328.29 Friend 167 486.95
7 Bio 354 927.68 Funhogging 90 305.41 Fabric 163 482.82
8 Menswear 348 1,005.63 Community 87 323.54 Backpack 163 481.72
9 | Sustainability 314 882.89 Environment 82 310.15 Love 148 443.47
10| Campaign 278 819.93 Surf 80 292.73 Travel 145 455.15
11 Falabella 271 814.12 California 80 285.00 Crew 132 420.89
12 Create 244 741.61 Work 79 282.48 Voyage 128 420.67
13| Community 222 680.80 | Beyondandback 78 275.85 Sustainability 109 361.32
14 Women 219 677.74 Climate 77 295.12 Recycle 106 358.76
15 Adidas 214 721.48 Change 71 267.39 Outfit 105 389.63
16 Style 206 646.49 Bio 70 255.13 Fashion 98 331.69
17 Iconic 190 619.24 Friend 69 256.60 Style 97 330.32
18 Free 186 615.80 Clean 63 236.25 Color 96 339.88
19 Friend 171 575.44 Columbia 63 236.25 Work 96 339.88
20 Available 166 554.54 Fish 62 246.83 Ridewithfreitag 85 300.94
21 Holiday 160 568.99 British 61 230.72 Beautiful 81 292.85
22 Artist 160 556.28 Valley 60 237.68 Explore 78 288.33
23 Classic 158 535.67 Yosemite 56 219.68 Switzerland 78 286.17
24 Dress 157 544.76 Ambassador 56 217.61 Shopper 77 296.33
25 Lingerie 154 579.72 Place 51 207.29 Street 74 283.58
26 Cruelty 142 497.70 Salmon 50 214.11 | Behindthescenes 72 265.15
27 Material 140 494.75 Story 48 195.10 Weekend 71 269.83
28 Recycle 132 479.74 Collection 46 192.26 Create 71 263.47
29 Organic 130 469.34 Season 46 190.07 Architecture 69 291.29
30 Design 129 472.02 World 45 185.94 Frtgirls 66 249.80
529l oln|Ae} AEAH ojmx|e] BAE B A¥H o2 4HAEL Adet H7lEUE slojl
A= Aok A AARRH T YAoly BEER ®H1 llow, ekt AdA

- 253 -



130 S=oe me) Wy BAse] ARUA 43 24 BARsT

« & e e e
M"}oeynbrm-ualhumamlerpfooreal aty e

e & . .
turtle - @ fessional

R
interest

. &;‘
ange. @
s}ory - sustainability

"o;d_d‘""‘:‘m\.dlww m.;:wy \\\h:e po:eh
. p:;w‘ﬁm:slmdeeved bogpack_Prefrence
sizetag P review N0 X, MY e
amazon o= .,aa:ung;m ety e
Sl \Ny, NN 2 anvety]
fa?ce help weather ;wtrr-;xr\lg\::\\\\\_
P\
rew D'odudfi:(w,/' om;;.wd%\\\\
;odet;h/m/ wd"/ ne\ma|;ele:g/eﬂ( i ;
e is 2 ) M\ emonment sl
peaceful cetificaon _—~ 27/ //f/ || \ \ varmarket /, participate
tracingortion swest hits gy \ /
e
. ed'm'i = ,“'
Wkpa;;up D:lrdxasfw:g mall_ \ Al
e NS |
"°:°"’speda| \rea;w ‘\ln;»o‘""'}?s | =
RS — z
s;ha&hefw = = /'n‘/ \ N G colaborayQualty
& = NN S . e UK o
— TN
AN NS — .
V) (VAN SRS ot
247/ 7 1] AN i
7 2mel] | { chain | symbol Ve oino
sneal *'xece/drm #em . | ’. X - ahity
. - . /amve denin Iowry e fur
outrageous ¢ & ’m‘rm . ) odm
coat, g~ Mgkt &/ ptem | dress | emargacobs
adl\b"'be"! e Hoier .Mw"m"msta:nable
isabel -enskirt adida lamk wuitton swag
<Fig. 2> The consumer-perceived image of cruelty-free brands
3 Aefole 72T oA WEAHOT A% 7h 2 AAHL A2 dEmyote] ARUAlA
B9 AES ALSe AR Q4aT YUk &4 BESS Auuy, A9 BAeE AU A
Qeh itEUE 9 AE0IS uhd 4 gl 9 FE wEmUor ol UES)S(Patagonia Action
gt Blisol, tiE fxielyrt v - &350t Network)& 2@371%= dfal, wEpilLo} ZzHjd
SR LA Utk 52 A9 4242 LA A (Patagonia Provisions)oll A @ 47|, ALF 5
8514 g e5o] QAT Qom, o me W = 93 58 ufsly] % SitkPark, 2020). TERY
(Fur-Free fur)’, ‘2371 X A71(Skin-Free skin)’ X} 7 ot9] o]t o}k o] 7|§te] Tkt AH|A & A
< FolES % 7ol #asks 5 HARl AEEE o] sEfIYolE AHAER Stolg EEA0lal A
< Adsha = iEH H#:Eo|tk(Lee & Park, gjelel HATE X744 sh=d| 7]ojsldS Ao

2022). ol WACE I8, Adet wizkELY] B 2 gz
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<Table 3> The consumer-perceived image of cruelty-free fashion brands

Stella McCartney Patagonia Freitag

No. Word Freq. | TF-IDF Word Freq. | TF-IDF Word Freq. | TF-IDF
1 Brand 1,944 | 3,050.45 Retro 2,307 | 4,015.72 Bag 2,502 | 3,421.23
2 Price 1,552 | 2,969.07 Brand 1,930 | 2,958.66 Brand 2,229 | 3,247.52
3 Adidas 1,033 | 2,479.84 Size 1,757 | 3,334.50 Switzerland 1,071 | 2,097.78
4 Designer 778 | 1,862.51 Outdoor 1,203 | 2,406.35 Price 863 | 1,867.38
5 High -end 721 | 1,765.30 Journey 1,124 | 3,437.70 Upcycling 850 | 1,991.03
6 Color 636 | 1,638.95 Fleece 1,055 | 2,557.04 Store 771 | 1,926.18
7 Size 628 | 1,623.34 Eco-friendly 927 | 2,125.02 Recycle 669 | 1,688.02
8 Kids 596 | 1,657.71 Genuine 892 | 2,499.69 Information 660 | 1,793.54
9 Design 586 | 1,523.05 Sports 708 | 1,716.01 | Fromtrucktillbag | 491 | 1,320.51
10 Denim 580 | 1,606.18 Global 694 | 1,716.73 Interest 461 | 1,525.35
11 Collection 542 | 1,502.25 Collection 657 | 2,059.19 Design 445 1,286.73
12 Uk 488 | 1,352.58 Environment 623 | 1,806.02 Shopping 377 1,224.29
13 Versace 383 | 1,095.38 Earth 598 | 1,806.75 Dog 350 | 1,143.18
14 | Alexander 355 | 1,041.54 Price 590 | 1,553.68 Waste 303| 997381

Mcqueen

15 Shopping 331 | 1,116.33 Campaign 515 | 1,714.98 Collection 292 | 1,220.19
16 |One-piece dress| 324 | 1,111.83 Nature 513 | 1,659.75 Eco-friendly 289 971.48
17 Use 313 | 1,016.77 Surffing 488 | 1,633.79 Boots 281 | 1,199.16
18 Material 312 985.67 Store 431 | 1,301.07 Australia 276 | 1,192.43
19 World 300 942.47 Jungle 424 | 1,639.19 World 255 849.86
20 Clothes 299 | 1,047.77 Amazon 378 | 1,400.15 Color 248 891.60
21 Style 295 950.37 Sale 351 | 1,284.22 Zurich 247 860.94
22 Various 294 921.57 Color 340 | 1,108.92 Official 238 824.02
23 Famous 290 920.32 T-shirts 339 | 1,219.27 Shipping 237 945.66
24 Shoes 285 1,011.90 Season 325 1,070.94 Discount 230 785.96
25 Sustainable 283 971.14 Material 308 | 1,087.10 Various 229 784.57
26 Bag 281 986.11 Shorts 281 | 1,069.81 Market 221 764.15
27 Activity 262 986.98 Down 280 | 1,124.52 Upcycling 213 803.71
28 Eco-friendly 256 862.26 Gift 269 | 1,024.13 Purchase 212 759.95
29 Gucci 245 856.09 Edition 262 | 1,050.39 Value 206 731.07
30 Trend 244 832.79 Plastic 261 | 1,057.57 Campaign 202 757.18

Z2 HaAz T 7PgelA AlFHE I o), sht HoiAEA FEAE BA HH SAE AARIET

ol e TiRel, 2 IoEe) AT o] HelEo|chLes, 2020). Zefolete 2 £8]0) 1A
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%t Ao T oA UrkKim, 2022). T B
Foh, Au|AHEOIA BAC oajet Woto] & A
51 9k AL AT 5 Yk

3. Communication evaluation through brand
image consistency and sentiment analysis

379E =g g4 HA= ARYAelAe &yt
£ B7kel7] S8 Al 79| i BREE #Aste] B
A=) =gt o]u]R|QF 4H|R}7} Q14|SH= o]u] x| 7}
Aot AsH=A] 2ARIAH. EE HlolE 9 Hl%
242 9o FEF =& 5 100712 APt £
¥, 2" vi7EY 9 ZEtolge 2zt 2079

& =55 7ML, stEtYoks 18719 35
. ole AA| WE9] oF 1/55 AA|sh=
o d HREQ] HAX7}F B[RS0l A

2
Y% 2eHT USE AN

X
i,

of, mztolg} BT gt MR} ERNZ FHoY
FA0E BRI ol A& W, gk 2"
2t Wj7FEY 7} 0.93, oEfalyolrt 0.91, ZLejolEgo]
0.89% &/ Uy, #4419 4=l faids IR
Sttt B4 717 5 AdE wigFEY] digh
78,1957]19] EQl & 47.74%¢2] 37,3297), Zz}o|et
2 £ 952,661702] ESY F 35.40%91 337,3297), ot
Elxuolo] o3k 522,470709] EY & 22.75%%
118,871717} 24 AL R ERE 9Tt HAltof o
St A8z} gl Brl= AP AL (Lee et al., 2018)9]
71&o] whet, A8 BRE0] gt 33 HR B A
A BHEO Y0 R Ve A g2 ARSI B
WO gt AH|RL HolE oA FHoE ERHE H
&2 A" Wi7LEYZE 0472 7Y &9ka, Zeto]
go] 0.35, mteFYol7}F 02302 ERGTE

(Table 4)2} Zro] AFUE =L o HHTo] B

e o

wAgoheT

A= FEA ofulx|sh 2nlzt 2|2 olulA| 7 AV
20209 YAEE Bl AL djrhEviel mejo]
o] ujs], shetmLiote] A% 0182, Holele] i
2 98 BAMOE Aould 22 24T 4+ 99
o, $AgoR Hrk de S0l AXES Bt
PHEANAE Setavolt 02308 & BAER
o WS 344 e we Ao FEgT 2
4 259y 28 g4 vYSe] B FEo} 4
A A7 QAjo] £ e, 2uAE) FHH B
W 7 ekt ojed dnE Bel, BA=cl
2% 7Axo] g ofulx|7h S o ol
AYP4E, Bacd] dg AuR5e FH4 9
4 % Bz olold 4 Yk A skt

V. Conclusion

£ A7oldE Hrf 2uAEe] oA 23
me] W BAESS QAT $8FHEAE ol 9
A olgfstuzt stedct. ol 98, & AFoIAE 2
S9E me) WA BASSo] o€ A5 B
E oluqg FEAoR FASY YA, T &
H]A-5o] olefat olu] g oj@A| Azeki X
A3ttt o dopt, BAESL 2ElAp5elA] A
shata} SHz A A9} AulAEo] AR HokEol:
wA1A) Apole} UX| AES B ARUACIHY &
32 el 2o Ade oLt 2o

A, A5YE) 2e) A BAEO] BAE FEH
ol g H7e A, Al HAEC]H BE FEHO
2 37 Boh nldAe olu A H A 5
o) AP steich. v, 7t BAEt FHA0R
Azaks olul ol Hol7 Qigtd, Adet wt
EUL 84 554 A4S, seaos okgw
of 7lare] W5 oluAE, Lefolghe A& s

A HA=9) AF o|uAE Bt F2SHFH. ol=

<Table 4> Communication evaluation of cruelty-free fashion brands

Stella McCartney Patagonia Freitag
Common nodes 0.20 0.18 0.20
Accuracy 0.93 0.91 0.89
Positiveness rate 0.48 0.23 0.35
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