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= Grouping and separating the = Pattern Map along with
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= Set-up consumer sentiment journey
= Abstracting sentiments into . = Compare path with journey
. based on ‘Beauty Experience Journey’
high level and products

(Figure 3) Research Process
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(Figure 4) Boundary Depending on Number of Clusters

SOM

SOM

(Figure 5) Consumer Sentiment Pattern Map
(Left: Counts on Nodes, Right: Node Characteristics)
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(Table 1) Characteristics of Final Clusters

Cluster Number of Items Rating of Product Average of Price Amount of Mention
1 3 3.94 115,333 14.67
2 6 4.10 32,183 55.00
3 43 4.86 39,116 36.07
4 3 3.90 26,266 2.67
5 2 3.95 94,000 14.85
6 5 4.10 26,380 5.86
7 4 4.06 39,700 2.87
8 33 3.97 50,169 264.72

(Table 2) TOP10 Consumer Sentiment by Cluster

TOP Cluster 1 Cluster 2 Cluster 3 Cluster 4
1 HHE Fof] Ebgh HLE7] o3& Asste Ble= I R R R
2 s W o U o] Rell &9l HE & Ao HE F 3 EA7)=
3 Az FHete s W 7L HE & Z33<Ql
4 bkl 28 2 B Hag Aoukgh
5 e 3 g3zl AP HE £ 3E Tajslr] A
6 HE o deje PYEZ HHE & fold s
7 o qgk 7rA o] Hx% s W doe g Bt olgEE
8 Zra e e Zlnaly ARk
9 Qo] B ASUE HE & SRR HEE7] o3&
10 AAIEA vk = uE = A L= I, ASE

TOP Cluster 5 Cluster 6 Cluster 7 Cluster 8
1 Z¥al Al =g 2 g 5% obEThE
2| mE F ugE R 3% g B AvdE
3 53 of 9%k e ¥ 253 HE o FEeE
4 g o E5¢le e el ol FRket
s | vie W Axg e & Bl Bye A2
6 71 == Zka4le frolgt et
7| e s 3 A g B ST
8 el 48 B¢ R ENols ZIv ==
9 A HE & 233 a9 s
10 v Az g T AT v o) AR
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Abstract

Development of Beauty Experience Pattern Map
Based on Consumer Emotions:
Focusing on Cosmetics

Bong-Goon Seo* - Keon-Woo Kim* + Do-Hyung Park**

Recently, the “Smart Consumer” has been emerging. He or she is increasingly inclined to search for
and purchase products by taking into account personal judgment or expert reviews rather than by relying
on information delivered through manufacturers’ advertising. This is especially true when purchasing
cosmetics. Because cosmetics act directly on the skin, consumers respond seriously to dangerous chemical
elements they contain or to skin problems they may cause. Above all, cosmetics should fit well with the
purchaser’s skin type. In addition, changes in global cosmetics consumer trends make it necessary to study
this field. The desire to find one’s own individualized cosmetics is being revealed to consumers around
the world and is known as “Finding the Holy Grail.” Many consumers show a deep interest in customized
cosmetics with the cultural boom known as “K-Beauty” (an aspect of “Han-Ryu”), the growth of personal
grooming, and the emergence of “self-culture” that includes “self-beauty” and “self-interior.” These trends
have led to the explosive popularity of cosmetics made in Korea in the Chinese and Southeast Asian
markets. In order to meet the customized cosmetics needs of consumers, cosmetics manufacturers and
related companies are responding by concentrating on delivering premium services through the convergence
of ICT(Information, Communication and Technology). Despite the evolution of companies’ responses
regarding market trends toward customized cosmetics, there is no “Intelligent Data Platform™ that deals
holistically with consumers’ skin condition experience and thus attaches emotions to products and services.
To find the Holy Grail of customized cosmetics, it is important to acquire and analyze consumer data on
what they want in order to address their experiences and emotions. The emotions consumers are addressing
when purchasing cosmetics varies by their age, sex, skin type, and specific skin issues and influences what

price is considered reasonable. Therefore, it is necessary to classify emotions regarding cosmetics by
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individual consumer. Because of its importance, consumer emotion analysis has been used for both services
and products. Given the trends identified above, we judge that consumer emotion analysis can be used in
our study. Therefore, we collected and indexed data on consumers’ emotions regarding their cosmetics
experiences focusing on consumers’ language. We crawled the cosmetics emotion data from SNS (blog and
Twitter) according to sales ranking (1St to 99th), focusing on the ample/serum category. A total of 357
emotional adjectives were collected, and we combined and abstracted similar or duplicate emotional
adjectives. We conducted a “Consumer Sentiment Journey” workshop to build a “Consumer Sentiment
Dictionary,” and this resulted in a total of 76 emotional adjectives regarding cosmetics consumer
experience. Using these 76 emotional adjectives, we performed clustering with the Self-Organizing Map
(SOM) method. As a result of the analysis, we derived eight final clusters of cosmetics consumer
sentiments. Using the vector values of each node for each cluster, the characteristics of each cluster were
derived based on the top ten most frequently appearing consumer sentiments. Different characteristics were
found in consumer sentiments in each cluster. We also developed a cosmetics experience pattern map. The
study results confirmed that recommendation and classification systems that consider consumer emotions
and sentiments are needed because each consumer differs in what he or she pursues and prefers.
Furthermore, this study reaffirms that the application of emotion and sentiment analysis can be extended
to various fields other than cosmetics, and it implies that consumer insights can be derived using these
methods. They can be used not only to build a specialized sentiment dictionary using scientific processes
and “Design Thinking Methodology,” but we also expect that these methods can help us to understand
consumers’ psychological reactions and cognitive behaviors. If this study is further developed, we believe
that it will be able to provide solutions based on consumer experience, and therefore that it can be

developed as an aspect of marketing intelligence.
Key Words : Consumer Emotion, Consumer Language, Cosmetics, Beauty Experience, Sentiment Analysis
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