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A Comparative Analysis of Korean and U.S. Consumers’ Acceptance Patterns
in Sustainable Apparel Consumption
- A Topic Modeling Approach -

Sebin Jung, Joon-Ho Seon, and Kyu-Hye Lee
Human-Tech Convergence Program, Dept. of Clothing and Textiles, Hanyang University; Seoul, Korea

Abstract: This study compared and analyzed text-based consumption experiences with 2,964 online reviews written post-
purchase to investigate the differences in interpretations and evaluations of sustainable clothing products between Korean
and U.S. consumers. The evaluation after purchase was emphasized by integrating text-mining techniques such as word fre-
quency analysis, LDA topic modeling, and sentiment analysis, moving beyond just consumers’ attitudes or purchase inten-
tions. The analysis revealed that the evaluation criteria for the same product varied between countries. Korean consumers
focused on practical and tangible factors such as size accuracy, wearing context, ease of product management, and service
experience. Conversely, U.S. consumers tended to interpret products with a relatively high weight on emotional and sym-
bolic factors, including sensory satisfaction, positive use experience, and brand meaning. The sentiment analysis revealed
that U.S. reviews prominently expressed “joy,” whereas Korean reviews exhibited a more nuanced and context-sensitive
evaluation, characterized by a blend of “trust,” “anticipation,” and “fear.” Furthermore, consumer acceptance of sustainable
clothing products was influenced not just by personal commitment toward environmental and ethical values but was shaped
through a complex interplay of functional judgment, emotional satisfaction, and cultural meaning-making. Evidence showed
that Korean consumers focused on practicality, highlighting the importance of emphasizing functional performance and real
usage experience in the domestic sustainable fashion market. Overall, the study highlights distinct acceptance patterns
across countries, offering managerial implications for developing sustainability communication that reflects cultural contexts.
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Q)7 ol WE 7+ 71Fo] FahA Vehde)
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A2 oA sAetar "I’“Q‘ol“—‘x]% A olaliel B gtk
ZHRR] A ) BES lﬁﬁé} | S1aixs o] $-2]
A BNE o8 + Qe H2el Dasi, APATE T
2 AYA AERA) 39 o :I.L AAE Ao o)A ¢

o olgjdt Hae Au|re] x4 75| ek <143} g
=, o % Ak o) %% 2% 0] 21ckBusalim
et al, 2022). 7 7o) olwesh Al 7ol FEEL A o

ATE =8 el A 2RAke] el 3 2HE gk
AT I FSsivks Aol Al71=ATHHong et al, 2024;
Davies & Gutsche, 2016).
A% 7F5 IR A0 Wetel ] A} S8 TR
oM BYHow Sefd & YouR, MERALE B3 BA
WAL ek, B A o

RO 8 PYS seksblele

IR EASIE goR, Lulil gD Wil uf 3
o 7ol H7E ARl 22kl 2RE BT 22l R
& AUt AFE oA Ao AAsElEAS B2 3
= AR A9 71N LHEJEIH o™ (OECD, 2019), H7Fe]
k= o ¥yl A2 AEEA FgIHHoT

g8d ‘E}(Lang et al, 2020). WA LBl FRE &

& AEF Ty o]Fe] Hr WelElBs BAgto g 2H)a) &
4 S U8 aHoeg =EsluA} s
o), & A7 S5 va T H7kE des v

ZHR} 8 ] AelE BAFTE F71 7 Hlae AH|R
o] ggo] HHAR AMA, £3H wWeto) 71Q1gk fF A
AAE AFE = = WY A AAE AlFErHde Mooij
& Hofstede, 2011). “Sl= A&B|2}7} 2|& 713 “H’q*o‘ g
Al FEskerPele A2 g ARl ik B4 X8
739 2zl g AR EARIA 52 YAl HW RIS
IR Tetslr] ol Zlolnt.

W ohel e sk Tolsh A A Hold] 27
s}, /\H]x} T8 AFe SN0 R o] Foix|R] gfom, A
HIZ7E &8k #3814 71X AAleL ] ot AlF 7H <>H”‘q
I Hrt 715e] g2 4 Jthi(Amould & Thompson, 2005).
obgal, 2M)2 82 Age] AAH, T2H Aol ol
= dsb ul-‘—r)r }\]X]— A—l/\ = /\H]X]-Q] ;(]/kl /\Z_,,]_ -\4—04
£0] Aol fusi, ol BAl=s} AlFo] AN 712
dashs Whldl 932 mRIth(Kotler & Keller, 2016). 51|
2AFe F2H 2 713 P4 A1 30.5%2 16 o}_ A
o7 v, A AAAer 7P 2 vlss A sk 4
gk Ao 2 H7EtH(Coherent Market Insights, 2025). ‘?E’i,
gAY X& 7hsd s A 2715 ERIgE 32 BAE
IR 3o, 719 2 A xpde] A=k g =g Al
202 UERTHAR, 2023). o]2|3t Al B A= <l
3l 3t rle] ARl TUE Al tisiM = Adelst 4
g opre 74d 2 9t
w3 A% F5e ARGl 0)E 205 48 Fjol nje
31 o
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2.1. X[& I8t o|F AH|2f AH|X} =8 BpA

A& 7hs732 A AAdelM 4 TR ARFAL glem
A gt ofuel Anjake] Adeat Fow ST
S m X UTHHan et al, 2024). A& 7153 HAL 24
of thgt 47 FFS Hastele A Hol = &, A
w2 = 54 F ok A s XEele idew
=0} Stk (Henninger et al., 2016). o]ol w2} B2 oA
719EC] AEE A, JeE oA, &AL B S 5
Hale ouRE Aeletal glom, 4na JA] o]H 3 ¥is
o Whgskar vt

et A& 7heet Rl tigk Filo] FHkE ) PFe
2 olojRe AL ofurt. dRkFog aMRle 7H, F4, Y
AR T 715A addl wet oxh AAS WEARE A& Tk
o AlFelMe @743 A, AElE 7, SR 22 HE
AA Q40% ?—UH —4"4‘01] 5{) B XItHO’Rourke & Ringer,

MRS g AAVY 18
_]'—9—01-7] wj] F-of| (McCracken,
1986) X]i 7P—6¥ |57 iﬂl—t— HR1e] &2 Ald, ZA4
T2, ARBE on) Hojol WA APEth(Niinimaki, 2010).
mebd ZH|RRE o] AelM B F7)o] EsrIRE o]
g QeSS THHCE JHsH F§ ARE ZAA3T
(O’Rourke & Ringer, 2016; Niiniméki, 2010).

ozt ol2igh =8 P SRR &3k ARSlEsks] Het
of wizt gk = vk FLE AFolgs 25l FolE=
omje} s whale E5hA ZEX|F, AR 1, S0l gk <l
2] ol w2, ol A AlF gk 7 719
T8 Aol Apol& olojd 4 Qltk(Connell, 2010; Arnould
& Thompson, 2005).
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AT A SHE Axeie WA 2AE A0] o, &
H)A7} AEl o 7} RejareA olaleli, Aol Al
w514 27 olgjoln] olEA WEEA AwE Bes} ok

g

2.2 X|&% 7tksst MEoll chst 8 WA

A& 7FssE A PQjoll= kel 4eld AkEA gjle] &
g os Z23THWhite et al, 2019). White et al(2019)&
AEAE T, 27 AR, A8 A, slge] A4 Sol
A& 7Fsd aM) B85 frEshs 4 adlolzkar A
th & AFE oldE o84 ¥ fellAM, ARt A& Tt
S8 YRE ek S BAA, A, A8 FEeR
THEEte] FAgITE o) 1A v, AR 39, 484 B
Bolgte tget ARE Bl MR $80] o]FojES AA
How xAsr7] 9I5|t}

A, A £ NPt A& s AFS B &
= BAA W) 716kt 8- wAolt). Andreoni(1990)=
AQle] RAEA Ee T w Wy wETES HEE F
S w3on, o] 9 FEZ9(warm glow)2 WAL
ol gt WA B WAYUES 18734 P5 WMz A3
=™ (Taufik et al., 2015), 2|4 gl 2H|xle] A= el
of 7 o= Aol Folulst dFS vA F Urk(Hartmann
& Apaolaza-Ibaiiez, 2012).

A4, A &2 AFel MR ZAEE A
AR oH|AE FHsle o] E uf Jehdt) ARzl A
& 7Fsd AlE FE S8l A 7R BRI 86t
] 3l (Seelig et al., 2021), ol= A7 on|x] A H AlF]
2 AAAE Fd3 JAETHLee & Lee, 2024). Wb A<
7Fsk AlFS] A 7= avRbe] il el Fadk 9
kg dt}(Hasudungan & Saragih, 2024).

AR, A&4 782 AFS 7154 E8lA 2= B
7|9k 8- o). F4, 7H, WgE e dukA]l Al
F S8 A% 7 A Ao e Fas de 7]
88 THRausch et al, 2021). o= A% 75k A|Eole} 3
g A8A Aol AHR} 7o) Fj}SlA] oW 8 7t

Aol o 4 G- AARIT,

=

off & D o
FN
I

2.3. 2H[X} 2|7 HAE 2N

2R FiE AFE 7 2 AR AE olF g4E Hrpt
Adojzlo g F&E dAEZN LA} B4 AEFTS of9A
SRl gk A3yt ApEH o2 715% Ak olthMudambi
& Schuff, 2010). 53] A& 7153t o/AH 71X AP &4
o] ZAxEwE AFe] 745 MR Bie B84 &84 7 el
st 44 HE=E dol, AA| 4] wgex g &40
o7 AL HIEHIEAS FAZH R HojEr)

a4 B gAEE T 7 399 JuE Tgu 2
A 2P FEE AF S L 0] B WA Au,

=AE 2 Al g BAF wke Wil B3 HHelnt

MR} BlRoA] =8 =] A
O Z(Guo et al, 2017), ¥ AolM= AT} A&
OFE T8l oA ofH =5

sl o &&Hr A A2 "2Ed 77 XA 8
ds B 2R "=

2012), 2HIR7F B4 AlF S0l til Hols A4 kgt
I FEE olsliske d &-8-¥t(Jagdale et al, 2019). °l&
3 B A7e EY pdgog wokd 8 @AhSo] ol
XA WHeS Skl BA kAL, St vls AHlRpe] A
& 7VEet o 8 S WEA AAAMF ARdelA vl
slazzl gty

24. 28t X3 0|23} =7} H|me| Etehy

A& 7Fs oF Avol] gk aAS ARSlESk ] o)
2 ok JERE 4 9B 2 (Connell, 2010), o] w3}
7] EiME ARiRt QES w5 A-elA Had Baot
THArmould & Thompson, 2005). 53], =7} 7+ &H|#} vk
9] zlo|lE FRAOZ AW HaME 7k AE7F Fehe
712 AL} e alelE 22 F e F3HH B4 £
2 3lth(de Mooij, 2019). Hofstede(1984)2] E3} 21 o]&
2 =7F ZF Blm B de] &8y} gkom, wEii B A
TFAME F =7F 28R RelA Uehs & el Aol
£ 314 oA sjdske &8 283t

Hofstede®] &3} 21l 0|82 7} Al5)7t Ff-she 314 7}
27k AL Ak, Y, AEel] FRHE JIS mRiths
AAIA b, & AN 7] A e® FdETH(Hofstede
et al, 2010). & A= o] F MIF A2l 8k
24 39 Aol 2HS Fob RIS ATTY 23S ) o]
de] 3RS Hng u AyaiEe] 7P E3] AMEslE A
o)™ (Cohen & Avrahami, 2006), B34 3|3 9L
7Fsek o F 4Anle] T8 FolE)] ANt QIAEkE B
2233} P3Ho] ZT(Pereira et al., 2021).

AT ATe] Al AR ARls HE6A0 EAR
AAEH=A], To Ao dRE QA sR=Ro we} M) 39
o] F719} whlo] gEpRitke A& A eith(Hofstede et al,
2010). W)= 7f01FEe] M4t 91, SRS 1870 2 (Hofstede
Insights, 2025), & =17F= =93t 2lo]E& Rt} Hofstede et
al.(2010)1 w=H, 7iQ1F=2] 7ol 73t AlslelME 2234
A|ERS FAISHH, BRRle AldETE ARle] 7Hx| 9 &
of wEh AFL st A ehs Aol sitt. v, It

dob i

< PRI, A1) EEk avke ]

2 Aol A e Aes SAeke v fdre] w8k
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MR ) A Al 25e AR g 958 BRIt (Fong B7F 840 of" Aol7t EAls=r1?

& Burton, 2008). A EA 20 2R R BAE T UERbe S A
B3 3T e AR de] BEsty dF B Ao 8 P AEH, A, FHH ALelA] o AT

S A dEl wle B FEe did WS At S Holevp?

(Hofstede et al, 2010). e B34 3lu F47t 852 AT A 3 A S B ERlsEE 74, R 2 A
g o n|=FE 4622 YTl (Hofstede Insights, 2025). & A TE] P G MR oA tET

A §M7} EL S AM2le wWEe R, A A,

A&A sEe FarEH, ARy} RESAY BHEe B9 3.2. 97 et % HiofE =X

T8 Aol A 4 vk v, vle AR HEh A2 B AT 24 gfe F2Y olgino] BT PARY] AE
el Ao, BrgebAY 3441 WAAE HlwA] & gHolth. PARs 373 3 ARSA Aol oigh At A3 A

AsHA wolEY 4 At} Cheong and Mohammed-Baksh & BEAS HAH=2 =o=o] $EOm(Hepburn, 2013), ]
(20200 WEH, = ARk AlF T8 FFoA HAY A wl A& 7hset ofF AH]oA] ARz 8 P BAE]
A AR olEsl= W, vl &Ml HAE oln|x|, Agatet. dloly g i} AFL d=53 v=olx T e
A7 wAIA, A 849 2 HAdA AR TS whgEit) 2 HEYS Ad FY& AF Sl 9= AT et
£ A= oHH SHE AolE Hele = v & =S AA Ao At pAFES HMolR dgste] A
HIZL SRS £3) 2k o]82 HiE e R H|wElt), o] B3 vl e =2 Eﬂ‘: A& AAg A3, Table 12
= 2491l Yx8k= Ao et

T =7Ee] E5HA 7HA] Agl| whe aR|Rp 8 Fe] Aol 7ol S7F #E AMo] Q7
£ FRlskes Zlo] F3pelrt stk o]E Sl AA FellA S7F PARS] taRZQl ofold o
2 AAHL S SsIT HFAME Y AFEEol ¥
3. of b 2] §rfolEollM ARl WAEAR AFOoRE AAEM, £
Ab BEAtRoM e Hallze] /FA#Ql ofoldlor AgE nt
3.1. 97 =X ATHByars, 2015). o[&Ag ol Se F=ollr B S
2 Ae I DA AE 7Fse o R AlES oud AUE AlFeR, vl £49 thdes Al T3t 5
831 o= WriehH, To weh 78 Fol 01%471] 3 AE SO W8 B 8-S BT 2l HolEE

AEEA ke Ae BHoR ) olF fJal vs 4] T4l

2 2l HE A tde® 28sl] d= 2vRke] 8 FE 2 tlolel= PARY] = Bl vl 32 FEolA|oA S
iz ow =eiarat s, = 7F e Aol 23514 stk HA T Aee F 296470 1,5127, W= 1452
7H] AgFe] zlelE Fl slAlFit). olelgh HAjo sk A Zeltt. vlole 32 HepA 274 DOM(document
AE A7 EAE v 2 object model) 75 ks 4ske §) 289 7IMe &85}

A 2A 1 F=at vlE ARk el ERus e of o]foifon, ool dS v o s Ao mA

Table 1. Google Trends related queries for “P Company” in South Korea

Rank Query Relative search interest Rank Query Relative search interest
1 P Company Product S 100 13 C Company 41
2 Product S 99 14 P Company fleece zip-up 41
3 P Company (English) 96 15 P Company Korea 40
4 P Company puffer jacket 90 16 P Company Product R 36
5 P Company fleece jacket 86 17 P Company outlet 36
6 A Company 73 18 P Company T-shirt 35
7 P Company jacket 63 19 P Company Cap 35
8 P Company backpack 48 20 D Company 32
9 P Company windbreaker 45 21 P Company short-sleeve 30
10 P Company Product T 44 22 P Company store 29
11 P Company USA 43 23 P Company store location 27
12 B Company 41 - - -

Note. The period was set from September 2024 to September 2025. Brand and product names have been anonymized. For the U.S. market, product
representativeness was confirmed through official bestseller listings and corporate press releases. Accordingly, Google Trends analysis was conducted
only for South Korea.
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A BHE 2Fsl=E AU o9k 22 DOM 3 7|5k
218 2811 B ATalA &8 7kt fas
7oz HI =)ol $theg, Boegershausen et al, 2022;
Khan et al., 2024).

3.3. 24 4y gl Hx}

=7P 282 2] BY el HA 3d S v
317] $Jal "9l2E mloly 7S dAIH o E A&k £
e g A o 2k

A SR LEel Fie v Z =
(Textom)S B3l FelA B4S AL B85 AASR=
AA2 A4S AFh o] HFA oJn] HeHo]
U &AL AALH, SASE FEARE 52
L BHS & 7Eg o= Aslsle dAlo] ABE B
A o)l dBAES e

o2 HAEE 92E HolEE tdoR thol 24%
AABIATE @] RE #4018 B3 ZF 571 ERedA Fas
7t 22 719 Fotslslon, ol& Bl S ml= &M
o] F=8 HA 891

olojA] i W] ©of 7+ ofu] FRE E4sle] AH|R} 24
Ae] FZE =Z3517] 98] LDA(latent dirichlet allocation)
By ndgs F450th o HdAEE €2E HolHE
Python 37322 B&2 &, Gensim 3712 & &83l LDA
2dS et 29 g5 Al IEElE 0=03, f=0.05
2 AAsiglon, v 315= 20032 wAsIth EY F(K)
E K=2%8 K=107}4] coherence scoreE H|una}lo] =4
1F=s Hrkeldnh. 2 Adk= Fig 13 2om, 74 4]
A =7 7F vae] d3ds e st mlE R
ole] BN K =42 EF 2 4Ast). 7+ EF9|
£ EY YolA 7dert 22 dols $AFom s,
T B £ 7ede] B2 ZR UES ¢ HESY
23k3ATh. B8k pyLDAvis A12tsh E=ellA fJok)) e &=
Aap dolo] Wwe}l B Wollxe] S 3 Al 1H
Sigict "tk 3k Tort AA| A2l TRE FaEe &
A Egox Audog Frxe =g rtesi] wdd
AER, ol& A o] FES H|wFTo 2N we NIE o
o7} sl #H=d YIS HRAA AEE SIATHSievert &
Shirley, 2014). o213t ®2)s F3ll EF s29] =S =0l
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o By mHE AaelM vehd dkea vs 4niake]
AMA ZolE AFH o Z Hwatr| 93l, Python 3941 NRC
Emotion Lexicons &3] 744 ©of vl 43 74 H
F 248 S35l tiMohammad & Turney, 2013). o] &
Holl&= NRC Emotion Lexicon®] & APAS, 3k=to] 2]Ho
+ Korean NRC Emotion Lexicons Zt7t &-83] =71 7+
Hl 7Fsd3 40 i3S eI 7 AR 25 joy,
trust, fear, anger, sadness, surprise, anticipation, disgust®] 8
N A e} 38 SAS EFSlaL o, dojd 4 A
He APH R Haely] golsith. 2 BH A 2
3o 2 sh= HlETS 83 S8 Y wo] &
434319 th. NRC Emotion Lexicond] 7]¥ksled 7} €]
A @ojE sk, F7PE ZR 7F Aol zlelo ot
S ARl FAIS] flste] 78 ©o] 5 ST 2R
| @] 2 vie H&E AEAT olu, kel T
o] Y Tl &IjriEte Tolo] HiEE 139k ke
SIES 3ol S5 TS A ool we}t [AA| Tl F
o] Y o] Fro] BlES AREste] ERelA 2 3de
Gui} &is] Jepe=AE 7R vasksit 127
A2 I do] oM o 2 WHF7E o RIvSH
PR, & HAA Gkge] 24 zlelE A RT] 93
FEATt. 7t o7t 23E 2 WHFE ERIsk, T
9] RIEE F3sto 74 W £ A=tk £
oME shte] doi7t o] FAl &3=
aFehs 1Y HEF Bl S5 JAS ol 74 1
O] A 4 BES Tetelr] Eelt) niAEe R ALk
719 72384 AFte] 41=1438 A4s17] 9l8l, Python 3¢l
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Fig. 1. Coherence score by number of topics: (a)South Korea, (b)United States.
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23}, B80] A7, §7] SUs AAE TR AT
B Aol o] HolEE o ol 2] WE 9 s1E
3 2] Az ANk,

4.12. H1= 2 TF-IDF ¥4 43}

2 dFolXe bAE #404 de] AMgSk= TFSH TF-
IDF 7] #4& AM3ISIt) TFe &4 W Tojo] 57 Wl
E=Z, TF-IDF= 78 EA0A Aid oz A5 54sPdA] o
E #AoMe =24 vehbes dold FoEE wrgditt
(Sparck Jones, 1972; Salton & Buckley, 1988).

ZF 249 49 200 A3R= Table 29 2t} = /<]
TF 739] ©@ole STH7T133]), Alo]2(4393]), A(2143]), ofjBuck
(1923]), 2(1703]), FH=5(1663]), 7H(1533]), M(1193]), Gt
A(1168]), ZtH103%])°]t}h. TF-IDF A9 Tl =t} Alo]=

omict g WL Wk, M, "W, Ao, Lelt) o]Hg A

M= A Wrtel Afol= 9 9 Byt FAH R e
v, 24X B dort Fxaxin

ul= ZHe TF A9 ©ole love(6623]), fit(5013]), warm
(4953]), fleece(4133)]), size(3153]), great(2873]), color(2693)),
pullover(2643]), PAFY(2403]), perfect(2183])e|t}. TE-IDF 4
] ol fleece, warm, great, size, pullover, fit, small, color,
PAF, perfecto|th. o]ejgt A= B2/ Ao} 22 B84
A, TRt 22 A7 ksl tig Mest d At

Table 2. Top 20 TF and TF-IDF results by country
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Atelz, A, 71, 3, FEYHG 5] T1ErE 2E] 2l
o, o]& v o R o]z gl g mEwo R it
EY (oAM= AFe] X A gigh =
AALE UERITE

“TfEAE] FEE] 97 FESIEH T YA eiRjAfo]= Al

O} WEESLy Yo] EQR]H )= o) 9127 Polg:) oiph HiEo]
SEEGlE B o] L}olA] TFREMEF F 9Jolof SRS Q9
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-

=ujo] Fa%

—
O

EY 223.9%)y= gwhg, xdsitt, A9, w3 59

AAER Fgsle], A A W AF dE g
£9 o ol 39, AF B, 34 o) 5ol ohe &

HZke] Agzo] WhgH Zo® A Ert.

232 o3 HslE 2] i Qloji] EFE APFYAA] FES)
A £l et GG AP A T2 AL

EY 319.1%)2 A, oy fzl, 89, IQ1E 59

South Korea

United States

No. Word TF Word TF-IDF
1 Good 713 Good 633.79
2 Size 439 Size 600.89
3 Color 214 Pretty 389.43
4 Pretty 192 Clothes 377.62
5 Clothes 170 Satisfied 367.67
6 Satisfied 166 Like 344.88
7 Like 153 M 318.89
8 M 119 Shedding 283.39
9 Shedding 116 Large 277.07
10 Large 103 L 271.55
11 L 99 Color tone 256.13
12 Gift 78 Product S 235.32
13 Product S 75 Gift 231.99
14 S 73 S 221.63
15 Men 70 Men 216.32
16 Thanks 67 Product 212.42
17 Product 67 Color 212.18
18 P company 65 Thanks 207.05
19 Lightweight 58 Good (loanword)  201.35
20 Winter 58 P company 199.73

No. Word TF Word TF-IDF
1 Love 662 Fleece 612.75
2 Fit 501 Warm 566.93
3 Warm 495 Great 500.56
4 Fleece 413 Size 495.56
5 Size 315 Pullover 492.11
6 Great 287 Fit 475.77
7 Color 269 Small 466.97
8 Pullover 264 Color 461.98
9 P company 240 P company 451.80
10 Perfect 218 Perfect 438.11
11 Small 205 Comfortable 393.80
12 Comfortable 188 Good 386.75
13 Soft 180 Jacket 382.89
14 Sweater 173 Soft 380.46
15 Good 172 Medium 372.96
16 Order 167 Large 370.25
17 Medium 148 Sweater 365.22
18 Cozy 147 Product S 358.72
19 Large 147 Cozy 346.35
20 Product S 145 Pocket 343.92

Note. Keywords in the South Korea dataset were originally written in Korean and have been translated into English for presentation.
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Intertopic Distance Map (via multidimensional scaling)

pC2

Marginal topic distribution

Top-30 Most Relevant Terms for Topic 4 (45.7% of tokens)
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<uiz Il
2zl

Overall term frequency

2% I Estimated term frequency within the selected topic
5% 1. saliency(term w) = frequency(w) * [sum_t p(t | w) * log(p(t | w)/p(t))] for topics t; see Chuang et. al (2012)
2. relevance(term w | topic t) = A * p(w I 1) + (1 - A) * p(w | t)/p(w); see Sievert & Shirley (2014)
Fig. 2. Four topics of South Korea identified by LDA topic modeling.
Table 3. Topics identified by LDA topic modeling (South Korea)
No. Topic label Keywords Proportion
Si d Weari i . . L .
1 1ze an canng experience Size, large, like, shedding, inside, oversized, long, arm, fit, soft 45.7%
feedback
) Customer service and product Satisfied, shedding, purchase, thanks, kind, staff, sold out, exchange, customer service, 23.9%
management assistance e
3 Design and color Color, like, pretty, design, oversized, black, satisfied, recommend, image, point 19.1%
4 Wearing context and usability —Light, satisfied, winter, friend, camping, comfortable, gift, holiday, school uniform, fall  11.3%

AR FHo] Qow, ol TRl B Aoz s
ek, 2 3E At AE 930 te Bbt Feshl
Uehde.

wapso) ApHOE B AT B Bk HE ome A 2 T
ngpE Ik

EY 4(11.3%)00= A, B, AL, 97, 28 59 71¢
=7} 23Eo 3l 2
3 4= AFo| ARREE FAIF Agtoly Wt tiek &

ol
[e]
< "3

Slaioiss )

2 ‘Z}-%}g-

o
v}
"
Of
i
;
o2
o
_O|L
R
i)
i

“dlo] gl FE AGLUE FE SEINE FL.. F HE
Fo)§ 22]3 PAH] B IOl MIEHE hEOLI ofF F
Brich eHfod gerPoral”

422, m= 2HR}F )R] By 1z
n|= 2RRF 2R BY 2dd B 43 Fig 339 242
vl 7o) Ego] =& 7 BEYe] 7|9 P42 1o u}
2 EZYE Table 491 7tk BF 1(27.1%)0%E fleece, warm,
shed, wash, quality 52| 7]19=7} E3Eo] lon AE &
A g F2 W9REdr B9 12 AFEY AE, 2 A

5 s, 7y Sl tiE B 342 ol

“After machine wash they still maintain that great sofiness and

don't pill compared to a lot of fleece material.”

EY 2(25.6%)= fit, large, comfortable, relaxed, boxy %
o] F1HEE A, 28t 9 Fo g yWyEH N EY 2
oMe AFE A e tish Ulgo] =2 vepdt)

“I am generally an XXS-XS so I ordered the XS because I like
my sweaters big. It is very roomy and has a boxy feel but is

super comfortable and I really like it!”

EY 324.7%)2 love, cozy, cute2} 7 A o]F]9}
house, snowboarding 5] 2§ 4&o] E3H ] o, Ui
A &8 9 XA B0 Z HHEL EY 32 AF o
gk 3HA R I &8 g A 3ddErke "ol

£ 5]t}

“Saw this fleece in the stores, fell in love with the pattern,
waited months until it was on sale, purchased it, and am very

>

pleased. Layer it everyday at home after work to stay warm.’

EY 422.6%)= HE#M=m, color, pocket, feel, style 52J
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Intertopic Distance Map (via multidimensional scaling)

PC2
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Marginal topic distribution 4

2%
5%
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Top-30 Most Relevant Terms for Topic 2 (27.1% of tokens)
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compare [
continve |

Overall term frequency
I Estimated term frequency within the selected topic

1. saliency(term w) = frequency(w) * [sum_t p(t | w) * log(p(t | w)/p(t))] for topics t; see Chuang et. al (2012)
2. relevance(term w I topic t) = A * p(w I 1) + (1 - A) * p(w | 1)/p(w); see Sievert & Shirley (2014)

Fig. 3. Four topics of the United States identified by LDA topic modeling.

Table 4. Topics identified by LDA topic modeling (United States)

No. Topic label Keywords Proportion
1 Product material and quality Fleece, warm, great, perfect, shed, wash, soft, winter, layer, quality 27.1%
2 Clothing comfort and fit size, large, comfortable, small, layer, big, cozy, relaxed, boxy, tiny 25.6%
3 Everyday use and emotional satisfaction Love, great, cozy, cute, daughter, happy, house, husband, windbreaker, snowboarding  24.7%
4 Design and brand affinity Love, P Company, color, pocket, feel, perfect, snap, sleeve, style, print 22.6%

IEE v R, TRl B HAE oo FMa).
HA=wT 7 love, perfect 5 84 HHE ?83
o7k g B djol] {Rl AL, o]E°] T Bl
Hers Ffrab AzolA ozt A= tke A
ok weby EY 4elxe AF tARIF Bz gt
Fdo] YET

ozi YR Y
oo fr

“Lovely colors and made with Patagonia excellence. You really

cant go wrong with this.”

(@)
14.5%

Sentiment

Words

855%
Non-Sentiment
- Words

o

43. 4N 29 Aot

43.1. 77 ©o vg Ml

2f g2Ed ¥ 7 WS FHHoZ v|wap|
Al 7 A4S s e 2 A= Fig 49 A= o]
9Jt}. NRC Emotion Lexicons &85l T&5F Aol ul=
W, S &HRE ElR AR o] 78597 & A woe
L1427N2 A2 14.5%S ARSI vl &82F 2 ie %
A ©o] 16,1897 F 7 Tolrt 3,6190E HA] 224%E
A ST wl= ARRE gRelA 7 weirt o 25 e}

e}

N

Non-Sentiment Words

= Sentiment Words

22.4%

Sentiment

Words

ST
Non-Sentiment.
Words

Fig. 4. Proportion of sentiment and non-sentiment words based on NRC Emotion Lexicon: (a)South Korea, (b)United States.
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Table 5. Cross-national comparison of sentiment polarity score based on XLM-R

South Korea United States p-value
Sentiment polarity score (Standard deviation) 0.792 (0.150) 0.837 (0.142) < .001

Note. Sentiment polarity score represents the probability of expressing non-neutral sentiment, operationalized as 1-P(neutral). p-value was obtained using
the Mann—Whitney U test.

Table 6. Emotion category proportions (%) and rankings by country @ Korea @ United States
South Korea United States joy
Rank Emotion % Emotion % 209 0.
1 Trust 18.06 Joy 19.51 sadness
2 Anticipation 16.17 Anticipation 18.40
3 Fear 15.82 Trust 17.61
4 Joy 13.98 Sadness 13.14 o
5 Disgust 13.37 Anger 1033 disgnet:  anticipation
6 Anger 8.67 Disgust 9.43
7 Sadness 7.14 Surprise 7.83
8 Surprise 6.79 Fear 3.74 anger | " surprise

Note. Emotion categories are based on the NRC Emotion Lexicon, which
classifies words into eight basic emotions.

fear

B . Fig. 5. Comparative distribution of 8 basic emotion categories.
wom, nl= 2nRE 24 ol3lE A os 8ol &8-3
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