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- Generational and Gender Differences -
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Abstract: With the recognition of YouTube as an information search tool, YouTube creators have subsequently become
sources of information to consumers. Accordingly, this study aims to analyze the consumers’ response of famous fashion
YouTubers in Korea, and to identify differences in consumer response based on the gender and generation of YouTubers.
During the period from the opening of fashion creators’ YouTube channels, we collected postings on blogs and Internet
cafes using textom. As a result of preliminary investigation, six fashion YouTubers were selected. First, all the selected
fashion YouTubers were well recognized by consumers as fashion informants. However, Milanonna has been shown to act
as a life advisor and as an informant for luxury brands at the same time. Second, female fashion YouTubers were perceived
with themes related to daily life, beauty, emotions, and mood rather than fashion itself; whereas, male fashion YouTubers
appeared to be more interested in fashion accessories, especially with respect to the basic style. Third, Generation Z fash-
ion YouTubers used the most non-fashion keywords, and their Millennial counterparts used keywords related to fashion
items and product purchase properties. However, consumer response to OPAL fashion YouTubers have emerged with
items such as life experiences, wisdom, and advice. Moreover, OPAL fashion YouTubers showed a variety of consumer
assessments and the YouTuber’s personal background. This study’s analysis of the differences in the consumer response
to fashion YouTubers based on gender and age enables the establishment of an appropriate strategy to attract target con-

sumers and identify their appeal points.

Key word: fashion YouTuber @41 -f-54]), fashion YouTube @14 f-571.), YouTube creator (- F2]ol|o]€]), informants
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Table 1. Top 10 fashion YouTubers based on subscribers and TF-IDF value

Rank YouTuber Subscriber (10,000) TF-IDF Average Sex Age
1 @Sister,Chief.Choi 34.0 315.42 174.71 F 20-40
2 @KkangStylist 69.8 273.92 171.86 M 20-30
3 @KimMovie 243 271.86 148.08 F 10-20
4 @BoraClaire 33.9 258.84 146.37 F 20-30
5 @WinterChoi 50.1 217.14 133.62 M 10-20
6 @DirectorZzang9Daddy 54.4 188.81 121.60 M 10-20
7 @Milanonna 80.3 151.96 116.13 F 10-50
8 @FitTheSize 46.9 176.67 111.80 M 10-20
9 @Dear.Jerry 65.9 101.21 83.555 F 10-20
10 @Hanbyul 80.4 56.84 68.62 F 10-20

FAAY HaA 201838 62 28Y, Uek=w 20193 10€ 7Y
2 yepdt). 849 dolEle A5 11,1157, YojAlE] 1,702
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Table 2. Consumer response of fashion YouTubers

@KimMovie @Dear.Jerry (@DirectorZzang9daddy

Word cd cb’ Word cd Cb Word Cd Cb
Recommendation 0.49 167.55 Recommendation 0.55 341.19 Review 0.98 94.23
Popular 0.37 124.57 Beauty 0.39 137.82 Recommendation 0.92 4122
Review 0.37 176.26 Subscriber 0.35 85.51 Brand 0.90 40.03
Style 0.35 89.28 Style 0.33 97.89 Men 0.84 30.71
Styling 0.29 88.52 Fashion 0.29 32.81 Shoes 0.80 27.50
Shopping 0.29 36.78 Look book 0.27 45.59 Black 0.76 13.94
Beauty 0.29 21.52 Sister 0.27 47.66 Musinsa 0.76 21.68
Vlog 0.27 52.34 Vlog 0.27 15.61 Price 0.74 17.39
Creator 0.27 34.20 Popular 0.24 80.93 Cost effectiveness 0.74 14.32
Information 0.22 28.21 Review 0.22 53.44 Coordination 0.72 16.30
Blog 0.20 37.36 Store 0.22 38.10 Size 0.72 12.73
Attractive 0.20 39.20 Domestic 0.22 10.75 Basic 0.70 13.18
Brand 0.20 15.79 Road shop 0.22 16.40 Product name 0.70 19.77
Contents 0.20 16.33 Creator 0.22 34.68 Wearing image 0.68 16.90
Suggestion 0.20 16.99 Feeling 0.20 36.53 Daily wear 0.68 13.09
Product 0.18 23.63 Mood 0.20 21.36 Discount 0.68 15.51
Price 0.18 47.96 Face 0.20 13.36 Jacket 0.66 11.60
High school 0.18 15.30 Daily wear 0.18 17.72 Boyfriend look 0.62 9.00
Feeling 0.16 2747 Makeup 0.18 25.96 Color 0.60 9.17
Experience 0.16 45.50 Brand 0.18 13.00 Outer 0.58 10.49

@KkangStylist @Sister,Chief.Choi @Milanonna

Word Cd Cb Word Cd Cb Word Cd Cb
Men 0.84 117.54 Styling 0.88 241.94 Grandma 0.98 114.81
Recommendation 0.82 98.74 Stylist 0.69 125.63 Italy 0.84 57.99
Review 0.80 202.77 Sister 0.67 91.54 Age 0.82 60.45
Brand 0.76 79.81 Brand 0.65 82.19 Story 0.80 45.51
Coordination 0.59 47.71 Recommendation 0.65 91.41 Life 0.80 52.58
Black 0.55 27.14 Discount 0.45 27.13 Studying abroad 0.76 41.75
Pants 0.45 18.25 Trend 0.43 31.17 Recommendation 0.73 42.53
T-shirts 0.41 13.54 Useful tip 0.43 14.37 Luxury 0.69 32.57
Color 0.41 14.16 Dress 0.41 2532 Senior 0.67 31.87
Coat 0.41 16.98 Jacket 0.35 17.24 Brand 0.65 25.54
Minimal 0.41 12.24 Attractive 0.35 7.54 Dandy 0.55 16.64
Mutandard 0.39 9.16 Coat 0.35 7.32 Creator 0.53 14.72
Basic 0.39 12.37 Knit 0.33 10.21 Love 0.51 15.20
Blazer 0.39 6.00 Cashmere 0.31 8.09 Role model 0.51 13.86
Jacket 0.37 9.16 Daily wear 0.31 14.66 Designer 0.49 10.94
Price 0.37 11.82 Outer 0.31 8.50 Review 0.47 10.23
Musinsa 0.37 12.82 Review 0.31 8.58 Influencer 0.47 15.31
Size 0.37 10.11 Popular 0.29 21.74 Styling 0.47 12.77
Collaboration 0.35 14.37 Creator 0.29 9.88 Healing 0.43 7.47
Knit 0.35 7.09 Concern 0.29 10.41 Wisdom 0.43 6.94

a. Cd=Degee centrality, b. Cb =Betweenness centrality

F2Y dol52 wew Y AAFTUN(CYH IHFA
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Table 3. Associated YouTubers and brands (Top 100 based on co-occurrence)

YouTuber Associated YouTubers (TF-IDF) Associated brands (TF-IDF)
. . WinterChoi(168.26), DoyeongDoyeong2(162.57),
@KimMovie Songfield(165.43) None
@Dear.Jerry Hanbyul(114.18) None

@Kkang Stylist WinterChoi(72.88)

@Director
Zzang9daddy

WinterChoi(280.57), KkangStylist(137.33),
FitTheSize(104.96)

BoraClaire(100.78), ChaeJeonganTV(56.23),
IamPyeonJungsu(48.73), Schususu(42.34),
Milanonna(34.94), Lisabae(27.13)

ParkMakrye(242.42), ChiluGim(103.28),
HanYeseulls(235.43),

@Sister, Chief. Choi

DirectorZzang9daddy(127.59), FitTheSize(75.14),

Cove**at(258.30), Dra**it(106.08), Amf**st(89.02),
Ar**w(87.95), Wh**U(85.21), In**lence(52.83),
Inte**omood(52.73), Pie**worker(50.91), Ki**h(42.17)

Cove**at((272.63), To**wack(268.62), Mo**ine248.00),
Ne**alance(160.06), Zav**as(149.94), Maison**rgiela(134.03),
Dra**it(126.46), Dr**tens(102.62), Maison**ned(99.51),
Ad**as(98.65), Mi**v(97.78), Ralp**auren(86.28),
Du**(82.93)

Nic**laup(122.45), Dell**ana(111.45), Merr**otive(28.10)

Ve**ace(98.88), Ar**ni(97.66), Ch**el(92.38),

Milanonna -
@ BreadUnnieKim Yeongkyeong(161.65), Fer**gamo(81.80), Dolc**abbana(69.30), C*S(69.30)
Paik'sCuisine(93.22), Daedo(70.52), GiantPengsoo(68.18)
o Atrive Sy Witer Product &t
o Contents .
o Heppiness Mobile Styling e i Tont
o Donomyo | Styieshare . nking Toies
iZone d Character & .
. fmen
smppngnanc““’"" Blog Fun Entertainment
Travel . . 7/ fage
High sdmau“"ge Eannlls Dansy Personality Shopping
___|@KIM MOVIE
o
. .
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Suggestion. 9 Creator Popular -
WeanngmageHood.e
rmaudname
o “Brown G,ay
Mo.no . MP&:\:! ~ Detairnage
o Instagram Daily wearndation =
Wearing .
. N rworld
StorExchange N @Dear.Jerry . =
N . . Design zer o
SNS Daily Love W e
Be;utydss. - MiﬂahTs;m
Favorite Road.m 4 Jacket ‘
. :
PP Skin Ccskeﬁem\Swethrts
o o
Domestic . Makeup fl “:m
.
B0 Newproduds Open
. Look-book .
Foundation F:
& Chelseaboots Easylock | @  ""—e__|nterviey Single coat
. Rapper.__| Whit .
Usefulnp Watch
YoonhK .
" Pading Callcion *Deminjack b Piderjocket

Classic
Casual Setup3ody shapeoafer Thirties Check

Created with NodeXL Pro (http-//nodex].codeplex.com) from the Social Media Research Foundation (http://www.smrfoundation.org)

Fig. 7. Co-word network of consumer response by gender.
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Table 4. Consumer response of fashion YouTubers by gender

Womenswear Menswear

@KIM MOVIE @Dear.Jerry @Zzang9daddy @XKkangstylist
Word TF-IDF Word TF-IDF Word TF-IDF Word TF-IDF
Recommendation 280.75 Beauty 231.06 Review 1009.90 Review 371.71
Review 263.24 Creator 193.88 Recommendation 862.65 Men 361.20
Popular 200.33 Recommendation 162.52 Brand 586.77 Brand 339.74
Character 193.89 Skin 143.95 Musinsa 506.39 Recommendation 301.08
Shopping mall 186.61 Review 137.83 Men 502.51 Coordination 199.93
Ranking 179.38 Fashion 114.76 Shoes 441.34 Collaboration 198.53
Subscriber 173.12 Price 114.37 Coordination 407.00 Information 140.52
Earmufts 156.81 Vlog 105.33 Price 354.85 Musinsa 140.08
Price 148.92 Road shop 97.36 Daily wear 346.26 Knit 129.12
Styling 143.04 Mood 82.84 Black 342.25 Coat 124.56
Brand 141.93 Look book 80.15 Size 326.60 Shirts 121.32
Creator 122.51 Subscriber 78.22 Basic 318.53 Pants 121.32
Suggestion 121.81 Brand 77.74 Product name 299.51 Jacket 118.54
Change 121.26 Domestic 73.01 Cost effectiveness 293.75 Black 114.77
Fun 110.76 Instagram 72.45 Jacket 289.03 Interview 112.71
Vlog 109.53 Motto 70.34 Pants 267.72 Color 107.79
Entertainment 107.35 Discount 69.50 Jeans 262.75 Daily wear 107.60
Beauty 100.28 Best 64.82 Discount 257.43 Blazer 106.86
Sister 97.94 Style 60.11 Popular 256.41 Celebrity 103.72
Friend 97.94 Feeling 59.48 Outer 252.98 Sweatshirts 100.19
Mood 97.94 Beauty class 58.26 Coat 250.92 T-shirts 89.08
Information 88.61 Sister 57.14 Sweatshirts 249.00 Loafer 89.02
Travel 87.04 Bag 55.41 Wearing image 227.29 Rapper 88.91
Shopping 87.04 Jacket 54.80 T-shirts 225.05 Size 87.20
Winter 85.95 Dearworld 53.39 Khnit 21145 Minimal 85.03
High school 83.31 Favorite 53.06 Boyfriend look 210.57 Slacks 84.33
Textiles 81.18 Love 53.06 Blazer 207.56 Collection 83.83
Attractive 81.18 Daily wear 48.94 Slacks 197.88 Sneakers 80.62
Styleshare 79.27 New products 46.73 Color 197.20 Mutandard 79.31
Gift 7737 Popular 46.73 Gift 192.40 Check 79.16
Daily wear 74.54 Tint 45.67 Hoodie 186.13 Denim jacket 79.09
Experience 73.50 Makeup 45.67 Minimal 181.47 Useful tip 75.14
Product 73.50 Fur jacket 4533 Overfit 179.21 Chelsea boots 69.11
‘Women 71.73 Wearing 43.69 Unreliable 178.40 Casual 68.84
Happiness 70.61 Suggestion 43.44 Shirts 170.25 Cost effectiveness 67.89
Age 70.61 Friend 43.44 Fit 161.41 Jeans 64.76
Feeling 65.56 Color 4230 Design 146.37 Rider jacket 64.17
Disney 65.56 Open 41.10 Slipper 143.45 Basic 63.65
Concern 63.67 Foundation 41.10 Necklace 142.19 Price 62.62
Dongmyo 62.29 Cosmetics 41.10 Collaboration 139.47 Single coat 61.09
Personality 61.48 Voice 40.04 Sandal 131.66 Classic 59.41
BTS 59.52 Store 40.04 Tote bag 127.06 Body shape 58.30
Story 58.36 Daily 40.04 Detail image 126.78 White 57.17
Contents 58.36 Design 38.84 Quality 123.47 Thirties 56.13
Style 57.32 Daily wear 38.84 Blue 122.17 Street 56.13
Blog 57.32 Face 37.60 Gray 122.09 Watch 56.00
Iz*one 56.62 SNS 36.54 Brown 108.67 Padding 54.96
Point 54.11 Select shop 36.54 Mutandard 106.38 Set up 52.83
Mobile 53.06 Subscribe 36.54 Street 101.55 Yoonki Kwak 46.85
Idol 53.06 Exchange 36.54 Bag pack 89.53 Easy look 45.80
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Table 5. Consumer response of fashion YouTubers by generation cohort

Generation Z Millennials OPAL generation
@KIM MOVIE @Sister, Chief. Choi @Miilanonna

Word TE-IDF Word TE-IDF Word TE-IDF
Recommendation 280.75 Styling 273.30 Grandma 768.83
Review 263.24 Recommendation 208.60 Italy 438.78
Popular 200.33 Stylist 166.36 Story 396.56
Character 193.89 Brand 149.78 Age 381.39
Shopping mall 186.61 Sister 148.73 Life 346.12
Ranking 179.38 Effortlessly cool 120.77 Studying abroad 313.81
Subscriber 173.12 Trend 115.84 Luxury 313.52
Earmuffs 156.81 Discount 108.70 Senior 304.53
Price 148.92 Live broadcast 104.61 Recommendation 298.71
Styling 143.04 One piece dress 104.44 Brand 247.80
Brand 141.93 Useful tip 94.28 Dandy 217.13
Creator 122.51 Coat 93.45 Role model 203.13
Suggestion 121.81 Jacket 92.16 Designer 193.57
Change 121.26 Outer 82.16 Diet 173.84
Fun 110.76 Review 80.05 Styling 163.28
Vlog 109.53 Popular 75.25 Love 158.39
Entertainment 107.35 Sale 71.92 Creator 150.83
Beauty 100.28 Story 71.89 Review 146.35
Sister (Unnie) 97.94 Scarf 69.98 Adult 138.30
Friend 97.94 Celebrity 69.67 Upgrade man 137.14
Mood 97.94 Family sale 65.04 Health 127.18
Information 88.61 Body shape 64.18 Wardrobe 125.30
Travel 87.04 Cashmere 64.01 Book 125.30
Shopping 87.04 Knit 63.74 Home 124.03
Winter 85.95 Daily wear 60.20 Clean up 123.45
High school 83.31 Price 59.17 Sliver 122.70
Textiles 81.18 Creator 57.69 Wisdom 122.03
Attractive 81.18 Blouse 55.12 Trend 122.03
Styleshare 79.27 Office look 55.04 Influencer 116.95
Gift 7137 Information 54.08 Respect 113.83
Daily wear 74.54 Influencer 51.44 Glasses 110.44
Experience 73.50 Suit 49.40 Healing 109.62
Product 73.50 Concern 48.73 Advice 107.77
Women 71.73 Flea market 48.13 Experience 103.18
Happiness 70.61 Shoes 48.04 Sister 99.26
Age 70.61 Attractive 45.94 1952 97.66
Feeling 65.56 Color 43.68 Peaceful 97.40
Disney 65.56 Musinsa 43.68 Care 90.67
Concern 63.67 Fun 43.07 Lifestyle 89.81
Dongmyo 62.29 Marketer 4234 Happiness 89.81
Personality 61.48 Collection 41.16 Desire 87.43
BTS 59.52 Collars 37.05 Opal 82.79
Story 58.36 Airport fashion 34.94 Wannabe 81.80
Contents 58.36 Choi's pick 33.87 Working mom 79.20
Style 57.32 Office worker 32.93 Yold 78.56
Blog 57.32 White shirts 29.56 Attractive 78.23
Iz*one 56.62 Easy going 27.13 History 73.05
Point 54.11 Chic 27.13 Courage 71.94
Mobile 53.06 High fashion 27.13 Philosophy 63.31

Idol 53.06 Party look 23.52 Consultant 63.31
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Fig. 8. Co-word network of consumer response by generation.
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