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Abstract

Background The aim of this study is to identify the characteristics of menstrual pad brands in
South Korea and to assess the current and future value of the brands in terms of growth by analyzing
a big data corpus collected from the Internet, where a vast amount of information is exchanged.

Methods Two of the most prominent brands, referred to as Brand Y and Brand W, the two
leading brands in organic and conventional menstrual pads, respectively, were selected as the targets
of analysis based on the 2018 corporate reputation rankings compiled by the Korean Corporate
Reputation Research Institute. Then, frequency analysis, centrality analysis, and clustering analysis
via network visualization were conducted to study the corpus data of each brand.

Results The findings concerning Brand Y are as follows. First, Brand Y was shown to be
associated with positive words denoting safety and trust, demonstrating consumer trust and
confidence in organic menstrual pad products. Second, Brand Y and its associated corpus were found
to cover a wide range of keywords related to raw materials and end products such as conventional
disposable menstrual pads, reusable cotton menstrual pads, and eco-friendly menstrual cups,
indicating that consumers are constantly seeking various alternatives. Third, key terms related
to feminine hygiene such as “health,” “feminine cleanser,” or “extract” were also found to be
associated with Brand Y, showing a strong interest in feminine hygiene. By contrast, words related to
purchasing behavior such as “price” were shown to have a low engagement rate. The above findings
indicate that the main characteristics of Brand Y, and its relevant corpus can be described as health-
conscious proactive consumerism with a focus on product safety and alternative materials than on
price. The findings concerning Brand W are as follows. First, negative keywords concerning thhe
safety of Brand W were found, indicating a sentiment of anxiety and insecurity. Second, there were
passive attempts to seeking alternative products, as opposed to exploring a wide range of products,
evident among the related keywords. Third, there were more keywords related to purchase decision
process including price, size, and features associated with Brand W, which is in clear contrast with
the case of Brand Y, where product safety and health were given greater importance.

Conclusions Brand Y is advised to further strengthen its health- and safety-oriented marketing
strategy by highlighting eco-friendly materials and health-related keywords, rather than by
emphasizing the pricing factor. If more efforts are made to increase consumer awareness about
organically grown raw materials for menstrual pads and their impact on feminine hygiene and
skin health, Brand Y is expected to drive higher sales by more actively engaging health-conscious
consumers. Brand W, on the other hand, will benefit more from pushing promotional events and
feature-oriented marketing campaigns aimed at budget-conscious consumers in order to continue in
establishing itself as a market leader in the wider category of conventional menstrual pad products in

South Korea.
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Table 2 Comparison of the size in each sanitary pad (9 cm)
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Table 3 Frequency analysis of the sanitary pad Y
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6 ME|ato|L] 285 0.59 31 7 148 0.22
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13 o 217 0.32 33 = 113 0.17
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Table 4 Centrality analysis of the sanitary pad Y

= =9 HE SHE ZHENY IH7HS 2 M SHE
1 Arg 0.226 0.98 0.404 0.369
2 HE 0.176 0.98 0.404 0.304
3 Hz|cy 0.154 1 0.884 0.304
4 LIE2HHIOf 0.132 0.925 0.534 0.292
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Table 5 Characteristic of the sanitary pad Y based on text Analysis

| |
Hy2|ch LtE2tA of ’d%

oy Ag ey o %allag o
as e P stole o4
e otz zeuy way
oz 2 Nz21ep0 a2
n||.lf. ‘QIZI
2y #
e
=
e

QAR T ThebA] S e A ol7140] At olae] ek g .

A AR Y, P, WY, Q15 0 e A olFie o] AE, VAT 9 22 A
& of35o] theh o 2 A AFo] that T4 ehst A7t A 2A AZso] ke % %gﬁa%

o, 3 ThobA B 22 Bl 200l G014l 71 el A e WAE ey 2 el Ak

A S ehopt AMEF o] Uehd & 4 Ugiek. To] e BASHA ol F @xﬂ% }%s &

Qb e] “stol = ol e 9] 715 et BE (]2, e ] (G4 Amigo2A U3

S A0 i We B0l et 2 & % 9lgitt o8 F5) YA S Hesh]

rlo
2
ok
-1>
i
_\‘I_‘
R
o
e
)
& oyo HH S
U SR =)

rir

A aAjel dgk cheFehan 434 ghalo] ol RolA 1 Qe fFAE 4 gtk A} AR 29
@2 ol oA 0T ol Ah 4° 2 9 = ek, WebA Y AR ofglo] S
4 oJulo] ST GHAAANTE ASA LA Thket AMER ] 24 GA HRo] ol YA
2o 1ol 434 AAE Aol 87 49 55 A EE 1 EY0 HolFD ek B 4 9l

3.2, W M|t 24 Z5

3.2.1. W 2|ty ¥IE 2
WA ol 58+ o A4 7 9ER Sustgom £HH & ofF] 41 25,6840l o £ &
AYE 0.04%] AGSHE 96871 5 AH9] 5091 91 (Table6yot 2.
HIEZE 1 e 1291 o1 27 A (11428), “ELL (8918) 0% AF ol et BAE 1 oj3lz
vehgeh el Ahe, e, AE, FF, LR et 2L AF T o137k 491 1091 ] %
%’MH 22 etk 491 9910 9.2 T ook AR G, B, T, ALY, FE e A

S ARG £ WS Ueblch U &) BN BelAvolo) B e YEY, BE, o,

‘l&%’, ‘Gl AE T gL G B ofah e WER 54T ol B3] £9] 119]e] 22
A A1) 5 A 42D Bol 713 ol B AR S0l i Fetel o) sol
elgiot 9% B2 ABIATE 9o S §5E 4 et

www.aodr.org 119



Table 6 Frequency analysis of the sanitary pad W

=9 ©o A= Hig =9 ©of A= HIg
1 A2 1142 1.05% 26 el 192 0.18
2 £2L7 891 0.82 27 INEEJE Y 191 0.18
3 AL 711 0.66 28 o4y 186 0.17
4 HE|2to|H 643 0.59 29 EJt 180 0.17
5 Fetzda 643 0.57 30 MAPSE:| 165 0.15
6 = 505 0.47 31 04 167 0.15
7 HAM2|H 470 0.43 32 =] 163 0.15
8 58 404 0.37 33 HE 160 0.15
9 7HA 348 0.32 34 M 153 0.14
10  QHLIOIE 312 0.29 35 as 149 0.14
1 EE 310 0.29 36 o 147 0.14
12 EOE2tn| 290 0.27 37 OFM 141 0.13
13 M2 289 0.27 38 Sto[EoLGo] 132 0.12
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15 gl 271 0.25 40 e 127 0.12
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17 LE2HIA 232 0.21 42 224 118 0.12
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19 R 221 0.20 44 gsOt0|& 101 0.12
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25 RIs 197 0.18 50 ks 114 0.12
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Table 7 Centrality analysis of the sanitary pad W

=2 £of HE Y HSHY IS M SHE
1 2| 0.19 0.961 0.678 0.439
2 e 0.169 0.942 0.609 0.427
3 Ferdge 0.12 0.925 0.586 0.342
4 HE|2to|H 0.102 1 1.175 0.239
5 ArE 0.099 0.98 0.97 0.226
6 e 0.083 0.98 0.97 0.199
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7 HZ 0.08 0.942 0.615 0.199
8 QH{LIO|E 0.067 0.891 0.472 0.124
9 k=) 0.064 1 1.175 0.191
10 Zaet 0.055 0.86 0.374 0.125
11 HA 2|y 0.054 0.907 0.449 0.148
12 IO E| 2] 0.054 0.71 0.099 0.094
13 UAEH 0.052 0.875 0.408 0.153
14 HIC|O|E 0.051 0.875 0.427 0.145
15 tA 0.046 0.907 0.494 0.141
16 AL 0.046 0.856 0.294 0.13

17 M 0.046 0.845 0.405 0.125
18 Hie 0.042 0.842 0.583 0.112
19 Al=2iE0| 0.04 0.831 0.534 0.121
20 et 0.039 0.845 0.333 0.124
21 o 0.037 0.942 0.541 0.089
22 =l 0.034 0.778 0.367 0.064
23 LIE2HA O 0.034 0.875 0.159 0.077
24 =H 0.034 0.86 0.294 0.07

25 RS 0.032 0.925 0.577 0.065
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Figure 3 Visualization of semantic network analysis in the sanitary pad W
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Table 9 Comparison of corpus features in each sanitary pad brand
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