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[Abstract]

The purpose of this paper is to examine the change in perception of 3D virtual fashion before and
after COVID-19 using big data analysis. The data collection period is from January 1, 2017, before the
outbreak of COVID-19, to October 30, 2022, after the outbreak. Big data was collected for key words
related to 3D virtual fashion extracted from social media such as Naver, Daum, Google, and YouTube
using Textom. After the collected words were refined, word cloud, word frequency, connection
centrality, network visualization, and CONCOR analysis were performed. As a result of extracting and
analyzing 32,461 words with 3D virtual fashion as a keyword, the frequency and centrality of fashion,
virtual, and technology appeared the highest, and the frequency of appearance of digital, design,
clothing, utilization, and manufacturing was also high. Through this, it was found that 3D virtual
fashion is being used throughout the industry along with the development of technology. In particular,
the key words that stand out the most after COVID-19 are metaverse and 3D education, which are in
high demand in the fashion industry.

» Key words: Big data, COVID-19, 3D virtual fashion, Metaverse, Education

(2 <]

rf

AT vldolE BAS o]gate] mEUM9 A9 3D7MEF A tgh Q1] wWEE oo}

w7) 9ate] mRu9 WAl Ael 20179 19195 Ei 2 0] 59l 20224 10€30U7H4] A v

of dlol, v, 72, FHEAA %3 3D /M B F2 dojes Yyor gaEs

o]-g-3te] Hlgo]E }EE SR8 FHE dole A A4S A F JeFekfs, dojo

W5 ov’zmg Lﬂ A1 Z}3tel CONCOR +#41% @A]o} itk 3D THEHAS 719 ER
13t 4

eptom TAg, TR, o4, B8, Aze FHNEE B tehdth o]F %3 3p AHdlA
o Fdel Warsh B} 49 Al BEHL A8S & Al Fel merh oF A4

H7bEE FQ ol ve 29 3D wgonA HAAeA Y w4 Yehda gl
» ZA|0f: EIGO[E], T2LH9, 3D 7HIIHM, HEH] A, 1S

e First Author: Hyun-Jin Cho, Corresponding Author: Hyun-Jin Cho
*Hyun-Jin Cho (Hyunjin7@kmu.ac.kr), Major in Fashion Marketing, Keimyung University
* Received: 2022. 11. 21, Revised: 2022. 12. 14, Accepted: 2022. 12. 14.

Copyright © 2022 The Korea Society of Computer and Information
http://www ksci.re.kr pISSN:1598-849X | eISSN:2383-9945



112 Journal of The Korea Society of Computer and Information

I. Introduction
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II. Theoretical Considerations

1. Current status of the fashion industry in
the era of COVID-19
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2. 3D virtual fashion in the era of COVID-19
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Fig. 1.

Metaverse of fashion brand Gucci

ITII. Study Methods

1. Subject and scope of the study
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Table 1. Information about analytics data

Classification Contents

Naver(Web document, Blog, Cafe, News,
Knowledge iN, All Academic Information)

(SZ:cI)Is;:tlon Daum(Web document, Blog, Cafe, News)
Google(Web document, News, Facebook)
Youtube
2017.01.01. ~ 2020.01.31.

Collection Number of words extracted 16,586

period & word Word frequency count 122,556
2020.02.01. ~ 2022.10.31.

frequency

Number of words extracted 15,875
Word frequency count 136,543

Collection tool | Textom
Analysis Key 3D Virtual Fashion
words

Analysis tool UCINET 6.758, NetDraw, Concor

2. Data analysis method
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IV. Results analysis and discussion

1. Perception of 3D virtual fashion before
COvID-19

1.1 Recognition analysis of key words
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Fig. 2. Word cloud of key words
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Table 2. Frequency analysis of key words related
to 3D virtual fashion before COVID-19

Word F D/C C/C B/C
Fashion 3184 123.308 0.663 0.006
Virtual 2739 119.056 0.663 0.006

Technology 1347 62.241 0.65 0.004
Clothing 1304 62.815 0.663 0.006

Fitting 1247 69.41 0.663 0.006
Service 1016 54.021 0.641 0.004
Design 983 39.836 0.65 0.004
\r’";atﬁtay' 950 | 33272 | 0641 | 0004

Utilization 853 37.682 0.641 0.004
Digital 745 32.338 0.65 0.004
Manufacture 581 23.569 0.633 0.003
Experience 543 21.374 0.633 0.003
Printing 526 19.354 0.625 0.003
Education 516 21513 0.625 0.005
Research 502 15.897 0.609 0.003
Development 419 17.856 0.641 0.003
Online 411 23.61 0.654 0.005
Augmented | 17.821 | 0641 | 0003
reality

Model 389 13.421 0.641 0.005
Brand 380 15.482 0.659 0.006
Fashion 366 12405 | 0625 | 0003

show

Printer 357 10.651 0.617 0.003
Avatar 357 16.472 0.625 0.003

Designer 351 13.062 0.641 0.005
Future 338 13.328 0.641 0.004
Employment 338 13.21 0.533 0.002
System 324 12.836 0.633 0.003
Solution 322 16.446 0.617 0.003

\f’i'trtti‘r’]ag' 310 | 15215 | 0621 | 0.003
Industry 309 11.749 0.633 0.003

* F: Frequency, D/C: Degree Centality, C/C: Closeness
Centrality, B/C: Betweenness Centrality

1.2 Semantic network analysis
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Fig. 3. Visualization of network structure results in key words

Fig. 4. Visualization of CONCOR analysis results from
key words
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2. Perception of 3D virtual fashion after COVID-19

2.1 Recognition analysis of key words
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Fig. 5. Word cloud of key words

Table 3. Frequency analysis of key words related
to 3D virtual fashion after COVID-19
Word F D/C C/C B/C
Fashion 4134 173.422 0.663 0.004
Virtual 3176 140.276 0.663 0.004
Metaverse 1430 66.372 0.655 0.004
Technology 1371 64.995 0.65 0.003
Digital 1258 59.799 0.663 0.004
Manufacture 1147 55.528 0.663 0.004
Design 1118 51.945 0.663 0.004
Clothing 1086 51.08 0.663 0.004
Utilization 1025 41.874 0.663 0.004
Brand 933 42593 0.663 0.004
c\llérttr:ilg 832 | 20799 | 0535 | 0002
rggfu‘if;‘;:t 830 | 21869 | 0556 | 0002
Platform 678 31.839 0.65 0.004
Avatar 677 30.291 0.642 0.003
Contents 556 30.859 0.655 0.004
\r’";atltl’tay' 545 19.975 | 0.65 0.004
Fashion 534 | 21407 | 0646 | 0003
Development 526 26.412 0.646 0.003
Research 515 12.93 0.596 0.002
Model 478 20.136 0.642 0.003
Employment 468 16.724 0.596 0.003
Virtual(Eng) 468 23.543 0.642 0.003
Designer 460 18.955 0.663 0.004
Enterprise 408 20.412 0.663 0.004
r\]’l:r;“:r'] 388 | 15698 | 0585 | 0002
education 375 16.412 0.638 0.003
Fitting 368 20.161 0.642 0.004
Game 350 14.121 0.618 0.003
Service 345 15.874 0.63 0.003
Program 340 15.055 0.642 0.003

* F: Frequency, D/C: Degree Centality, C/C: Closeness

Centrality, B/C: Betweenness Centrality
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2.2 Semantic network analysis
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Fig. 7. Visualization of CONCOR analysis results from

key words
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3. Comparison of perceptions of 3D virtual
fashion before and after Corona 19
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Table 4. Comparison of key words related to 3D virtual fashion before and after COVID-19

Before the outbreak of COVID-19

After the outbreak of COVID-19

Common
words

Fashion, Virtual, Technology, Digital, Manufacture, Design, Clothing, Utilization, Brand, Virtual clothing,
Avatar, Contents, Virtual reality, Fashion show, Development, Research, Service, Model,
Designer, Enterprise, Education, Virtual Fitting, Game, Program, Online, Solution, Industry, Future

Employment,

Discrimination

Experience, Printing, Augmented reality, Printer,
System, Store, Shopping, Product, Trend, Industrial

Metaverse, Education recruitment, Platform, Virtual
human, Virtual space, ZEPETO, Item, Modelling,

! ; Global, Character, Planning, Free education,
words revolution, A.I, Consumer, Smart, Era, Client, . .
Fashion industry. knowledge My fit Image video Government subsidy, Virtual world, Sample, ROZY,
v ge, My Tt ge. Pattern, Advertisement, Influencer, Simulation
. ¢ Fashion and virtual fitting « Fashion and metaverse
Major A ; . . .
. « Utilization of 3D virtual technology experience e Virtual human as an influencer
semantic . . . . . . . .
. « Digital design in fashion companies ¢ Product development in fashion companies
categories

« 3D virtual technology in other industries

« 3D talent training for fashion companies
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