dole] 24S $4F FAs] HAS 2 SIS v=
A7 BFRES} 2gur'g FAo=

ofot2Xt=ZH - "k & XM2.3 &5 TB8.zZ s M4

H A9 Ao vhkslel 1337 diFstgel wet sHAlA R AE2Q A7) X8
Utk 1 F B AFodAE dxolA A E AF3E AT Ade AA 78 A9 B
T2 E(Blue Bottle) 3} ‘2~EFH 2(Starbucks) BE# =] tfdl Hlw AFE AASA sF T
AT B ‘BERE I ‘2P 2 HolEHE uigo g Hgoly 2 res &
3 7 An BAso] Q129 ztolE Hlm EA4taAt stk AFHHe H 39T 2 b
olHE - B3ty gudZAY B8 213 Ucinet6.08} NetDraws 833t 4727,
T A9 Bz #Ag A9 HE 7 EE B3 v Oﬂ:rL*‘ 23 9= FEH-=(word cloud)
5 AABIE oY, ‘BERERET AREPH2 #Ego] B2 V=S 1Y #AE HS3] s
CONCOR-‘?‘*’E'E AAEAT AFAY ‘REPH A= F j?"ﬂ/‘ 2839 FZ&(goods) HE A B

W ZERAd U YFe P4 RYT BRRES TN ZZud e 283
mﬂ} HAETL AT QP BAE ojmlHe] B HFse] sAY] BES AL A
et olo] ¥ ATE FF 24 HASIE AYSHE AL A Pkl td NxAREA B

49 Zo= 7yt

e
[>

FAlCl: BERE, 2Ep s, ojujddn B4, weoly

1 A m HAY. (43434) FARESAl F- FF & 309

7

E-mail: amaraada03@gmail.com (F*A})

ZAAoist vhALA | (48434) BAbE Al B Y= 309

E-mail: helehnaban@ks.ac.kr (F%* A}

3 AAUEgn dyadFudolHAdT4A AT, (48434) FAHFEA G 9= 309
E-mail: dns207@ks.ackr (Z5AA})

4 AN sRAAFL) A YR Bwd (48434) FabdIAl G- SHYE 309

E-mail: kims@ks.ackr (A A #})

2



Hrole £4& 283 719 BIE 7= 7)9E vlu AT

ARIEe] 923t wlEs A= o)Al LFZe] HAGA A= A
o] olUth dHe] AFAEHE WA A A4 e Ui A o)z
2EFI7HA] W E s B9hAl BEhExto® Ae Fa Aok oAl 9IS ©A

_|>L
toe
L rlr
e

Aol 88 AT AdE dol Azt gl 7HAE Folstar o] Ao =
AFE Aoz sl Ao thAsHA, 2013). ol¢k TiEo] 7|9E &nlshs &)
AEA A= Z1EsRelA iV HAAAL, g Ay BAESS S719UA, &
Ao 75 wE S5 WskE . Qo

AvE B dstEa agstEorba lu st Afal- o], 2020). @
o Auikgle 43 Hol e oM (g, 2019), ol& ‘A3l £Z

15 AA A7)l

olgtix sh=tl o] FH &

FH AT Jonathan Golde AI 4Fde] HAS
A UFY st g AvE 2Rkt A)2e] 247 ?3‘} ] 22X

19 B4 &

B3 AFE =2 UdHo| oazgih mAoR mMEA FE3E ANE EV])= AUE

o5 UlFsle BACE ‘2 xEly & 4 Qo Iglal ‘A3e] B A AT

AR o] B o A A FA 5 T3 Ase 7HA &HlY] AUE g F

o] 71 IHS Bty 5SS 24 § JdE ‘2F2E(Specialty) AY 7} dl58kE 7]
‘ o

22 o yEFAR Bele slo] BFREOHYEY,
2018).
olg% Iy ¥ Aol FRE F43] A bl &7 ©E 7¥ Eds
w2 A Aseizba Qlok A AR AALE v LA HEL Avik A
2e A9 AT on aulxe) H4T 0l R Ads Ak ¥ A% e

& A4S =R fs g 23 Utk o)A A9 A AEe EME

o
v}
o
3
ot
il
rO
%
X
&
2
2
lo
[m
=
i
r{r
!.:

Sl A% ke A7} olelA e
T itk 2EaE 194 20|49 7& 0200 HBATFE AFoR AF
A RS AT AR (ol LA, 2017 FEA-DA, 200), A4
S0 = A AgelA B AL Holx Y 3
kel ARl ATE AASIT. ATols nFsh A% wHel we Zejny B



Food & Business Research Vol. 1. No. 1. pp. 67-92.

2020).
gt Ai3e)l B4 gER QET JE B o =
Fupbo] 8 29 F-19(COVID-19)9] FFoE oH & #a ISl B3t =

HJOM FE3] st ok o)d APATFA FFalS FHotstaat ~EpHAE

T8 23 2ol EFEE BAEL Ok AFE ] six s A7 8=
%&HOI Aok FulolA HEe AR EFRES HAS QA Oidt dFE Y
st7] flal & AFolMe B BRom HIstaak slal 2eelde] BiH oy

E 83t ARl BANHS B8l A os gRlsta 7|ge] niAlR HEe] F
AQNA mpetstaizt skt 18 = &
(2014)2 47] BA= AvHE =
AL vl EAstaA etk A (20192 Zalxto]= zj%@.ﬂr 24 AYHEA
Zre]l Aul 2 EZo) T vl A =3t w=
o] zepH o dis] HdolE BEA7|HS 835t vl AdFE AAEATE o)X "
Hla A7E #33] Ad=e AFHoRE v tiido] AR 31 B4, 353, 1F
zroldo] & Aoleks At dE = Aot ol B AFAE FujolA
st Jal H AY EJM=E F WYt e F AT BAE=E Blu B9
o

nHAE dEre] ojumRl 543} Zfolo] A=A vetsiarat gtk

-4
it
>
>,
ol
38
v
BN
o3
)
j}i
_101'
[“_L.
()
(e}
[y
d

Kl
a)

s

21 EFEED LEHA

AR AFAZ7IGe] A AFE =-a0HS T8 55k AR A9
AEH Agez 78S = don WEd 7E 7 A9 HlFL 37.5%9 625% 4
Foltt. Syl AVAEY WEH-e 20073 69 2ol 20183 439 2HE F7}
stgon wEd FEE nF, T oo AlAl 39 #Ed AoE EAEJHKBF
SAFAGATL, 2019). AT A87} dASEHEA AT AEH tlg 2= 244
o2 7Y HEel, ag 7yl el 8 Qle] SristA ‘2 dE 7 a]'e]



=

=2
A

“
.

o 2
YA 25

.

=
A2 <l

A

.'_?L

j

.

]_

< 53S9y aga
H(hand drip) AT AlFPL AT 9]

T mlie AFEHA FAUTHEESY, 2018). e THE 714

°©

g+

=N
=
_E]. "1‘]

ulhlolE E4E B89 AW HAS 2 )9 W@ AT
el

o skt Hes Hd

ke

o
a

i

9
yi

As Ao FA3

[e)

=

| 2249 7y BA=s} B2RE 3} g
=

Y
0=
=TH

A3te wgo R e A

7HA] T Aol AsENeH, 7Y
FHo2 e 79 AAE
Zo

=
=
.

ojp
o)

. 53l

PRAIAL, Th3)

=

=

B2RES nlg2Ebt AH AxseE 19 A

ul

|

J)
—
o

o

(Apple)elghs HAE o]w]

A7} 5
<=-199

=

==

el %1

0

WA
RELSNRE

9

=

T Atk 2ae] ZAHAEES &E4l
T

sho] Qo) o]o]

1

9]
i

At 3

&

BIcg mxo BAE Fi glen, 2017
A}

3T

MD(merchandiser)

s

=

[¢]

[e)
2 A8 vsHNeste)7} BERE 719e] ARE ¢

B 799 o

o}

BH
N

<

)

]_

=1&

$o] 2 ol47}

30141 &firstDepth

https://www .kbfg.com/kbresearch/report/reportView.do?reportld

A A3<]
1&thirdDepth

~

1

Feh

secondDepth
6 KBa8XF7 8 d74(2019).

5 ARAAATA(2019). http://www.hri.co.kr/board/reportView.asp?numldx
1003869

PRCIEPN

I =



Food & Business Research Vol. 1. No. 1. pp. 67-92.

=ole vl JFaAth T2 FH29 AdE EE WS 3 TS 20 - A
2, a3 AT oo = gt S8 AFS AT 7Hed B AR

AR o] obd A3 FRolA AMEE AEe AT FmellA AT AR R
= AAICIA 71 2 B3 719 Blle 2epi s 6=l IET 22 9L
2 garo] 2EpH 20 A 2000d 129 AAAIZE Q1gEke] dAY7EA] 13

o wiAE Bfst gtk HT ek A2 Edso] ghy 20149 39RE =
Z]

=

)
H

nd B ‘2EPH 2 2]A B (Starbucks Reserve) & A3t 2942

ﬂ
H
il
(o

2 229 7A9E Bojska ok 2l AEsE A5 ste] AP wvam 9
s AEE T A AFE S B0 WA Fuleld &R £9 Folt

ojf
)
o
[
El
_IE
rlr

& T ANAEH A L AS Bl e
GFL vHE, Bed J1E SEEAY ATt ofd et ANy Al A
2& IS BolElth 0199 B WF 059 B 2EpaE ) A A%
AM Jbg AU DA SH9E /R V9o A Yok 0189 J1F WA
o 39be] ), W& o o7e] W] SEow FEW 19 ANARHOE Azt
ATHETAA DTS, 2019, KBF§AFA AT, 2019)

A7 AR E e & A7E2 gt HeE vReE s d7
7h JAYHARANE, 2988 Ao tisE Balel]l 229 7]y Hiowks thdes
g HladTE A9 fle AAolt old B dFdAe el tiaz] ~94dE =

29 7y Hilze] EALS HHoly #4445 T8 Huids dAsk] F Bl

WA QI P 54 setstug gk,

A 2; ks =i A
8- 2010 AHEH BRECARIS] U JAAE Hlal AT
BIc AL (m)ZE A2 o QA7F AH|A
B9 AZw 2013 o txt _1 12+, o)) } &BiA
AzTo] nHE 9% LAS ADPEHES FHo=
Zolzh- 78l 2017 Huole B4e EF F vlSe] 2gpg s vl B4
2EP 25 0] 89 AT AR AT =] Hagld
PR 2019 E} | 713 _d J7ml o= H3y |
g AT
] Ao A A ER] o] Ahgado] HAE oju|A|d
o)z 2019 FA4kA] ] 14 : 9 oO] 1H] Al
X = G |nAE S AERE




ol BHE T8 7

=)

HAE 2 7)9)E vl AT

T A A o] AJH] A~3EZ o] AuLE "9 3
Aa4 2019 ATNHEH ] Aul2=Fd A aRlo] 1ANE g H=
oo PA= ¥
. 2EP 2 BAE AF BA= oﬂi# BAc A% 119
[eIR=] il ’ ’
-k 2020 azA BAL

o ARV IE oy ZshaA] SVHE A@sta Jow, 1 Wi
HolElE &3 ALY} 7R e thkek AEE9
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53]
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EF 2 EBlue bottle)
word frequency degree centrality Eigenvector centrailty
Freq Rank Coef. Rank Coef. Rank
EFRE 2874 1 0.102 1 0.507 1
73] 2123 2 0.081 2 0.448
k= 1109 3 0.048 3 0.287 3
A& 1087 4 0.046 4 0.258 4
o= 902 5 0.038 5 0.219 8
s 840 6 0.038 5 0.235 5
BT 783 7 0.036 7 0.228 6
N E 720 8 0.033 8 0.224 7
= 572 9 0.025 9 0.153 9
Ly 535 10 0.023 10 0.146 10
BET 432 11 0.020 11 0.121 11
= 429 12 0.017 12 0.098 14
kS 404 13 0.015 13 0.088 17
A 390 14 0.016 14 0.096 15
=R-UA=S 373 15 0.016 14 0.107 12
23| E] 356 16 0.016 14 0.105 13
5 313 17 0.014 17 0.089 16
ks 311 18 0.011 19 0.063 20
714 297 19 0.011 19 0.062 21
o 287 20 0.012 21 0.068 19
A& 281 21 0.014 17 0.087 18
EFREAT o} 248 22 0.010 22 0.056 26
707 234 23 0.010 22 0.057 23
a7 231 24 0.008 27 0.042 30
ARzl 212 25 0.008 27 0.044 29
A AA 194 26 0.009 24 0.059 22
A% 192 27 0.009 24 0.057 23
g 190 28 0.009 24 0.057 23
kil 188 29 0.008 27 0.046 28
2B 2~ 167 30 0.006 33 0.040 32
EFREAY 164 31 0.006 33 0.033 38
A A EH 160 32 0.008 27 0.050 27
N3 147 33 0.007 31 0.038 34
Q17] 146 A 0.006 33 0.035 37
e 145 35 0.006 33 0.042 30
zZEv| g 141 36 0.007 31 0.041 32
FH A 136 37 0.002 41 0.001 41
A 135 38 0.006 33 0.038 34
AA 117 39 0.004 39 0.026 39
TET 116 40 0.004 39 0.026 39




BACERRE 112 41 0.006 33 0.038 34

<IE 3> AEMHA AR F|QE SAM X|E 21

=]
2~E}H 2(Starbucks)
word frequency degree centrality Eigenvector centrailty
Freq Rank Coef. Rank Coef. Rank

ZEpH 2~ 1929 1 0.090 1 0.475 1
] 7 626 2 0.037 2 0.242 3
o} 508 3 0.032 3 0.271 2
=4 437 4 0.029 4 0.205 4
=B 409 5 0.029 4 0.068 28
2<EpH 7] 7] 395 6 0.029 4 0.226 5
E 389 7 0.027 7 0.184 9
S8 356 8 0.027 7 0.213 6
ZEpH 2 F o} 353 9 0.025 9 0.086 22
719 335 10 0.025 9 0.106 18
45 318 11 0.021 11 0.187 8
vt 298 12 0.020 12 0.199 7
HYEDTRA 289 13 0.020 12 0.175 11
a7 286 14 0.019 14 0.078 26
HAo7l= 281 15 0.019 14 0.09% 20
=k 279 16 0.018 16 0.083 25
AF 275 17 0.018 16 0.087 22
7N 274 18 0.018 16 0.135 15
= 263 19 0.017 19 0.129 16
A& 257 20 0.015 21 0.070 24
ARzl 257 21 0.014 21 0.091 21
Al 250 22 0.014 21 0.087 22
w2 229 23 0.014 21 0.177 10
ol E 223 24 0.014 21 0.056 27
Al&7t= 219 25 0.014 21 0.085 24
=k 219 26 0.014 21 0.057 29
713 215 27 0.014 21 0.073 27
A=A, 210 28 0.013 29 0.165 12
AAARJDEIHA 196 29 0.012 30 0.022 36
3EolA} 195 30 0.012 30 0.053 32
TE 190 31 0.011 32 0.057 29
wl= 185 32 0.010 33 0.052 33
29 E 183 33 0.010 33 0.156 13
T 178 34 0.010 33 0.063 28
Ejnt 173 35 0.010 33 0.138 14
T4 171 36 0.010 33 0.105 19
z13y 169 37 0.010 33 0.038 35
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YA B 166 38 0.010 33 0.126 17
AH) 22 164 39 0.010 33 0.056 32
=4 157 40 0.009 40 0.040 34
T 151 41 0.009 40 0.057 29

43. = S9N 24

T22 914 (structural equivalence)©l®t AZAW el P{AE0] AE ZE FF
o] AAE Py J=AE UERl= NE o ZBurt, 1987, Friedkin, 1984; Lorrain, &
White, 1971; Sailer, 1979) AE ol A= AHA] A2 =Ho YA =
2o gAAEH AddEo JdoE o] 22 FRFCE A YAE AAEtAL JloH
AR 988 FRITAY 22 Aol US TFsAel Eva & & AokA &4
Gz, 2016).

T2 T8 4 WY T Z2EsH 9 Hdo] UHA v Aol & F e
HA10] CONCOR(CONvergence of iterated CORrelations)-4]o]th. CONCORE-A]-&
FHTA EAE W0 Fste] AT} FFEOE FAMS =
© WHolth(e]F, 2013a). AAL dolE 7IHIe R ke on|ddw A4 Ae o
A7IHE)ES AV il 22 olge Aol AR 44 -y FHHAE
AZ #3E& Y= CONCOREA W& X E I At White, Boorman, & Breiger,
1976). CONCOR #412 8aA7E 8 w7hA] ghEste] & o] 4] sted &
Aol FATA 2AS WHEHo R Fste A3 o FAMY JPeE o
HA(cluster)= WAtk olFA 38t UYebd A3t <9 2>, <I¥ 3>3 2

EFHEEY A MY FHeE EF7F HIAsH olFEA FARE on]Y TojEo)
s RS FAst Qo ol "R 4 e THYEES AdFAE ddshe
‘brand image’, ‘brand hot place’, ‘brand location’, ‘brand goods, I3
‘representative group’ 0.2 WWIHTE 18] A A= 9 #HoRE EFV) F
+=tl, ‘brand goods’, ‘promotion’, ‘brand location’, “L#] 3L ‘representative group 2%
Brstatt. 443 EFREI e A BF FFZFOE Brand goods, ‘Brand
location’, ‘Represenatative group’ &2 T gd AFAE =&, F AF BHA=E
Q1A sl=t] YeElt polHo w2 EFREL ‘brand image' e +HS F3f BAl=r} 7}

A Qe olmlAd ti@ <dxe] Bk o ks e HAsUth zEhyse

d

ot

o M



‘promotion’ S Fol Bt} T HSZQ vpAE ZFol thit 140l T A
= stk
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(Z1H =)ol FA(ink)7F 8ol 2= Slo] 942 A= FFHL AUAN A T4

ol AE £97) Bol Fe AL 79 wholote] Fake BAA

=2 =
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group’ o5 Byt ‘ZYu| ), ‘N E, AN, W=, ARAPA T dolE 74
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A Comparative Study on Coffee Brand News Keywords
Using Big data Analysis: Focused on ‘Blue Bottle’ and
‘Starbucks’

Amajargal Dagvadorj” - Ban, Hyun-Jeong® - Kwon, Hye-JIn® - Kim.
Hak-Seon!0

Abstract

With the recent popularization and sophistication of the coffee industry,
continued research is also being carried out in academia. Among them, the
main study was to conduct a comparative study of the world’s leading coffee
brands, Blue Bottle and Starbucks, which are currently enjoying great success
in Korea. The purpose of this study was to compare and analyze the
differences in perception between the two coffee brands by utilizing big data
analysis technology based on the news data of 'Blue Bottle’ and 'Starbucks’.
The research method utilized Ucinet6.0 and NetDraw for collecting and
analyzing news data over the last three years and analyzing semantic network.
As a result of the analysis, word cloud was conducted for comparative research
through high frequency keywords for the two coffee brands, and CONCOR
analysis was conducted to verify the relationship between keywords related to
'Blue Bottle’ and 'Starbucks’. The study found that Starbucks focused more on
promotions related to the launch of beverages and goods products in Korea,

while Blue Bottle focused more on the brand image of the brand rather than
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on promotion marketing in Korea. Therefore, it i1s expected that this research
will be used as basic data on the value or marketing methods that each brand

aims for in the future.
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