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ABSTRACT

This study examined how the linguistic styles of K-beauty-related videos produced by
Vietnamese YouTubers influence global consumer responses. One hundred and fifty top-viewed
videos were selected based on the presence of Korean beauty content, and the corresponding
consumer comments were collected. Using Python and LIWC (Linguistic Inquiry and Word
Count), this study analyzed video scripts and viewer comments to examine the relationship
quality (affiliation), argument quality (causation and insight), and information quality
(prepositions and BigWords) in the videos, along with emotional tone (positive and negative)
in the videos and comments. In addition, multiple regression analyses showed that content
emphasizing affiliation, insight, and a positive tone significantly increased positive consumer
reactions. In contrast, content with a negative tone and informational overload, which was
characterized by the high usage of prepositions and long, complex words, was associated
with more negative consumer responses. Interestingly, although logically persuasive content
had a positive effect, excessive informational density tended to overwhelm viewers, prompting
critical or negative feedback. These findings suggest that the emotional tone, relatability,
and cognitive clarity are key factors in enhancing consumer engagement in global beauty
marketing strategies. The study offers practical implications for K-beauty brands seeking to
communicate effectively with international audiences through influencer-based content on
social media platforms.
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I. A&

L, AHRPL @ttt 284 do] FHlx
A7t ghike] FAE ol 4= = TR 4.0 A
tiof] HolEHA, K-FE9 229 g4k HAd
ERES BT AR 48 Yo E o]Fof
A3 ok 5 HEES K-FE9 7MY 8%t
AH] AR 2 SR 127 9loH(Jang & Kim
2024), Kotra®l] =1 20234 siHl7] 71& gh=
SPgEo| HIEY %) 7123MdE A9 37.6%
ol & AAok= & HIEH 4B|AFe] K-FElo]
Sk Thilo] A& 08 F7kskAL QItKKim 2024).
oA, wpl - X7 - G4 7159 7% AlFO]
Edgt "lAAe} wj7]A] HRRIE 2 K-F7
BHei=50] SNSAoIA A& Hom QVIE
31 Q1o £3|(Shopee), EFAtHLazada), B &
H(TikTok Shop)@t 22 AAIAH ZHE2
=, HET H719 95% olido] AMESt= Ho]
AES SHOE S sPgEo tigt FE ik
A#7F Es] o] FoiA|aL UtKShin 2024). 1
FoAE K-RES F8 it Ad 5 sl &
FHOA= HEY JIEFAAE0] A4 - £3}
A FAMSE v o g K-FE BTl AHRE
aHo R Aok dE st UtHKim &
Choo 2023). o]&°] ARt == f-FEY
2 A58 ol AR v(RE, 33
& S 0% olFo] WY, &% T4
LRI AAAYR 2 FH=] JFEES o
£ ZHAI7I= 8102 ZE3IHKim & Choo
2023; Kim et al. 2024; Mai et al. 2025). &
ofAlof 0|59 F2/3Z AAIH v Ag0] A
Eo| HIEW JAEFAAY Aol dis x5t
I AE=3FH oW Kim & Choo 2023; Jang &
Kim 2024), ZE°] K-F¥ 4ol WA= I3
ol H|s] HEY AEFAAE] 45 gt A

tH oo

.

i
)

= W pE Aolnk ol & Ay HE
g AEFAAZF AR K-RE {78 Zd=9
olo] et S AR HF REgo] FE5},
GAF T 2F01A Uehde 13 543 HA14
HhS 7S] BAE ASH o EAstaa Fitt

o] 2EHA2 53] HAE Alj9] JIEFIA 7]
HH oA oA B F-a3t 4TS i Wiedmann

& Mettenheim 2020). JEFAAE2 ZF4ITH]
AFUAClA HAS &8sl it
& ZH=E AFstH(Lou & Yuan 2019), ©]
oA WA skE A 452 B4 7HHALE, &
5| #El(beauty category)?t &2 A7 S
478 wlyojol A AnB|xtete] A P44 9 B
AL 3l HHA FFE Pl HKumar &
Gupta 20106). L84 71& AF-50] H=H, <l
EFUA9 dFES o A T2 Tz
A SH(CIE 4121, ¥4 S)(Li & Suh 2015
Dedeoglu 2019; Jenkins et al. 2020)°]4} 1=
FAXY AN EQMY, 24 5)(Chekima
et al. 2020; Santiago & Serralha 2022)°l %
e 5= APl Qo] 2=} AHR} vhg

2] FAIH BTAEL AFHOR BAFH: o
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i
=
=

|

[¢]
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S5 4o
g Az P AN 715L vitsks o BHol
Qich. FAHOE HET S5H7E AR K-5e
B Q4 EHlze} olo] that Aulxt B2
HPgoEM, B 4u4S0] UL e
dloja] E4o] ogA WMEIAS ABHow

FEStA gk 53], EHzo] thehd w4,

[
B He
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=1 = o

II. o4 =7

1. K-REIQ =24 ANE &F

ERIAI7F K-REE =9 7P fdie &
Folzt B7iet AAHMahr 2012), K-HE&=
gt SPEE AFIS do] shute] #3814 ofolE
° & XIslsk3itt. ol ©es| R4 oS &
Hul= o AR a1, AlASEe} ofAlo} 3519
Atfd 580] §8Z REsk= AR & 5 9
tHShim 2000). K-FE|9] 228 AR 3 &
utel K-popd}t 22 o= thsizte] Skt I
AsH dZ=o] UtHlee 2015; Park 2015;
Seo et al. 2020). g=r AQlE0] AR S
2 t59 3484 H7kE won, ol 3= g
A& FHol gt Al=jet d2 AHSY SR
FJo=Z oJoJHTHKim 2011; Chua & Jung
2014; Oh 2014; Lee 2024). ¥Ii& K-HE7}
sl 3784 JEE shlk skt = F
g Z'=9] T4 =7F 77} o]u]A], = B 2
T g 23] tigt B, T3 5 =ole
C7HA] 384 FFE Rt A 2L
7= 5F¥HLee & Lee 2017; Kim & Choi
2024).

K-FE9 229 gHito] et B2 Afd4=
< ofAlo} H|9] 7|Eo|gh= TRloA FskL QL
THLee 2015; Yu 2016; Seo et al. 2020; Halim
& Kiatkawsin 2021; Samizadeh 2022). ol&
A5 ofAof ojidE0] & HRel AF gl o

FE oA mo EEOR o7|H, gh=o] o]

I

S 04 7]10] Q1 A2 e gicta A
WaltHHalim & Kiatkawsin 2021; Samizadeh
2022). 53] HIEHIA= K-FE 3HE vHAR
I 3 AERS QI7|E QIS AiZSkal ©Y Q=
D HE ol n]9] HFPOo =R of7]= K-HE 1
o] FAE7IE SHtHYu 2016). ©]2jt df
o2 K-FE7F s8Rt ofyet gfjof AE}
o, HolZd, A1A ], HLY7HA] 27T FH Y
o FE 2dzxE 2E 5 Sl AV =YL
] K-FE7} st ofo]Zo = Aeuizid 4= QL
= ¥52o] HAtHAhn 2013; Kim & Choo
2023).

F|Zoll= AR A TRoA vl=r AR} Q14
ZAKBang & Park 2020), =, 4& ©j= &
Z2, ofAIQE A% Bl (Jeong 2017), B 4H]
ZHWang & Lee 2021), HIEY AH|AHKim et
al. 2024) 5 K-fE] tiet 3= AHA=9
gk olsE =ole ATEE YH olFofA L QL
ot & AoA= ozt 550l dUol K-FH
7h SR AR SAEE A2 A B4

A FEE 2R figt olsiE EolilAt Tt

o mok

Hir

2. RFH FHIX0| UEft 20X EN

AE AFYAIANA QAL E AELE Y
= @4 <o) AEMY(language style)ol2h
A oJ=ltParhankangas & Renko 2017). <10
AERAolE, AFgEo] AHIS BT o S3F o
2 ARgsk= ofF] WS 9ulotH(Pennebaker
& King 1999), A A8, FA] AHE, 33
A, 4 oz, A7 =& 59 A4S 2Rt
THKi et al. 2020; Vrontis et al. 2021). <19o]
AEFAS ARSA et WS o] 9lom
(Bell 1984), 4g]910i8Kpsycholinguistics) A
Tof] = 2] A distoll A ARgsh= dolg]
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ZAx]o] Q= AHo| 2= T 9tHTausczik &
Pennebaker 2010). o]+ T=5] 9=+ FHO]
‘W&(content)' & ofzl, T1A0] ojEA HHE
Ao wet d=5ga wigo] 9l 4= 32 2
vl KShort & Palmer 2008; Toma & D’ Angelo
2015).

o] AEFAS 5‘3] HqAg mAY 9 JAEFA
Al tAG oA 23, ol= 248 HHo] AFY
Alo]do] QmeElQlH T} Qlojd F&o| M o A
A 9j&35}7] Wl&Eo|tHCarnevale et al. 2017).
A/du|to] ?_1;“?!_‘01}“] ZE=09] 010111 401

A X]'—Q—dﬂi]'(Lee Theokary 2021; Munaro
et al. 2021, 2024). &5 34101] =8¥ Munaro
et al.2024)9] AFolA= FRE AEFAAXY
FY ZH=E HAER HIS F 7719] Ao &
BUE TESIth AA, it SE(Struggle
& Overcormng) AEFA2 AHQIAQI 1E, Aldf,

S8 A8 el J—%-é}

=]
2

ZJo] O]‘:]'. EZZH 57] oj| 2 ZA(Motivatio
Guidance) 28Y-2 FAAR] A%} =2 A9
e B R IHEsHHA T et HARE AY
shH, 2 T A5 FHOE Atk AA, &
EZdg(Storytelling) 2
U AEE AAF 22 EojUiH, IHA F419 g
T3 o]zxe} 71 HAE 1AL EXoF sy, =
2 04, 7E, =2 ZofolA 8E= AoxE 4
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AA, 2% 9 AEFH(Coaching and Mentoring)
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o|1 ZAH EYL Rt 545 HEst 9l

ot AFE Alad] Fa3%t 93 i Kumar
& Gupta 2016). mehA] £ AoflA ZHl=o]
Uehd A A(relationship  quality), =84
(argument quality), FXEA(information quality),
AAA EX(emotional tone)S F8 dojd E
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Python 1015 &-8sto] $=351th Googled]
YouTube APIE ARE5te] = Hlo]El(comment
threads)g FE5t92H, APIE &dl =34
oJEl= JSON = FEi= A=A 2FH 2
2 Y AE, 2R dY, ATHE tojg ¢
2 JEE FYPct] £ A9 B4 Ass &

3t

3. Atz 24
B Ao $1E fFE 94 23YE ¥

o FFH E4S 42 Python
3.8.3 HAT} Jupyter Notebook 6.0.3 730l A
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Table 1. Research variables and LIWC categories

Variables Definition

LIWC categories(words)

Relationship The quality of the close relationship

Affiliation (we, our, us, help, etc.)

quality between YouTubers and viewers.
Argument . o Causation (how, because, make, why, etc.)
i The level of(active) cognitive process . .
quality Insight (know, how, think, feel, etc.)
K-beauty Information o ) Preposition (to, of, in, for, etc.)
. The level of detailed information )
contents  quality BigWords (Percent words seven letters or longer)
Positive The level of positive i,
. . . Positive tone (good, well, new, love, etc.)
contents expressions/emotions in the contents
Negative The level of negative .
5 . 5 . . Negative tone (bad, wrong, too much, hate, etc.)
contents expressions/emotions in the contents
Positive . .
The level of positive comments Positive tone (good, well, new, love, etc.)
comments
Comments Neoatl
egative . .
& The level of negative comments Negative tone (bad, wrong, too much, hate, etc.)
comments

FA o g Hestr] iRt MA Y] S ZIsIIh
(Vijayarani et al. 2015). AAg] GAlM= EX
Lo (tokenization), Hlo]E] AA|(data cleaning),
“g1teKnormalization) 59| A5 st} &
A "AES] AT} AEdE SHSHIH
AAE A3HE HoJE&= LIWC(Linguistic
Inquiry and Word Count) AZEJo|E &&
sto EAsktt. LIWCE A8 dofst 719te] o
of B4 4R, "HAE Y dolg wmg Aod
LIWC Apgde] §iFo] wet 275t 7t ¥ &
A REE Aol HA]o2 A53tHBoyd
et al. 2022). A& E°1, 2ATHEN A SHsH=
we, our, us, help 59 ©@ol& LIWC HE &
affiliation(2&3/A )l sHdstH, ol &
AgtollA BAE 4o ARHE SEHU o]
oF FARHA, FdolA AREE QIAA #E
causation(17H4]) H insight(5-2) T thoj9]
S HIEE 7SR EA5I3loH, ol EHl=
9] =TS Wgsks AHE Aot ELE,
HIAE Yol A preposition(AAXADT} BigWords

(TFOIF)) S-S T A HBE Yol 7

o

AFol|al 23 FH g9 HFE v
&, AR FAFH &4 7IeeE FEEHU
ZF7HH0 &, LIWCY positive tone(3424 A
T} negative tone((F¥& AA) 712 E
sto] K-FE Z=0] JAA WUFdnt A=
< 24513 cKTable 1).

o|5 Fofl ol UEhd AHAF ¥
WS welslal, 7 FHl=9] Adojx E4
H|A}F BEG 7He] BAE AFA o R Blud

52 59} ol% Zelx 9 92
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N
ox, rTo
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» &

©

I
o
N

iz

1. HEH RFE g4 £ K-FEl 2H=9 A0
X EH
K-7E ZH2E 5= HEY {57489 <o
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Qo] glolHE LIWC Z2 IS &-8sto] &



K-FE| S5 ZEIx0| Ol0jx| SX0| 22 AR}

=1 = o

A, XA gy 2 F9 °d°1 E4E A
ZF2 o g A3t LIWCE 53l =&H 44
= Zt o] HFo| sfigols Tol7t AA| HAE

oflA ZA|5k= BlE&(%)= 94“]“@"4‘(Table 2. &
150719 93 &4 23, AL affiliation
HEE 59l %35—]‘212 , g HolE2 AA

E F B 1.10%E AASHAH =282
causannJ—]- 1n51ght B35 5o 24 SH=EA
o, HAHOoZ 2.25%2F 1.54%9] v&S B
. K-#E Z"=9] Adojd E4 T 7F 7=
A YRt Q4= AHAOZ | preposition T
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H=E A& o, J5 Ado] 82 +
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Table 2. Linguistic features of video contents and corresponding LIWC categories
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Variables LIWC categories n mean SD min max
Relationship quality Affiliation 150 1.10 1.13 0 8.43
) Causation 150 2.25 0.95 0 4.48
Argument quality .
Insight 150 1.54 0.72 3.72
. . Preposition 150 11.00 2.14 15.46
Information quality .
BigWords 150 14.13 6.19 7.55 56.52
Positive contents Positive tone 150 2.64 1.05 0 8.70
Negative contents Negative tone 150 0.81 0.56 0 3.84
Table 3. Linguistic features of comments and corresponding LIWC categories
Variables LIWC categories n mean SD min max
Positive contents Positive tone 150 6.24 2.02 0.49 14.76
Negative contents Negative tone 150 1.36 1.22 0.05 8.34
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Table 4. Results of multiple regression analysis

Dependents Independents B SE Vs t
Affiliation 0.575 0.136 0.321"" 4.240
Causation 0.342 0.173 0.161 1.974
Insight 0.476 0.229 0.170° 2.075
Positive tone of Preposition -0.341 0.093 -0.362""" -3.668
comments BigWords -0.066 0.035 -0.202 -1.891
Positive tone 0.438 0.154 0.227"" 2.854
Negative tone -0.414 0.283 -0.115 -1.463
R=0.499, R?=0.249, adjusted R?=0.211, F=6.496, p<0.001
Affiliation -0.117 0.068 -0.108 -1.737
Causation -0.171 0.086 -0.133 -1.978
Insight 0.101 0.114 0.060 0.885
Negative tone of Preposition 0.119 0.046 0.210° 2.580
comments BigWords 0.040 0.017 0.203° 2.307
Positive tone -0.033 0.077 -0.029 -0.437
Negative tone 1.511 0.141 0.696""" 10.725
R=0.700, R?=0.490, adjusted R?=0.464, F=18.825, p<0.001
SH(3/F7)0l o FFE v =AE HH6I & A Apreposition)®t AR HH
o} o1 918} W Aol A F5% LIWC ¥R (BigWords), 1213 293 o] A(negative
Affiliation, Causation, Insight, Preposition, tone)> X5 HF9] BAFH A ¥ F7H]
BigWords, Positive tone, Negative tone & 7l Ao® YETh o= E'l= doj7h AU
Wz skl s FAol tiet H=9] Positive Al FAAoIAY FAA e 8L BF Al
tone?}t Negative tone& Z}Z} F4BSE ofo] BAere] A4 AYds SiAlA B4 bt
53] AR AAISHIH = 7T & 3= HolEth

ot

7], 29| positive toneS FTHHUFLZ

3R A3, K-FE ZE=9] Adoj7t TA
AFALFE(affiliation), 121 FBHLFE
(positive tone) Ha FA| FFAI FA B2

ol Zlow tehieh whe, Thed A4} A}

Youtube video’s content

Relationship S
auality Affiliation |-

J

32177

Argument
quality

Causation

Content P
positiviy  POSitive tone 7

L=
A FaAANe A Bgom, o B0l At | (5 wemverore)
A7 BYSAL RRAOR LAY B9, A

=
Ae) AFES 3L B ANT 4 U A

o

Preposition

BigWords 1

Consumers’ comments

Positive reactions

¥ Negative reactions

At

202, 29 negative tones TEHHFE Fig. 1. Results of simple regression analysis.
AAT 24 A, JIEFAAMY Fd=oA e
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