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A Study on the Online Perception of Chabak Using Big Data Analysis
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ABSTRACT

In the era of untact, the “Chabak” using cars as accommodation spaces is attracting
attention as a new form of travel. Due to the advantages, including low costs, convenience,
and safety, as well as the characteristics of the vehicle enabling independent travel, the
demand for Chabak is continuously increasing. Despite the rapid growth of the market and
related industries, little academic has investigated this trend. To establish itself as a new
type of travel culture and to sustain the growth of related industries, it is essential to
understand the public perception of Chabak. Therefore, based on the marketing mix theory
and big data analysis, this study analyzes the public perception of Chabak. The results
showed that Chabak has established itself as a consumer-led travel culture, contributing
to the aftermarket growth of the automobile industry. Additionally, consumers were found
to be increasingly inclined to enjoy travel economically and wisely, and actively share
information through social media. This initial study on the new travel trend of Chabak
is significant in that it employs big data analysis on a theoretical basis.
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(Figure 1) ‘Chabak’
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(Table 1) Analytical Data

Category Data
Blog 988cases
Naver News 876cases
ave Cafe 660cases
Scope of Web 1500cases
coverage Blog 797cases
Daum News 724cases
au Cafe 992cases
Web 1187cases
Key word Chabak
Collection period | Feb. 25, 2020~Feb. 25, 2021
Collection tool Textom
Number of 100

collection words
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| Selection of search word ‘ ‘Chabak’ |
&

| Extraction and purification of key words ‘ Textom |
&4

Frequency analysis of key words, Textom
Derivation of word cloud and matrix

&

| Analysis and visualization of N-gram ‘ Textom |

4

| Network visualization, CONCOR analysis

‘ Ucinet-6/ NetDraw |

4

LDA Topic Modeling

‘ Textom |

(Figure 3) Analytical Procedure
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(Table 2) Keywords Analysis Result

Rank Word Frequency | Percentage %Eﬁiﬁgee Rank Word Frequency | Percentage %2;2;132;7:
1 | Chabak 13830 9.56% 9.56% 51 | After market 271 0.19% 28.06%
2 | Camping 3603 2.49% 12.05% 52 | Car parts 270 0.19% 28.24%
3 |Car 2069 1.43% 13.48% 53 | Masian 270 0.19% 28.43%
4 | Chabak camping 1225 0.85% 14.33% 54 | Landmark 2638 0.19% 28.61%
5 | Tivoli 942 0.65% 14.98% 55 | Test 266 0.18% 28.80%
6 | Trip 833 0.61% 15.59% 56 | Unique 264 0.18% 28.98%
7 | Automobile 735 051% 16.10% 57 | Campsite 263 0.18% 29.16%
8 | Chabak tent 728 0.50% 16.60% 58 | Noji camping 262 0.18% 29.34%
9 | Camping car 718 0.50% 17.09% 59 | Price 254 0.18% 29.52%
10 | Yeogieottae 638 0.44% 17.54% 60 | Trash 248 0.17% 29.69%
11 | Charyang 624 0.43% 17.97% 61 | Consumer 247 0.17% 29.86%
12 | Place 610 0.42% 18.39% 62 | Space 246 0.17% 30.03%
13 | Contactless 595 0.41% 18.80% 63 | Fashion 243 0.17% 30.20%
14 | Untact 576 | 0400 | 19200 | 64 |Chabakcamping | o0 6700 | 303706

equipment
15 | Recommendation 574 0.40% 19.59% 65 | Sensibility 241 0.17% 30.53%
16 | Popularity 548 0.38% 19.97% 66 | Influence 240 0.17% 30.70%
17 | Tent 510 0.35% 20.33% 67 | Remodeling 240 0.17% 30.87%
18 | Lodging 494 0.34% 20.67% 68 | Sale 239 0.17% 31.03%
19 | Gijang 485 0.34% 21.00% 69 | Chabak trip 239 0.17% 31.20%
20 | Winter 424 0.29% 21.30% 70 | Corona 19 230 0.16% 31.35%
21 | Generation 412 0.28% 21.58% 71 |It's Winter 228 0.16% 31.51%
22 | Yeongjong—do 378 0.26% 21.84% 72 | Pohang 226 0.16% 31.67%
23 | Carnival 365 0.25% 22.09% 73 | Service 226 0.16% 31.82%
24 | Maehyang-ri 362 0.25% 22.34% 74 | Domestic 224 0.15% 31.98%
25 | Bosch 359 0.25% 22.59% 75 | Purchase 221 0.15% 32.13%
26 | Diffusing 354 0.24% 22.84% 76 | Auto charging mat 221 0.15% 32.29%
27 | Incheon 350 0.24% 23.08% 77 | Interest 218 0.15% 32.44%
28 | Air 340 0.24% 23.31% 78 | Time 216 0.15% 32.59%
29 | Chungju 334 0.23% 23.55% 79 | Ssangyong 215 0.15% 32.713%
30 | Beach 329 0.23% 23.71% 80 | Mattress 212 0.15% 32.83%
31 | Release 329 0.23% 24.00% 81 |Bed 208 0.14% 33.02%
32 | Product 325 0.22% 24.22% 82 | Noji chabak 204 0.14% 33.16%
33 | Coast 320 0.22% 24.45% 83 | Weekend 204 0.14% 33.31%
34 | Busan 318 0.22% 24.67% 84 | Weather 196 0.14% 33.44%
35 | Corona 312 0.22% 24.88% 85 | Feeling 196 0.14% 33.58%
36 | Trend 306 0.21% 25.09% 86 | Equipment 187 0.13% 33.71%
37 | Chabak mat 305 0.21% 25.30% 87 | Holy land 187 0.13% 33.84%
38 | Goods 304 0.21% 25.51% 88 | Moment 187 0.13% 33.96%
39 | Autumn 302 0.21% 25.712% 89 | Address 186 0.13% 34.09%
40 | SUV 299 0.21% 25.93% 90 | Genesis 185 0.13% 34.22%
41 | prohihition 294 0.20% 26.13% 91 | Hwasung city 1834 0.13% 34.35%
42 | Use 289 0.20% 26.33% 92 | Dogoo beach 183 0.13% 34.47%
43 | Craze 283 0.20% 26.53% 93 | Buying 181 0.13% 34.60%
44 | Preparation 281 0.19% 26.72% 94 | House 179 0.12% 34.72%
45 | Sleep 281 0.19% 26.92% 95 | Cheongju 178 0.12% 34.85%
46 | Trunk 218 0.19% 21.11% 96 | Parking fee 178 0.12% 34.97%
47 | Marina 277 0.19% 21.30% 97 | Executive order 177 0.12% 35.09%
48 | Man 2177 0.19% 21.49% 98 | Air cushion 177 0.12% 35.21%
49 | Mockye pine field 274 0.19% 21.68% 99 | Orlando chabak 177 0.12% 35.34%
50 | Ray 273 0.19% 27.87% | 100 | Camping goods 176 0.12% 35.46%
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(Table 3) N-gram Analysis Result
Rank Word 1 Word 2 Frequency | Rank Word 1 Word 2 Frequency
1 | Chabak Camping 1247 26 | Trunk Chabak 14
2 | Camping Chabak 623 27 | Chungju Chabak 182
3 | Tivoli Chabak 549 28 | Yeogieottae Yeogieottae 182
4 | Chabak Place 446 29 | Diffusion Influence 181
5 | Chabak Car 410 30 |Beach Yeogieottae 180
6 | Camping car Chabak 347 31 | Yeogieottae Address 180
7 | Tivoli Air 321 32 | Chabak Mattress 180
8 g;tt‘;m"bﬂe After market 270 | 33 |Chabak Chabak 179
9 | Masian Beach 270 34 | Pohang Dogoo beach 179
10 | Winter Chabak 270 35 | Price Parking fee 178
11 | Yeongjong—do Masian 270 36 | Automobile Trunk 178
12 | Bosch Automobile parts 269 37 | Dogoo beach Yeogieottae 178
13 | Maehyangri Marina 268 38 | Camping Tivoli 177
14 | Chabak Trip 246 39 | After market Chabak 177
15 | Recommendation | Lodging 234 40 | Bed Air cushion 176
16 | Chabak Landmark 228 41 | Air cushion Orlando chabak 176
17 | Place Recommendatiom 226 42 | Cheongju Okhwadae 176
18 | Car Winter 216 43 | Mattress Bed 176
19 | Camping Popularity 215 44 | Chabak tent rce};?)l:ilr;en datiom 176
20 | Chabak prohibition 205 45 | Okhwadae Chabak 176
21 | Ssangyong Car 2020 | 46 ggjgjk CAMPINg| (1 abak tent 176
22 | Chabak Noji camping 189 47 | Orlando chabak | Tivoli 176
23 | Untact Age 189 48 | Camping Mockye pine field 176
24 | Autumn Chabak 188 49 | Chabak Cheongju 176
25 | Chabak Diffusing 186 50 | Chabak Charyang 175
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Ledging Recommendation

Chabak camping geods
{_} Chabak tent Parking fee
Chabak recommendatiom Yy Autorichile L) Price
Popularity
) Mockye pine field
of h\«.racdg% ngjtnk Recommendatiopy, |- ance
Bed 1 ) Landmark
o \Camping ¥ Place
Alr cushion bt ‘sqs Chatyang
Chem;@#‘ _:3 ;C_habak Noji camping Diffusion
Orlando chabakgy ol ki
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(Table 4) Grouping of CONCOR Analysis Result

71

Division Grouping Word

Trend .
Major Craze, Interest, Preparation

Chabak, Corona, Age, Untact, Chabak camping, Chabak trip, Trend,

Chabak function Trunk, Chabak mat, Carnival, Mattress, Air cushion

Place Yeogieottae, Place, Landmark, Parking fee, Address, Recomendation

New car marketing | Ssangyong, Tivoli, Air, Release, Sale, SUV

Peripheral ; .
After market Automobile parts, After market, Consumer, Service, Bosch

Chabak prohibition | Gijang, Executive order, Prohibition, Busan
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(Table 5) Results of Topic Analysis of Keywords

Division Topic (%) Naming Word (%)
Topic 2&3 Chabak | Camping(0.032), Car(0.029), Genesis(0.01),
Major (24.4%) function | Remodeling(0.008), Carnival(0.006)
Topic 4&7 Trend Chz.a.bak ter.lt(0.0ZS), Campil.lg(0.0ZS), Chabak Camping(0.013),
(22.6%) Noji Camping(0.011), Lodging(0.011)
Topic 1 Place Campiﬁg(0.0ZS), Yeogieottae(0.015), Place(0.014),
(14.3%) Yeongjong—do(0.013), Incheon(0.012)
Topic 5 New car | Tivoli(0.023), Air(0.017), Car(0.016), Popularity(0.011),
Minor (14.6%) marketing | Ssangyong(0.01)
Topic 6 After Bosch(0.024), Camping(0.02), After market(0.018),
(7.1%) market | Automobile parts(0.018), Service(0.014)
Topic 8 Chabak | Camping(0.027), Gijang(0.015), Camping car(0.014),
(16.4%) prohibition | Busan(0.01), Prohibition(0.009)
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