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<Abstract>

The User Perception in ASMR Marketing Content through Social
Media Text-Mining: ASMR Product Review Content vs ASMR
How-to Content

Tran, Hung Chuong - Choi, Jae Won

Purpose

Nowadays, Autonomous Sensory Meridian Response (ASMR) is rapidly growing in popularity
and increasingly appearing in marketing. Not even in TV commercial advertisement, ASMR also
fast growing in one-person media communication, many brands and social media influencers used
ASMR for their marketing contents. The purpose of this study is to measure consumers’ perceptions
about the products in ASMR marketing content and compare the differences in communication
effect of ASMR content creator between product review and how-to in the same Macro tier
influencer - the YouTuber that has 10,000-100,000 subscribers.

Design/methodology/approach

The research methods selected ASMRist that do product review content and how-to content,
Text comments data was collected from 200 videos of tech-device review videos and beauty-fashion
videos. A total of 52,833 text comments were analyzed by applying the LDA topic modeling

algorithm and social network analysis.

Findings

Through the result, we can know that ASMR is good at taking attention of viewers with ASMR
triggers. In the Tech device reviews field, ASMR viewers also focus on the product like product’s
performance and purchase. However, there are many topics related to reaction of ASMR sound,
trigger, relaxation. In the Beauty-fashion field, viewers’ topics mainly focus on the reaction of the
ASMR trigger, response to ASMRtist and other topics are talking about makeup - fashion, product,
purchase. From LDA result, many ASMR viewers comment that they feel more comfortable when

watching the marketing content that uses ASMR. This result has shown that ASMR marketing
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contents have a good performance in terms of user watching experience, so applying ASMR can
take more consumer intention. And the result of social network analysis showed that product review
ASMRtist have a higher communication effectiveness than how-to ASMRiist in the same tier. As
an influencer marketing strategy, this study provides information to establish an efficient advertising

strategy by using influencers that create ASMR content.

Keyword: ASMR, ASMRist, Social Network Analysis, Text Mining, Topic Modeling, Influencer
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