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ABSTRACT

Today, the analysis of big data hae been used as an essential tool for finding customers’
needs. Various big-data analysis sites have provided the analysis results with their own forms
and styles according to their service and characteristics. Therefore, to use the analysis results for
marketing fields, we have to understand the major characteristics on big data analysis tools. In
this point, this study attempts to compare the characteristics of big data analysis results and
styles from big data analysis sites.
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