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ABSTRACT

The rapid diffusion of smart phones and the development of data storage and analysis technology have made the
field of big-data a promising industry in the future. In the marketing field, big-data analysis on social data can be used
for understanding the needs of consumers as an effective and efficient marketing tool. Before the age of big-data,
companies had relied upon the traditional methods such as questionnaire survey and marketing test in which a small
number of consumers had participated. The traditional methods have still been used. Although both of big-data
analysis and traditional methods are useful to understand consumers. It is need to check whether the results from both
include similar implications. In this point, this study attempts to compare the results of big-data analysis with that of
questionnaire survey on some cosmetics brands methods. As the results of this study, both results of big-data analysis
and questionnaire survey include similar implications.
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Table. 1 Selected Cosmetics Brands

Rank Brand Frequency
1 P 5,307
2 I 4,605
3 A 1,527
4 E 1,123
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Table. 2 Frequency of Cosmetics Brands
Rank Brand Twitter Blog Total
1 E 41,717 3,210 44,927
2 A 15,077 923 16,000
3 | 7,334 434 7,768
4 P 1,126 5,329 6,455
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Table. 3 Opinion Mining Results on Cosmetics Brands

Messages
Rank | Brand — - Total
Positive Negative
1 9,730 643 10,373
2 13,690 3,646 17,336
3 | 625 1,416 2,041
4 A 1,342 3,142 4,484
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Table. 4 Cosmetic Brand Awareness and Preference
from Big-Data Analysis

Rank
Brand
Awareness Preference
E 1 2
2 4
| 3 3
P 4 1
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Table. 5 Cosmetic Brand Awareness and Preference
from Questionnaire Survey

Rank
Brand
Awareness Preference
E 1 1
2 4
| 3 2
P 4 3
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