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A Study on Marketing Strategies based on SNS Usage Characteristics
by Performing Genre
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Abstract This study aims to determine how demographic characteristics and SNS use traits of audiences are
different depending on preferred performance types such as pop music concert, musical; play, dancing and ballet.
SNS use traits are as follows: duration of SNS use, average number of access to SNS account, average time of
SNS use, SNS activity type, motivation for SNS use, preferable type of SNS, annual total number of performance
watched, and method to gain performance information. Also, the study was conducted to get significant insights in
designing marketing strategy using social network services. The results are as follows. First, the result of examining
audience’s demographic factors depending on preferred performance type showed meaningful differences in sex, age,
marital status, form of family, academic level, job and monthly income of the audiences. Second, SNS use traits of
the audiences according to preferred performance genres vary in duration of SNS use, average number of access to
SNS account, average time of SNS use, SNS activity type, motivation for SNS use, method to gain performance
information. These findings showed that demographic characteristics and SNS use traits needed to be classified
more specifically based on genres. Additionally, marketing strategy using performance information, traits of contents
and customers’ patterns through SNS should be specifically developed based on specified target
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