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Abstract According to recent statistics on new consumer market trends, 'alone consumption' is at the
center. This study focuses on the social big data that attracts the public's opinions in that it is
important for a certain social trend to comprehensively understand the various fields such as society,
locality, culture, marketing, economics, and psychology that form the background for it. Therefore, we
set up the linkage of 'solo consumption' and conducted research on new consumer market trends using
Opinion Analisys. As a result of this trend analysis, representative keywords such as 'honbab', 'honsul'
and 'honyoeng' were derived and analyzed the trend of new consumer market using this data. Alone
consumption is an inevitable new consumption trend caused by demographic change after the global
economic crisis. The importance as a trend reflecting this will be further strengthened. Trend analysis
by social big data will help scientific and systematic business distribution strategies and planning to

help make new and valuable decisions and decisions about new consumer markets.
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Fig. 1. Total Population and Population Growth Rate
(KOSIS. 2018)
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Table 1. Changes in Single Households

Division 2000’s | 2005’s | 2010’s 2017’s

Total homes

(10.000 homes) 1,431 1,589 1,734 1,967

Single—person households

(10.000 homes) 222 317 414 562
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Fig. 2. Solo Consumption change and appraisal of
Imotion (Shinhan Card. 2018)
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Fig. 3. Solo Consumption Association Map
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Table 2. The Role of Big Data in the Future Society

Characteristic The role of big data

— Pattern analysis and future prospect based
on social phenomena and real world data

Insight |— Scenario simulation for different
possibilities

— Providing insight into multiple situations

Uncer
tainty

— Capturing danger signs and abnormal
signals through pattern analysis of
environmental, social and monitoring
information

— Recognize and analyze issues proactively
and support fast decision making and
real—time response

Responsi
veness

Risk

— Context awareness through artificial data
analysis, artificial intelligence service
Competit|— Optimal selection through social, rating,

iveness credit and reputation analysis
— Securing product competitiveness through
analysis of trend changes

Smart

— Creating new value by combining with
other fields

Convert Creativit | — Causality and Correlated Convergence
gence y Data Analysis

— Create new convergence market through
vast data
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Table 3. Differences by Research Category

Division Marketing Research Big Data Research

Evaluation research Analytical Research

Characteristic

Quantitative Orthopedic, Atypical

To evaluate ideas/ To guess and

Purpose To find a problem acknowledge the
phenomenon
Required Create proper criteria Find solutions based on
Competence prop data
Use Usability Test, Social big data,

Methodology

Performance judgment Data mining
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Table 4. Data collection Overview

division Contents

Collect word Honbob, Honsul, Honyeong
Collection period 2019. 10. 23 ~2017. 11. 22
Collection channel Twitter, Blog, Instagram, News
Collection tools Daum Soft Social Metrix ™
Analysis tools Daum Soft SomeTrend ANALYSIS
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Table 5. Result Table of Associated of 'Honbab'

Opinion Analysis Data by Social Metrix TM
(Period : 2019.10.23.—2019.11.22. / k:1,000)

Interest Association
Reference Amount

Emotional Analysis
(Positive / Neutral /

Trend in Mention

/Number Negative) Volume
male 594
Menu 478 0.02k/0.01k/0.03k
Informatio 447 (2019.10.23) . o
meat 433 0.01k/0.01K/0.01k | 5K (2019.10.23)

Restaurant 428
marriage 359
One day 355
Daehak—ro 348
Alba 347
Culture 346
Age 30 323

A woman who
lives alone 318
Eating habits 318
Korea 311
Hongdae 281

(2019.10.27)
0.41k/0.27k/0.21k
(2019.10.31)
0.34k/0.13k/0.15k
(2019.11.04)
0.36k/0.11k/0.12k
(2019.11.08)
1.30k/0.76k/0.14k
(2019.11.12)
4.2k/0.21k/0.46k
(2019.11.20)

1.3k (2019.10.26)
2.25k(2019.10.29)
1.68k(2019.11.01)
1.54k(2019.11.04)
1.77k(2019.11.07)
1.28k(2019.11.10)
2.13k(2019.11.13)
1.86k(2019.11.16)
2.19k(2019.11.19)
0.28k(2019.11.22)

Table 6. Result Table of Associated of 'Honsul'

Opinion Analysis Data by Social Metrix TM
(Period : 2019.10.23.—2019.11.22. / k:1,000)

Interest Association
Reference Amount

Emotional Analysis
(Positive / Neutral /

Trend in Mention

/Number Negative) Volume
House 395 0.02k/0.01k/0.03k
Feeling 311 (2019.10.23)
Alone 298 0.01k/0.014/0.01k 1.8k (2019.10.23)
Taxi 287 KD 1.3k (2019.10.26)

Garbage 287
Sticker 274
Beer 274
Week 226
Commitment 225
Day 225
Alcohol 173
Honbob 163
Snack 86
Broadcast 54
Child 45

(2019.10.27)
0.41k/0.27k/0.21k
(2019.10.31)
0.34k/0.13k/0.15k
(2019.11.04)
0.36k/0.11k/0.12k
(2019.11.08)
1.30k/0.76Kk/0.14k
(2019.11.12)
4.2k/0.21k/0.46k
(2019.11.20)

2.25k(2019.10.29)
1.68k(2019.11.01)
1.54k(2019.11.04)
1.77k(2019.11.07)
1.28k(2019.11.10)
2.13k(2019.11.13)
1.86k(2019.11.16)
2.19k(2019.11.19)
0.28k(2019.11.22)

Table 7. Result Table of Associated of 'Honyoeng'

Opinion Analysis Data by Social Metrix TM
(Period : 2019.10.23.—2019.11.22. / k:1,000)

Interest Association
Reference Amount

Emotional Analysis
(Positive / Neutral /

Trend in Mention

.
/Number Negative) Volume

Movie 247 0.02k/0.01k/0.03k

Swimming 112 (2019.10.23)

Alone 91 N A 1.8k (2019.10.23)
X 0.01k/0.01k/0.01k . P P
Sister 87 (2019.10.27) 1.3k (2019.10.26)
Sriend 83 0 41k/b 2.7k/0 91K 2.25k(2019.10.29)
Hobby 83 ('2019 1'0 31)' 1.68k(2019.11.01)
Pan 82 o 1.54k(2019.11.04)

KimlJiyoung 41
Theaters 38
Frozen 37
Friend 31
Lover 25
Snack 23
Between 23
Honbob 2

0.34k/0.13k/0.15k
(2019.11.04)
0.36k/0.11k/0.12k
(2019.11.08)
1.30k/0.76k/0.14k
(2019.11.12)
4.2k/0.21k/0.46k
(2019.11.20)

1.77k(2019.11.07)
1.28k(2019.11.10)
2.13k(2019.11.13)
1.86k(2019.11.16)
2.19k(2019.11.19)
0.28k(2019.11.22)
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Table 8. Association Result
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Opinion Analysis Data by Social Metrix

™

(Period @ 2019.9.29.—-2019.10.29)

Association
Division
Honbob Honsul Honyeong
Swimming,
1. . KimJiyoung, Alone,
Character Male Child, Alone Sriend, Sister,
Lover, Pan
2. sticker, Beer
’ ’ X
Goods Meat Alcohol
3 One day, one
. One day, Alba|Week, Garbage,| Hobby, Honbob
Life
Honbob
4.
X X
Group Hongdae
5.
< X X
Brand
6. Culture,
Culture/  |A woman who Broadcast Frozen, Movie
Leisure lives alone
7. Daehak=ro, Town, Movie
Korea, House
Place Theaters
Hongdae
8. Menu,
Current Affairs| Information, X Concentration
/ Economics Mariege

9.
Property

Eating Habits,
Age 30

Feeling, Snack,
Commitment,
Taxi

Between
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