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A Study on Consumer Value Perception through Social Big Data Analysis:
Focus on Smartphone Brands
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ABSTRACT

The information that consumers share in the SNS (Social Networking Service) has a
great influence on the purchase of consumers. Therefore, it is necessary to pay attention
to new research methodology and advertising strategy using Social Big Data. In this context,
the purpose of this study is to quantitatively analyze customer value through Social Big
Data. In this study, we analyzed the value structure of consumers for the three smartphone
brands through text mining and positive/negative image analysis. Analysis result, it was
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possible to distinguish the emotional aspects (sensitivity) and rational aspects (rationality)
for customer value per brand. In the case of the Galaxy S7 and iPhone 6S, emotional aspects
were important before the launch, but the rational aspects was important after release date.
On the other hand, in the case of the LG G5, emotional aspects were important before and
after launch. We can propose two core advertising strategies based on analyzed consumer
value. When developing advertising strategy in the case of the Galaxy S7, there is a need
to emphasize the rational aspects of product attributes and differentiated functions. In the
case of the LG (b, it is necessary to consider the emotional aspects of happiness, excitement,
pleasure, and fun that are felt by using products in advertising strategy.

As a result, this study will provide a good standard for actual advertising strategy through
consumer value analysis. Advertising strategies are primarily driven by intuition or ex-
perience. Therefore, it is important to develop advertising strategies by analyzing consumer

value through social big data analysis.
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(Table 1) Release Dates for Brand

Manufacturer Brand

Announcement Date

Release Date

Samsung

February 21, 2016
Galaxy S7 | (It was announced at Barcelona MWC
2016 in Spain)

March 11, 2016

September 9, 2015(US time)
Apple iPhone 6S |It was announced at Citizen Auditorium
in Bill Graham, San Francisco, USA

September 25, 2015

LG LG G5

February 21, 2016
(It was announced at Barcelona MWC
2016 in Spain)

Booking Sales(March 25, 2016)
Release Date(March 31, 2016)
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Advertising Strategy

 Data preprocessing.
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(Twitter, Blog) Positive and negative Advertising Strategy
» D08 analysis.
V Identifying changes for

consumer value.

(Figure 1) Procedure for Research Method
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Legend : TO = release date, TO-1Y = one year
before release date, T0+40 = 40 days after release
date.
(Figure 2) Research Methods for
Content Analysis
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Legend : TO = release date, TO-1Y = one year
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date.

(Figure 3) Estimation Period of

Consumer Value

(Table 2) Data Collection Period and the amount of Buzz
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Data Collection Period(T0-1Y) Data Collection Period(T0+40D)
Manufacturer | Smartphone : :

Period Count Period Count

Sameun oy &7 | 20150412 | Twitter: 16,065 2016-03-11 | Twitter: 11934
amsung xy 2016-03-10 | Blog: 3521 2016-04-20 | Blog: 4231

Ao Prone 6s | 201570331 | Twitter: 97010 2016-03-31 | Twitter: 3,832

bpie one 2016-03-30 | Blog: 30,305 2016-05-10 | Blog: 3,052

G . 2015-03-31 | Twitter: 6,006 2016-03-31 | Twitter: 20,960
2016-03-30 | Blog: 852 2016-05-10 | Blog: 1,428
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(Figure 4) Monthly Buzz Volume
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(Figure b) Estimation of Consumer Value
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(Appendix A)

(Table A.1) The Keyword Appearance Frequency before and after Releases

on the Galaxy S7

No Before releases After releases

Keywords Div’ Freq™ | W(%)™ Keywords Div Freq | W(%)
1 exo0 Sensitivity 2,983 6.90 25 Rationality | 1,607 5.70
2 Special Edition Rationality 2,981 6.89 Funds Rationality | 1,338 4.75
3 special Rationality 2,980 6.89 Sale Rationality | 1,274 452
4 Superman Sensitivity 2,698 6.24 Disclosure Rationality | 1,227 4.35
5 group Sensitivity | 2042 | 472 | DisClosWe Suwport | pagongliry | 1178 | 418
6 Idol group Sensitivity 2,005 4.64 fee Rationality | 1,151 4.08
7 KoreanWave Sensitivity 2,005 4.64 agency Sensitivity | 1,150 4.08
8 Idol Sensitivity 1,997 4.62 lg U+ Rationality | 1,133 4.02
9 mwc Sensitivity 1,752 4.05 purchase Sensitivity | 1,122 3.98
10 source Sensitivity 1,077 2.49 purchase Sensitivity | 1,104 3.92
11 move Sensitivity 1,069 247 club Sensitivity | 1,091 3.87
12 logo Sensitivity 1,055 2.44 subsidy Rationality | 1,057 375
13 news Sensitivity 1,040 2.40 compete Rationality 860 3.05
14 osen Sensitivity 923 2.13 case Sensitivity 790 2.80
15 Telecg%ﬁyca“o“ Rationality | 918 | 212 cell phone Rationality | 774 | 275
16 strategy Sensitivity 872 2.02 note Rationality 756 2.68
17 Its Rationality 831 1.92 Stock Rationality 725 2.57
18 value Sensitivity 806 1.86 community Sensitivity 670 2.38
19 Naver Sensitivity 785 1.81 Group buying Rationality 666 2.36
20 Technology Rationality 767 177 gold Rationality 580 2.06
21 Spain Sensitivity 737 1.70 price Rationality 515 1.83
22 reservation Sensitivity 736 1.70 skt Rationality 495 1.76
23 high Sensitivity 734 1.70 part Sensitivity 464 1.65
24 Possibility Sensitivity 733 1.69 distortion Sensitivity 455 1.61
25 Barcelona Sensitivity 725 1.68 LCD Rationality 445 1.58
26 Snapdragon Rationality 703 1.63 area Sensitivity 429 152
27 Performance Rationality 638 1.59 plan Sensitivity 428 1.52
28 image Sensitivity 636 159 film Rationality 412 1.46
29 video Sensitivity 666 154 domestic Sensitivity 330 1.35
30 event Sensitivity 597 1.38 Samsung page Rationality 372 1.32
31 sensor Rationality 513 1.19 Cheapest Rationality 368 1.31
32 new product Rationality 510 1.18 silver Rationality 361 1.28
33 Qualcomm Sensitivity 493 1.14 The factory Rationality 360 1.28
34 View Sensitivity 492 1.14 Galaxy Note 4 Rationality 360 1.28
35 reporter Sensitivity 474 1.10 earphone Rationality 359 1.27
36 |Mobile World Congress| Sensitivity 471 1.09 Communication Rationality 352 1.25
37 Volume Rationality 445 1.03 sk Rationality 349 1.24
38 Memory Rationality 428 0.99 Galaxy Note Edge | Rationality 347 1.23
39 company Sensitivity 426 0.98 good Sensitivity 343 1.22
40 Rumor Sensitivity 412 0.95 theorem Sensitivity 341 1.21

Total 43,255 100 28,188 100

Legend: Div" = division(Sensitivity, Rationality), Freq™

= Frequency, W(%)"™ = Weight(%).
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(Table A.2) The Keyword Appearance Frequency before and after Releases

on the iPhone 6S

No Before releases After releases
Keywords Div’ Freq”™ | W(%)™ Keywords Div Freq | W(%)

1 Korea Sensitivity 6,225 5.76 Galaxy S7 Rationality 39 | 4.39
2 Reservation Sensitivity 4,265 3.9 Gb Rationality 390 | 4.29
3 Sale Sensitivity 3,706 343 Max Sensitivity 38 | 4.23
4 3D Rationality 3,626 3.36 Delivery Rationality 36 | 391
5 Overseas Sensitivity 3,605 3.34 Disclosure Rationality 349 | 384
6 Dead Sensitivity 3,309 3.06 Projectors Rationality 316 | 347
7 Performance Rationality 3,302 3.06 Beam Projector Rationality 316 | 347
8 3D Touch Rationality 2,998 277 G2 Rationality 313 | 344
9 BtoB Sensitivity 2,891 2.68 Size Rationality 312 | 343
10 Group Sensitivity 2,812 2.60 Part Rationality 264 | 290
11 ‘Woman Sensitivity 2,809 2.60 Mobile Rationality 208 | 2.84
12 Gift Sensitivity 2,740 254 Free Rationality 245 | 2.69
13 Re-Training Sensitivity 2,687 2.49 Stock Rationality 245 | 2.69
14 Galaxy Note 5 Rationality 2,661 2.46 Wine Rationality 237 | 2.60
15 Move Sensitivity 2,661 2.46 Applications Rationality 237 | 260
16 Model Sensitivity 2,658 2.46 Invite Sensitivity 236 | 259
17 New World Sensitivity 2,646 2.45 Standard Sensitivity 235 | 258
18 Lim Hyunsig Sensitivity 2,637 2.44 Smart Wine Rationality 234 | 257
19 Lee Changseop Sensitivity 2,560 2.37 File Sensitivity 233 | 256
20 Volume Rationality 2,503 2.32 Mail Sensitivity 208 | 2.29
21 Lee Minhyuk Sensitivity 2,459 2.28 Pdf Sensitivity 204 | 224
22 Jeong Ilhun Sensitivity 2,457 2.27 iphone 6 Plus Rationality 201 | 221
23 Domestic Sensitivity 2,444 2.26 Button Rationality 193 | 212
24 Way Sensitivity 2417 2.24 iphone 7 Rationality 189 | 2.08
25 Series Rationality 2,373 2.20 White Sensitivity 179 | 1.97
26 Pixels Rationality 2,343 2.17 Subsidy Rationality 177 | 1.9
27 Dance Sensitivity 2,335 2.16 Cell Phone Case Rationality 176 | 193
28 Ipad Pro Rationality 2,307 213 Posts Sensitivity 169 | 1.86
29 Video Rationality 2,298 2.13 Couple Sensitivity 167 | 1.84
30 | Changing Equipment Sensitivity 2,251 2.08 Order Sensitivity 165 | 1.81
31 Be Sealed Sensitivity 2,198 2.03 Bucheon Sensitivity 161 | 1.77
32 Kang Dong Won Sensitivity 2,198 2.03 G3A Rationality 158 | 1.74
33 Lunch Sensitivity 2,162 2.00 Nexus Rationality 156 | 1.71
34 Restaurant Sensitivity 2,160 2.00 Hard Rationality 155 | 1.70
3H Colleague Sensitivity 2,160 2.00 Galaxy Folder Rationality 14 | 1.69
36 Samsung Rationality 2,140 198 Nexus 5 Rationality 151 | 1.66
37 Similar Sensitivity 2,085 1.93 Grip Sense Rationality 150 | 1.65
3B Pink Rationality 2,019 1.87 Color Rationality 145 | 1.59
39 Share Sensitivity 1,980 1.83 Goods Rationality 143 | 157
40 Arm Sensitivity 1,978 1.83 Glass Rationality 137 | 151

Total 108,065 100 9,098 | 100

Legend: Div" = division(Sensitivity, Rationality), Freq”™ =

Frequency, W(%)™" = Weight(%).
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(Table A.3) The Keyword Appearance Frequency before and after Releases on

the LG Gb
No Before relgases After releases
Keywords Div’ Freq™ | Wi(%)™ Keywords Div Freq | W(%)
1 New Sensitivity 937 13.08 Expect Sensitivity | 9,222 22.61
2 Meeting Sensitivity 652 8.64 OST Sensitivity | 8917 21.86
3 Fan Meeting Sensitivity 645 855 Jason Statham Sensitivity | 4,350 10.67
4 System Rationality 476 6.31 Full Version Sensitivity | 4,256 10.43
5 MWC Sensitivity 429 5.69 Garosu-Gil Road | Sensitivity 1,765 4.33
6 News Sensitivity 243 3.22 MV Sensitivity 1,718 421
7 Reservation Sensitivity 220 292 Charm Sensitivity | 1,268 3.11
8 Cute Sensitivity 205 272 Much Attention Sensitivity 592 1.45
9 BGM Sensitivity 199 2.64 Video Rationality 452 111
10 Factory Price Rationality 183 243 Playground Sensitivity 428 1.05
11 TV Sensitivity 177 2.35 Weekend Sensitivity 410 1.01
12 Edge Rationality 169 2.24 Proof Shot Sensitivity 398 0.98
13 Release Sensitivity 146 194 Upload Sensitivity 389 0.95
14 Condition Sensitivity 145 192 LG Playground Sensitivity 387 0.9
15 Self Camera Rationality 141 1.87 Advance Movie Sensitivity 332 0.94
16 World’s First Sensitivity 137 1.82 Advance Ticket Sensitivity 382 0.94
17 Pixels Rationality 129 1.71 Teaser Sensitivity 376 0.92
18 Strategy Sensitivity 123 1.63 Showcase Sensitivity 375 0.92
19 Mobile Sensitivity 123 1.63 Movie Sensitivity 342 0.84
20 Price Rationality 117 1.55 Rokko Sensitivity 332 0.81
21 Snapdragon Rationality 113 150 Raffle Sensitivity 306 0.75
22 Drunk Sensitivity 113 150 Greatest Luck Sensitivity 278 0.68
23 Module Type Rationality 112 1.48 Jackpot Sensitivity 276 0.68
24 Vote Sensitivity 103 1.37 Seoul Sensitivity 242 0.59
25 Be Expected Sensitivity 103 1.37 Case Sensitivity 240 0.59
26 Pose Sensitivity 102 135 Way Sensitivity 239 0.59
27 Galaxy S7 Edge Rationality 101 1.34 Gangnam-Gu Sensitivity 239 0.59
28 Time Square Sensitivity B 1.30 Button Rationality 233 0.57
29 Comment Sensitivity % 1.27 Battery Pack Rationality 222 0.54
30 Series Rationality 92 1.22 Twitter Sensitivity 211 0.52
31 Reputation Sensitivity 91 1.21 Jung Joon-Young | Sensitivity 202 0.50
32 ‘Wonderful Sensitivity 90 119 Part Sensitivity 174 0.43
33 Volume Rationality 83 117 IFC Mall Sensitivity 171 0.42
A Information Sensitivity 83 117 Song Sensitivity 168 0.41
35 Memory Rationality 87 115 Focus Rationality 155 0.38
36 Replacement Sensitivity 87 115 Scene Sensitivity 153 0.38
37 Premium Sensitivity 86 1.14 Pack Rationality 151 0.37
38 Spain Sensitivity & 1.13 Pic Sensitivity 140 0.34
39 Pretty Sensitivity 84 111 Freaking Awesome| Sensitivity 125 0.31
40 Life Sensitivity &0 1.06 Dawn Sensitivity 121 0.30
Total 7,545 100 40,787 100

Legend: Div" = division(Sensitivity, Rationality), Freq™ = Frequency, W(%)" = Weight(%).
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(Appendix B)

(Table B.1) Positive Image Analysis after Release Date

Galaxy S7 iPhone 6S LG G5
Positive Freq W((;Og)ht Positive Freq W((Z;iht Positive Freq W(eo;og)ht
pretty 116 23.48 pretty 132 2863 pretty 90 22.67
favorite 64 12.96 cute 83 18.00 favorite I6) 18.89
enjoyable 46 9.31 favorite 55 11.93 exciting 55 13.85
satisfied 44 891 convenient 53 11.50 satisfied 26 6.55
comfortable 39 7.89 satisfied 19 412 covetous 23 5.79
classy 30 6.07 want to buy 28 6.07 enjoyable 22 554
excellent 29 5.87 recommend 28 6.07 boastful 21 5.29
useful 28 5.67 covetous 15 3.25 interesting 20 5.04
want to buy 25 5.06 excited 15 3.25 cute 18 453
emotional 25 5.06 fall for 12 2.60 excited 18 453
prefer 25 5.06 amazing 11 2.39 covetous 16 4.03
hopeful 23 4.66 pleasant 10 2.17 interest 13 3.27
Total 494 100 Total 461 100 Total 397 100
(Table B.2) Negative Image Analysis after Release Date
Galaxy S7 iPhone 6S LG G5
Negative Freq W(eo;og)ht Negative Freq W(eo;og)ht Negative Freq W((;og)ht
argument 104 20.68 expensive 38 2099 sorry 76 18.10
rumour 82 16.30 worry 22 12.15 mortal 58 13.81
expensive 50 9.94 inconvenient 17 9.39 strange 5 12.86
lookism 45 895 lose 16 8.84 too bad 48 11.43
low 31 6.16 break 14 773 inconvenient 41 9.76
faulty 30 596 rumour 13 718 bizarrerie 33 786
disappointing 30 596 change 11 6.08 argument 23 548
error 29 5.77 doldrums 10 552 perfunctory 21 5.00
dissatisfaction 29 5.77 error 10 552 heavy 20 4.76
too bad 27 537 lose 10 552 expensive 17 4.05
inconvenient 25 497 concern 10 552 cry 15 357
abnormal 21 417 too bad 10 552 be fed up 14 3.33
Total 503 100 Total 181 100 Total 420 100
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