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2.1 7|1& FojelAr ZEnkd
2.1.1 AIDMA =g

AIDMA Ed& ZH|r-Ee] Fad ¥hgate A
2l D& Tastel RdE HEH Ava g5
gt o]Eo 2 F9|(Attention), ¥W|(Interest),
S (Desire), 21 (Memory), Tl (Action) 54
2HaE Al dAE AHska JtH(Rolland Hall,
1920). AIDMA R&2 AEAQl &z Fuf g
T A2 A Fujoat AR HY S FHACR
OF dFe oA, FamjAd An|AEo] Fg

¢

S e Sl grkes A wEY R v}
Arh(&43 & AAH, 2015; W39, 2015). 2
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2.1.2 AISAS 29

AISAS 2d& 20049 42 FaudfgAr gz
(Dents)ell <3 /fed 2d2 7] AIDMAS] 3
AdS Hetste] vt vl g mdS A6
T AISAS B2 QY] ERER QI8 AFALe]
Fof e|ak Agztaol MatEdrhe A% d4eka,
71E AIDMA 2d& Hﬁﬂo}@l et AISAS
22 Fo (Attention), &7l (Interest), 74
(Search), 7"l(Action), Zr(Share)?] WA=
T35 A, 71E AIDMA Rl &et 74l
o I = ﬁ*“(Search) gk, Fof ol 5]
wow vAkE 2o elAba
Re F7FIad. &, Fu F4
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LR EED
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AISCEAS 291e 2005 L9 <] (Ambiy)
AFYAe] Az g Rd2 AISAS =dld
A AAm Faf Abolo B W (Comparison) 9 AE

HE H=f Satol et A7 179

(Examination) & F7Fo24 F<](Attention),
%7 (Interest), A4 (Search), 1 (Comparison),
AE(Examination), 7 (Action), 2-f(Share)
o THAIR LA Fujat AR A& Asta
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(B 1 7I& Fo{AL Z2Hay 5|

AIDMA(1920) AISAS(2004) AISCEAS(2005)
Z9](Attention) F9] (Attention) Z9] (Attention)
Zv] (Interest) 1] (Interest) &) (Interest)
4 (Desire) -
7491 (Memory) -
- 2 (Search) 4 (Search)
- H] & (Comparison)
- #AE(Examination)
T (Action) Tl (Action) Tl (Action)
- % (Share) F(Share)
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2.2.2 QA F-23} o] Z(Cognitive Dissonant

Theory)

AAFzstE Pl o]F, ) A PR T
nf o] & A} Alelo] EYX7} HAY wf 7= &
4< 9vdth(Engel & Light, 1968). dld &%
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¥0II

d 2B} &8 9 F=E FESuA TF-IDF
g5 2839t TF-IDF ¢ugse v
T 2Rl WA t27 Luhn(1957)0] H R
] Term Frequency® Inverse Document
Frequencys Z%AIZl ¢aelEoz (4 13
2ol B2 7IF R AHEE dAEd A8 F

o gt

o
oL MR

~
ro

(44| 1) TF-IDF g2 %

WX‘,y:tfx’yXlog( )

af

tf © frequency of x in y
df : number of documents containing x
N  total number of documents

5, 2 Aol 9 FEA g} dolo FAEE A
Az & 38 71955 FEd A Ul HFol e
o] & tho] FEE FEUT 54 ol T8
T ©olo Z@3Fd HEsta, "7t AFd
A & ol g tE 718 HAE W
o] P MR RG22 A EE 2k gl
3 & 4 Sk TF-IDF gto] 30 m|ukel Hl1~EE
AAG T =SS Ao, At FAE
S g7 el vAIZA SRS AAsk
o]lF = FHFE BM S Bl FAF AU T2
H2ES FE3519] A8k

9ok 2& T2 98l ¥ =rtold (Rapid Minor)

|
o} EFEZ (Tableau) 714 T2138S 8a19c}
o =vtolUEe T A%

_10\'

H571H (Supervised

Learning)? HA|=8}<7 " (Unsupervised Learning),
H2E £4 5o kg doly 40 7hseithe
sitte 54¢] it BHeRE HAEY A4 #
Aol 7hsstthe 540l it

vyole $Ad F4HE diEE WA, 94
A, Bab 5oz ool AY] e olg P
W Bge] Basteh 62 Sof 'A7Igle] B7Ig
He A% el 43RG P B ol
2 AP E AT A4S 93 HAES YA, 3
§4h WA FEAG0M o] F YAS AT 1
WA 39 AAEEE AANGT £ BRAD
HAE A 4GS AN F A Hn $AL 9
1) W7RI2E FRARAEAG] LG s 8
2) 201799 A5 2017 92 3087419 1AM %}%ﬁ}ﬁﬂk
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4.1 BlEEA

W PR Zle #E 7)Ab B A= Nl
4 23 a3 2o % 91,8110 7IApt
gelEden, 201599 2% 13,55270¢] 7IAHE
7P B2 71 AlE e Aes yeEgd 20174
o 75 AAE 1A oR obF & a7t AuA] o}
949 3097149 1A 7o ® A7) wiEe
ALz 7|AF ¢7F S =EE Y.

T A" e #d Z1A] tiE de2apd

1o,

sol A 2= oF 10925709 7|4
H HE oo AARIE 10,6807, vid
AA9,5TTH, =734 8,612747F HE olo] B
7IAFE A B 7 AR e

W vH" Ve 3 7AW e "iE
= U 2ok F 846,950709 9AEV} R
Aer 20109 71Akel A gl | 9B 71 7H
B Aoz gAY o] T H=F7E 30 ol
g2ESH Y 7ed #ddo] gle H2E
301,289705 A9dg 545661709 HI~ES #A
o 2-8-3}3l

24 23 g eoh MY we e B
& sl ¥
1A

13,552
11,383 11,523 1669 12002 e
10,801
8,625
20108 2o11d 20128 20139 20149 20059 2006 2017d
(ag 2) 201049-20174 Z|AF 5=
(E 3) 20104-20174 Z|A} =
A4} MEE | g A&A} MEE | g
20104 11,393 12.41% 2014 12,062 13.14%
20114 11,523 12.55% 20154 13,552 14.76%
20124 10,801 11.76% 20164 12,186 13.27%
20134 11,669 12.71% 20174 8,625 9.39%
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1D’9251D,53D
9,577
B,617
7,162
6,323
3,804
3
2,110 ZJiSS‘ 1igg liz 1,670 1575 1910
v 5 o o Sl S
\_,_;ﬁ“ & @ 8 J\ei’\ LR A A
(3% 3) 2010L-2017H ABAHE J|AL (el HAEAL F5)
(Z 4) 20109-20174 AZBAMH AL

AEA 7IAF 714 Bl & AEA s 714 Bl &
MBC 154 0.17% SR E 855 0.93%
OBS 5 0.01% AME7A 6,323 6.89%
SBS 162 0.18% A& 1,375 1.50%
YTN 131 0.14% AA YR 2,533 2.76%
A=Y 779 0.85% FHEE 997 1.09%
37195 969 1.06% b Y 445 0.48%
AEENYgR 1,007 1.10% Addr 511 0.56%
AT 635 0.69% AEENGHE 892 0.97%
733 dE 555 0.60% HAEYHE 899 0.98%
7AAYE 864 0.94% A 10,680 11.63%
AT 2,039 2.22% AL B 260 0.28%
BrYH 358 0.39% TEYH 1,893 2.06%
Eipn 1,310 1.43% g 1,307 1.42%
AT 911 0.99% THEYE 1,154 1.26%
WLAlE 818 0.89% FAUE 643 0.70%
Hrgi 597 0.65% R 1,670 1.82%
HHIE 1,055 1.15% Tpo] WA 2 10,925 11.90%
YA e~ 3,894 4.24% E%El 1,742 1.90%
A 9,577 10.43% o7 A 8,617 9.39%
AT 864 0.94% st 2,110 2.30%
TeYR 466 0.51% SR 367 0.40%
=3t R 1,301 1.42% B =g A 7,162 7.80%
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118,528 193853 113,403 112482
, : ’ 111,273
108,321 ’
100,630
72,450
20108 2011 20129 20139 20049 20059@ 2006 20179
(3@l 4) 20109-2017H 7|A} W HIAE £
4.2 At 55 st 24 4 23 (ag 6)7 Zo| viAY 7]eo] mE W

U v Ve AldE 38 g9 98 (aF
et 2 ZEA2E Fall AT 2N +
Sl K-means w342 AAI8H
THEA S NA Y] BYes #E
k7he] AMERZ Wre B2 ongdthi(MacQueen,
1967). ae A WHE vlolH sl AR ghg
°] O]EOV] 7| gote AR I3t He HA R
o HolE7t YYEe e Axs
Fot7] o
=

w
oh

ri 111>

A

o4

fr A o
r-{n
e
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o
fi
=
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<)

Read Excel Select Attributes

Aggregate

3 e 2010d-2011, 20129-2014, 2015
3-2017 3 A B Aoz AEin.

fl= 22RE =4
4.3.1 2010d-2011d
20109 %H 20119747 F2 7195 100712
7]—r‘,.§ 4‘: EE]»—'—_‘ 'E‘ 4% %1}\]3]. 7:]34_ :lf‘_

d, BAE, Fa7Y, AE, ARz 4‘%3 <9 7
A= 220G vHIR 71e 29 J19Es

Hominal to Text Process Documents...

"

v ¢

T"P Tu & an ; = : -Tu 7| HEF Txa N HE-F %unr - mF. res
v s/ T

Set Role Clustering (4

Tu B EZ:F Tn B :::F
U L4

(22 b) efu=0lo|HE SEt ZEEM Z2AHA
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root set

i]

1 2

20104
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Study on the Change of Marketing Strategy through
Data Mining Technique

Dae Jin Kim* - Da in Park* - Jong Seok Park***
Abstract

Recently, the marketing environment is continuously changing due to the rapid change of the
tech environment. Marketing activities through interactive communication between a firm and
a consumer are carried out and various types of marketing methods such as personalized
marketing are emerging. In particular, it is predicted that the introduction of the destructive
innovation technology of Industry 4.0 will bring a dramatic change in marketing technology
and consumers’ decision making processes. In this study, we try to grasp the change of marketing
activities by analyzing the flow of technical marketing.

Data mining was conducted on 91,811 related articles from 2010 to confirm the flow of
technology related to marketing according to the times. The entire article was extracted through
Bigkinds, a newspaper specialist, and analyzed 545,661 texts out of a total of 846,950 texts
using Rapidminer and Tableau Package programs.

As a result of the analysis, the marketing technologies of 2010 - 2011, 2012 - 2014, and
2015 -2017 appeared similar, and it has been confirmed that they have undergone two changes
since 2010. In addition, we confirmed keywords of similar period through word cloud analysis,
and it was confirmed that the yearly change was proceeded due to the arrival of smartphones
and the increase in the use of SNS and the introduction of related technology due to Industry 4.0.

This result can explain the phenomenon that the marketing environment is fused into
various forms in line with technological evolution and change in the industry. As marketing
technology plays an important role in enhancing global competitiveness rather than simple
technology problem, the result is meaningful that we reconfirmed that marketing is changing

around technology and it can be distinguished according to the age.

Key Words: Marketing Technology, Digital Marketing, Consumer Decision Making, Data
Mining, Marketing Competitiveness
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