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Abstract

Now our daily life is connected to SNS(Social Network System). Fifth generation mobile
communication technology is fourth generation (LTE); It has evolved to three times the
frequency efficiency, 100 times the network energy efficiency, and about 1,000 times the
data capacity compared to IMT-Advanced. This makes it faster and more convenient for us
to communicate our daily lives with the wider world and share information in real time.
The use and dominance of SNS in our daily lives has been strengthened, and the number
of subscribers is increasing exponentially every day. Therefore, the purpose of this study
was to extract the experiential factors of users while using SNS in terms of experiential
marketing, and to analyze the difference of experiential factors by four representative SNS
brands. To this end, B.H Schmitt extracted and compared representative experience factors
by SNS brand using five experience factors based on the strategic foundations (SEMs)
presented in experience marketing. In addition, we analyzed the general view of SNS, such
as interest, frequency of use, preference, and skill level, and examined the differences
between men and women. Cross-analysis was conducted to verify the statistical
significance of the differences in SNS usage and preference SNS brand between male and
female groups. did. As a result of the cross analysis, there was almost no difference in
the frequency of SNS brand use between male and female groups, and the frequency of
use by brand was Instagram, Facebook, Pinterest and Band. In addition, like the frequency
of use by brand, Instagram, Facebook, Pinterest, and Band appeared in the order of use,
and as a result, the higher the interest, the higher the frequency of use and the higher
the preference. As a result of analyzing the representative factors of each SNS brand, it
showed different patterns according to the difference in brand preference, interest, and
frequency. Facebook and Instargram, which have relatively high interest and frequency of
use, have extracted relatively clear representatives of sensation, cognition, and relationship.
Representative factors were evenly extracted. In particular, in the case of Pinterest, the
representative factors are extracted from all experience areas, and overall brand
preferences, frequency, and usefulness are relatively lower than those of other brands.
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