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Abstract

This paper takes the microblog and WeChat of 5 airline companies as a sample and selects the
number of microblog’s fans, average daily microblogging number, original microblogging rate,
average comment number, average forwarding number and value as well as the number of We-
Chat’s fans, amount of reading, the number of comments and daily average senting number as in-
dicators to analyze the influence of airline official’s microblog and WeChat. Thus, we can draw a
conclusion on the possibility of ticket sales and other activities in these platforms. By establishing
the microblog influence principal component analysis model, we get the activity of the microblog,
fans heat and microblogging innovation degree above these three principal components. Accord-
ing to the characteristics of the model, we can give some more detailed suggestions about how to
improve airline companies’ microblog influence.
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Table 1. Descriptive statistics of each index

1L BIEtRER MG

EizL7 WM KA I PRt
X1 6.9 49 26.78 15.94
X2 0.1 4.6 2.66 1.90
X3 0.64 0.95 0.86 0.13
X4 9.8 231 88 101.35
X5 6.6 93 42.38 42.47
X6 47 179 % 50.51
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Table 2. Correlation coefficient of each index

2. BIBHEXRY

£t X1 X2 X3 X4 X5 X6

X1 1.000 0.957 0.300 0.134 —-0.810 0.884
X2 0.957 1.000 0.387 —0.064 —0.934 0.738
X3 0.300 0.387 1.000 —0.828 —0.543 0.049
X4 0.134 —0.064 —0.828 1.000 0.372 0.479
X5 —0.810 —0.934 —0.543 0.372 1.000 —0.455
X6 0.884 0.738 0.049 0.479 —0.455 1.000

Table 3. Characteristic value and contribution rate of principal components

% 3. EMMHEERTIE

R FHE(E T3 2% Fit/%
Z1 3.58 59.72 59.72
Z2 2.05 34.21 93.93
Z3 0.35 591 99.84
Z4 0.01 0.16 100.00
Z5 0.00 0.00 100.00
Z6 0.00 0.00 100.00
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Table 4. Loading table of principal components

A ERSEREER
izt FHIr Z1 FHI Z2
X1 0.96 0.26
X2 0.98 0.07
X3 0.51 -0.78
X4 -0.13 0.99
X5 -0.92 0.25
X6 0.76 0.57
Table 5. Score coefficient matrix
2 5. B RBIERE
Z1 z2
X1 0.13 0.06
X2 0.14 0.02
X3 0.07 -0.19
X4 -0.02 0.24
X5 -0.13 0.06
X6 0.11 0.14
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Figure 1. Popularization of Xiamen airlines uniforms
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Table 6. Score table for each principal component
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Table 7. Comprehensive score table for microblog of airline companies
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