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Abstract

At present, the deep integration of e-commerce and social media has promoted social e-commerce
to become a new and popular development trend. In this context, taking the current domestic main-
stream social media Sina Weibo as the carrier, based on the analytic hierarchy process-entropy
method comprehensive evaluation model, the e-commerce platform Weibo word-of-mouth is helpful
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in promoting product sales and improving the service quality of the platform. Based on the three
first-level indicators of content dissemination, user recognition and user interaction, this paper an-
alyzes the microblog word-of-mouth of nine e-commerce platforms. The research results show that
the weight of content dissemination is the largest, followed by user interaction, and the weight of
user recognition is relatively low. Based on this, it provides ideas for optimizing the microblog
word-of-mouth of e-commerce platforms and promotes the further development of e-commerce.
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(2023 FEE R I EIEHRE) Box, 2023 e E TR S T HRIL 50.57 FifloT, #2022 4F
f1) 47.57 JiAC TR EEIG K 6.31%. Mo, W RETT A 5 Sk 154,264 1476, R K 11.9%, it
S B B B 32.75%. [EII, HLF R 551 6 5 AL A S AR (IR BE R A AR H LG AR B AR A A LT
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H ] LI I 2845 5L L (CNINIC) R AT A 28 54 9k ([ LRI 28 R R i v 4y ) o, U 2024
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ERR, [FR SR B IE SR EIES) . AR AR 2 B ), A B TR A S5 AL R
KEHFETFEFRE M, @ EAmIEE., . ReNssh SR ES), WEIHENE, MRTreaaS
T4 1. BT B (eWOM) B A ¥ 9% 38 16 26 I S 1) JE B3 R IR, IF FLGHH 2938 W S 5672 1 Yese e
S [3] e TSRS L AR A BI 50K 22 B A6 T ORI 21 38 W S BN i A B O s, o B LR
& HLT VAR R5CR M AR BRI Al o T, ARSCRUBHRGIUE VI R, A B ZE I S MU A R i
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Figure 1. E-commerce platform Weibo reputation evaluation index system
1. BEEEMIEOMITNEIRER

3. EEEaNEOmITnERwE
3.1 eI ERRE

JRROMTFAE e 5 R R TTR MR E AR HENL J7 RAFRIK,  EULIEA B EAT % PEAE
BT IPSEITIR9]. A —Fh EWREGE, 1277 % 1 EARE % 508 W 2 e i . iR —Fh
WURABLIZ, HRAE A5 SR 3G, PR (B T8 b i) B OREE . AT H SRR AR AL [10]. SR 78 0 AT ¢
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MG DL AT BEJ /D E AR R B R0, R T AHP F 3 UL 5 3 T 0 802 ) 2 LR 7
ITENG S, BB ERE TR, SRR IRBUEPT AR A R 2 AL, T E A e VAN 45 R A
HHSENE . BEEERL R ATE L

3.1.1. AHP EMELE

AT HL R T S MO HLRE T S TRy 22 S TR 45 A A AR 10 T O S R A ) B
FEESAT AT E 0T, TERES DRI FR BN RERISERE L, 8 AHP = WAL & 2548 br i E .

AT ZIREE KR . R A0S DN IR R R R BARE . —RIBER N R b di R AR
HRAXD N AHP B IRZE #ENEREARTER.

R 3 9 A EL B P W e R o SRR 1~9 bR BE T i 4% B 2 A AR o B, JE T n(n2—l) RELE, FetE—AE
BRHERF, DAty HAH S A W AR R . FE R T B T O AR ) W AR R (B) Y

1 3 5

Y3 1 2
Y5 12 1

TH G W B (B)RFAIE A) & o R FH 5 ARV S B AIE ) S I M . O THE I BERRAT 0 R IR
P n AW, ), HitEARA:

B=

>

W, =T Tb 1)
j=1
A by FHIWERE A i 4758 j SIERR, 1=12-n5 j=12-.n, i AT 0 ACEK, jOAETH N
NTEH: @ MW ATIA A EE, T R, HH AR

W= )
M
AW, SR — G AR E A, W, ={0.636,0.224,0.140} ; @) T 5 Wi BAE 1) i KRR AEAB( Ay ) FE
HEAXN:
_ 1 (B'W)i
ﬂ'max _HE Wi (3)

A B N HIT AR (B) o I 1SR4 H A R B (B) ) B KRFAEAA A, = 3.009 &
XA B () — B AT RS BS,  BRUE AT R FE B B IE R E . O THE— M FE $ (consistency index,
Cl), HitHEALH:

Cl = Zmax — 4
] 4)

b n AHIBE R T R ARG B C1=0.0045; @ BRI BE L — 20k 5 % (random
index, RI), Saaty [11]45H T n=1---, 9K RI 9{&, 475 0. 0. 0.58. 0.90. 1.12, 1.24, 1.32, 141 1

1.45; @ itH— % (consistent ratio, CR), CR:%:0.0078, T CR <0.1, HWrE AW RN

—EtE. BRI, EIRAEN R AR R (B) B 1 — BRI . SR AR)E SR R AR T LR AL I8 A T
Y 3 T AR b FIWT R R il — St AR ge, AR L 1-3.
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Table 1. Content dissemination power comparison judgment matrix

F 1. ARBBNLA BB

WAL %71 R LIRS ) = w
RIEE 1 3 0.750 Anax =2
A R 1/3 1 0.250 Cl=0

Table 2. User engagement comparison judgment matrix

* 2. P ERE IR

P HEB)RE HRE Wit E w
HRE 1 2 0.667 A = 2
PR 112 1 0.333 Cl=0

Table 3. User recognition comparison judgment matrix

% 3. MPIARE AR R R

F AT R U AR w
MR 1 1/3 0.250 Arnax = 2
AL 3 1 0.750 Cl=0

L AR SRR A R A I AR . W, H9 R, Q9 IEARAE bR FORLE
8, —IGARTEISARIE R 2 A RLE (3,) =W, xQ, -

3.1.2. BEMBBUE(EEZE)

MG RS, XA MR, FEEEK, Ak, M, R
B/, ANHE VRO, RO [12] [13]. ARIE(E B IE S0, SRR EVE T 5 f i P & 0 DR S UR
BARCE o A SRR SR FFTIRE B 7 AR, EECEE . HAR. PR, mRE. BTH
. $HE. RTFL /Y. RIEURERE G, B8R 2024 /£ 11 H 1 H, BIETER WAL 4.

Table 4. Index value of Weibo word-of-mouth evaluation on e-commerce platform

* 4. BRI T AREOMITNERER

SN WAL P HEB)E FFAATRE
R WRETHECE R Wit s b=t LIEi A

T 16,105 121,000,000 12,133,030 6,875,850 16,366,447 7,231,000
TR 34,531 3,202,000,000 20,192,304 12,262,607 22,639,590 5,137,000
GIES2 3156 188,460,900 8,083,490 1,226,156 7,869,539 2,213,000
e 3716 34,108,000 1,154,423 533,991 514,459 6,385,000
T 5 38,469 156,000,000 26,045,140 9,013,119 21,641,771 5,023,000
& 12,267 662,000,000 11,168,534 3,721,189 63,684,745 49,941,000
T 16,002 291,000,000 32,499,827 3,514,441 39,451,707 6,542,000
54 22,406 107,000,000 1,424,924 1,136,442 3,224,737 2,686,000
KA 36,982 6,087,000,000 262,902,049 49,582,182 83,437,133 14,404,000

B HDE: © W& SHRbnilb T 0B, 5380, HitsAK08:
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i=12,mo rRBERHEREE AR TRARE, Horp <1. @ TS | MR TR | T RITE, &
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Pij = mJ
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S :_Képii '”(Pij)
X, HHAK =1/In(m), XFE, BAERIE0<S, <1. @ HEMERMBITRE, HitEAXN:
dj =1—Sj
X d, AEERIURE:; © HESIHEIE, HitE AN
d.
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j=1
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3.2. FATENIIRER

MRYERLME B H ek, MR EFMEGEA VPN E . HirE AR N:
a xW.

i ]
V. =—~—— -
] m

S i,

j=1

X & A ERBGE(AHP) FT i € IIRCE - W, 9B MBI (R (EL72) P ifh e B BLEE

(6)

()

(®)

©)

(10)

2t T AHP JZ IR WA EVETH S 2T & B DRDE Ak 2 P2 48 AR 0 AHP BUE

fE(ER) A B (M) MR A BCEE 3 TR, b, SRR NIRIRI R HE, W& S.

Table 5. Weight of Weibo word-of-mouth evaluation indicators on e-commerce platforms

5. HETAMEOMTNIETNE

HArE
= AHP KU E (s )  MEVEBCEAE(W,) LREREE(Y,)
— i Fetr e E =T i
R 0.477 0.074 0.2129
WAEALE ‘ o
AR T FE A 0.159 0.228 0.2163
X R 0.150 0.239 0.2154
F P B Bh
P 0.075 0.183 0.1331
X 0.035 0.097 0.0661
AT
AL 0.105 0.180 0.1562
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SZEBESRER, ERETEMEOBIEMIENE R T, —SIEEBERRKIINEELRETT, B
HAE N 04292, H G fabr RAEECFIPAN 20 B R RCERR, 7308 0.2129, 0.2163, KI5 TP
W DGk TR, AR IR T R T & DT IE D R M E301E, FEX B F & e DTG
PRy R EHAL . RIEHCS ERE X 6 RN dy SEER, AU SR TR RO SO T P R I S 3G
FERE AR RCH . fE(5 B3R, MRS LM EN R 1R ReisaR i P oRtE . 51490 % DU T 5
GRS, TEREAARAR, WA RIFE OO, DRI N AL 38 048 hs o5 35 8 6

F P HE)FEREAE )y 0.3458, HF45 —, H_gdabrit k& 5P SR EE 508 0.2154, 0.1331.
HORERBLT NENERT ES5HP255, (FRRNRI TS NERRSIEL, &TRAPE
SRANGEE 2R A BB . X ANR AR SR G B T AR A, U B P LA R PN LR S B
O ETZERRZ—, HE K 2K -5 1 R RS R .

FH PN AT BE BB A S i i P 6o AR A AR K5 A T AR B, HBCEAE AN/, O 0.2223. Ky 22 50F A5
AR FH P ONTTBE R AN BB R AR, W 2 BUR B T K5 (1 32 ORI I RN, mU RO e e T
P X AR E ZARRE, & BN F S IE s DR R LAl . AE A5 DT oA TT Bk
f— 53, P DA AT P v O L 5 ) 1 K5 1) ot R ORH VR, SRR SR R P R e 2 R P i R S
BRI

4. BEFEREBOMBTEMERNA
4.1. N E®E

NSRS & U DR SR AR R R IR AR S A Rk, AR O AT SCITR U R T B N A
371+ R EBEEM PN AT 3 B0 AAn AT 50 J0PAY, BT A 3(6)>RAF B3-S PR Fa b xi -1
B I TR L, NI ASHIE TE I L 7 1 65 i RPN S AR M R b I SR S B AT T 5, THE A KON

3

E =PV, (11)

K, E BT ERMVENE. IHEA R ENEEFE NS THNE, XS T UK R F & 15
55555

4.2, THHER

SLRa M, RMEFEMENIIEICE. Bk, PR BRI A8 —, ZJaikIch
AR PHE BTl T WE 5. S22 MMER S, R 6 P FIRZE IR TR EVE
X LR P B O R AT VRA, B LR BRI EE SR IR A B N WL, Ll AR SRR (R S D) A SE PR Hh
SRR, AR SRR 22 HORSE R LR P B B T I S S I R C WAL &, 6 B 7 I B
AHHAT EAL S RESE = 5 IS SN AL, AT 6 B 5 A 0 R WU TS O 2 B i T B
Tl VR S R AR

Table 6. Competitiveness evaluation table

F* 6. TFITMER

T A LAV 44
= 0.0501 6
R 0.1495 2
iEE4 0.0103 8
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TRT H 0.0902 4
E2RE 0.1464 3
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(Gt 0.0307 7
KM 0.4990 1
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