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Abstract

As an important channel of enterprise social media marketing, microblog marketing has brought
dividends to enterprises, but if it is unable to effectively evaluate the marketing effect, it will re-
strict the development of enterprise microblog marketing in the future. Combined with the DEA
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model, this paper selects the evaluation indicators of enterprise microblog marketing, establishes
the evaluation model of enterprise microblog marketing effect, and takes the M enterprise official
microblog on the microblog platform as an example for empirical research, to realize the quantit-
ative evaluation of enterprise microblog marketing effect. The empirical results show that the over-
all microblog marketing effect of M enterprise’s official microblog in 2020 is in a state of low out-
put efficiency. This paper compares and analyzes the monthly marketing effects, summarizes the
characteristics of some enterprise microblog marketing and provides relevant microblog marketing
suggestions for M enterprise.
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Figure 1. Enterprise microblog marketing effect evaluation index system
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Table 1. Data table of input and output indicators

1 BAGERiEtR RS

ERt) ek PR H SIS A E KA
1A 30422 20137 14.78 18684 2.23
2 3 19275 13316 6.62 14119 1.90
3 A 7361 8002 3.86 7846 1.58
4 A 48028 26051 9.04 17589 233
5H 7440 4558 6.93 1527 1.06
6 1 60037 45132 11.54 15971 2.97
71 8281 4855 6.21 2166 2.39
8 H 30919 23747 7.43 3649 4.26
9H 12245 13201 9.98 1897 2.40
10 H 7200 6567 5.36 4169 0.90
11 A 4460 3372 2.17 764 1.00
12 H 1274 1963 1.65 13055 0.65

42. HERE S
AR SCIE T Pearson A< AN UG 5 VA FRNFHE 5 7E AR 2 [ 3T B A G, 45 RAF S DEA M T
VERSREARESR, BIFFE “RIME” Bk, Wk 2 Fis:

Table 2. Correlation of indicators

F 2. BIBREXMR

Pearson #H2¢ R ECW R R L N E RAGARZE

- 0.638* 0.657

R
0.026 0.020
» 0.564 0.700*

PEEH
0.056 0.011
) 0.466 0.559

ERIFE

0.127 0.059

T *RoRAEREVEKT N 0.05 F 2 REHRI

PR PR A SC LUA AR AN 2 S LA R I RN DA R B R B DL R IR PR BB D e
TR PR B VRS AT A2 B ) 34T B dim AL BE, s (6 I DEAP BEAT 8 155, 45 R
% 3 PR
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Table 3. Monthly marketing efficiency of M company’s official microblog in 2020
2 3.2020 £ M RRAIE A MIEE B EHGEFR

Hbr LREBARMRE AL S VES PR
1 1.000 1.000 1.000
2 0.626 0.707 0.885 irs
3 0.468 0.618 0.756 irs
4 1.000 1.000 1.000
5 1.000 1.000 1.000
6 1.000 1.000 1.000
7 0.610 0.645 0.946 irs
8 1.000 1.000 1.000
9 1.000 1.000 1.000
10 0.959 1.000 0.959 irs
11 0.780 1.000 0.780 irs
12 0.383 1.000 0.383 irs
B 0.819 0.914 0.892

M 3HLLEH: 1 A, 4 H. 5 H. 6 A, 8 AR 9 A =FMECREIN 1, E2 T HERS; 10
H. 11 A, 12 AMSAiERZEERN 1, AR AER] 1, AT RS RS (irs). Hop
11 A 12 F B RCREMK, 43918 0.780. 0.383, VAl LAZESMALIESS . KM EdbATdE 4%,
PRI 2E B R . IR IR, DI ISR miE E AR 2 AL 3 AR 7 S50
RAKHEAE, Hh 3 ABECAAE, HEEEME N 0.468, AiFAZE N 0,618, MIFRLE N 0.756, 1]
M A FIAETE 3 H B E NG SN AR AN S, TESMACTE BN 7 B S7 i h VRS A6 5 T 3 AR A B A
PR . WEERE KA, 12 MAMIISGAMRIE R 0.819, i RAPCEIGE N 0.914, MUK
BIME N 0.892, FILAE H =N IME IR A LB — AN IEUE, 12 A0 RIS B ORI %
ik E k.
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(1) 1 R 5 A N A L EE DRI BT W B8 e et #HRIE R8T TR s #EE DO, phaiEEh 2
A RACE . B R ORTEIA R AT BEIIFE R BRA L A e il 2 B i S R B BRI AL A
AR, A2 DT S RIS VT R AL ANZE Y, R AR R 7RG R AR . ke
AR RIS A AT R T RIEAL I R R TUEIRISC, W7 T RIS 22 R, 5T &
b B R A TR

(2) 6 AR I MIAAERRS 618, HAMNA ™ kA, 0N R EELI#618. #31™ bt A AT i s
F2TE B0 2 N R IR ISR ML AR ST e A A B 618 S5 HE AT RAM 77 1
AEXRT, EARHT R, WA 2, RV B BNIRAF R RN AR
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