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Abstract:

With the increasing importance of social media and online presence in digital marketing strategies,
consumers of products and services have realized the power given to them by social media and online
reviews. For this reason, it is in the great interest of companies to be able to quantify how specific reviews
and their frequency can affect their business, and thus adjust their incident management strategies, and
invent new methods of approaching dissatisfied customers.

This study aims to examine how passengers can influence an airline’s performance through their online
behavior and feedback, propagated via social media and specifically Twitter. The collected data were
categorized based on their sentiment (positive, negative or neutral) using the sentence-level sentiment
analysis method and determined their polarity score. Moreover, the temporal relationship for both airlines
was studied in combination with the Pearson correlation metric, which was classified as “negligible
association”. In order to confirm the Pearson correlation findings, an attempt was made to fit a linear
regression model and the R? scores to the data.

The final conclusion was that for both companies the linear regression model had no explanatory power
over the relationship of the dimension under study. In both companies, the resulting lines have
considerable distance from most of the data points of the sample, while the R? metric score hints that the
polarity metric cannot explain a significant part of the revenue’s variance.

Key words: social media, Twitter, customers, sentiment analysis, polarity score,
Pearson correlation, linear regression.



Hepiinyn:

Me v oloéva avEAVOHEVT] ONUAVTIKOTNTA TOV HEGHV KOWMVIKNG SIKTOMONG KL TNV O10dIKTLOKT
TOPOVGIN OTIG GTPATYIKEG WNPLAKOD UAPKETIVYK,0l KATAVOAMTEG TPOIOVIMV KOl VINPESLOV £O0VV
GUVEIONTOTOWGEL T SVVAUT TTOL TOVG OIVOUV T LEGH KOWVMVIKNG SIKTUMOTG KO Ol SIOSTKTLOKES
kprtikéc. o to Adyo avtd, eival TPOg T0 UEYAAD GUUPEPOV TV ETLYEIPNCEDY VO, UTOPOVY VL
TOGOTIKOTO|GOLV TOV TPOTO LLE TOV 0010 GUYKEKPLUEVES KPLTIKEG Kol 1] GUYVOTNTA TOVG UTOPOVV VoL
EMNPEAGOVV TNV EMYEIPNOT] TOVS, KOL ETGL VAL TPOGUPHUOGOVY TIG GTPOTNYIKEG OL0YEIPLONG TV
TEPLOTATIKOV TOVG KO VO EPEVPOVV VEES HEBOSOVG TPOGEYYIONG SUGUPESTNUEVOV TEAATAOV.

H mapovoa perém éxel g oto)0 va eEeTdoEL TOV TPOTO LE TOV 0moio ot eMPATEG UTopovV v ETNPEACOLY
TNV 0OS00T| HIOG AEPOTOPIKNG ETAPEING LECM TNG SLASIKTLOKTG TOVG GCUUTEPUPOPAS KOl TV GYOMMV
TOVG, OV J1ASIdOVTOL HECH TOV HECHV KOWVMVIKTG OIKTOMONG Kot cuykekpipéva tov Twitter. Ta
dedopéva Tov GLAAEXONKOY Kotyoplomoinkay pe Bacn To cuvaicOnud Tovg (BeTkd, apvnTikd 1
0VOETEPO) YPNOLOTOLOVTOG TN LEB0SO avdAvong cuvausHUATOC o€ EMimedo TPAHTAGTG KAt
pocdlopiotnke 1o polarity score Tovc. EmurAéov, peAetiOnie n ypovikn oxéon yia tig 000 aepOTOPIKES
gTaLPEIEG 0 CLVOLOOUO pe TN HETPIKT cLGYETIONG Pearson, n omoia yapaktnpiotnke mg "apeAntéa
cuoyétion". [pokeévov va emPePaiwboidv Ta evpripato T cvoyétiong Pearson, emtyepnOnke n
TPOGUPLOYH EVOS LIOVTEAOV YPOUUIKNG TAAVIpOUNoNG Ko Ty HETpkdv R? ota dedopéva.

To teMkd cvunépacia oy OTL Kot Yo TIG 0VO ETUPEIES TO LOVTEAO YPOALIKNG TOAVOPOUNoNG Oev lye
Kopio emeENYNUOTIKY S0vaun TEve 6T oxéon TG 6doTacns vo peétn. Kot otig 600 etanpeiec, ot
YPOULES TOV TPOKVTTOVY EYOVV GTILOVTIKT ATOGTACT| OO TO TEPLGGOTEPQ oTLeic, dedopuEvev Tov
detypatog, evd N Podporoyio tng petpikig R? vrodnidvet 611 To polarity score dev pmopei vor eEnyioet
ONUAVTIKO LEPOG TNG SLAKVUAVGTG TOV EGO0MV.

AgEerg kKAheoud: Méoa Kovovikng oikTomong, Twitter, katavoroTéc, avaivon
ocvvarcOpatog, ovoyétion Pearson, ypoppiki) malvopounocn.



