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Abstract

When the traditional tourism e-commerce enters the bottleneck period of traffic, the content
e-commerce represented by short video advertisements has opened new marketing channels for
tourism and accommodation products. As an important element of short video content, text can
arouse users’ interest in a short time and provide high-quality, interesting, and creative informa-
tion. However, the question of which type of short video text works better remains to be studied.
To answer this question, this article uses customer engagement as an indicator to evaluate content
quality, extracts and categorizes the text of accommodation short videos on the TikTok platform,
and empirically tests the impact of different types of text on customer engagement. The study
found that the text of accommodation short videos can be divided into interactive, guide, expe-
rience, and introduction types. Among them, interactive, guide, and experience text can signifi-
cantly increase customers’ commenting, collecting, and liking behaviors respectively, and intro-
duction text has a significant positive impact on all customer engagement behaviors. The study
provides practical content optimization suggestions for short video creators in related industries.

Keywords

Short Video Advertising, Customer Engagement, Text Analysis, Analysis of Variance

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

W 5 i Ui FEL - 5 AT gt N A R AR B, +E 2 LR BRI i B2 T 3 1 BT B
FEAE HL R (S-commerce) B W A EZ M SEIL T K — RAEMEGR B F RSP BIE[L], —RAEHACH
PG I EDARFE[2] . BTE BIAERE . RIESELE OTA SFE#ICTE App N AL A, N
AR BNt . T EH VNN ES, B bUN ORI SCR, AR AR 1A
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Horr, DAREASA AN S A A RS, B i, RSP & B P BB AN W R, e
TR IS A PR T T3] AR LI 2% 5 2 A O (CNINIC) R AT 28 52 ik (Hp B LR 26 %
SRS TR ) BoR, BiE 2023 426 H, FREM ML 10.79 12N, RS - HIIAF] 10.26 12
N, FH P L 95.2% [4]. RN, QuestMobile (2023) [S]MR 5 EoR, MM SHIRAERAT
HRMPHEA . SHAME ST AL, AT S AR RE R Ee, FEAESE A PR
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I

TEARAI 55 BN 1E = ah e R B 751 5 R E B E A UIE o AR SRR i 350 A 1] P e T e
WESIT AR TR, 2023 (F—ZFK, EWNIRIFANIK 12.16 12, b FAEFIEE N 3.86 12, [FILLIEK 46.5%
[6]o [EIBE (I A= T 7 2 eHE TG = S 5 oK, B 5 S A b R R W, 2023 458 — R EAE
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M. By, X QIEE A R AR, FORAT A (ETA 7 dh BERE AR AL dh 14 o B AN
HeE th il — € M ORIIE. 25 RS B AL 5 BRI (8]0 Kot (e, ASCE e 1 AdE e H Rl 30 R AL ER
AR, B 2023 4 1 H 31 2023 4F 9 A RATIFEALI, SEit 1770 NMEMIN A, RIS BUR AR ot
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THRIT WARFTRI I IR 2 10 B ARG S A0 B IRBI AL OHAR, 1T DASRAHRE 35 A i S 7,
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Figure 1. Topic coherence result

1 EFE—HMER

Table 1. Top 10 feature words distribution under different themes
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Intertopic Distance Map (via multidimensional scaling)
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1. saliency(term w) = frequency(w) * [sum_t p(t | w) * log(p(t | w)/p(t))] for topics t; see Chuang et. al (2012)
2. relevance(term w | topic ) = A * pw I1) + (1 - A) * p(w | t)/p(w); see Sievert & Shirley (2014)

Figure 2. Topic cluster result visualization
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Table 2. Topic classification result
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Figure 3. Word cloud of high-frequency words in different types of content
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BRI 2 6 B T PPTHE RIS R, KR R, TEAE B, AR RS
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Table 3. Descriptive statistics of data for the paper

3. BRI

A e/ ME KA 1 bk
e UL SN 0.00 1.00 0.24 0.43
LHRBA_HFK 0.00 1.00 0.26 0.44
P& SN TES 0.00 1.00 0.29 0.45
pe TIPS 0.00 1.00 0.21 0.41
B RR_HR 0.00 1.00 0.49 0.50
J=8is s 18.00 87791.00 3882.98 7141.50
bR 0.00 3791.00 179.92 352.06
W 0.00 29157.00 881.14 2289.09
S, 0.00 66234.00 1390.53 3970.36
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Table 4. One-way ANOVA
T4 BERRBEDH

5 A =) EH = F{E P1E
4H jia) 160.683 3.00 53.56 29.33 0.00
In Gk HHN 1234.4 676.00 1.83
Bt 1395.082 679.00
4H jia) 63.113 3.00 21.04 11.62 0.00
In it = HHN 1223.827 676.00 1.81
Bt 1286.94 679.00
4H jia) 306.895 3.00 102.30 41.95 0.00
In U & HHN 1648.409 676.00 2.44
Bt 1955.304 679.00
4H jia) 305.848 3.00 101.95 40.87 0.00
In =& HHN 1686.247 676.00 2.49
Bt 1992.095 679.00
Table 5. Test equal variance
F£ 5. FETHRIE
Levene 4iit HEE1 HHE 2 EEM
In si%% & 0.66 3.00 676.00 0.58
In iFig = 31.86 3.00 676.00 0.00
In WO & 9.55 3.00 676.00 0.00
Inh%2& 11.72 3.00 676.00 0.00
Table 6. Results of post hoc tests
6. ERLLRER
e (1) CEEH Q) CHEHEM P ZE (1-)) EREEEPS
%k 0.526™" WS > HHhZk
BULES (LX BN -0.355" B < PRIk
PIRES -0.836"" Hms < ek
. (UXES -0.88 HEHJ < IREE
ERSIES ;
eSS -1.361 HEFE < ek
NS AL -0.481™" RIS < Ak
LERZIES -0.265 Bk < HAK
Tk K PRI 0.023 WHEZE > IRIGH
VIRAES -0.773"™ W < ek
In P&
. (X ES 0.288 T > ik
ERIIES
B -0.508 HEHE < ek
PRI RS -0.795™" RIS < Mk
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ERIES 1.244™ Ywg 2 > HHhk

Hmg [N TES] 0.345 Yug 2 > fAg 2%

— PINAAES -0.662"" WK < ek
- PRIG 2 -0.899™" HAHE < HEE

PIRAAES -1.906™" HEE < %K

TRI6H INAES -1.007"" WK < MM

HHK 1.164™ Ywg 2 > HHhk

g [N TE ] 0.072 Yeug 2 > 1A%

n SR PIAES -0.755™" LR < ek
- [USTES -1.092"" HAE < HEE

PIRAAES -1.919™ HEE < %K

TRIGH INAES -0.827"" WK < MMk

#: ™p<0.01, "p<0.05 p<0.l.
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Gy 5| R P EAEVFIRIX AT IR, 3X— fUTE Xiao %5(2019) [10]AURFFE ARG, BIYE S AGfE
(IR 2R L 2 IR A RE MR B B AR AT . BORSSCRIR B T A IER, B REVONZA L T
HCREE TR, ATRERIE ARG, W WGRIIAT N, REX A AEE. HRRSCRRL T
PRI R R, MR —55 N (2021) [1L1HIBTFLA A A, RIS SR/ AR 00 TR RE A SR ) ST SR B i B
AREZELW, NHEMSETNAMAERZERN. ), MHISCRBTARNERE ™ VA, WL
TIHPERE LR, Merisavo 55(2007) [12130 A, fERTA M) 2 BEMI R 1 28 I 2 4T
FIPERZhREPERZ M e K. DRIE, S ZHSRSC SR AN P A SRR SR 2 5 (K ATy 2 5 AT A7 A8 B35 IE 1]
AL
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AW FEEE P S B AL SR R 2, R T AR LR Bk, 4
QIEE A R S AN 2 I ELAh 2, W] DLk HAN KA S5, RV Idd 4 Sk 8000 2 5 AT HRE 4T
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