Modern Management I E B, 2023, 13(6), 705-714 Hans )0
Published Online June 2023 in Hans. https://www.hanspub.org/journal/mm
https://doi.org/10.12677/mm.2023.136091

RRARBEHFRTFEEAL AR RE R

M E, AARE
SER TR R 5 TR, 2

Wk H . 20234F4H20H; FHHEM: 20234F6H14H; KA HI: 20234F6H21H

HE

LRI UFEIE R E THRRANES, EREFEEHENEN, 2IBEBEHR, Nt
WHH . AL “HER” Mk E#13,840 KL NER, KA A ZHERER, FIHREWR
TEBATRTE (B&Bs)EL LA AL IRSIA RS . SRERW: B, TFRABTKRE. JIABR
DA P e iR BT R A A RT B ENIERPM. i, NSHRMAEST, TRIFRHEBERAR
W JEBOERAL, SR R [ R, PRI A R MRS . ASCEN 3R T 2R K RIS,
B TR A REREER, HRTELKFRIPIT. RE\EFITER, RH T ERRNUER, X
HEIT T RERBNEFRREA —ENSEME.

X 5in

RfE, AR, ATWEIERE, SHRRMARE, R

Exploring the Factors Influencing the
Helpfulness of Parent-Child Themed
Online Reviews of B&Bs

Yiyong Tao, Chunyang Bie

School of Computer Science and Engineering, Anhui University of Science and Technology, Huainan Anhui

Received: Apr. ZOth, 2023; accepted: Jun. 14”’, 2023; published: Jun. 21“, 2023

Abstract

Although online reviews can help consumers obtain information about products, an increase in
the number of reviews can lead to information overload and ultimately reduce the helpfulness of
reviews. This study is based on 13,840 online reviews from the Ctrip website and uses a negative
binomial regression model to explore the drivers and mechanisms that influence the helpfulness
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of online reviews of parent-child themed B&Bs. The results show that photos, review length, text
sentiment, and number of historical reviews have a significant positive effect on review helpful-
ness. In addition, analyzed from a multi-emotion perspective, the longer the response period in-
terval, the lower the helpfulness of the reviews, regardless of whether the review sentiment is
positive, negative, or neutral. This paper explores the helpfulness drivers of reviews through par-
ent-child themed B&B online reviews and expands the research on online reviews. Based on the
research findings, targeted recommendations are proposed, which can be useful for promoting the
economic development of B&Bs.
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Figure 1. Research model
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Figure 2. Research framework

E 2. #HziESR

42. BEME

MRIESE R, AR RBT IR 1 PR, 98 NMER R AL VPR I AR SRR 4%
TFs RRAEAFIATA WL L E T N 1 7 52 0 D2 B0 A, o 7 98 ) 653 S o AT o5 1] a1 1 e J
AR T I T EOR R RITFIR KL, PPARAE SOV 38 R0 I A PP (1~5 70, 0 ok
AN L) o AW — A e R R TR R SRS (B IR TR 1, B0 0), BARE
FOA T 0 Pe A PR S

PR TE L@ SnowNLP 58/, SnowNLP HIT- ST H 481 5 AbFIAINE Lot Bl seA g3 25 .
TR TS o 207 X PPR AT AR AN A 3] AR B EAT Ge v o R, BRI S PRI A R IR
OrHG TS VIR BT I« LT =, 3RO SO B R B 2P 3R 18 a0 SCARHEAT 7001,
e HAT AT RO R RIS G B 1% IR ORI ) T BEAT IR O AT, DA E R0 T 8 2 A0
SR AL EATTRO RS AR o )i, XA A T IS ORI REAT NG SL, R BRI 1, R AR
ERANCAE -1, R PERRNCAC N 0, JRRFENTRIBLERIIN, 152118 SRR BUH -

DOI: 10.12677/mm.2023.136091 709 AR B


https://doi.org/10.12677/mm.2023.136091

Vel 55, IR

Table 1. Variable designs
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PHOH A Photo LAEERARIVEE, 0CREERA KRS
YK Length WHRE VSN E R T HL
PR Textual sentiment Y e 2 S T R B e
P SRR History review R EAE M VR R s
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Review Helpfu Iness = ¢, + §, * Response period + f,  Rating + S, * Photo + 3, = Length )
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Table 2. Descriptive statistics for variables
= 2. TEMNEIRMSIT

Variable Min Max Mean Standard deviation
Response Period 0 12 0.39 1.042
Rating 1 5 4.79 0.533
Photo 0 1 0.43 0.495
Length 4 1902 73.92 86.722
Textual sentiment 0 49 4.524 3.9627
History review 1 499 6.53 12.9
Anonymity 0 1 0.02 0.155

N T RSB AR Z AIBCA RN, BATG A X LA R A R, AR AHSCHEREA VIF Eak 3
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Table 3. Correlation coefficient matrix and VIF
< 3. HHEXRBIERERM VIF

1 2 3 4 5 6 7 8 VIF
1) Help vote 1
2) Response periods  —0.066** 1 1.070
3) Rating -0.161* -0.082** 1 1.180
4) Photo 0.165**  0.168**  0.117** 1 1.290
5) Length 0.196** —-0.175** -0.077** 0.439** 1 2.080
6) Textual sentiments  0.080**  —0.168**  0.222**  0.343**  0.637** 1 1.930
7) History review 0.014 0.145** —0.082** -0.045** -0.016 —0.060** 1 1.030
8) Anonymity 0.003 0.016 —0.064** 0.039** 0.030** —-0.010 -0.017 1 1.010
T xR R AE 10%. 5% 19%IK1 7K E 3%
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AR B HL A3 BI5CHE . PR PESON FE LR IT IR B2 AN 123 (B, = 0.5032, p > 0.5), HRIbi% H2 ASpRAT.
A TR RS IE S SR A B (B = 0.8810, p < 0.001), BRI AR H3 B PHIE SCAK E IE i) H.
B E MR VTEE A M (B, = 0.7585, p < 0.01), PRILRIE HA B2, SCARTEBSHFRIE HERA IE
] 5 3 5 M (Bs = 0.00722, p < 0.001), PHULAB % H5 oz 8 203 IVRIE 7 SE RV o 2 (R 4775 BH 5
6 1F ) HL 2 2 9% R (B = 0.1660, p < 0.05), [l H6 1333 #F .

Table 4. Hypothesis testing results
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B BgK R B4 B4
H1 M 2 A% P8 1A AR ] 5 —0.2659%** XHF
H2 VIR PP IE [ PPe (175 F 0.5032 AN
H3 TR PR A FH A TR 1] 5 0.8810%** XHE
H4 PR XTI IR A F A IR 20 0.7585** X
H5 SCAR A S I R PRI G M B IR [ 5 0.00722%** XHE
H6 J3 5P A YRR G A P B IR [R5 0.1660** X

e xR BALRAE 10%. 5% 1%H)KF FE 3.
5.3. AR

R T BB AN FE B R, AT s BT T 228, AR JH A
s, R FEAT RS MR .. B HSERE 5 i, EREIE -RHENESR,
TR 46 PP HE A 2 BN e A R E R bR, Mk, PHEAENRES TS, LR ERETRM
BHHME. Bk s, BATBERERIL, NP RPN, HE 2T, TFemBsK, Ferd
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Table 5. Analysis of emotional grouping
=5 BRSA

Sentiment Negative Neutral Positive
Response Period -0.116** —0.065** —0.037***
Rating —0.454*** —0.512*** —0.193**
Photo 0.781** 0.303*** 0.298***
Length 0.986** 0.300*** 0.261***
Textual sentiment 0.387** 0.032** —0.007***

History review —0.579** 0.132 0.059**

VE: xR RIARERLE 10%. 5%F1 1% /KT B3,
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{8 S TR AR AL ) 25 R S TR AT IR 10 25 SR AR — 5, H2, JEIEXS HeRT DUR B, S ThE] )
R R 2 M= T ZINB 1 Logit 548, 1 3% B 6 — Tt [m] Y A5 284 B 3 & A 1R SC It 7

Table 6. Robustness tests

6. MK

Variables Model 1: ZINB Model 2: Logit
Response Period —-0.0609* —0.0450**
Rating —0.2304** —0.3870***
Photo 0.8019** 0.8130**
Length 0.1747** 0.2810 *
Textual sentiment 0.0002* 0.0060*
History review 0.003** 0.0360

e xR R ARRTE 10%- 5% 1%HIKE L EE.
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