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Abstract

Based on Signaling Theory, this study examines short-term rental reviews on the Tujia platform in
Nanjing to explore the formation mechanism and effectiveness of online word-of-mouth from a digital
marketing perspective. Through LDA topic modeling and sentiment analysis of 7566 reviews across
four functional zones—Xinjiekou, Zhongshan Scenic Area, Nanjing South Railway Station, and Xianlin
University Town—this study sequentially addresses three core questions: First, it identifies seven
key experience dimensions prioritized by users, including core service quality, location, facility ex-
perience, and value for money, providing focal points for optimizing product descriptions and mar-
keting content on short-term rental platforms. Second, it reveals a significant positive correlation be-
tween ratings and textual sentiment, yet identifies 1.85% of “rating-sentiment paradox” samples, ex-
posing systematic biases in reputation signals and challenging online marketing strategies that rely
on rating systems for property promotion. Finally, analysis confirms significant differences in user
focus and sentiment expression across distinct functional zones, with reputation characteristics pro-
foundly shaped by regional functions and consumption scenarios. This demonstrates the necessity
of implementing differentiated precision marketing. The research conclusions deepen understand-
ing of short-term rental reputation at three levels—signal content, effectiveness, and contextuality—
providing targeted marketing insights for platforms to optimize reputation marketing systems and
for hosts to implement differentiated service improvements.
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Table 1. Coherence score table
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Table 2. Regional comparison
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Table 3. Result table of LDA topic model
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Table 4. Spearman’s rank correlation coefficient table between rating and sentiment
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Table 5. Overall distribution of rating-sentiment paradox samples
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Table 6. Causes of the “high-score low-sentiment” paradox
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Table 7. Causes of the “low-score high-sentiment” paradox
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Table 8. Details of topic distribution proportion in each region (Unit: %)
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Table 9. Significance test table of differences in average sentiment values of accommaodation reviews in different regions
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Table A8. Sensitivity analysis of sentiment value discretization thresholds
= A8. ERMEE L EIESURME S

UES R B2 A E RIS PR PR
E ! <0.3;0.3~0.7; >0.7 63 0.83% 0.985 0.865
T2 <0.4;0.4~0.6; >0.7 48 0.63% 0.992 0.885
F%3 <0.5;0.5;>0.5 35 0.46% 0.975 0.905
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