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Log(H elpful).. = a+ B (Rating ).+ By(DePos). + By (AugSub ). + By (DevSub),, +
Bs (AugSubExp )i, + B (D esSublap )i + B (title AvgPos) . + Bs( title AvgSub)., +
By (title AvgSubEap )i + BioLog (E lapseddays).. + BiLog (Read ), + &, (1)
1
Table 1 Explanations br variables in the model
/ ) ( k r
LogH epful),, ) (D esSubExp ),
(Rating ), k r (A vgSubExp ), k r
(DewPos), k r ( title AwgPos) . k r
(AvgSub),, k r ( title A wgSub) . k r
(DevSub) o k r (title A 1.gSubExp)kr k r
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Yahod Movies 14
, , 400
Y ahod Mov ies 14
1) )
/ , /
, Pang Lee 3 ,
(http /Avww. ¢s comell ,
edu /people/pabo/m ovie-review-data/) 800 : 83 15%, 83 34%, 78 71%, 3
( 2/3 )
1/3 , 4
);  Yahod Movies
14 , 41
, 765 )
.2) 2
, Y ahod Movies s B
, 500
; Yahod Movies Qs
14 “ v« ” ; , Yahod Movies
500 A-F 5
.3 , F , 3
s Y ahod M ovies s 13 3, (A +
, -B-) (C+ -C-) (D + -F), 3
, , 3
2
Table2 D escriptive statstics of variables m themodel
(H elpful) 1686 0 64 026 Q 03 1
(Rating ), 1 686 9 07 429 1 13
(DePos),, 1671 032 017 0 050
(AvgSub ), 1680 0 87 017 0 1
(DeSub) 1 680 017 019 0 0 57
(AvgSubExp ), 1668 0 45 031 0 1
(DeSubExp ), 1668 0 31 019 0 0 50
( title AvgSub),, 1 686 0 94 022 0 1
( title AvgSulExp )., 1686 0 46 047 0 1
( title AvgPos) ,, 1686 0 56 0 44 0 1
(Read ), 1671 15 56 9 41 0 92
(Elapseddays) 1686 764 | 1562 1 30
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Tab ke 3 Statistics of usefuless br three attitude orientations reviews
(F-D+) (C-C+) (B--A +)
246 (70 90% ) 118 (68 6% ) 411(35. 2%) 775 (46% )
101 (2. 1%) 54 (31. 4% ) 756 ( 64 8% ) 911 (54% )
347 (100% ) 172 (100% ) 1167 (100% ) 1 686 ( 100% )
3 , -1 .
1686 s (1167 ) ,
(347 ) (172 ), 42
] , (AvgSub)
, (D eSub )
64 8%, (- Q 875),
29. 1%, 31 4%. , ,
. 14 ’
, , 4
, , Ghose
0.6 , Ipeirotis[ . (
, , H1 4),
4 Ghose
Tabl 4M odel fimess and standard coeffic ients results for the studied mode l and Ghose’ smodel
. (F = 103193 sg. = Q00L R? = 0272 Adj R>= Q 269)
LogH elpful),, = a + B, (Rating),, + B, (D ewPos),, + By (AvgSub),, | B, (D evSub ), +
By (AugSubBxp) ,, + Bg(D ewSublxp ), + By ( title AwgPos),, + By (title AvgSub),, +
By ( title AvgSuliixp ), + BoLog(Elapseldays),, + B, Log(Read ), + €,
b, b, by | b, bs b b, by by by by
0 46" 007" -1 - - 0 058" 0 089" - - 0 115" 0 122"
t 20 622 32 - 1= - 2 591 4 01 - - 5 463 5 618
Ghose Ipeirotis (F =20 189 s = 0 00% R*>= 0 035 Adji R? = 0 033)
Log(H elpful),, = const+ By, (M oderate),, + B,5(AuwSub),, | By, (DevSub),, +
BisLog (Elap seddays),, + BiLog(Red),, + €,
b12 b13 | b14 b]S b16
-0 13" - - 0 106™ 0 090"
t - 54, - = 4 393 3 724
b, B. Q05 0 01 ;e
, F , . , 0
, 033(Ghose
- (Adj R®) 0 269 Q07 Q1)
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Table 5H ypothesis validation results according © model estm ation
H1: H3
X
Hl- 1 H3-t
X
H1- 2 H3-2
H4
H2 v
H2- 1 HS:
X
H2- 2
H6
X
H7: HS v
e <X
( rating) .
(10°* = 2 884), \ (Read)
, Q 122), Ghose
(
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(10" = 1 253), ,
) ) (Read)
| ( 10°" ’
1' 175)7 2 ? ’
X (Q 115), .
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6

T able 6 Forecasting result evaluation

403 (A) 32(B)
316(C) 57(D)
5
precision = 1+ B
, Yahod M ovies A
14 808 recall = 1T+ 0
2
F - =
, measure . ) 1
Ghose  Ipe irotig ® , precision  reaall
808
/ . , kappa : =
9 6%, - 56 0%, _
( nterrater agreement). Kappa (28 _ 69.84%. 3 )
( - ) /(1 - ) ,
= 0.74
. 6
/
) Q5 ,
9 > = 0 5 ,
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( contingency tab le)
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Analysis of econam ic development trend of hbor interregionalm igration

YANG Zhong=zhi YAO Lin-ru, LILi
Antai School of E conan ics and M anagement Shanghai Jiaotong University Shanghai200052 China

Abstract W ith yearly lage-scale labor nterregionalm gratbn  he regional disparity betw een the coastal area
and hnterland is enlaiging nChna In order to analyze this phenanenon this paper analyzes the effect of la-
bor interregbnalm graton by applying a generalmodel based on discussion of the mechanisn of ndustry ag-
ghm eration The resulis ofmodel smulatbn show that when considering the frictbn factors of labor nterre-
gonalm gration both the industral agglon eration effect and regbnal disparity would enlargew ith he rate of
labor nterregionalm kration increasing
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Research on online impact factors of custam er reviews usefulness based on
m ovie reviews data

HAO Yuan-yuan, YE Qiang LI Yijun
School of M anagement H aib n Institute of Technology, H arbmn 150001 China

Abstract Takingmove’ s onlne custaner reviavs as the subject ushng text m ning and emp irical research
methods fran the vievpointof text features of online reviews this paper estab lishes amodel of he onlne re-
views mpact factors and forecast reviews usefu hess usng thismodel Campared w ith related researches the
exp lanatbn power of our model ncreases significantl, and we find that positve attiude high m xture of
positve and negative attiudes high m ixture of subjectve and objectve expression foms and average sen-
tences length have sign ificantly positive mpact on review s usefulness F nally our forecasting result shows that
our model has a strong power to discrin inate usefulness of online movie review s

keywords word-ofmoutlh onlne reviews usefihess text feauires positive and negative sentm ental atir

ude subjectve and ob jectve expression textm ning



