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Role of narratives in lending market .
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Abstract: The growth of P2P industry provides new opportunities for
research on the role of borrowers’ narratives in lending market. This
paper analyzes the narratives in dimensions of the length and content
with funding and repaying considered. Empirical results show that
longer content is associated with easier funding and better repaying,
but the content mentioning certain topics, such as entrepreneur,
family, hurry, and trustworthy, affects funding while having noth-
ing to do with repaying. Therefore, in lending market, the role of
the narrative length performs consistent but the narrative content is
confusing. Lenders have better ability to identify borrowers’ credit
risk via the narrative length, but are biased via the narrative con-

tent.
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