
IJSRD - International Journal for Scientific Research & Development| Vol. 6, Issue 02, 2018 | ISSN (online): 2321-0613 

 

All rights reserved by www.ijsrd.com 2777 

Opinion Mining for Hotel Rating through Reviews 

Apurva Khedkar1 Mohini Dhakite2 Radhika Ghawade3 
1,2,3Prof Ram Meghe Institute of Technology & Research, Badnera, India 

Abstract— Opinion mining, also known as sentiment 

analysis. Recently micro blogging has been a very popular 

tool for communication among Internet users. Nowadays 

people can share everything in online Social network such as 

twitter, facebook. People articulates their views and opinions 

regarding products and services. People can easily access and 

understand the opinions of others via web resources like as 

blog, review, and forum. These opinions are individual 

information which represents user’s opinions. The precise 

way for predicting opinions are to extract sentiments from the 

web, Opinions are so vital that whenever need to make a 

decision before want to know others’ opinions. Opinion is not 

only important for a user but is also useful for an organization. 

This survey is about various methods and techniques used to 

classify the user opinions like as positive, negative. Hotel’s 

size and category negatively influence its online rating, while 

the number of reviews has a positive impact. Managerial 

implications, limitations and directions for future research are 

also discussed. Using this utility gain, which is a measure of 

value‖ that a consumer gets from this transaction. By doing 

so, one can provide customers with the best-value" hotels 

early on, thereby improving the quality of online hotel search 

compared to existing systems. 
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I. INTRODUCTION 

Users share their view about product, hotel, news and topic 

on web in the form of reviews, blogs, comments etc. Many 

users read review information given on web to take /decisions 

such as buying products, watching movie, going to restaurant 

etc. Reviews contain user’s opinion about product, event or 

topic. It is difficult for web users to read and understand 

contents from large number of reviews. 

Important and useful information can be extracted 

from reviews through opinion mining and summarization 

process. There will be a web application where user will 

provide review about hotels. This review will be in sentence 

form. System will extract certain keywords from the sentence 

and will mine keywords in database and system will rate the 

hotels based on the reviews of various users. 

We presented machine learning and Sentiment 

Word Net based method for opinion mining from hotel 

reviews and sentence relevance score based method for 

opinion summarization of hotel reviews. . The classified and 

summarized hotel review information helps web users to 

understand review contents easily in a short time. 

The system uses opinion mining methodology in 

order to achieve desired functionality. Opinion mining for 

hotel reviews is a web application which gives review of the 

feedback that is posted by various users. 

The System takes review of various users, based on 

the opinion, system will specify whether the posted hotel is 

good, bad, or worst. We use a database of sentiment based 

keywords along with positivity or negativity weight in 

database and then based on these sentiment keywords mined 

in user review is ranked. Once the user login to the system he 

views the hotels and gives review about the hotel. 

System will use database and will match the review 

with the keywords in database and will rank the review. 

System will rate the hotel based on the rank of review. The 

role of the admin is to post new hotel and add keywords in 

database. This application is useful for those who are going 

to visit a new place. 

This application is useful for those who travel often. 

Using this application User will get to know which hotel is 

best and suitable for them. User can decide which hotel to 

accommodate before they reach the place. 

For the hotel reviews and search, currently the users 

are able to enter the hotel name or location as the query and 

get results of hotels and reviews corresponding to them. The 

system did not support free text based search queries. Our 

project provided an independent module, which will be 

integrated into the system to facilitate such querying. 

Aspects are features like cleanliness, service, room, 

location, value etc. on which a hotel is judged and commented 

about in reviews. The system can be more useful and 

attractive if the aspect-matching is done, the reviews are 

returned specifically for aspects matching the queries. More 

than often, the users would be interested in giving ad-hoc 

queries and not always the hotel name or the location alone. 

The system needs a strong query-parsing stage to 

complement its wonderful features in review content side. 

This problem that we are trying to address i.e. text based 

querying for hotel search, is interesting since most review 

based hotel search sites do not provide this facility. For 

example, Trip Advisor or Hotels.com only provides querying 

based on a hotel name or a location. 

Our project provides text search facility by 

analyzing aspects in the query and matching them with 

aspects in reviews of a hotel, based on which the hotels are 

ranked. Our project consists of the following modules there 

are parsing the query and segmenting it based on the aspects, 

parsing and indexing the dataset of reviews into suitable 

format, perform search and retrieval to 2 provide ranked 

results and an aesthetic user interface for smooth interaction. 

Further details of each module will be covered in the 

subsequent sections. 

A very basic step of opinion mining and sentiment 

analysis is feature extraction. Figure 1 process of opinion 

mining and sentiment analysis 

 
Fig. 1: Process of Opinion Mining & Sentiment Analysis 
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II. LITERATURE REVIEW 

Some authors have described it as Siamese twins (Jamali, 

2007). Although, there still remain a lot of unresolved 

questions, it can be concluded that service quality and 

customer satisfaction can be perceived as separate concepts 

that have causal ordering. 

Opinion mining are used in perceptual mapping 

when used correctly perceptual mapping can identify 

opportunities, enhance creativity, and direct marketing 

strategy. The statistical techniques select relative values for 

two, three, or four perceptual dimensions such that distance 

between products best corresponds to measured similarity. 

Perceptual maps offer a unique ability to communicate 

market structure analysis, illustrating the complex 

relationships among marketplace competitors and the criteria 

used by buyers in making purchase decisions and 

recommendations. 

Choi and Chu (2001) concluded that staff quality, 

room qualities and value are the top hotels factors that 

determine traveller’s satisfaction. Naomi Kasolowsky (2014) 

advocated that commitment to the customer should happen 

first every time in order to earn true loyalty. And further, that 

loyalty given purposefully, as a measurable cornerstone of 

your business, will yield far greater results than that which is 

doled out in meager, begrudging portions. Providing services 

those customers prefer is a starting point for providing 

customer satisfaction. 

According to Goodman (2014), hotels must build a 

voice of the customer process that gathers information from 

across the entire customer lifecycle from multiple data 

sources and that integrates the process into a single, unified 

picture of customer experience. To ensure impact and the 

secure resources needed to deliver a strong customer 

experience, the process must quantify the revenue and word 

of mouth impact of problems and opportunities. 

Customer data has always been important to create 

and manage a lasting customer relationship. Big data, digital 

and technology play a role in driving customer centricity. 

Hotels that use customer data and master customer 

relationship management as an organizational competency 

will thrive. 

According to Williams (2014), Hotels need to go 

beyond the, what and why, with the intention of helping 

hotels to delve into the how. How to define measurement 

platforms, and how to bring a customer centric business 

strategy to life. We hope to also highlight in this paper, the 

types of problems hotel customers experience and highlight 

the opportunities for hotel management to respond to 

customer reviews and ratings and thereby improve both the 

customer experience and the hotel ratings and review. 

III. OPINION MINING ARCHITECTURE (OMA) 

 

The Opinion Mining Architecture (OMA) we propose heavily 

bases on the approaches of natural language processing and 

machine learning presented in Section 2 and on decision 

making with weighted description logics presented in section 

3. The idea of a separate representation and processing of 

knowledge and evaluation comes from the text understanding 

system SYNDIKATE (Hahn & Schnattinger 1997). 

Similarly, the separation according to knowledge base and so-

called qualifier in SYNDIKATE we separate OMA according 

to opinion mining (preprocessing and analyzing texts as well 

as filtering out opinions) and decision support (evaluating 

extracted opinions). The system architecture for OMA 

(Figure) we propose serves the generation of opinions from 

texts like news, employee and public participation, 

expressions of opinions, political conversations. 

A. Flow Chart for Opinion Mining 

 
Fig. 2: Flow Chart for Opinion Classification 

IV. FRAMEWORK 

Java and this consists of tools for data set crawling burst 

detection, POS tagging and different methods for calculating 

the sentiment of the reviews. For each hotel, it is also possible 

to view a graph visualizing the fluctuation in customer 

opinion toward the hotel. From the instance the first review is 

written. Until the last, users can easily see if a hotel is 

improving or falling apart. Additionally, it is possible to filter 

hotels based on specific features, not only overall sentiment. 

For instance, rank hotels based on the quality of their service 

or friendliness of their staff. Finding areas with clusters of 

highly thought of hotels is also available. One can easily find 

out in which areas one may find the best hotels. 

The visual representation is set up as a website, 

created with JavaScript, jQuery4 and Google Map5 

JavaScript API version 3. The site reads in processed review 

scores in a predefined XML format using a DOM parser and 

outputs correct markers on the map based on   score. 
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V. PROPOSED WORK 

A. Objective 

 Dataset parsing 

Parsing and indexing the dataset of reviews into suitable 

format. 

 Query processing 

Parsing the query and segmenting it based on the aspects. 

 Ranking & Retrieval 

They Perform search and retrieval to provide ranked results 

about hotels. 

 User Interface Design 

An aesthetic user interface for smooth interaction. 

VI. PROBLEM DEFINITION 

Our main focus and problem is to facilitate free-text queries 

for hotel search and recommendation by improving the 

semantic interpretation of queries. This involves taking into 

consideration aspects matching between query and the review 

content. For our purpose we consider five aspects - Value, 

Cleanliness, Service, Room and Location. With this we also 

address the problem of improving the ranked search results. 

The expected input for the system will be a search text query. 

As an example, "Find hotels in San Diego with cheap price 

near the beach with swimming pool”. The expected output is 

a ranked list of hotels that best match the user’s query, based 

on the hotels’ reviews. In addition, for the process of 

integrating our system with the Review Miner system, the 

expectation is an interfacing class whose objects contain all 

the processed information concerning an input query like the 

aspects identified, ratings for each aspect, phrases describing 

the aspect, etc. 

A. Research Work 

1) Output 1: Hotel Rating through Review 

 
Fig. 3: 

2) Home Page of User 

 
Fig. 4: 

VII. CONCLUSION 

Feature based opinion mining and summarization is 

challenging field for researchers. It is useful for individuals 

as well as for organization. There are many approaches for it. 

But there is no automated technique that mines opinions that 

are hidden between the lines. In case of context-independent 

feature based opinion mining less work is done. For feature 

based opinion mining and summarization tools like brute 

force pattern matching technique are used. 

In this work, we have described an information 

extraction system for applications. The goal is given an listing 

title, our system correctly extracts the defining attributes in 

order to associate each item to a specific product. 
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