
International Journal of Engineering Science and Computing, April 2017         10725                                                                http://ijesc.org/ 

          
ISSN XXXX XXXX © 2017 IJESC                                                                                                   

                                                       
 

 

Sentiment Analysis in Online Hotel Booking 
B. Vaishnavi

1
, V.Varshitha

2
, J.Vibesha

3
, N. Deepa

4
 

MS Software Engineering Student
1, 2, 3

, Assistant Professor
4
  

Department of Information Technology 

School of Information Technology & Engineering, VIT University, Vellore, India 

 

Abstract: 

E-Commerce sites are gaining popularity across the world. With the rapid development of E-commerce, more online reviews for 

products and services are created, which form an important source of information for both sellers and customers. Research on 

sentiment and opinion mining for online review analysis has attracted increasingly more attention because such study helps 

leverage information from online reviews for potential economic impact. This paper discuss about applying sentiment concepts on 

online hotel booking sites, we have proposed work with some feedback features, star rating calculation, Removal of stop words, 

multidimensional trust evaluation and multi-criteria recommendation system which consist of internal and external feedback, 

where internal feedback is taken from customers and external feedback is taken from social media sites. 
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I. INTRODUCTION: 
 

Sentiment analysis is the field of study of analysing people’s 

opinions, sentiments, evaluations, attitudes, and emotions from 

written language. Since opinions are central to almost all 

human activities, every domain uses Sentimental analysis. 

They are key influencers of our behaviours. Sentiment analysis 

uses natural language processing and text analysis to identify 

and extract information about a particular field of interest. Due 

to the popularity of the social media such as blogs and social 

networking sites such as Facebook, Twitter etc. the interest in 

sentiment analysis has increased to a higher extent. This 

process starts with taking feedback from user when user visits 

hotel, this paper explains about need of positive and negative 

feedback and how to calculate star rating from actual rating of 

review, reviews based on dates, votes and polarity. Removal of 

stop words which does not contains any meaning. We have 

proposed the feedback system at two levels. One is external 

feedback where the comments are gathered from public 

platforms like social media and automobile websites. The other 

is internal feedback i.e. the feedback is taken from users who 

have been provided with recommended items. The opinions 

extracted from such varied comments broaden the system and 

results. Our proposed hybrid model with feedback analysis has 

improvised the current system by providing better suggestions 

to customers. 
 

II. RELATED WORK: 
 

A large number of works have been carried out previously in 

the domain of online review mining. The various research 

groups are exploring the different ways to use text mining and 

Sentiment analysis as the next generation paradigm shift. 

This paper explains about feedback system in online hotel 

booking sites, feedback is basically explained in terms of two 

words positive feedback and negative feedback based on 

customer feedback, it sort out reviews as positive or negative 

feedback this concept is taken from [1],some feedback does 

not have any meaning hence in this paper we have discussed  

some techniques by which we can remove stop words such as 

some adjectives which have no meaning this concept is taken 

from [2],customers feel more comfort in understanding star 

rating than normal feedback, where star rating is calculated by 

all kinds of feedbacks such as feedback according to date, 

votes and polarity this concept is taken from [3] ,users feel 

more convenient when a system consists of internal and 

external feedback because user can know views of both 

customer and social media by which they can choose best one, 

where internal feedback is taken from customers who have 

stayed in hotel and external feedback is taken from social 

media sites such as Facebook etc. this concept is taken from 

[4], working models are analysed from [5],basic idea is taken 

from [6],methodology from [7]. 

 

III. PROPOSED WORK: 

 

In this paper we propose a multi-criteria recommendation 

system using the mentioned feedback analysis. The proposed 

approach can be classified into following steps: 

1. External feedback analysis & internal feedback analysis 

2. Removal of stop words 

3. Positive and Negative feedback 

4. Star rating 

 

1. External feedback analysis &internal feedback analysis: 
 

  
Figure.1. External feedback analysis &internal feedback 

analysis 
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Internal feedback analysis: 
 

Internal feedback analysis is based on customers, when 

customer visited hotel or they stayed in hotel they can give 

feedback on hotel called internal feedback, this kind of 

feedback is very useful for seller because positive feedback of 

customer can increase number of customers and popularity etc. 

by which both customer and seller feel more comfort. 

 

External feedback analysis: 
 

External feedback analysis is based on social media, where 

feedback is gathered from various public sites like social 

media sites like Facebook, Gmailetc., many people use social 

media hence we can use social media to populate hotel and 

increasing customers. 

 

Sentiment analysis: 

 

Sentiment analysis is nothing but feedback from users where 

both seller and customer feel comfortable and safer to do 

anything, where customer can read feedbacks from other 

customer and go for better choice and seller can improve their 

services based on feedback. 

 

2. Removal of Stop words: 

 

 A stop-list is the name commonly given to a set or list of stop 

words. It is typically language specific, although it may 

contain words. Natural language processing system or search 

engine contains variety of stop-lists, one per language, or it 

may contain a single stop list that is multilingual. Some of the 

more frequently used stop words for English include ”a”, ”of”, 

”the”, ”I”, ”it”, ”you”, and these are generally regarded as ’ 

functional words’ which do not carry meaning. When 

assessing the contents of natural language, the meaning can be 

conveyed more clearly by ignoring the functional words. 

Hence it is practical to remove those words which appear too 

often that support no information for the task. 

 

2) Text Transformation: The score of each sentence in the 

source document is calculated by sum of weight of each term 

in the corresponding sentences. The weight of each term is 

calculated by multiplication of TF and IDF of that word based 

on adjective word extracted from Parts of speech tags. The TF 

and IDF are defined in the Eq:1 and Eq:2  

 

TF(t) =NAD/TAD……..(1) 

 

where NAD is number of times the adjective term occurs in 

document(d) and TAD is total number of adjective in 

document(d). 

 

IDF(t) = log(ND/DF(t) )…… (2) 

 

where ND is total number of document in the document 

collection and  

 

DF (t) is number of documents in which adjective term (t) 

occurs in the document collection. 

 

3. Positive and negative feedback: 

 

Positive feedback is where user feels satisfied with hotel 

facilities and giving positive review, and if customer does not 

feel satisfied they can give negative review, by using this 

feedback seller can improve their facilities. 

 
Figure.2. Positive and negative feedback 

 

The positive feedback percentage is calculated based on 

Equation 

#positive rating 

#positive rating + negative rating  

 

Table.1. Feedback Sentiment  

Comment Sentiment 

Hotel maintenance is worst Very negative 

Room Service is good Positive 

Hotel is truly best in its 

Neatness 

Very positive 

Hotel is bad in receiving 

customers 

Negative 

 

4. STAR RATING: 

 Figure.3. Star rating  

Social networking and e-commerce sites provide the 

opportunity for people to interact with each other and publicly 

share their opinions about other people, places, products and 

events. A platform is provided to express opinions 

quantitatively through scores, star ratings or votes as well as 

qualitatively through text and videos. The internet is now filled 

with such opinions and will serve as a “gold mine” to 

companies trying to under their customers. Opinion mining is 

rapidly evolving research area with newer and newer 

technologies and algorithms enabling the automatic processing 



International Journal of Engineering Science and Computing, April 2017         10727                                                                http://ijesc.org/ 

of data. Opinion mining is the study of people’s sentiments and 

opinions about objects and the various aspects of the objects 

[1]. Opinion mining has several applications, some of which 

include:  

 

• Understanding the attitudes and sentiments of people on sites 

like goibibo 

 

• Understanding the buying intention of customers on e-

commerce sites 

 

• Understanding the satisfaction of the customer with specific 

products through online reviews on e-commerce sites 

 

• Recommending products and places to customers based on 

collective opinions. 

 

Opinion mining and sentiment analysis have been extensively 

used in many situations like political uprisings, launch of high 

technology gadgets and during natural disasters. Before the 

advent of computational algorithms for mining and natural 

language processing, such sentiment analysis was done 

manually where researchers did a content analysis or a 

discourse analysis of the opinions, manually classified them 

and analysed the results using pure statistical analysis. With 

more and more advanced tools being developed by the 

machine learning community, opinion mining has become a 

rapidly evolving domain where large amount of public opinion 

data can now be analysed computationally. In the specific 

context of opinion mining being used for mining of customer 

reviews on e-commerce sites, two types of parameters are 

considered.• The objective parameters which include number 

of star ratings, number of reviews, the age of reviews etc. • The 

subjective parameters which include the emotions of reviewers 

while expressing their opinion about a product and the specific 

feature of the product about which they are talking 

. 

IV. PROPOSED OVERALL MODEL: 

 

V. CONCLUSION: 

 

To enhance flexible feedback system and satisfying seller  and  

customer needs, in this paper we have proposed a 

multidimensional system where it have internal, external 

reviews and then we removed stop words which does not 

contain any meaning, in next step we sorted positive and 

negative reviews and in final step based on above steps 

calculating score, based on that giving star rating ,by which 

user feel more comfortable in choosing hotel. 
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