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Abstract 

The purpose of this paper is to identify mostly talked about general and 

specific attributes of homestay accommodations in online tourist reviews 

and to bring an understanding on sentiments attached to them. It offers 

insightful thought on tourists/customer preferred attributes which in turn 

helps in designing and delivering better homestay services. Sample of 

14,084 reviews on homestays located in nine different states of India are 

extracted from Trip Advisor.in website. Quantitative content analysis based 

on frequency of words is conducted to get an understanding on mostly 

spoken about homestay attributes.  Further, set of ‘tidy’ and ‘text/sentiment 

mining’ tools are used to approach and infer the emotional content of 

reviews as whether the part of text is positive or negative, or even more 

subtle level difference in emotion like joy or fear. Correlation test was 

conducted to gain quantitative outlook of similarities and differences 

between the sets of frequent words in reviews of homestays. Application of 

sentiment analysis resulted in categorizing the sets of words into eight 

different emotional categories depicting four positive and four negative 

emotions. The words in these categories were found to have certain 

associations with various attributes of homestay accommodation. Broadly, 

fourteen attributes were found to be mostly talked about in sets of words 

extracted from online reviews signifying that they had strong connection in 

creation of positive and negative sentiments towards homestays. Words 

with high frequencies were more specifically related to the attributes of 

homestay accommodation. As the frequency of words decreased, they were 

found to be more related to attributes of the homestay location or the 

destination. Correlation coefficient of word frequencies suggested that 

majority of reviews were done on common attributes of homestays 

irrespective of geographical location. Practical and research implications 

are provided. 
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1. Introduction 

Emergence of Web 2.0 has resulted in enormous amount of user generated 

online content(Shan, Ren, & Li, 2016). In tourism sector, it has enabled tourists 

to share their reviews regarding various tourism products online(Rahmani, 

Gnoth, & Mather, 2017).Homestay is one such key product of cultural tourism 

and is a fastest growing accommodation segment in Tourism industry (Wang, 

2007; Rizal, Yussof, Amin, & Chen-Jung, 2018).With remarkable growth of 

sharing economy in tourism industry and homestay being a part of it, has seen 

tremendous increase in demand, since travellers of today desire to engage in 

meaningful interactions with locals, and to get authentic experience unique to a 

destination (Hasan, Sabtu, & Sahari, 2016; Tussyadiah & Pesonen, 2016). 

Homestay has taken a form of product diversification in accommodation sector 

and has contributed in growth of tourism as well as regional development 

(Oguchaa, Riungub, Kiamaa, & Mukolwe, 2015). Homestay has been the 

effective tool in alleviating poverty through income generation especially 

among rural poor population and hence is considered as pro-poor tourism 

concept(Bhalla, Coghlan, & Bhattacharya, 2016; Truong, Hall, & Garry, 2014). 

Homestay is also considered as pro-women tourism concept because of its 

contribution towards women empowerment by fostering gender equality 

(Acharya & Halpenny, 2013).In top fifty tourist destinations in India, homestays 

have taken up as much as 13% share in accommodation sector (Pratap, 2016).  

The growing importance of the homestay can be realised by the benefits it 

brings to the host communityand hence it is important that sustainability of this 

accommodation sector is ensured for consistent development of the community 

in which the concept is implemented(Agyeiwaah, Akyeampong, Boakye, & 

Adu-Gwamfi, 2014). Sustainability can be ensured by constant 

improvement(Abreu, Martins, Fernandes, & Zacarias, 2013). In hospitality 

industry, sustainability can be achieved through continuous improvement in 

service operations (Chen, Sloan, & Legrand, 2010) resulting in improved brand 

image which ensures continuous inflow of tourists.For homestay concept to be 

sustainable, great attention and strong strategies are needed to develop it 

further(Samsudin & Maliki, 2015)as homestay accommodationis aspecial 

interest tourism product and is experiential in nature as opposed to traditional 

hotel accommodations(Jamal S. a., 2011; Guttentag, 2015). To improve the 

services, it is necessary to understand the needs and expectations of tourists 

regarding facilities provided by the homestaysand prioritize continuous 

improvement in service attributes that are of utmost importance to 

them(Molina-Azorín, Tarí, Pereira-Moline, Gamero, & Pertusa-Ortega, 2015). 

With the growth of internet based accommodation reservation system in last 

decade, user generated online reviews popularly known as Online Consumer 

Reviews (OCR) or electronic Word of Mouth (e-WOM) has become one 

powerful tool to understand needs, feelings and expectations of tourists 

(Gössling & Lane, 2014).Online reviews have strong influence on decision 
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making by travelers‟ while selecting an accommodation during their travel 

(Gretzel & Yoo, 2008). Through online reviews, travelers who actually stayed 

in accommodations talk about attributes and facilities which becomes the 

information base for other travelers during the process of comparison and 

selection (Filieri & McLeay, 2014).Online reviews reduces the information gap 

between marketers and customers and facilitate useful exchange of information 

between them which helps marketers to design their products and services that 

best suits the needs of customers (Labrecque, Esche, Mathwick, Novak, & 

Hofacker, 2013). Study of online reviews brings an understanding on what 

made tourists to post them online, which in turn help hosts to improve and 

strengthen their services (Park & Allen, 2012).  

Homestays have also become the part of internet based reservation system 

(Kline, Morrison, & John, 2005) and a substantial amount of user reviews has 

been generated and available online. Comprehending the growing importance of 

homestay services and mounting academic interest in the study of online 

reviews as e-word of mouth, authors of this paper determined to understand 

homestay attributes those are often talked about in online reviews and 

sentiments of the reviewers towards the accommodation. Further, literature gap 

in this framework was revealed in the literature review section. To meet the 

objective, quantitative content analysis approach is followed. The results of the 

same are presented. Lastly, findings are discussed on the relative impact of 

online reviews from both academic and managerial perspectives. 

2. Literature Review 

Homestay is an accommodation arrangement in which tourists stay like a family 

member in homes of local residents in a destination, eat food, experience daily 

ways of host‟s life  (Gu & Wong, 2006)in exchange for a payment (Andriotis & 

Agiomirgianakis, 2013). According to (Jamal, 2011), homestay tourism is a 

form of tourism which attracts a particular segment of tourism market in which 

people desire for authentic experiences as it is based on nature, culture and local 

custom. Unlike other accommodation options, homestay provides opportunity 

for tourists to learn about local life and culture (Kontogeorgopoulos, Churyen, 

& Duangsaeng, 2015).Generally, idle rooms in the host‟s private homes are 

provided to interested tourists (Hjulmand, Nielsen, Vesterlokke, Busk, & 

Erichsen, 2003). This becomes an opportunity for hosts to earn some additional 

income and also to meet people from across culture(Lanier & Berman, 1993; 

Gan, Inversii, & Rega, 2018). Homestay has gained substantial attention from 

researchers following its growing demand (Mura, 2015). A number of empirical 

studies have been conducted to understand which attributes of homestays attract 

tourists to choose the accommodation. Homely atmosphere, personalized 

services, home cooked food, authentic local experiences, cultural immersion 

have remained the top reasons among tourists to choose a homestay 

accommodation while travelling(Wang, 2007; Gunasekaran & Anandkumar, 

2012; Agyeiwaah, 2013). Although homestays is a part of experiential & 
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cultural tourism(Wang, 2007), empiricial findings suggest that price also has a 

role to play while tourists decide to stay in a homestay accommodation(Hsu & 

Lin, 2011; Rasoolimanesh, Dahalan, & Jaafar, 2016). Some other reasons 

concluded by previous researches are quiet local neighbourhoods (Tussyadiah 

& Pesonen, 2016), less pollution(Agyeiwaah, 2013), scenery, attractions, liesure 

and relaxation (Hsu & Lin, 2011). Although studies have been done on why 

tourist choose homestays but their sentiments towards the accommodation has 

not been studied yet. One way to know sentiments towards certain product or 

service is sentiment analysis using online consumer reviews (Yu, Duan, & Cao, 

2013). 

Online consumer reviews (OCR) are the big data source for stakeholders of 

business (Qi, Zhang, Jeon, & Zhou, 2016).  They have implication for 

businesses especially on sales and business performance (Ye, Law, Gu, & Chen, 

2011). In case of customers, it helps in their purchase decision. Analyzing OCR 

is a challenging task due to its volume, variety, velocity and veracity (Qi, 

Zhang, Jeon, & Zhou, 2016). This led to the core establishment of Big-data   

commerce, which can help in extracting real time insights from big data to drive 

more profitable business decisions.  In case of tourism-accommodation sector, 

OCR has impact on rate of hotel booking and hotel performance (O'Connor, 

2008). It has become handy to the travelers in their travel planning specifically 

while choosing accommodation (Gretzel & Yoo, Use and Impact of Online 

Travel Reviews, 2008). The negative/positive sentiments expressed in the 

reviews can influence booking intention and trust among readers about 

particular service provider (Lee, Law, &Murphy, 2011). Performance of any 

business can be improved not only by understanding the initial expectation of 

customers but also by learning from the customers‟ word-of-mouth about their 

products. OCRs are more user-oriented and describe the product in terms of 

different usage scenarios and assess it from a user‟s perspective (Chen & Xie, 

2008). Thus they are popularly called electronic word-of-mouth and gives 

insights on consumer preferred attributes of a service and their sentiments 

towards them (Liu & Karahanna, 2017). In manufacturing sector, the 

description or the opinion mentioned on the product attributes are being 

considered for product improvement or product development(Qi, Zhang, Jeon, 

& Zhou, 2016). In homestay accommodation sector too, OCRs have 

implications to operators on attributes those need improvements or facilities 

those are to be added by analyzing the reviews.    

3. Methodology 

Quantitative content analysis was carried out to identify the attributes of 

homestay services.14,084 reviews on homestays in India were obtained from 

TripAdvisor.in through web scrapping. The purpose of the paper is to study 

sentiments towards various attributes of homestays in entire nation. Hence, 

effort was made to collect reviews across locations in India to ensure 

maximum coverage. Based on availability of reviews on the website; the 

International Journal of Pure and Applied Mathematics Special Issue

1570



states of Assam, Himachal Pradesh, Jammu & Kashmir, Karnataka, Kerala, 

Rajasthan, Sikkim, Uttar Pradesh, and Uttarakhand were selected. The data 

was extracted and analyzed using R software. R commands were taken from 

the works of Silge & Robinson (2018), Hadley & Renkun-ken (2015), 

Peterson (2017), and Claudia (2017) and customized as per the need of this 

work.  

Tidy text format approach is employed to analyze the review text. The tidy 

text format is defined as “a table with one-token-per-row. A token is a 

meaningful unit of text, such as a word, that we are interested in using for 

analysis, and tokenization is the process of splitting text into tokens”. Further, 

set of „tidy‟ and „text mining‟ tools are used to approach and infer the 

emotional content of reviews as whether the part of text is positive or 

negative, or even more subtle level difference in emotion like joy or fear. 

Lexicons consist of many English words to which scores are assigned for 

positive or negative sentiment, and also possibly emotions like joy, anger, 

sadness, and so forth. The “nrc” (Mohammad & Turney, 2013) and “bing” 

(Liu) lexicons categorize words in a binary fashion (“yes”/“no”). Based on 

this, “nrc” lexicon classifies words into two sentiments (positive and 

negative) and eight emotions (anger, anticipation, disgust, fear, joy, sadness, 

surprise, and trust) categories. The bing lexicon classifies words into positive 

and negative categories. Both lexicons have more negative than positive 

words, but the ratio of negative to positive words is higher in the „bing‟ 

lexicon than the „nrc‟ lexicon. This will contribute to the higher systematic 

difference in word matches (Silge & Robinson, 2018). Hence net sentiment of 

homestay reviews is analyzed using bing lexicon, and to present more 

nuanced emotions, nrc lexicon is used. 

Single review is a very small section of text, thus it may not have enough 

words in it to get a good estimate of sentiment. For this reason, reviews of 

each state were combined together and every 50 lines were taken as one 

section. Next, counts of positive and negative words from each section were 

obtained. An „index‟ was defined to keep track of on which review we are 

present; this index (using integer division) counts up sections with 50 lines of 

text. Then we calculated net sentiment i.e. positive minus negative.  

Frequency of words in the reviews gives a broader knowledge on most 

spoken attributes and the sentiment attached to them with regard to homestay. 

Word frequency ranged from   13478 to 1. As frequency of words reduced, 

the words were found to be more particular to the unique attribute of 

destination. Correlation test was conducted to gain quantitative outlook of 

similarities and differences between the sets of word frequencies in the 

reviews of homestays located in nine states. For this purpose, „proportion‟ 

was calculated by dividing frequency of a word (n) with total number of 

words (sum(n)). 
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4. Content Analysis 

  Sentiment Analysis 

Sentiment scores are plotted across the plot trajectory of each state (Figure 

1).Net sentiment result of each state is plotted against the index on the x-axis 

that keeps the track of review time in text sections. Homestays in all nine 

states have got more positive reviews than negative. The chart exhibits peaks 

and dips in the sentiment. This might be due to the excellent/poor service 

quality from host side or changes in tastes, preferences or perception among 

the visitors. To get better picture on reasons for the variation in sentiment 

score, reviews were further programmatically analyzed by applying „nrc‟ 

lexicon and results are presented in the form of word cloud. Of the eight 

emotions given in „nrc‟ lexicon, words of four emotions namely joy, 

anticipation, surprise and trust were categorized as positive sentiment (Figure 

2), and the rest four emotions, anger, disgust, fear and sadness are categorized 

as negative sentiment (Figure 3)(Mohammad & Turney, 2013). Certain 

attributes of homestay in stills certain emotions, this is inferred from the size 

of a word‟s text in proportion to its frequency within its sentiment.  

 

Figure 1 : State Wise Homestay Sentiment Plot 

From positive sentiment word cloud (Figure 2), attributes those signified 

„joy‟ are delicious, food, clean, beautiful, love, helpful, welcomed, luxurious, 

friendly, massage, smiling, green, garden and authentic. This indicates that 

offering a warm welcome to the guest, providing excellent services with 

smile and love, being helpful to the guests, providing authentic local 

experiences, giving authentic information as per guests‟ needs, beautiful 

location, luxurious ambience, family maintained gardens, greenery around the 

location  and most importantly delicious food and cleanliness creates 

joyfulness among visitors. Tourists‟ expectations from the homestay can be 

understood by going through the most frequent words used in „anticipation‟ 

lexicon. Tourists anticipate well planned vacation with perfection. The words 

prepared, time, immediate, efficient signifies anticipation of hosts being 
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proactive and efficient in providing services and handling uncertain 

circumstances. Visitors have some expectations regarding neighborhood and 

people in the destination since staying in a homestay provides opportunity to 

interact with locals. Delightful experiences make the tourists more satisfied 

and loyal. The „surprise‟ words in the picture highlight that tourists visit the 

homestays for getting/giving memorable moments for their loved ones. 

Uniqueness of the homestay location such as local festivals, scenic beauty, 

natural vegetation, shopping, and invitation have the potential to surprise the 

guests. Reasonable pricing and providing more than expected definitely 

surprise guests. „Trust‟ is one of the most important antecedents of tourists‟ 

visit, revisit or recommendation. Aspects those contribute in creating trust are 

word-of-mouth i.e. recommendation from others, taking care of visitors by 

hosts  in terms of hospitality, safety and security, providing personal touch by 

being always attentive to them, giving proper suggestions, holiday budget, 

and behavior of staff & host family members. These altogether contribute for 

building up positive sentiment.    

 

Figure 2 : Positive Sentiment Wordcloud 

The study of homestay service attributes which generates negative emotions is 

as important as attributes those generate positive emotions. These emotions in 

the form of anger, disappointment or regret and worry are generated if the 

customer is dissatisfied with the service (Mattila & Ro, 2008). The same is 

expressed online in the form of negative reviews on the service provider. Thus 

an effort is made to extract the attributes those contributed for negative 

emotions among the visitors of homestay. The negative sentiment word cloud 

(Figure 3), presents four segment of words representing four different negative 

emotions; anger, disgust, fear and sadness.  The words in the „anger‟ segment of 

word-cloud are hot, money, words, noisy, politics, broken, strike, complaint, 

chaotic, annoying, fee, disturbed and confusion. These words shows that 

extreme weather conditions, unreasonable price structure that does not result in 

value for money, noisy locality, high fees on activities and nearby attractions, 
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difficulty in reaching the destination, failure in handling concerns of guests by 

some hosts, local politics and strikes creating chaotic situation during travel, 

and broken& ill maintained infrastructure can make the visitors angry.  Words 

in the disgust lexicon with the reviews are toilet, bad, treat, mosquito, sick, 

lying, greedy, weird, dirt, pollution, messy, overpriced, and stinking. Most of 

these words are related to cleanliness, health and hygiene. Some ill maintained 

homestays, hosts being greedy & overcharging, unclean homestay premises 

&locality may result in guests feeling disgusted. The words in the „fear‟ 

segment reflect unforeseen circumstances. „Sadness‟ segment words show that 

visitors feel sad mainly when they are disappointed with the failure of or 

mistake in trip plan. These altogether contribute for building up negative 

sentiment.  

 

Figure 3: Negative Sentiment Wordcloud 

Positive sentiment exceeds negative sentiment by a huge margin (Figure 4). 

Trust and joy are major contributor in building up positive sentiment towards 

homestay suggesting that people find enjoyment in homestay and at the same 

time they also feel safe. Sadness & fear contributes more in building up 

negative sentiments which may have resulted due to unforeseen circumstances 

and disappointment during visit. 

 

Figure 4: Sentiment Plot 
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 Correlation Test 

Homestay services in India altogether have some common attributes and despite 

of different geographical locations with diverse culture. There are some 

differential attributes based on the uniqueness of locality and culture. The 

proportion of similarity and difference were analyzed using correlation between 

the words used in online reviews of different homestays. The results of 

correlation are presented below (Table 1). There is a strong, positive correlation 

between the words in the reviews of homestays located in nine states, which is 

statistically significant (p < .005).The word frequencies are positively correlated 

between all states, correlation coefficient ranges from 0.7816 – 0.9413. Assam 

and Uttar Pradesh word frequencies are less correlated with other states. One 

possible reason for this may be less availability of Homestay reviews of these 

states in the Trip advisor website which leads to less reserve of words.  

However, overall results show that there is a huge commonality in words usage 

in homestay review writing. 

Table 1: Correlation Coefficient of Word Frequencies between Homestays 

 Assam Himachal 

Pradesh 

Jammu & 

Kashmir 

Karnataka Rajasthan Sikkim Kerala Uttar 

Pradesh 

Uttarakhand 

Assam 0.0000                 

Himachal 

Pradesh 

0.8048 0.0000               

Jammu & 

Kashmir 

0.8170 0.9413 0.0000             

Karnataka 0.8243 0.9347 0.9133 0.0000           

Rajasthan 0.8181 0.8707 0.9113 0.8556 0.0000         

Sikkim 0.8342 0.9076 0.8897 0.9078 0.8711 0.0000       

Kerala 0.7981 0.9282 0.9407 0.9113 0.9114 0.9010 0.0000     

Uttar Pradesh 0.8291 0.7816 0.8142 0.7931 0.8036 0.8638 0.8389 0.0000   

Uttarakhand 0.7880 0.8405 0.8917 0.8556 0.8681 0.8891 0.8586 0.8063 0.0000 

Table 2: Distribution of Extracted Reviews 

  State Reviews 

1 Assam 40 

2 Himachal Pradesh 1075 

3 Jammu & Kashmir 425 

4 Karnataka 2505 

5 Rajasthan 1630 

6 Sikkim 534 

7 Kerala 5855 

8 Uttar Pradesh 1240 

9 Uttarakhand 780 

Total 14084 

The existence of more common features than difference is exhibited by word 

frequency comparison plot between Kerala and other 8 states (For example: 

Figure 5). Words those are close to the line in these plots have similar 

frequencies in both sets of texts. Words those are far from the line are words 
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which are found more in one set of texts than another. For example, in the 

review texts of Rajasthan and Kerala (Figure 5),high frequency correlated 

words are „family‟, „breakfast‟, „clean‟, „amazing‟, „food‟, „bed‟, „birds‟, 

„accessible‟, „air‟, „authentic‟, „accommodating‟, „attentive‟, „affection‟, 

„affordable‟, „activity‟ etc. This indicates that guests often talk about: 

facilities provided by homestay, behavior of the hosts, activities they can take 

part and surrounding environment irrespective of homestay they stayed. 

Further, it can be said that these are the attributes of their concern as the 

contents of guest reviews are mostly about what matters to them during their 

stay (Park & Allen, 2013). Words those show low correlations are more 

specific to the reviews of particular homestay location. For example „camel‟, 

„haveli‟, „hut‟, „safari‟ etc. are related to Rajasthan where tourists go for 

desert safaris in camels. Many hosts in Rajasthan offer accommodation in 

mud huts. „Haveli‟ is typical to Rajasthan meaning „Traditional space of 

courtyard house‟ (Bryden, 2004). The words „coffee‟, „Ayurveda‟, „hills‟, 

„boat‟, „good climate‟, gardens etc. relates to Kerala. This is suggestive of 

homestays which are located in hilly areas having pleasant climate as well as 

coffee & tea plantations and house boats available in backwaters. Kerala is 

definitely a popular „Ayurveda‟ treatment hub (Kudlu, 2016). It is evident 

from the frequency of words that attributes or facilities in homestays are of 

more importance to the guests rather than attractions in the destination.  

 

Figure 5: Comparing the Word Frequencies of Kerala and  

Rajasthan Homestay Reviews 

 

Figure 6: Comparing the Word Frequencies of Kerala, Assam and  

Himachal Pradesh Homestay Reviews 
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Figure 7: Comparing the Word Frequencies of Kerala, Jammu Kashmir and Karnataka 

Homestay Reviews 

 

Figure 8: Comparing the Word Frequencies of Kerala, Uttar Pradesh and Uttarakhand 

Homestay Reviews 

 

Figure 9: Comparing the Word Frequencies of Kerala and Sikkim  

Homestay Reviews 

5. Conclusion 

This study examined the frequency of emotional words used by tourists in 

their online reviews of homestays to explore the common and specific 

attributes which are mostly spoken about. The most popular attributes in 

online reviews are of utmost importance to tourists during their stay which 

becomes the basis for others while selecting the accommodation. Findings of 

the study indicate that warm welcome by hosts, excellent service with smile 

and love, being helpful to the guests is among top attributes that guests talk 
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about in reviews. This supports the similar findings of (Tussyadiah & 

Pesonen, 2016) in which they found that „feeling being welcomed at 

someone‟s house and „hospitality of hosts‟ are among top reasons that make 

tourists choose homestay accommodation. Further, findings such as „home-

cooked delicious food‟ supports the findings of (Mura, 2015); „hygiene‟, 

„comfort‟, „scenic beauty‟, „affordable price‟ are at par with findings of(Hsu 

& Lin, 2011; Rasoolimanesh, Dahalan, & Jaafar, 2016); „authentic local 

experience‟ or „authentic information to the guests‟ similar to the findings of 

(Wang, 2007) that guests look for authentic experiences; „providing services 

as per the requirement of guests‟, „unique local festivals‟, supports the 

findings of (Mcintosh & Siggs, 2005)in which „personalized services‟ and 

„unique feature of homestay‟ was found as important attributes that guests 

look for in a homestay accommodation. „Being invited in local celebrations‟, 

„interaction with locals‟, supports the findings of (Agyeiwaah E. , 

Akyeampong, Amenumey, & Boakye, 2014) in which they concluded that 

guests choose homestay accommodation since they want to immerse 

themselves in local culture. It was well understood from the reviews that 

when guests find what they look for in homestays, it results in generating 

positive emotions towards homestays. In the context of sentiment, overall 

results show that positive sentiment towards the attributes of homestay 

accommodation is way higher than negative sentiment. This is a new finding 

as this study is first of its kind in which sentiment analysis on homestay 

accommodation is done. High positive sentiment towards homestay supports 

the logic behind consistent growth of homestay accommodation in the last 

decade(Bhatt, 2012).Negative sentiments, though found very low, are usually 

triggered by problems faced by guests during the stay. The findings of this 

paper such as „unhygienic toilets‟, „mosquitos‟, „dirty surroundings‟ support 

the findings of (Hamzah, 2008) in which „unhygienic conditions‟ in homestay 

made guests feel disgusted. Further, „services not at par with high prices‟, 

„slow response in problem handling, and „unnecessary disturbances, noisy 

environment‟, poor accessibility were among the concerns expressed by some 

guests in their reviews. Strikes and political unrest although not in control of 

hosts, also caused disappointment among guests which contributed to 

negative sentiments. These are new findings in the context of problems faced 

by guests as there are limited researches available particularly on problems 

faced by tourists/guests during the stay in a homestay accommodation.  

6. Implications & Scope for Further Studies 

In general, the study of customer generated information at attributes level 

gives a lot of inputs to the service provider in designing and delivering the 

service thereby one can reduce service quality gaps (Parasuraman, Zeithaml, 

& Berry, 1985). The homestay attributes identified in the analysis of online 

reviews can act as validation for existing items in homestay service 

performance & satisfaction measuring scales. This work throws light on the 

need of further empirical studies on the creation of various emotions in tourists 
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by homestay service performance as well as impact of emotions on word of 

mouth. To the homestay service providers, tourist generated online 

information in the form of reviews brings an understanding about tourist 

preferred attributes of homestay. These help them in designing better 

promotional activities and enhance their services. In addition, sentiment 

analysis of online tourist reviews can act as summary of service performance 

evaluation by tourists. By considering this, service providers can take 

measures to improve their service to ensure their sustainability in the 

industry.  

This work throws light on the need of further studies on the impact of various 

sentiment emotions in enhancing customer relationship. The findings of this 

study should be viewed in light of limitations before generalizing the results. 

First, even though reviews gave rich information, all were extracted from a 

single website. Second, reviews only relating to Indian Homestays were 

taken. Third, reviewers may not be the expert of language and may have used 

words and sentences as per their understanding and vocabulary. Further 

studies using same approach can be conducted by taking reviews from 

different websites as well as taking homestays from across nations. This 

approach can also be extended to conduct similar studies on various other 

services as well as products. 
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