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Abstract.The rise of technology backed services has increased the participation 

of a generation which is tech savvy. Travel websites are one such technology 

where customers are able to receive unbiased opinions collectively.  Many fac-

tors impact Customer satisfaction on hotel bookings through travel websites. In 

this paper, we investigated the Customer satisfaction on hotel bookings based 

on Customer ratings and Reviews available in the travel website TripAdvisor. 

The results show us that better the hotel category, higher the probability of a 

better rating. 
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1 Introduction 

The Indian tourism industry accounts for 9.6 per cent of the GDP as on 2016, and the 

direct contribution to GDP was USD 71.53 billion. It ranks number 3 when it comes 

to the largest foreign exchange earner for the country. It has been predicted that the 

tourism industry’s direct contribution to GDP is expected to reach US$ 148 billion by 

2027 [1]. 

Figure 1: Direct contribution of Tourism and Hospitality to GDP in India (US$ billion) 

The recent developments in the tourism industry throughout the world and in India 

arepropelled by the online travel websites and tourism ventures. The number of users 

booking a room based on reviews on “meta search” sites is seen to increase over the 
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years. What makes it more appealing to consumers is the sharing of unfiltered ideas 

and opinions through these forums enabling them to make purchase decisions. Tri-

pAdvisor is a travel website containing over 500 million reviews and opinions by 

travellers. The website gives recommendations for the best hotels, lowest airfare, 

great restaurants, and fun things to do. Also, consumers can judge a hotel’s service 

and amenities against the price it charges in a meaningful way. User generated re-

views on websites like TripAdvisor are seen to be reliable and trustworthy [2]. 

 For this study we take customer reviews and ratings of all hotels from TripAdvisor 

Andaman and Nicobar Islands. The islands comprise of 572 islands which are big, 

small, inhabited and uninhabited lands. The population of these islands is around 4 

lakhs and their contribution to the country’s GDP is approximately ₹.4839 crore as on 

2015 [3]. The present study tries to understand the impact of sentiments of a review 

on the overall rating of the hotel. Background literature reviews for this study is dis-

cussed in the next section.  

2 LITERATURE REVIEW 

The impact of social media and online travel websites affecting the choice of custom-

ers has been studied in several literatures. The reliability and trustworthiness of online 

reviews have been the subject of focus for several studies 

User-generated contents (UGC) credibility has been probed in [2] as hoteliers have 

raised complaints. A partial least squares structural model based on components was 

applied to understand the perceptions and intentions of 661 travel consumers in Sin-

gapore on UGC credibility.  The outcome validates that attitude mediates the source 

credibility.  

Reference [4] analyzes how customer reviews affected the perceptions of review’s 

trustworthiness using PLS-based structural equation modeling (SEM). A question-

naire with 22 questions was floated out globally and 355 responses were recorded 

after eliminating responses based on the screening questions. The results indicate that 

the review nature, recency, accuracy, source credibility are prime factors influencing 

the review’s trustworthiness.  

The importance of the content generated by users in travel websites for the tourism 

industry has been studied by [5]. Two phases of interviews, the first in London and 

the next in Boston were conducted with hoteliers, hotel managers, hostel owners, 

travel bloggers, travel community founders and users who have been active on Tri-

pAdvisor using a netnographic approach. The study shows that traveler’s conclusions 

about a hotel’s reputation are based on the reviews generated by users and manage-

ment of this content can make or break the business.  

Analysis [6] on a sample of 100 hotels in London which were selected randomly to 

measure how actively they managed their reputation on TripAdvisor, shows that to 

generate more business and maintain loyalty, hotels should actively monitor and man-

age their reputation on travel websites.  

Reliability of the ratings on TripAdvisor has been investigated by [7]. SNA and a 

reviewer centric methodology on a total of 19,691 reviews from 249 hotels in Singa-
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pore that were generated by 17,021 unique users was used for investigation. The re-

sults point out that the reviews on TripAdvisor are reliable. 

Study [8] examined how promotions through social media channels affected the 

success of Indian tourism using interpretative structural modeling. For identifying the 

factors affecting success, interviews were done with 35 tourist operators from Tamil 

Nadu. The results show that the tourist destination, customer engagement through 

social media and sharing of travel experience are three main factors which affected 

the success rate of tourism in India. 

The impact of social media and online travel websites affecting the choice of cus-

tomers has been studied in several literatures. Online reviews impact on customer 

satisfaction has been the subject of focus for several studies.  

An analysis by [9] on tourist satisfaction from online ratings and reviews has been 

performed using latent dirichlet allocation approach. Around 19 dimensions were 

uncovered from 266,544 online reviews for 25,670 hotels which were located in 16 

countries. The results indicate that the prime dimensions impacting customer satisfac-

tion were room experience and service quality, with the dimension of value for money 

showing the least impact on consumer satisfaction. 

An evaluation by [10] shows how hotel room sales were impacted by online user 

reviews. Using a log linear model, 3625 reviews of 248 hotels in China were eva-

luated. It was found that online reviews impact the hotel room sales and the room 

rates negatively impacted sales. 

Study [11] has been done on how customer ratings of a hotel are affected by fac-

tors like the type of customer making use of the hotel’s facilities and attributes like 

sleep quality, location, room quality, service, value for money and cleanliness using 

ordered logistic regression model. The study involved 842 reviews of star rated hotels 

in Goa. From the results they were able to conclude that service and room quality 

were the two factors boosting the overall rating. 

[12] Discovers the difference in rating patterns of chain and independent hotels us-

ing ANOVA. A total of 37,652 ratings, independent and chain hotels combined from 

various regions across the world and different profiles of customers were used for this 

purpose. Results indicate that chain hotels were rated higher and were subject to stric-

ter reviews. Based on the customer profile, couples rated hotels leniently compared to 

other profiles. 

According to [13] a 2×2 matrix was used to perform a conjoint analysis between 

customers overall rating and hotel star classification to determine the effect of 

attributes like service, location, rooms, value, sleep quality and cleanliness on these 

factors. From TripAdvisor around 1280 reviews of four hotels which were star rated 

in the suburbs of New York were taken for the study. The results indicate that the 

attribute room persisted to be the top decider of a higher rating while the location of 

the hotel was least important attribute.  

 Thus our study hypothesizes that customer’s overall satisfaction is impacted by the 

type of hotel. Further our study also tests if positive sentiments of the reviews have a 

higher impact on the overall customer ratings as compared to negative or neutral re-

view sentiments. 
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3 EMPERICAL METHODOLOGY 

3.1 Data description  

Customer reviews of the hotels from Andaman and Nicobar Islands were scraped 

from TripAdvisor using RStudio. The RStudio packages rvest and stringr were used 

to scrape the data from the website. There were 56 hotels in total in Andaman and 

Nicobar Islands. They were classified into three categories based on the price viz. 

Budget, Mid-range and Luxury. 10 hotels did not fall under any category, so we 

dropped these from the dataset.  

Using over 10,646 reviews, a polarity test was carried out to identify the sentiment 

of a review using Opinion Lexicon. The RStudio packages plyr, dplyr, stringr and 

ggplot2 were used to get the scores of sentiment analysis. 

3.2 Methodology 

The models were estimated using ordered logistic regression. We have taken ordered 

logistic regression because TripAdvisor has employed a scale for rating. The overall 

rating was measured on a 5 point rating scale varying between “Terrible” to “Excel-

lent” measured from 1 to 5 respectively.  

We estimate two models which are further discussed in equation 1 and 2  

OR = β1+ β2LUX + β3MID + β4SCO + U              (1) 

OR = β1+ β2LUX + β3MID + β4POS+β5NEG + U            (2) 

Where, OR = Overall Rating, LUX = Luxury Hotel, MID = Mid- range Hotel. LUX 

and MID are dummy variables capturing the type of hotels with budget hotels being 

the reference category. SCO = Sentiment score of the text review using Opinion Lex-

icon in model (1).  

Further in model (2), the review scores were classified into positive, negative and 

neutral sentiments. The positive polarity of the text review indicates a score where the 

value is greater than 0, while negative polarity is less than 0 and neutral is equal to 0. 

POS = Positive polarity of review, NEG = Negative polarity of review where POS 

and NEG are dummy variables capturing the type of polarity of the review with neu-

tral polarity reviews being the reference category. U = Error Term. 

 

4 RESULTS AND DISCUSSIONS 

The results of ordered logistic regression are given in Table I. 

TABLE I.  RESULTS FOR ORDERED LOGIT REGRESSION FOR MODEL 1 & 2 
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VARIABLES MODEL 1 MODEL 2 

LUX 3.201*** 3.177*** 

MID 1.270** 1.296** 

SCO 2.461***  

POS  2.762*** 

NEG  0.048*** 

Chi Square 2129.84*** 3111.52*** 

Observations 10031 10031 

Note:  *** 1%; ** 5%; * 10 % level of significance. 

The results from Table I,indicate that customers staying at luxury hotels have three 

times higher probability of giving a higher rating to the hotels as compared to those 

staying at budget hotels. Similar positive probability is seen from customers of mid – 

range hotels as compared to budget hotels with odds ratio being a higher value than 1. 

Further from the results of model 2, the odds ratio of sentiment scores indicates that 

positive reviews have much higher impact on overall rating as compared to negative 

reviews. The positive reviews increased the ratings almost thrice while the negative 

reviews brought down the ratings by 0.95 times. 

5 CONCLUSIONS 

The present study gives us an understanding of how online reviews can improve busi-

ness prospects of hotels in the tourism industry and its importance in online travel 

websites. We were able to evaluate how customers are satisfied through ratings and 

reviews in TripAdvisor.com for Luxury, Mid-range and Budget hotels in Andaman 

and Nicobar Islands. The results of the study signify that better the hotel category, 

higher is the probability of a better rating which eventually increases the customer 

satisfaction level to avail the service. Taking into consideration the sentiment scores 

of reviews, the service providers should provide every customer a good experience at 

their facilities so as to increase their chances of getting positive reviews which even-

tually increases their ratings and inflow of customers. 

6 LIMITATIONS 

The present study is focused only on hotels in Andaman and Nicobar Islands. The 

study could have been performed on multiple locations in India. This gap can be 

augmented by future studies.   
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