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Abstract.With the changing lifestyle the eating out habit of an average Indian 

has become more frequent. In visiting a restaurant, the user generated reviews 

and ratings of the restaurants act as deciders. The tendency to travel to travel to 

different places and eat fancy foods at different restaurants has led to higher ex-

pectations of facilities provided by restaurants. The present study evaluates the 

importance of various facilities that a restaurant provides on the overall custom-

er rating of the restaurant. Data is extracted from TripAdvisor for the restau-

rants in Andaman and Nicobar Islands. Results indicate restaurants offering 

parking and door delivery facilities are seem to have higher customer ratings. 
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1 Introduction 

According to National Restaurant Association of India (NRAI), in India food ser-

vices has yielded revenue of Rs.3.09 lakh crore in 2017 and is expected to increase its 

revenue to over Rs.5 lakh crore by 2021 [1]. A survey in 2011 conducted across India 

revealed the fact that people on average were eating out once a month. This average 

was further seemed to double in the next two years, and it moved from two to five 

times in 2016 [3]. The Indian food industry is 5th largest in terms of production, con-

sumption, export and expected growth. Millennial generation is completely influenced 

by online reviews and ratings which makes the online reviews trustworthy. 

“TripAdvisor” and “Yelp” are the websites which has played a prominent role in 

the rise of User Generated Content (UGC) in the recent years [2]. UGC helps people 

to make decision on what to eat, where to eat and also what to avoid. The level of risk 

in making decision of which restaurant to choose is now influenced by UGC. Manag-

ers are also seemed to use the reviews and ratings given by the customers to improve 

the quality of their restaurants. The present study tries to examine the impact of vari-

ous restaurant features on the overall customer‟s rating of restaurants in Andaman and 

Nicobar Islands of India. This study uses the UGC from TripAdvisor for the analysis. 

To understand the importance of UGC for hospitality industry and further its effec-

tiveness in impacting customer satisfaction is reviewed in the next section of the lite-

rature review.  
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2 LITERATURE REVIEW 

Trustworthiness of user generated content is at most important for the restaurant 

reviews to be useful to the customer to know about the restaurants. Hence,the litera-

ture review to understand the importance of user generated content and trustworthi-

ness is done below. 

The trustworthiness of any online review is studied by [3]. The increasing Online 

Consumer Reviews [OCR] were analyzed based on 38 interviews who study reviews 

before pursuing. The study found out that content, style, valence of the review and 

positive-negative extremity plays major role in effecting the trustworthiness of any 

review. 

A meta-analytic investigation was conducted to understand the determinants of on-

line review that impact the helpfulness of the review by [4]. With the help of 26 em-

pirical studies it has been classified into two categories of factors. First classification 

is review related factors which includes contents, depth of the review and the age of 

the reviewer. Second classification combines the reviewer‟s background and the dis-

closure of his/her information. The finding is that review depth, age of the reviewer, 

information of the reviewer and his/her expertise has positive influence on the help-

fulness of the review. 

The usefulness and enjoyment of the effect of review was assessed by [5]. This 

study also explained the usefulness and enjoyment of extreme reviews and ratings 

with 5090 reviews form 45 restaurants in New York and London. It was found that 

extreme ratings are perceived as more useful reviews compared to moderate ratings. It 

also declares that size of the review decides whether the review is positive or nega-

tive.  

The effectiveness of positive review on customer‟s purchase behavior was studied 

by [6] and has found the consumer‟s persuasion using elaboration likelihood model. 

The persuasion includes both features based and emotion based intentions of the 50 

participants after looking at the reviews. The findings of this study are that attribute-

based reviews have larger influence over the purchase intentions than that of emo-

tional-based reviews. 

Factors influencing the rating of restaurants by customer in India are evaluated by 

[7]. This study consider online reviews based on various parameters like taste of food, 

value for money, service quality and ambience of restaurants. The findings of the 

study are taste of food and value for money makes significant impact on the rating of 

restaurants. 

While studies on trustworthiness and usefulness of the reviews are well docu-

mented in the literatures mentioned above, studies have also focused on understand-

ing the factors that influence the restaurant‟s rating or customer satisfaction at restau-

rants. Those studies are elaborated below.  

The dinescape factors which influences the revisit of the customers is studied by 

[8]. This study with 205 responds from survey has used ordered logistic regression to 

conclude the factors that is influencing customer‟s revisit to the restaurants. 

A structured interview was conducted among 20 youths in Malaysia by [9] to un-

derstand the revisiting intentions. The study revealed that these youths have three 
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main categories of e-atmospherics which is high speed Wi-Fi. There are also other 

factors which influence the revisit of youths which include cozy ambience and beauti-

ful aesthetics. 

A study was done by [10] to understand what triggers customers to engage in posi-

tive electronic Word Of Mouth (e-WOM). A survey was conducted among 230 stu-

dents, and 201 responses were found useful for the analyses. The results suggested 

that quality of restaurants, satisfactory experience and superior atmosphere helps to 

yield positive e-WOM, whereas price fairness does not contribute to yield positive e-

WOM.  

In order to investigate the factors that influence the revisiting intentions of the cus-

tomer 10,136 online reviews were analyzed form an online community in China. It is 

found that food quality, value and price, quality of the service and atmosphere of the 

restaurant influences the revisit intention. Study [11] used text mining technology to 

identify the indicators to explore customer behavior characteristics. 

Data from 438 luxury restaurants were collected by [12] to examine the nostalgia 

patrons and how nostalgia triggers revisiting intentions among customers. The res-

ponses were examined using Exploratory Factor Analysis [EFA] which revealed that 

nostalgia is influenced by four factors which include food, event, environment and 

staff. This nostalgia leads to higher pleasurable experiences which is the revisiting of 

customers. 

Out of 1000 surveys mailed, 420 responded back which has helped to understand 

and conclude the impact of both positive and negative reviews that a restaurant gets. 

Study [13] has concluded that a positive review has its impact in short term whereas a 

negative review has opposite effect with greater impact on the reputation of the res-

taurant. 

The relationship between eating out and the factors influencing the eating out habit 

in tier 1 and tier 2 cities in India is analyzed by [14]. A questionnaire was generated 

and 229 responses were recorded. It showed that two factors were the key in influen-

cing the eating out habit. Those key factors are those who do not want to cook and 

those who want to try new restaurants. 

Reference [15] studied the various ways in which consumers express the delicious-

ness of the food and framed categories and subcategories of the same. The study used 

the social network site, Yelp to analyze using a qualitative content analysis of online 

restaurant reviews on food establishments in Hawaii. The authors found that 8 differ-

ent categories namely Culinary Sense, Consumer, Affair, Testimonial, Endorsement, 

Matter of heart, Personal signature and Restaurant were often used to express deli-

ciousness. The work contributes significantly to developing quantitative research in 

this area and also in framing improved algorithms targeting better filtering systems in 

social media sites in the segment. 

Therefore our study tries to understand the extent of impact of positive and nega-

tive reviews of the customer rating. Further to doing so, our study also hypothesizes 

that restaurant‟s overall rating is impacted by the featureswhich the restaurants pro-

vide.  
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3 EMPERICAL METHODOLOGY 

3.1 Data description  

The data for the study was scraped from the website Tripadvisor. The restaurants 

were chosen in the order of their rankings. The restaurants which have higher rank-

ings and ratings in Andaman and Nicobar Islands (i.e.), the top 10 restaurants were 

chosen.  

These restaurants have the best features of all the other restaurants in the island. The 

total numbers of reviews for the chosen restaurants were 3816 and the sample for this 

paper is the same. R-studio is the tool used to analyze the reviews for polarity and the 

sentimental analysis is done using stringR, plyr, dplyr and ggplot. 

3.2 Methodology 

The model was estimated using ordered logistic regression. The value of a rating 

ranges between 1 to 5, with 1 indicating terrible rating and 5 indicating excellent rat-

ing. Thus the customer rating variable is an ordered variable. Here, ordered logistic 

regression is used to estimate the equation. 

We estimated a model which is further discussed in equation 1 

Customer Rating = F(Scores*)                   (1) 

Where, Scores = Sentiment polarity score, Wi-Fi, Buffet, Alcohol, Outdoor dining, 

Door delivery and Parking. To account for the features dummy variables were gener-

ated where the score would take the value „1‟if the feature is available and „0‟if it is 

not. 

 

4 RESULTS AND DISCUSSIONS 

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

TABLE I.  RESULTS FOR ORDERED LOGIT REGRESSION FOR  MODEL 

Variable Co-efficient Odds Ratio 

Parking 1.04*** 2.84*** 

Door Delivery 0.72*** 2.07*** 

Wi-Fi 0.52*** 1.68*** 

Outdoor Dining 0.47*** 1.60*** 

Alcohol 0.23 1.02 
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Buffet -0.83*** 0.43*** 

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

Here, the results indicate that customers going to restaurants with parking facility 

and door delivery facility tend to give higher rating. Whereas restaurants with features 

like Wi-Fi, and outdoor dining facility have positive impact. But, restaurants offering 

buffet facility impact the rating and reviews negatively. Among the features, as indi-

cated by odds ratio restaurants with parking facility are seen to influence the restau-

rant rating by over 3 times as compared to the other features. Thus, restaurants with 

parking facility are seemed to have significantly higher ratings as compared to restau-

rants without parking facility.Second in order of influence is the door delivery facili-

ty. Restaurants with door delivery facility in Andaman and Nicobar are seemed to 

have higher customer rating as compared to those who do not have this facility. This 

indicates that tourists visiting Andaman and Nicobar prefer their food to get delivered 

at their place. Wi-Fi and outdoor dining are seem to significantly positively impact 

the customer rating of the restaurants, though these impacts are less than parking and 

door delivery facilities. Restaurants offering buffet seem to have lower ratings. To 

further understand this, it would be necessary to analyze the text reviews in detail 

which could be the scope for future results. 

Thus, the overall results indicate that two of the restaurant features that impact the 

overall rating of the customer are parking facility and door delivery facility. Thus it is 

recommended that restaurants which do not have these facilities should add these 

facilities to their restaurants to improve the customergenerated ratings. 

Result from table indicates that for the Model both the explanatory variables are 

significant at 95% level of significance. 

5 CONCLUSIONS 

This study gives us an understanding of how online customer reviews and ratings can 

improve the prospects of restaurant industries. We were able to estimate how con-

sumers are satisfied with the ratings and reviews offered in TripAdvisor.com for vari-

ous restaurants in Andaman and Nicobar Islands. The results of the study implies that 

better the features of the restaurants, higher the probability of a better rating which 

also increases the customer satisfaction level to avail the service. Restaurants in par-

ticular must focus on offering parking facility and door delivery facility so that the 

rating goes over by 3 times and 2 times respectively. Moreover offering buffet facility 

creates a negative impact on the rating. So it is better that restaurant manager make 

necessary analysis before offering buffet facility at their restaurants. 

6 LIMITATIONS 

The present study is focused only on top 10 restaurants in Andaman and Nicobar 

Islands. The study could have been performed on multiple locations in India. This 

research gap can be cemented by future studies.   
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