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Abstract - Opinion mining is very much essential in 
commerce websites, furthermore, advantages with 
individuals. An ever-increasing amount of results are stored 
on the web as well as the amount of people acquiring items 
from the web are increasing, as a result, the users reviews, 
or posts are increasing day by day. The reviews towards 
shipper sites express their feelings, discourse groups, blogs, 
etc. there will be extensive add up for web, which are 
functional to both makers and clients. The process of finding 
the user's opinion about the topic or product or problem is 
called opinion mining. Analyzing emotions from the 
extracted opinions is defined as sentiment analysis. The goal 
of opinion mining and sentiment analysis is to make 
computers able to recognize and express emotion. This work 
concentrates on mining reviews from the websites which 
allows users to freely write the view. It automatically 
extracts the reviews from the metric parameters to measure 
the performance of each algorithm. Determining a 
consensus opinion on a product sold online is no longer easy 
because the assessments have become more and more 
numerous on the Internet. This problem can be addressed by 
various ways, such as looking for feelings expressed in the 
documents and exploring the appearance and syntax of 
reviews. Opinions and reviews can be easily posted on the 
Web, such as on merchant sites, review portals, blogs, 
Internet forums, and much more. 
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1. INTRODUCTION 

 
Nowadays it is difficult for the management of any    hotel 
to manually analyze or study each review and see if the 
customer is satisfied or not. Also, the online availability of 
reviews allows other customers to check which hotel 
provides the best value. The huge amount of online reviews 
is available, so it is difficult to analyze and quantify each 
review manually. In this project through opinion mining 
using decision tree algorithms we are classifying the 
reviews skewed output. The Review given by customers 
plays a major role in the success of a hotel. Therefore, the 
objective of the research is to provide a strong mechanism 
of hotel searches and generate an optimum rating by 
extracting some elements from the reviews which help the 
customer and hotel management in the hotel evaluation. 
Social media plays a very important role in almost 
everybody’s day to day life. It allows people to convey what 
they think and feel about the products on E-commerce 

websites. This is called an opinion or review. It aims to 
determine the mood of the writer or attitude of the 
speaker; whether it is positive or negative towards the 
product. These positive or negative emotions expressed by 
the people are known as sentiment. Different websites 
allow different review structures to be followed. Sentiment 
analysis extracts valuable subjective information from the 
raw text of reviews. The mining, classification and 
collection of information from these online customers are 
very important to the product manufacturers, as it 
provides them information about any product defects at an 
early stage from the customer’s complaints that could 
quickly proliferate through the Internet. Sentiment analysis 
is gaining more importance in the research study of text 
mining and natural language processing (NLP). Opinion 
Mining for Restaurant Reviews is a web application which 
gives the review of the feedback that is posted. The major 
challenge while running a hotel is to satisfy the customers. 
The reviews given by the customers play a major role in 
the success of a hotel. 

 

2. LITERATURE SURVEY 

A. Data mining: 

It states that the data mining "involves the use of refined 
data analysis tools to discover previously unknown, valid 
patterns and relationships in large data sets." The report 
describes data mining as using a "discovery approach" in 
which algorithms examine the relationships to identify 
patterns. Data mining is also called knowledge discovery 
in databases, in computer science, the process of 
discovering interesting and useful patterns and 
relationships in large volumes of data. The field merges 
tools from statistics and from AI (such as acoustic 
networks and machine learning) with database 
management to analyse large digital collections, known as 
data sets. A successful data warehousing strategy requires 
a powerful, fast, and easy way to develop useful 
information from the raw data. Data analysis & data 
mining tools use quantitative analysis, cluster analysis, 
pattern recognition, correlation discovery, and 
associations to analyse data with little or no IT 
intervention. Data Mining is the process of analysing the 
data from different perspectives to discover relationships 
among separate data items. Data mining software is one 
of the several different ways to analyse data and can be 
used for several different reasons. Data Mining 
Classification and Prediction - Learn Data Mining in 
simple and easy steps starting from basic to advanced 
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concepts with examples Overview, Tasks, Data Mining, 
Issues, Evaluation, Terminologies, Knowledge Discovery, 
Systems, Query Language, Classification, Prediction, 
Decision Tree Induction, Bayesian, Rule Based 
Classification, Miscellaneous Classification Methods, 
Cluster Analysis. 

B. Opinion mining: 

Opinion Mining, also referred to as opinion mining, is an 
accession to natural language processing (NLP) that 
identifies the emotional tone behind a body of text. This is 
a popular way for organizations to determine and 
categorize opinions about a product, service or idea. It 
involves the use of data mining, machine learning (ML) 
and artificial intelligence (AI) to mine text for sentiment 
and subjective information. Opinion Mining, also referred 
to as opinion mining, is an approach to natural language 
processing (NLP) that identifies the emotional tone 
behind a body of text. This is a popular way for 
organizations to determine and categorize opinions about 
a product, service or idea. It involves the use of data 
mining, machine learning (ML) and artificial intelligence 
(AI) to mine text for sentiment and subjective 
information. Opinion Mining systems help organizations 
gather insights from unorganized and unstructured text 
that comes from online sources such as emails, blog posts, 
support tickets, web chats, social media channels, forums 
and comments. Algorithms replace the manual data 
processing by implementing rule-based, automatic or 
hybrid methods. Rule-based systems perform sentiment 
analysis based on predefined, lexicon-based rules while 
automatic systems learn from data with machine learning 
techniques. A hybrid sentiment analysis combines both 
approaches. In addition for identifying sentiment, opinion 
mining can extract the polarity (or the amount of 
positivity and negativity), subject and opinion holder 
within the text. Furthermore, sentiment analysis can be 
applied to varying scopes such as document Sentiment 
Analysis (SA) is an on-going field of research in the text 
mining field. Sentiment Analysis (SA) is an estimated 
treatment of opinions, sentiments and subjectivity of text. 
The survey paper tackles a comprehensive overview of 
the last update in this field. Many recently proposed 
algorithms, enrichments and various SA applications are 
investigated and presented briefly in this survey. These 
articles are classified according to their contributions in 
the various SA techniques. The related fields of SA 
(transfer learning, emotion detection, and building 
resources) that attracted researchers recently are 
discussed. The main target of this survey is to give a 
nearly full image of SA techniques and all the related 
fields with brief details. Vendors that offer sentiment 
analysis (SA) platforms or SaaS products include Brand 
watch, Hoot suite, Lexalytics, NetBase, Sprout Social, 
Sysomos and Zoho. Businesses that use these tools can 
review customer feedback more regularly and proactively 
respond to changes of opinion within the market. 

Challenges associated with sentiment analysis typically 
revolve around inaccuracies in training models. 
Objectivity, or comments with a neutral sentiment, tend to 
pose a problem for systems and are often misidentified. 
For example, if a customer received the wrong colour item 
and submitted a comment "The product was blue," this 
would be identified as neutral when in fact it should be 
negative. Sentiment can also be challenging to analyse 
when systems cannot understand the context or tone. 
Answers to polls or survey questions like "nothing" or 
"everything" are hard to categorize when the context is 
not given, as they could be labelled as positive or negative 
depending on the question. Similarly, irony and sarcasm 
often cannot be explicitly trained and lead to falsely 
labelled sentiments. 

C. Decision tree: 

A Decision Tree has many analogies in real life and turns 
out, it has influenced a wide area of Machine Learning, 
covering both Classification and Regression. In decision 
analysis, a decision tree can be used to optically and 
notably represent decisions and decision making. A 
decision tree is a map of the possible outcomes of the 
series of related choices. It allows an individual or an 
organization to weigh possible actions against one 
another based on their costs, probabilities, and benefits. 

3. SYSTEM DESIGN 

Sentiment Analysis (SA) is the continuing field of research 
in the text mining field. SA is the estimated treatment of 
opinions, sentiments and subjectivity of text. These 
articles are classified according to their contributions in 
the various SA techniques. The related Fields to SA that 
attracted researchers recently are discussed. The main 
target of this survey is to give a nearly full image of SA 
techniques and related fields with brief details.  

 
3.1 BLOCK DIAGRAM 

 
Fig 1: Opinion Controller System 
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3.2 SNAPSHOTS 
 

 
 

Fig 2: Searching Hotel On The Basis of Rating 
 

 
Fig 3: Hotel Management System 

 

 
 

Fig 4: Rating the Hotel 

 
Fig 5: Feedback through Emoji and Rating 

 
Fig 6: All the Reviews about Hotel 

 
4. CONCLUSION 

To conclude, the use of an opinion mining or sentiment 
analysis to mine a numerous unstructured data has 
become an essential study problem. Development of better 
products, services, and good business management are the 
products of sentiment analysis. The review paper 
presented the related work done until the time in the 
Sentiment Analysis field. This will help us in deciding the 
best text classifier in an opinion mining and sentiment 
analysis. No existing method found which is more general 
and suitable to be language dependent. 
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