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ABSTRACT

ASPECT BASED OPINION MINING
ON HOTEL REVIEW
USING APRIORI ALGORITHM FOR FREQUENT ASPECT FINDING

By

Mochammad Athariq Kanz Hutama
Alva Erwin, ST., M.Sc., MTI, Advisor
Dipl. —Inf. Kho I Eng, Co-Advisor

SWISS GERMAN UNIVERSITY

The emergence of Web 2.0 leads to the development of online review, such as product
and hotel review, where the customer can freely write their opinion towards the hotel.
Consumer opinion is the important source of information for people when deciding to
book the hotel. However, with the increasing amount of review, it is making
impossible for people to read all of the review. Additionally, it is also hard for hotel
management to monitor the consumer opinion.

Aspect Based Opinion Mining is a study of people’s opinion and the aspect towards
the entities. This thesis is a research for finding the product aspect and the opinion
polarity from the hotel review. There are 3 steps to perform the research: (1)
Identifying frequent product aspect using apriori algorithm; (2) Identifying polarity of
the review using SentiWordNet and CoreNLP; (3). The Precision and recall for
predicting aspect and opinion pair is averaging 0.57 and 0.64 respectively, with the
average F-Measure of 0.6, and can generate average of 75% of relevant frequent
aspects. Using SentiWordNet and CoreNLP has high accuracy for predicting the

polarity of the sentiment, with the average of 0.86 and 0.8 respectively.

Keywords: Text Mining, Sentiment Analysis, Natural Language Processing, Opinion

Mining.
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