
 

 

 

Exploring Three Cities & Their Hotel Rankings 

Akash Navneeth, David Diaz, Jayni Desai, & Spencer Wu 

Naveen Jindal School of Management, The University of Texas at Dallas 

ITSS 4300: Database Fundamentals 

   Professor Thiru Pandian  

 

 

 

 

 

 

 

 

 

 

 

 

 



P a g e  | 2 
 

Content of the Dataset 

Link to the Dataset (Kaggle): 

https://www.kaggle.com/datasets/thedevastator/sentiment-analyses-of-city-hotels 

Booking.com is a travel booking website that allows its page visitors to book hotel 

rooms, flights, car rentals, and so much more all in one convenient place. The specific 

data that the team explored has five different comma-separated values (CSV) files called 

hotel, location, rating_info, amenities, and quality. Each of these tables contains data about 

three cities – New York City, Los Angeles, & Orlando – and how each of these cities’ 

hotels have been rated based on consumer or visitor feedback that was posted on the 

Booking.com website and was compiled onto Kaggle, then the team did some data 

cleaning to ensure that we had only the relevant data necessary from Kaggle. 

Descriptions of each of the tables highlight what data each table contains to further 

explain how the team came to examine this dataset: 

 The hotel.csv file contains data about the hotel names and the number of reviews 

each of those hotels received while also including a hotel ID number for easy 

identification. 

 The location.csv file contains data of which city, state, and zip code each of the 

hotels are located in. 

 The rating_info.csv file contains data of the average rating (on a scale of 1 to 10) 

of how consumers felt about certain aspects of the hotel that they stayed in. 

 The amenities.csv file contains data of what additional amenities are available for 

visitors of each hotel. 

 The quality.csv file contains data of the relative sentiment (as average) of how 

consumers felt regarding their hotel experience, either positive or negative. 

 

 



P a g e  | 3 
 

Business/Project Objective 

The exploration of the ratings of hotels in New York City, Los Angeles, and Orlando is 

to help Booking.com determine which hotels most people tend to visit as well as what 

amenities or hotel characteristics people look for (through number of visits to a 

particular hotel). These findings could help Booking.com find ways to attract more 

consumer/hotel visitors to certain hotels that do not garner enough traction by figuring 

out what kinds of offers the travel company could offer to increase the hotel visits. 

Also based on this data from Booking.com and Kaggle, the team can figure out how 

much of an influence the rating of hotels really has on future hotel visitors. This can be 

accomplished by examining the overall quality rating that these hotels received based 

on the reviews. 

 

Project Insights 

These are the questions that the team has come across to help Booking.com take 

advantage of the data to potentially increase website traffic by highlighting certain 

hotels with offers to potential customers/hotel visitors. To ensure that this is possible, 

below there are ten insights that could improve the Booking.com website’s goals of 

increasing bookings for certain hotels. 

The ten insights that the team is looking into is as follows: 

1. What hotels are the 50 most reviewed on the platform? 

2. Is there a particular city that has more hotels in the 50 most reviewed hotels? 

3. Is there a particular city that has more hotels in the 50 least reviewed hotels? 

4. What is the total number of hotels in each city to have at least 2000 reviews on 

the platform?  

5. What are the ratings for the hotel characteristics for the 10 most rated hotels? 

6. What amenities are offered at the hotels that are in the 10 most rated hotels? 
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7. What are the ratings for the hotel characteristics for the 10 least rated hotels? 

8. What amenities are offered at the hotels that are in the 10 least rated hotels? 

9. Does the number of reviews influence the overall score for the 50 most rated 

hotels? 

10. What hotels are in the top 50 when it comes to overall positive quality? 

 

Target Audience 

Our target audience is going to be the management of Booking.com because the insights 

that the team will gather from this exploration of the dataset pertains to how the 

business could grow. The growth of Booking.com stems from its clients – the hotels – so 

getting to help the hotels grow will in turn increase growth for the Booking.com 

website. 

 

Problem Statement 

The problem that is being faced at the moment is how hotel bookings are being 

influenced by ratings shared on Booking.com. What this report looks to accomplish is 

discover the hotel attributes and reviews that attract the most customers. This would 

allow Booking.com to market and emphasize certain hotels that offer these experiences 

and will in turn increase the consumer base of Booking.com users. 
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Physical Model 

-- MySQL Workbench Forward Engineering 

 

SET @OLD_UNIQUE_CHECKS=@@UNIQUE_CHECKS, UNIQUE_CHECKS=0; 

SET @OLD_FOREIGN_KEY_CHECKS=@@FOREIGN_KEY_CHECKS, FOREIGN_KEY_CHECKS=0; 

SET @OLD_SQL_MODE=@@SQL_MODE, 
SQL_MODE='ONLY_FULL_GROUP_BY,STRICT_TRANS_TABLES,NO_ZERO_IN_DATE,NO_ZERO_DATE,ERROR_F
OR_DIVISION_BY_ZERO,NO_ENGINE_SUBSTITUTION'; 

 

-- ----------------------------------------------------- 

-- Schema mydb 

-- ----------------------------------------------------- 

 

-- ----------------------------------------------------- 

-- Schema mydb 

-- ----------------------------------------------------- 

CREATE SCHEMA IF NOT EXISTS `mydb` DEFAULT CHARACTER SET utf8mb3 ; 

USE `mydb` ; 

 

-- ----------------------------------------------------- 

-- Table `mydb`.`hotel` 

-- ----------------------------------------------------- 

CREATE TABLE IF NOT EXISTS `mydb`.`hotel` ( 

`hotel_id` INT NOT NULL, 

`name` TEXT NOT NULL, 

`numRev` INT NOT NULL, 

PRIMARY KEY (`hotel_id`)) 

ENGINE = InnoDB 

DEFAULT CHARACTER SET = utf8mb3; 
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-- ----------------------------------------------------- 

-- Table `mydb`.`amenities` 

-- ----------------------------------------------------- 

CREATE TABLE IF NOT EXISTS `mydb`.`amenities` ( 

`Fitness Center` INT NOT NULL, 

`Room Service` INT NOT NULL, 

`Family Rooms` INT NOT NULL, 

`Parking` INT NOT NULL, 

`Airport Shuttle` INT NOT NULL, 

`Laundry` INT NOT NULL, 

`Free WiFi.1` INT NOT NULL, 

`Air Conditioning` INT NOT NULL, 

`Pet Friendly` INT NOT NULL, 

`hotel_hotel_id` INT NOT NULL, 

INDEX `fk_amenities_hotel1_idx` (`hotel_hotel_id` ASC) VISIBLE, 

CONSTRAINT `fk_amenities_hotel1` 

FOREIGN KEY (`hotel_hotel_id`) 

REFERENCES `mydb`.`hotel` (`hotel_id`) 

ON DELETE NO ACTION 

ON UPDATE NO ACTION) 

ENGINE = InnoDB 

DEFAULT CHARACTER SET = utf8mb3; 

 

-- ----------------------------------------------------- 

-- Table `mydb`.`location` 

-- ----------------------------------------------------- 

CREATE TABLE IF NOT EXISTS `mydb`.`location` ( 

`city` TEXT NOT NULL, 

`state` TEXT NOT NULL, 

`zip code` INT NOT NULL, 

`hotel_hotel_id` INT NOT NULL, 
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INDEX `fk_location_hotel_idx` (`hotel_hotel_id` ASC) VISIBLE, 

CONSTRAINT `fk_location_hotel` 

FOREIGN KEY (`hotel_hotel_id`) 

REFERENCES `mydb`.`hotel` (`hotel_id`) 

ON DELETE NO ACTION 

ON UPDATE NO ACTION) 

ENGINE = InnoDB 

DEFAULT CHARACTER SET = utf8mb3; 

 

-- ----------------------------------------------------- 

-- Table `mydb`.`quality` 

-- ----------------------------------------------------- 

CREATE TABLE IF NOT EXISTS `mydb`.`quality` ( 

`pos` DOUBLE NOT NULL, 

`neg` DOUBLE NOT NULL, 

`hotel_hotel_id` INT NOT NULL, 

INDEX `fk_quality_hotel1_idx` (`hotel_hotel_id` ASC) VISIBLE, 

CONSTRAINT `fk_quality_hotel1` 

FOREIGN KEY (`hotel_hotel_id`) 

REFERENCES `mydb`.`hotel` (`hotel_id`) 

ON DELETE NO ACTION 

ON UPDATE NO ACTION) 

ENGINE = InnoDB 

DEFAULT CHARACTER SET = utf8mb3; 

 

-- ----------------------------------------------------- 

-- Table `mydb`.`rating_info` 

-- ----------------------------------------------------- 

CREATE TABLE IF NOT EXISTS `mydb`.`rating_info` ( 

`Score` DOUBLE NOT NULL, 

`Cleanliness` DOUBLE NOT NULL, 
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`Comfort` DOUBLE NOT NULL, 

`Staff` DOUBLE NOT NULL, 

`Value` DOUBLE NOT NULL, 

`WiFi` DOUBLE NOT NULL, 

`Location` DOUBLE NOT NULL, 

`hotel_hotel_id` INT NOT NULL, 

INDEX `fk_rating_info_hotel1_idx` (`hotel_hotel_id` ASC) VISIBLE, 

CONSTRAINT `fk_rating_info_hotel1` 

FOREIGN KEY (`hotel_hotel_id`) 

REFERENCES `mydb`.`hotel` (`hotel_id`) 

ON DELETE NO ACTION 

ON UPDATE NO ACTION) 

ENGINE = InnoDB 

DEFAULT CHARACTER SET = utf8mb3; 

 

SET SQL_MODE=@OLD_SQL_MODE; 

SET FOREIGN_KEY_CHECKS=@OLD_FOREIGN_KEY_CHECKS; 

SET UNIQUE_CHECKS=@OLD_UNIQUE_CHECKS; 
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Logical Model/ER Diagram 
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Conceptual Model 
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Project Insights Analysis 

Insight 1 – What hotels are the 50 most reviewed on the platform? 

 

Analysis of Insight – From this insight, it looks like Hotel Pennsylvania is the most-

rated hotel on the platform with an astounding 35,615 reviews. The next highest 

number of reviews is Row NYC at Times Square with 13,536 reviews. This indicates that 

Hotel Pennsylvania seems to be the most popular hotel in the dataset since there is a 

huge disparity in the number of reviews between the number of reviews between this 

hotel and the subsequent hotel in the list. From this initial insight, there is something to 

keep a look out for what makes Hotel Pennsylvania so popular for reviews. So, there 

will need to be some additional insights to find out what makes that hotel special. 
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Insight 2 – Is there a particular city that has more hotels in the 50 most reviewed 

hotels? 

 

Analysis of Insight – Based on this insight, it looks like New York City, NY is 

dominating the list of the 50 most reviewed hotels on the platform, So, what this means 

for the Booking.com platform is that the management team needs to figure out ways to 

promote the hotels in the other two cities – Los Angeles, CA and Orlando, FL – because 

those hotels are not getting as many reviews maybe due to lower density of visitors or 

travelers to those destinations. But to be sure it’s just the density of the population of 

the visitors and not other factors that the hotels are able to influence, this is going to 

require more insights to understand this disparity. 
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Insight 3 – Is there a particular city that has more hotels in the 50 least reviewed 

hotels? 

 

Analysis of Insight – Based on this insight, it looks like Orlando, FL and Los Angeles are 

almost equally dominant in the list of the 50 least reviewed hotels on the platform. 

What this means for the Booking.com platform is that the management team needs to 

figure out ways to promote the hotels in the other two cities – Los Angeles, CA and 

Orlando, FL – because those hotels are not getting as many reviews but there is still 

something unclear about why these two cities are suffering from lower number of 

reviews for the hotels – especially when each of those hotels is getting less than ten total 

reviews on the platform. 
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Insight 4 – What is the total number of hotels in each city to have at least 2000 

reviews on the platform? 
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Analysis of Insight – Based on this insight, it looks like New York City dominates the 

list for the most hotels with more than 2000 reviews for each hotel. This is of no surprise 

since when the team examined the 50 most-rated hotels, NYC was dominating that list 

as well. Moreover, from this insight, it indicated that there is something that hotels in 

NYC are doing that allows them to get more reviews overall compared to hotels in the 

other cities of Los Angeles and Orlando. 
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Insight 5 – What are the ratings for the hotel characteristics for the 10 most rated 

hotels? 

 



P a g e  | 17 
 

Analysis of Insight – Based on this insight, it looks like a majority (9 out of the 10 hotels 

listed) have ratings for each of the hotel rating criteria  of at least 6.0. However, it looks 

like Hotel Pennsylvania (the first hotel on the list with the most reviews), has very poor 

ratings but has the most reviews overall, which indicates that more reviews a hotel has, 

it’s likely to have lower ratings. So, based on this insight, it is clear that the total number 

of reviews a hotel has on the Booking.com platform does not indicate that the hotel is of 

good quality – but it does indicate that the hotel has a lot of visitors who stay in that 

hotel. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



P a g e  | 18 
 

Insight 6 – What amenities are offered at the hotels that are in the 10 most rated 

hotels? 

 

Analysis of Insight – Based on this insight, it looks like the most common amenities 

offered by the 10 most-rated hotels, the fitness center, free parking, and free Wi-Fi. The 

other amenities are sparsely offered between all of those 10 hotels. This indicates that 

out of the amenities, people look for fitness centers, free parking spaces at hotels, and 

free Wi-Fi services, so that they can enjoy their stay – this is because these services are 

so common in the 10 most-rated hotels. So, Booking.com needs to work with other 

hotels to offer these common amenities to draw more customers to other hotels that 

may not be doing so well. 
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Insight 7 – What are the ratings for the hotel characteristics for the 10 least rated 

hotels? 
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Analysis of Insight – Based on this insight, it highlights the issue with few reviews for 

hotels. The issue is that few reviews can skew the perceptions of the hotels themselves, 

because the 10 least rated hotels listed above have ratings above 8.0. So, why are these 

hotels reviewed the least but have the highest ratings? Well, that answer lies in how 

many bookings these hotels might be getting through the Booking.com platform. So, 

Booking.com will need to come up with ways to increase traffic on booking these hotels 

on the platform. 
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Insight 8 - What amenities are offered at the hotels that are in the 10 least rated 

hotels? 

 

Analysis of Insight – Based on this insight, it looks like the most common amenities that 

the 10 least-rated hotels offer its guests include an airport shuttle service and a laundry 

room option. In comparison to Insight 6 (which looked into the amenities offered in the 

10 most-rated hotels), the least-rated hotels are not offering some of the key amenities 

for guests like free Wi-Fi and free parking. This indicates that people refrain from going 

to hotels that don’t offer as many of the ‘given’ amenities that people expect when they 

stay as a guest at a hotel. So, Booking.com can work with these hotels to help bring in 

more guests by creating offers for potential guests and slowly bringing together some of 

the ‘given’ amenities of a hotel stay. 
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Insight 9 – Does the number of reviews influence the overall score for the 50 most 

rated hotels? 

 

Analysis of Insight – Based on this insight, it looks like there is a correlation between the 

number of reviews and the overall score of the hotel of the 50 most-rated hotels. As the 

number of reviews increased, it shows that the overall score has generally decreased. 

So, of course, with the overall score shows that there are some neutral or negative 

reviews that bring down the overall score of hotels that are in top positions of the 50 

most-rated hotels. But to know for sure, this will require one more insight looking into 

the general positive and negative reviews of the hotels. 
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Insight 10 – What hotels are in the top 50 when it comes to overall positive quality? 

 

Analysis of Insight – Based on this insight, it looks like the hotels listed are not the same 

as the 50 most-rated hotels – which is of no surprise because the most-rated hotels had 

overall score of nowhere near the 10 out of 10 rating. As such, the 50 hotels with the 

highest positive ratings out of their respective total reviews/ratings showcase that the 

hotels have moderate traffic/bookings because these hotels were not in the most-rated 

or least-rated lists that were gathered from previous insights/queries. 
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Conclusion 

Booking.com needs to do the following to help improve hotels and increase the 

likelihood the platform gets hotel reviews for future analysis: 

1. Introduce new offers to potential hotel customers to visit certain hotels to help 

hotels increase bookings 

2. Introduce additional offers or discounts after a hotel stay if a customer completes 

a review on the Booking.com platform 

3. Provide information to hotels that use Booking.com in these cities with 

information on what people look for when booking a hotel at these destinations 

(i.e., what hotel characteristics or hotel amenities) 


