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Article Info Abstract

Submitted: This study offers a thorough examination of online reviews to gain in-
January18™ 2024 sights into visitor opinions and experiences at Kuta Beach, a renowned
Accepted: tourist attraction in Bali, Indonesia. Using advanced techniques in senti-
March 25™ 2024 ment analysis and data analytics, the research investigates 3,726 online
Published: reviews from January 2016 until October 2023, carefully analysing the

March 30™" 2024 content and emotional tone of each review. The research indicates that
Kuta Beach is generally well-regarded, with a median review rating of 5
and a mean sentiment polarity of 0.41. However, there are significant is-
sues raised about cleanliness and overcrowding. Aspect-Based Sentiment
Analysis (ABSA) has identified cleanliness and crowdedness as im-
portant factors that impact visitor satisfaction. The findings of the study
indicate that it is vital to address these concerns in order to improve the
visitor experience and maintain the beach's popularity. In addition, the
research provides valuable suggestions for enhancing visitor satisfaction,
including addressing overcrowding, improving cleanliness, and fostering
connections with local communities to promote sustainable tourism de-
velopment. This analysis not only offers a glimpse into current visitor
experiences but also enhances our understanding of consumer sentiments
in the age of the internet, which is crucial for effective tourism manage-
ment and marketing strategies.
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INTRODUCTION overall success of businesses. Emphasising
the influence of online reviews on cus-

Background tomer satisfaction and service offerings, a

Online reviews are important in the
hospitality and tourism industry as they
have a significant impact on consumer at-
titudes, purchasing decisions, and the

http://ojs.unud.ac.id/index.php/eot 76

study by Schuckert et al. (2015) high-
lighted the critical role of these reviews in
the online sales of the hospitality and tour-
ism industry. Furthermore, the study by
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Hlee et al. (2018) highlights the considera-
ble influence of online consumer reviews
on consumer attitudes and purchasing be-
haviours. This underscores the increasing
power and potential of online reviews in
shaping consumer decisions within the
hospitality and tourism sector. In addition,
the research examined the impact of online
reviews on consumer purchasing deci-
sions. It concluded that online reviews are
powerful marketing tools that significantly
contribute to the success of hospitality and
tourism management in terms of promo-
tion, online sales, and reputation manage-
ment (Chiang, 2020).

Online reviews play a crucial role in
shaping the reputation and popularity of
businesses in the hospitality and tourism
industry. Online consumer reviews have
become crucial sources of information for
travelers, shaping their choices when it
comes to travel destinations, hotels, and
tourism services (Zhang et al., 2010). The
influence of online reviews reaches beyond
just the business side of things. A study
conducted by Al-Mughairi et al. (2021)
sheds light on the economic and social ef-
fects of COVID-19 on the tourism and hos-
pitality sector, emphasising the crucial role
that online reviews play in the industry's
ability to bounce back and thrive. Examin-
ing these reviews can reveal patterns and
insights that are extremely valuable for en-
hancing services and implementing effec-
tive marketing strategies. This is especially
important for destinations such as Kuta
Beach in Bali, where the online presence
and reputation can have a significant im-
pact on the number of tourists visiting.

Conducting a comprehensive exam-
ination of online reviews not only allows
for a better understanding of current con-
sumer opinions, but also enables the pre-
diction of future trends. This paper delves
into a comprehensive examination of
online reviews for Kuta Beach in Bali, a
popular tourist spot. Utilizing sophisticated
data analytics techniques, such as senti-
ment analysis, the research seeks to ana-
lyse the intricacies of consumer reviews.

http://ojs.unud.ac.id/index.php/eot

The research offers a thorough analysis of
visitor experiences and perceptions by or-
ganising sentiments and identifying key
themes. This approach not only provides a
more comprehensive grasp of consumer
sentiment but also contributes to a more
nuanced perspective on how Kuta Beach is
perceived in the digital realm.

LITERATURE REVIEW

Online Reviews

Online reviews have gained signifi-
cant importance in influencing consumer
purchase decisions. They provide valuable
information that can help minimize uncer-
tainty and mitigate risks associated with
purchasing higher-priced products (Jiang
etal., 2020; Liang et al., 2021). The impact
of online reviews on consumer behavior
can differ based on various factors, includ-
ing when they are presented, the popularity
of the product, and the characteristics of
the consumer (Camilleri, 2020; Tamimi &
Sebastianelli, 2016; Zhu & Zhang, 2010).
Furthermore, the structure and qualities of
online reviews, such as their ease of under-
standing, the profile of the reviewer, and
the perceived trustworthiness, have a sub-
stantial impact on how consumers perceive
and decide to make purchases (Cheung et
al., 2012; Fang et al., 2016; Jin et al.,
2021). In addition, online reviews have a
significant impact on sales. Research indi-
cates that they hold more sway over less
popular products and those with higher en-
gagement (Kang et al., 2022; Zhu &
Zhang, 2010). Businesses are realizing the
significance of effectively managing
online reviews and engaging with custom-
ers to promote themselves in the digital
space (Sparks & Bradley, 2014).

The study of online reviews and
their influence on consumer behavior has
prompted researchers to delve deeper into
the determinants of perceived trustworthi-
ness in reviews. Various factors have been
examined in previous studies, including the
credibility of online reviews, the impact of
peer reviews on source credibility, and the
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role of trust in reducing consumer per-
ceived risk online (Harridge-March, 2006;
Nowak & McGloin, 2014). In a study con-
ducted by Ladhari & Michaud (2015), it
was discovered that including personal in-
formation in online reviews can enhance
the perceived credibility of the reviews and
subsequently impact people’s intentions to
book hotels. Nevertheless, the task at hand
is to distinguish trustworthy reviews from
the vast array of online sources. The de-
pendability of online reviews is influenced
by different aspects of the message and the
credibility of the source (Coursaris et al.,
2017). Hence, studying the dependability
of online reviews is a crucial field of study
that necessitates a thorough grasp of the el-
ements that contribute to the reliability and
credibility of online content.

Online reviews have become an es-
sential factor in consumers' decision-mak-
ing processes across different industries,
such as hospitality, healthcare, and e-com-
merce. Online reviews have received con-
siderable attention due to their credibility,
as numerous studies have identified vari-
ous factors that influence their validity.
Various factors, including the reviewer's
background, the quality of the argument,
and the credibility of the source, have been
shown to impact how online reviews are
perceived in terms of their helpfulness and
trustworthiness (Kwok, 2016; McGrath et
al., 2018; Tran & Can, 2020). In addition,
the reliability of online reviews can be sig-
nificantly impacted by factors such as re-
viewer profile photos and the presence of
fake information in reviews, as highlighted
in studies conducted by Kim et al. (2020)
and Baker & Kim (2019). Moreover, the
significance of online reviews on con-
sumer behavior, including travel intentions
and product evaluations, highlights their
perceived credibility and impact on deci-
sion-making (Su et al., 2021; Yang et al.,
2021).

Google Reviews
Google reviews have become a cru-
cial tool for evaluating user opinions and

http://ojs.unud.ac.id/index.php/eot
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feedback on a wide range of products and
services. In the field of healthcare, Google
Trends has been used to track online be-
havior and analyze health-related subjects,
offering valuable insights into public
health issues (Mavragani et al., 2018). In
addition, a systematic review conducted by
Nuti et al. (2014) sheds light on the grow-
ing utilization of Google Trends in
healthcare research. The review empha-
sizes the importance of evaluating the
methodology and validating the tool, high-
lighting its relevance in health-related
studies. In a recent study by Khan & Loan
(2022), the authors explore the use of
Google Maps reviews as a tool to evaluate
public libraries. This research highlights
the potential of Google reviews to go be-
yond healthcare and be applied to other
public services and facilities.

An interesting study conducted by
analysed Google Maps reviews to gain in-
sights into user perspectives on public li-
braries, highlighting the broader impact of
Google reviews beyond just health care.
The study found that Google Maps reviews
offer valuable insights into how users per-
ceive library services and facilities, high-
lighting the importance of these reviews in
evaluating public institutions (Borrego &
Comalat, 2020). In addition, the study un-
derscores the significance of Google Play
reviews in shaping users' choices when it
comes to using apps. It sheds light on the
wider implications of Google reviews on
consumer behaviour and decision-making
(Masturoh et al., 2023). Research has
shown that Google reviews have a substan-
tial impact on tourists' choices and their
overall impressions of tourist destinations
(Fu & Pan, 2022).

Online reviews of tourist attractions
have become increasingly important for in-
vestors, consumers, and operators in the
tourism industry. These reviews are now
seen as crucial for the functioning and pro-
motion of tourist attractions. It is evident
that Google reviews, being a type of online
word-of-mouth, play a significant role in
influencing the popularity of tourist
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attractions. In the field of tourism demand
forecasting, researchers have explored the
use of Google data, including search en-
gine data, to enhance the accuracy of pre-
dicting tourist arrivals (Pan et al., 2012).
This indicates that Google reviews, along
with other Google data, can offer valuable
insights into the online search habits of
tourists and help improve demand forecast-
ing for tourist destinations. Furthermore, it
is important to exercise caution when using
Google search volume data for forecasting
tourism and hospitality economic activi-
ties, as highlighted by Pan et al. (2012). It
is important to maintain a balanced ap-
proach when utilising Google reviews and
other Google data for tourism-related fore-
casting and analysis.

These references highlight the wide
range of applications for Google reviews in
assessing user opinions in various fields,
including healthcare, consumer products,
services, and tourism. In conclusion,
Google reviews serve as a valuable source
of user-generated feedback and opinions,
offering insights into various aspects of
products, services, and public institutions.
The references cited demonstrate the wide-
ranging applications of Google reviews,
from assessing public health concerns to
understanding user perspectives on public
services and consumer applications. As
such, Google reviews play a crucial role in
informing decision-making processes and
providing valuable insights for researchers,
practitioners, and consumers across differ-
ent domains. Google reviews are increas-
ingly influential in shaping tourists' per-
ceptions and decisions regarding tourist at-
tractions. They are considered a crucial
component in the marketing and operation
of tourist attractions, and their role in en-
hancing the accuracy of tourism demand
prediction is being recognized.

Sentiment Analysis

Customer reviews and sentiments
from online reviews is essential in various
industries. It encompasses the automated
extraction of emotions, attitudes, and

http://ojs.unud.ac.id/index.php/eot

opinions from online content (Sowjanya,
2020). Utilizing sentiment analysis, online
reviews can be assigned sentiment scores
that span from negative to neutral to posi-
tive (Lai etal., 2021). It is crucial to engage
in this process to analyse sentiments ex-
pressed in various forms of communica-
tion, such as comments, reviews, tweets,
feedback, and even critical remarks from
users or customers (Nufus et al., 2021). In
addition, sentiment analysis has become a
crucial component in automating the ex-
traction of information from text, such as
online reviews.

This area of research has gained sig-
nificant interest in recent times (Mu et al.,
2021). Sentiment analysis plays a signifi-
cant role in this regard (Cai & Yun, 2020).
It is widely utilized to assess and document
the tone or sentiment of social mentions,
making it an essential component of social
listening tools (Tejasvi et al., 2023). This
sentiment analysis has proven to be valua-
ble in exploring and comprehending emo-
tions, expressions, and attitudes in the text
(Cheng et al., 2017). Ultimately, sentiment
analysis plays a crucial role in extracting
and evaluating customer sentiments from
online reviews. This process allows busi-
nesses to gain insights into customer satis-
faction, assess public sentiment, and ana-
lyze how sentiments evolve in response to
significant events.

METHODS

Web scraping

Web scraping has become a crucial
tool in various domains, allowing for the
extraction of data from websites. It facili-
tates the automated retrieval of information
from the internet, empowering researchers
to acquire extensive datasets for analysis
and informed decision-making. In their
study, Rahman et al. (2020) delve into the
categorization of web scraping techniques,
including content scraping, web scraping,
price scraping, and database scraping.
They also shed light on popular scraping
tools like Web Content Extractor and
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Screen Scraper, showcasing the wide range
of applications of web scraping in extract-
ing various types of information from the
internet. In addition, Khan et al. (2020)
highlights the use of intelligent algorithms
for web crawling and scraping, along with
the ability to automatically update tem-
plates. This suggests that web scraping
technologies are constantly evolving to im-
prove the efficiency of data gathering and
updating from websites, showcasing the
ongoing progress in methods for enhancing
data collection processes. In a study con-
ducted by Zhang et al. (2015), the authors
discuss the proper use of web scrapers for
non-commercial academic research. They
highlight the significance of following
terms of service (TOS) when utilizing web
scraping tools. Web scrapers play a crucial
role in extracting data from the web for ac-
ademic, commercial, and research pur-
poses. It is important to highlight the im-
portance of legal and ethical considerations
when using these tools.

Data Visualisation

Matplotlib and Seaborn are two Py-
thon libraries that are frequently utilized
for the purpose of data visualization and
the creation of figures of high-quality. It is
well known that Matplotlib is capable of
producing figures and visualizations that
are suitable for publication (Harris et al.,
2020). It is frequently used in conjunction
with Seaborn, which provides a wide range
of customization options and exposes the
Matplotlib objects that lie beneath them,
making it possible to generate figures that
are polished and suitable for publication
(Waskom, 2021). It is common practice to
use the combination of Matplotlib and Sea-
born in order to generate better visualiza-
tions. This is because other libraries are
lacking in particular capabilities.

Both Matplotlib and Seaborn can be
utilized in the context of scientific re-
search, and their application is not re-
stricted to any particular domain. Addition-
ally, they are utilized in projects that re-
lated to machine learning, retrieval of

http://ojs.unud.ac.id/index.php/eot

functional enrichment, and forecasting of
fuel consumption in various modes of
transportation (Budzynski & Stadkowski,
2022; Manzini et al., 2021; Hirschwald et
al., 2021). In addition, these libraries are
utilized for the purpose of analyzing and
forecasting the World Happiness Report by
utilizing datasets from the previous year
(Zhang, 2023). In conclusion, Matplotlib
and Seaborn are indispensable tools for
data visualization in Python. These tools
are utilized extensively in a wide range of
scientific fields for the purpose of produc-
ing high-quality visualizations and figures.

RESULTS AND DISCUSSIONS

Kuta Beach, situated in the Badung
Regency of Bali, Indonesia, is widely rec-
ognized as a top tourist spot, drawing in a
significant number of visitors each year
(Mauludy et al., 2019). The beach is an im-
portant factor in the informal tourism em-
ployment sector, where vendors have a vi-
tal role in Bali's tourism industry (Cukier
& Wall, 1994). Nevertheless, Kuta Beach
encounters obstacles like coastal erosion
and sediment erosion, posing a threat to the
area's stability and appeal as a tourist spot
(Kenoly et al., 2023; Makfiya et al., 2020).
In addition, the beach has been affected by
contamination from marine debris, which
has had a negative impact on its water qual-
ity and environmental sustainability (Putra
& Husrin, 2017). Extensive research has
been conducted on the tourism industry in
Kuta Beach, covering various aspects such
as tourist behavior, sustainable tourism,
and the effects of the COVID-19 pandemic
on the area's tourism (Aldira et al., 2016;
Lestari, 2022; Wulandari, 2023). A recent
study has emphasized the importance of
Kuta Beach as a popular tourist destina-
tion, noting how its unique charm and char-
acter greatly impact visitor satisfaction and
the likelihood of return visits (Lestari,
2022).

In addition, the COVID-19 pan-
demic has significantly affected tourism in
Kuta Beach, resulting in the introduction of
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new standard operating procedures to guar-
antee the well-being of tourists (Udhyani et
al., 2022). The environmental and social
dynamics of Kuta Beach are a topic that
scholars find intriguing. A study conducted
by Fatmawati et al. (2019) has examined
the beach's position in an area prone to tsu-
namis and its susceptibility to seismic ac-
tivities. The research highlights the signif-
icance of disaster preparedness and risk
management in the region. In addition, a
comparison has been made between the so-
cio-economic characteristics of informal
sector workers in Kuta Beach and those in
other tourist locations, providing insights

into the varied workforce that sustains the
tourism industry in Bali (Nilakusmawati &
Susilawati, 2018). Ultimately, Kuta Beach
in Bali presents itself as a diverse tourist
spot that grapples with issues surrounding
environmental sustainability, coastal sta-
bility, and the repercussions of external
factors like the COVID-19 pandemic. The
beach's importance in the tourism industry
and its susceptibility to natural disasters
highlight the need for sustainable manage-
ment and disaster preparedness to ensure
its long-term viability as a tourist attrac-
tion.
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Figure 1. Number of Reviews Per Year

Over the course of the period from
2016 to 2019, there was a notable rise in
the total number of reviews, with the figure
reaching its highest point in 2019 (Figure
1). In 2020, there was a significant de-
crease in the number of reviews that were
submitted. This decline could be attributed
to external factors such as the COVID-19
pandemic, which had an impact on travel
and tourism all over the world, particularly
in relation to the travel industry. The

http://ojs.unud.ac.id/index.php/eot 81

number of reviews remained relatively low
in the years that followed, possibly as a re-
sult of the pandemic's lingering effects or
shifts in the popularity of the destination.
This was the case in the years 2021 and
2023.Insights into the fluctuating interest
or accessibility of Kuta Beach over the
years can be gained from these trends,
which are likely influenced by external
events and shifting travel patterns.
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Review Ratings:
o Count: 3,726 reviews
e Mean Rating: 4.25 (out of 5)
o Standard Deviation: 1.03
e Minimum Rating: 1
o 25th Percentile: 4

e Median (50th Percentile): 5
e 75th Percentile: 5
e Maximum Rating: 5

A median score of five indicates that
the majority of reviewers gave Kuta Beach
a positive rating. The ratings are generally
high, with a median score of five.

3 4 5
Rating

Figure 2. Distribution of Review Ratings for Kuta Beach

The graph that can be found above
illustrates the distribution of ratings that
have been given to Kuta Beach. The num-
ber of reviews provided for each rating
score, ranging from 1 to 5, is represented
by each bar. It is clear that Kuta Beach has
received a generally positive reception
from the reviewers, as evidenced by the
fact that the most frequent ratings among
them are four and five. There is an apparent

http://ojs.unud.ac.id/index.php/eot

reduction in the number of ratings at the 1,
2, and 3 levels, which suggests that the re-
viewers have a lower frequency of having
negative experiences or lower levels of sat-
isfaction. This distribution is consistent
with the earlier observation that was made
based on the descriptive statistics, which
stated that the median rating was 5, which
reflected the positive feedback that was re-
ceived from the visitors as a whole.
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Figure 3. Distribution of Sentiments for All Reviews

The sentiment analysis of the Kuta
Beach reviews reveals the following:

e Count: 3,726 reviews analysed

e Mean Sentiment Polarity: 0.41 (on a
scale from -1 to 1, where -1 is ex-
tremely negative, 0 is neutral, and 1
is extremely positive)

o Standard Deviation: 0.34

e Minimum Sentiment Polarity: -1
(extremely negative)

e 25th Percentile: 0.17 (slightly posi-
tive)

e Median (50th Percentile):
(moderately positive)

e 75th Percentile: 0.63 (quite positive)

e Maximum Sentiment Polarity: 1
(extremely positive)

0.45

An illustration of the distribution of
sentiments across all reviews is provided
by the histogram of sentiment polarity

http://ojs.unud.ac.id/index.php/eot
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chart. The majority of the distribution is on
the positive side of the polarity scale,
which indicates that the majority of the re-
views have a positive sentiment. This is in-
dicated by the fact that its value is greater
than 0. It is consistent with the high ratings
that were observed in the descriptive statis-
tics that this is the case. A further confir-
mation that the reviews, on the whole, have
a positive disposition is provided by the
fact that the mean sentiment polarity is
greater than 0.4. The fact that there are a
few reviews that have a very negative sen-
timent (polarity close to -1) is also note-
worthy, despite the fact that the number of
these reviews is relatively low. The numer-
ical ratings are supplemented with insights
into the tone and emotion expressed in the
text, which are provided by this sentiment
analysis, which offers a more nuanced un-
derstanding of the reviews.
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Figure 4. Average Sentiment of Reviews Over Time (Yearly)

Within the context of Kuta Beach,
the plot illustrates the typical sentiment ex-
pressed by reviews on an annual basis. The
following is a summary of the typical sen-
timent expressed each year:

e 2016: Average Sentiment = 0.40
e 2017: Average Sentiment = 0.43
o 2018: Average Sentiment = 0.41
e 2019: Average Sentiment = 0.43
e 2020: Average Sentiment = 0.36
e 2021: Average Sentiment = 0.38
e 2022: Average Sentiment = 0.40
e 2023: Average Sentiment = 0.35

From -1 to O (Negative to Neutral),
numbers near -1 indicate strong negative
emotions. This means most reviews are
negative. As the number approaches 0, it
becomes less negative, indicating neutral-
ity. A sentiment close to O indicates neutral
reviews. From 0 to 1 (Neutral to Positive),
numbers near 1 indicate strong positive
feelings. Reviews mostly express positive
feelings or experiences. As the number ap-
proaches 1, it becomes positive. Review
sentiments above 0 indicate positive feed-
back. The average sentiment numbers for
each year of Kuta Beach reviews were

http://ojs.unud.ac.id/index.php/eot
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positive (above 0), indicating a positive
tone. However, the exact value indicates
positivity. An average sentiment of 0.4 is
moderately positive, while 0.43 is strongly
positive. Between the years 2016 and 2019,
the sentiment remained relatively con-
sistent and optimistic. In the year 2020,
there was a discernible decrease in overall
sentiment, which may have been influ-
enced by external factors such as the
COVID-19 pandemic, which had an effect
on travel and tourism. Although there was
a slight improvement in sentiment in 2021
and 2022, it continued to be lower than it
had been prior to the year 2020. In the year
2023, the sentiment decreased once more,
which may indicate a shift in the way visi-
tors perceive or experience the attraction.

Review: "too crowded, sometimes dirty,
and full of tenacious sellers™
e Sentiment Score: -0.125
o Emotional Content: The review con-
veys a sense of unease caused by the
beach being overcrowded and un-
clean, as well as irritation caused by
persistent vendors.
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Review: "If it were not as many people an-
noying to buy something, it could be bet-
ter."
o Sentiment Score: -0.150
« Emotional Content: The reviewer
appears to be annoyed by a lot of
people trying to sell products, which
affects their overall experience.

Review: "Good waves for surfing, lots of
places to sit and drink, but the beach is
dirty."
« Sentiment Score: -0.0185
« Emotional Content: This review pre-
sents a combination of opinions,
highlighting the positive aspects
such as the presence of good waves
and sufficient seating options. How-
ever, it also expresses a negative per-
spective regarding the cleanliness of
the beach.

Review: "Lil bit crowded and dirty water"
e Sentiment Score: -0.600
e Emotional Content: The reviewer
expresses their dissatisfaction with
the crowded beach and dirty water.

Review: "The best amazing.must go"
o Sentiment Score: 1.00
e Emotional Content: This review is
filled with praise and an enthusiastic
approval to visit.

Review: "The beach itself is good, espe-
cially, if you like surfing. Good places to
eat."
« Sentiment Score: 0.32
o Emotional Content: The reviewer
makes a positive comment about the
pristine condition of the beach, par-
ticularly with regard to surfing, as
well as the availability of excellent
dining options.

Review: "Nice sandy beach. However too
much surf to allow children to swim. Very
relaxing."”

e Sentiment Score: 0.33

e Emotional Content: The sand and
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atmosphere of the beach are praised
in this review, which is generally
positive. However, the review does
mention that there is a concern about
the surf for children.

Review: "Busy and lively place. Requires
patience and time but it's worth it."
e Sentiment Score: 0.21
o Emotional Content: The reviewer
characterizes the beach as bustling
and lively, indicating a dynamic am-
biance. They acknowledge the im-
portance of being patient, possibly
because of the large number of peo-
ple, but ultimately find the experi-
ence to be valuable.

Aspect-Based Sentiment Analysis
(ABSA) is a highly sophisticated method
of sentiment analysis that not only detects
the sentiment (positive, negative, neutral)
of a text but also associates it with specific
aspects or features mentioned. In this sim-
plified Aspect-Based Sentiment Analysis,
we found two aspects that come into atten-
tion from reviewers, namely: cleanliness
and crowdedness. For the aspect of "clean-
liness" in Kuta Beach reviews, what we
found:

e Number of Mentions: 571 sentences
mentioned cleanliness-related as-
pects (like "clean”, "dirty", "litter",
etc.).

e Average Sentiment: The sentiment
score for these sentences is around
average: 0.083.

e Sample Sentences:

o "Beautiful place but not re-
ally clean.”

o "Dirty and crowded."

e "The beach was clean at that
time, much better than when
I visited in December.”

e "Overcrowded and dirty."

e "Famous beach in Bali but
unfortunately not the clean-
est beach.”
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The average sentiment score is
slightly positive (0.083), but it's very close
to neutral. There seems to be a mix of pos-
itive and negative comments regarding
cleanliness, which ultimately balances out
the overall sentiment. The reviews express
a range of opinions regarding the cleanli-
ness of the beach. While some visitors
found it to be clean or satisfactory, others
expressed their disappointment regarding
issues such as litter or pollution. When ex-
amining the cleanliness aspect, it becomes
evident that there is a wide range of visitor
experiences and opinions regarding the
cleanliness of Kuta Beach. Opinions on its
cleanliness vary, with some finding it sat-
isfactory and others expressing concerns
about how well it is maintained.

Our analysis focused on the aspect
of "crowdedness" in Kuta Beach reviews.
Here are our findings:

o Number of Mentions: 447 sentences
mentioned aspects related to crowd-
edness (like "crowded”, "busy",
"overcrowded", etc.).

e Average Sentiment: The average
sentiment score for these sentences
is approximately 0.217.

e Sample Sentences:

"Often busy with other sun-
set-seekers, a  beautiful
beach nonetheless.”
e "Thisbeach s close to a very
busy area in Bali, Kuta."
« "Nice beach, but crowded."”
e "Very crowded at holiday."
e "Crowded but good beach.

The average sentiment score indi-
cates a slightly positive sentiment (0.217).
This suggests that although there are refer-
ences to the beach being crowded, the
overall sentiment in these references is
somewhat positive. Despite the bustling at-
mosphere, the beach remains a popular
destination where visitors can fully em-
brace and appreciate their time without be-
ing bothered by the crowds. The reviews
reflect a range of emotions regarding the
beach's level of crowding. Some visitors
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enjoy the vibrant ambiance, while others
seem to favor a more serene setting. Exam-
ining the “crowdedness” factor, it becomes
apparent that Kuta Beach is often bustling
with activity. However, the effect of this
high volume of people on each visitor's
overall experience differs from person to
person. Some individuals may find the bus-
tling atmosphere to be an attractive compo-
nent of a lively beach setting, whereas oth-
ers may perceive it as a drawback.

Based on the analysis, several rec-
ommendations emerge for improving visi-
tor satisfaction and sustaining Kuta
Beach’s popularity. Firstly, addressing
cleanliness and managing overcrowding
should be priorities, as these are recurrent
themes in negative reviews. Secondly, reg-
ulating beach sellers could enhance the
overall visitor experience. For future re-
search, integrating direct visitor data, such
as footfall counts and survey responses,
would enable more precise correlations be-
tween review sentiments and actual visitor
trends. Additionally, monitoring social me-
dia mentions could provide a broader un-
derstanding of the beach's reputation and
public perception.n conclusion, the com-
prehensive analysis of Kuta Beach reviews
not only provides a snapshot of current vis-
itor experiences but also offers valuable in-
sights for continuous improvement and ad-
aptation in a dynamic tourism environ-
ment.

Further suggestions and things to
consider moving forward:

1. Embracing Visitor Feedback

Active engagement with the feed-
back received through online reviews is
crucial for the management of Kuta Beach.
Addressing both positive and negative re-
views showcases a dedication to ensuring
visitor satisfaction. Responding to specific
concerns and acknowledging positive feed-
back fosters trust and a sense of camarade-
rie among visitors. This engagement also
allows us to update past and potential visi-
tors on the improvements and changes
we've made based on their feedback.
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2. Targeted Marketing Approaches

By analyzing the main factors that
attract tourists to Kuta Beach, as empha-
sized in favorable reviews, businesses can
gain valuable insights to shape their mar-
keting approaches. Promotional materials
and campaigns can highlight the beloved
features that attract visitors, such as the
stunning natural beauty of the beach, the
thrilling surfing opportunities, or the lively
atmosphere. On the other hand, acknowl-
edging the downsides in marketing com-
munications can demonstrate a dedication
to progress and openness, which may help
lessen the effects of previous negative en-
counters.

3. Planning for Long-Term Sustainability

The analysis highlights the im-
portance of sustainable planning, particu-
larly in addressing concerns such as over-
crowding and environmental impact. By
implementing measures to control visitor
numbers during peak times and improving
the infrastructure to support sustainable
tourism, we can ensure the long-term ap-
peal of Kuta Beach. Environmental conser-
vation efforts, such as regular clean-ups
and pollution control measures, are essen-
tial for preserving the beach's natural
beauty and staying in line with the increas-
ing global demand for eco-friendly travel.

4. Utilizing Technology to Enhance Visi-
tor Experience

Integrating technology can greatly
improve the visitor experience. For exam-
ple, creating a mobile application that of-
fers details on less busy periods to visit,
real-time updates on beach conditions, or
even virtual tours can assist in managing
visitor expectations and enhancing their
overall experience. In addition, technology
can be utilized to improve crowd manage-
ment and ensure cleanliness, as exempli-
fied by the implementation of smart waste
management systems.
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5. Ongoing monitoring and adaptation

The tourism industry is constantly
changing, as visitor preferences and exter-
nal conditions continue to evolve. It is es-
sential to consistently monitor visitor re-
views and sentiments in order to stay in-
formed about these changes. Consistently
analysing review data can assist in
promptly recognizing emerging concerns
or changes in visitor preferences. Further-
more, staying updated on international
travel patterns and adjusting accordingly
can help maintain Kuta Beach's popularity
as a desirable location.

6. Engaging with the Local Community
and Stakeholders through Collabora-
tion

Collaborative efforts with the local

community and stakeholders are essential
for the development and management of
Kuta Beach. Local businesses, residents,
and environmental groups can offer valua-
ble perspectives and assistance in preserv-
ing the beach's charm. Collaborating with
local entities can foster sustainable and
community-friendly tourism practices, ul-
timately improving the visitor experience
and benefiting the local population.

CONCLUSION

Overall, the thorough examination
of Kuta Beach reviews offers a nuanced in-
sight into visitor experiences and percep-
tions. By addressing the concerns raised in
the reviews, actively engaging with visi-
tors, utilizing technology, and fostering
collaboration with local stakeholders, Kuta
Beach can improve its attractiveness and
maintain its popularity. Consistently keep-
ing an eye on visitor preferences and global
trends is crucial for ensuring that the beach
remains a cherished destination. By imple-
menting these strategies, we can enhance
the overall visitor experience and ensure
the long-term success of Kuta Beach as a
top tourist spot. This approach is based on
valuable visitor feedback and current
trends.
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