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ABSTRACT 

Customer feedbacks are the mile stones for the success functionality for the companies. A producer will get the 

correct result of his product from the customer feedback. He can make necessary changes to his product 

according to the feedback. But most users always fail to give their feedbacks. To avoid the difficulty of providing 

feedback, this paper focus on the technique of providing automatic feedback on the basis of data collected from 

twitter. These data streams are filtered and analyzed and feedback is obtained through opinion mining. Here we 

mainly analyze the data for mobile phones. The experiments have shown 80% accuracy in the sentimental 

analysis. Our framework is able to provide fast, valuable feedbacks to companies. 

Keywords—Data Scrapping, Data Cleaning, Pos, Sentiment Classification, Stop Words. 

I. INTRODUCTION 

The user-generated content on the web in the form of reviews, blogs, social networks, tweets etc. for various 

products that are purchased is of great increase. Now a day’s people prefer purchasing online. In order to 

enhance customer shopping experience, it has become a common practice for online merchants to enable their 

customers to write reviews on products that they have purchased. This helps the customer to know more about 

the product that they are going to buy. This information is not only useful to the customers, but also for the 

institutions and companies, providing them with ways to research their consumers, manages their reputations 

and identifies new opportunities. In the past few years, many researchers studied the problem, which is called 

opinion mining or sentiment analysis. In order to overcome these problems, some of the main tasks carried out 

are: to identify the product feature that has been commented and to classify the reviews based on positive and 

negative.All those reviews are present in the form of sentence and each is stored in the dataset. These are also 

used by companies to know what people think about their product. This study helps to improve the drawbacks in 

their upcoming products. This enables the companies to track the product details like feedback. Amazon is one 

of the leading online shops which mainly depend on the customers who purchase online. So they have to 

concentrate more on reviews that are mentioned online by the customer because online review is a place where 
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people may express their opinion freely. People who prefer online shopping will cite the reviews and based 

upon the reviews commented they go for shopping. In order to classify the reviews based on sentiment, lot of 

mining algorithms are studied, examined and implemented for opinion mining. In this paper various mining 

algorithms are studied, discussed to implement the best way to predict the opinion of the product.  

II. LITERATURE SURVEY 

Bryan Nii Lartey Laryea1, et al. [1] provided a technical survey and early work on sentiment analysis. When 

text mining and sentiment analysis techniques are combined in a project on social media data, the result is often 

a powerful descriptive or predictive tool. 

Aamerza Z, et al. [2] In this paper text mining was successfully applied to extract Twitter posts for sentiment 

classification for product safety in medical field. 

García-Moya, et al. [3] Addresses the aspect-based summarization task by introducing a novel methodology for 

retrieving product features from a collection of free-text customer reviews about a product or service. Their 

proposal relies on a language modeling framework that combines a probabilistic model of opinion words and a 

stochastic mapping model between words to approximate a language model of products. Their work extends a 

preliminary approach introduced which addresses the modeling of a language of product features from customer 

reviews. 

Gimpel, et al. [4] This paper identifies the probability of the words as per the paper “Unigram Approach for 

Word Frequency Analysis” which uses unigram approach. 

Carenini, et al. [5] This paper focus on the product rating based on the attributes of each one by feedback 

analysis from amazon.com. The methods followed in this paper are data processing, attribute extraction, 

detection of opinion signal words, mapping of attributes and opinion signal words. Data preprocessing uses 

sentence splitter and pos tagger. Detection of opinion signal words is done by using standard dictionaries. 

Polarity is provided for opinion words. This paper provides a Feature based rating. 

Dave, et al. [6] This paper suggests that one can post reviews of products at merchant sites and express views on 

almost anything in Internet forums, discussion groups, and blogs, which are collectively called the user 

generated content. 

S. Chandrakala, et al. [7] Addresses that as the technology of connectivity grew so as the ways of interpreting 

and processing of users opinion information has changed. Some of the machine learning techniques like Naïve 

Bayes, Maximum Entropy and Support Vector Machines has been discussed in this paper 

G.Angulakshmi, et al. [8] Addresses that extracting features from user opinion information is an emerging task. 

Many algorithms can be used in opinion mining such as Naive Bayes Classification, Probabilistic Machine 

Learning approach to classify the reviews as positive or negative, have been used to get the sentiment of 

opinions of different domains such as movie. 

Hu and Liu [9] summarized a list of positive words and a list of negative words, respectively, based on 

customer reviews. Both lists also include some misspelled words that are frequently present  in social media 

content. Sentiment categorization is essentially a classification problem, where features that contain opinions 

or sentiment information should be identified before the classification. 
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Pang and Lee [10] suggested removing objective sentences by extracting subjective ones. They proposed a 

text-categorization technique that is able to identify subjective content using minimum cut.  Maximum amount 

of existing research on text and information processing is focused on mining and getting the factual information 

from the text or information. Before we had WWW we were lacking a collection of opinion data, in an 

individual needs to make a decision, he/she typically asks for opinions from friends and families. 

 

III. CONCLUSION 

Any product needs an assessment based on product review. In this research work we propose the selection of 

review or opinion of every user.  It estimates the performance of the product after checking the product 

performance whether good or bad based on reviews. It should be main- tained using the proposed new algorithm 

called semantic orientation. It gives good and complete results based on product review.  

 

REFERENCES 

[1] International Journal of Software Engineering and Its Applications Vol. 9, No. 1 (2015), pp. 191-200 "Web 

Application forSentiment Analysis Using Supervised Machine Learning" Bryan Nii Lartey Laryea1,Chi-Hwan 

Choi, In-Sun Jung, Kyung-Hee Lee. 

[2] International journel of Advanced Research in Computer science and Software Engineering Vol. 5, No. 4 

(2015), pp.105-108 “Sentiment Analysis Using Support Vector Machine” Aamerza Z, Dr. Mohammad Atique, 

Dr. V M Thakare. 

[3] Agarwal, A., Xie, B., Vovsha, I., Rambow, O., Passonneau, R.: “Sentiment analysis of twitter data”. In: 

Proc. ACL 2011 Workshop on Languages in Social Media, pp. 30–38 (2011). 

[4] Gimpel, Kevin, et al. "Part-of-speech tagging for twitter: Annotation, features, and experiments." 

Proceedings of the 49th Annual Meeting of the Association for Computational Linguistics: Human Language 

Technologies: short papers-Volume 2. Association for Computational Linguistics, 2011. 

[5] Carenini, G., Ng, R. and Zwart, E. “Extracting Knowledge from Evaluative Text”. Proceedings of the Third 

International Conference on Knowledge Capture (K-CAP’05), 2005. 

[6] Dave, D., Lawrence, A., and Pennock, D. Mining the Peanut Gallery: “Opinion Extraction and Semantic 

Classification ofProduct Reviews”. Proceedings of International World Wide Web Conference (WWW’03), 

2003 

[7] S. ChandraKala1 and C. Sindhu2, “opinion mining and sentiment classification: a survey,”.Vol 

.3(1),Oct2012,420-427. 

[8] G.Angulakshmi , Dr.R.ManickaChezian ,”An Analysis on Opinion Mining: Techniques and Tools”. Vol 

3(7), 2014 www.iarcce.com. 

[9] Lei Zhang and Bing Liu. "Identifying Noun Product Features that Imply Opinions." ACL-2011 (short 

paper), Portland, Oregon, USA, June 19-24, 2011. 

[10]Pang B, Lee L (2004) A sentimental education: “Sentiment analysis using subjectivity summarization based 

on minimumcuts” In: Proceedings of the 42Nd Annual Meeting on Association for Computational Linguistics, 

ACL ’04.. Association for Computational Linguistics, Stroudsburg, PA, USA. 


