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Abstract- With the evolution of varied microblogging and 
social websites, internet has become a source of huge amount 
of data which are not just facts but opinions and reviews of the 
users. These opinions are customer reviews about the services 
and product of companies and are also can be used as 
feedbacks, thus generating useful information for decision 
makers. So to identify the user’s opinions or suggestions and 
then distinguish it into positive, negative and neutral 
comments and quotes a process of Opinion Mining and 
Sentimental Analysis is used which is a Natural Language 
Processing and Information Extraction task. In this paper we 
are using concept of opinion mining for extracting the tweets 
from the Twitter and then determining the attitude of the mass 
as positive, negative or neutral towards the enterprise and its 
products. This result would be useful for the comparative 
study of enterprises in the market and for review analysis for 
enterprises. 
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I. INTRODUCTION 
 
 Twitter data become very popular as an information 
source which led to the development of applications and 
research in various domains [1] due to its vast usage by large 
community of peoples. Market analysis is one of the 
domainswhere information from Twitter is widely used in 
order to provide way to develop business. Researchers have 
used Twitter to predict the success of the online product and 
identify potential relevant users who follow to obtain the 
product related information. Users on Twitter generate over 
millions and millions of tweets every day. Some of these 
tweets are available to researchers and practitioners through 
public APIs at no cost. This work makes use of such collection 
of tweets for market status analysis. . There is no much 
difference between the above two methods as sentence is just 
a short document. Aspect or Feature level sentiment 
classification deals with identifying and extracting product 
features from the source data. The scope of this paper lies on 
how effectively data mining algorithm can be used in 
predicting market status of a product. Data Mining is a widely 
used field for extracting useful knowledge from a relatively 
large collection of structured or unstructured data. Data 
mining involves an integration of techniques from multiple 

disciplines such as database technology, statistics, machine 
learning, information retrieval, and spatial or temporal data 
analysis and so on. By applying data mining algorithms, 
interesting knowledge, regularities or high level information 
can be extracted from databases and possibly analyzed from 
different angles. Furthermore the discovered knowledge can 
be applied to decision making and other information 
management process. 
                              

II. LITERATURE SURVEY 
 
    Determining the new algorithms and insights to 
construct a frame work for online e commerce reviewing. In 
this paper we have used Naïve Bayes and Logistic Regression 
for the classification of Twitters reviews. The performance of 
algorithms has been evaluated on the basis of different 
parameter like accuracy, precision and throughput.  [1].  
         

The objective of this paper is to give step-by-step 
detail about the process of sentiment analysis on twitter data 
using machine learning. This paper also provides details of 
proposed approach for sentiment analysis. This work proposes 
a Text analysis framework for twitter data using Apache spark 
and hence is more flexible, fast and scalable. Naïve Bayes and 
Decision trees machine learning algorithms are used for 
sentiment analysis in the proposed framework. [2]. 
        

The scope of this paper lies on how effectively data 
mining algorithm can be used in predicting market status of a 
product. Data Mining is a widely used field for extracting 
useful knowledge from a relatively large collection of 
structured or unstructured data. Data mining involves an 
integration of techniques from multiple disciplines such as 
database technology, statistics, machine learning, information 
retrieval, and spatial or temporal data analysis and so on. [3]. 
       

The main objective of this paper is to use  of opinion 
mining for extracting the tweets from the Twitter and then 
determining the attitude of the mass as positive, negative or 
neutral towards the enterprise and its products. This result 
would be useful for the comparative study of enterprises in the 
market and for review analysis for enterprisesWith the 
evolution of varied microblogging and social websites, 
internet has become a source of huge amount of data which 
are not just facts but opinions and reviews of the users. So to 
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identify the user's opinions or suggestions and then distinguish 
it into positive, negative and neutral comments and quotes a 
process of Opinion Mining and Sentimental Analysis is used 
which is a Natural Language Processing and Information 
Extraction task..[4]. 
 

In this paper we present analysis for sentiment 
behavior of Twitter data. The proposed work utilizes the naive 
Bayes and fuzzy Classifier to classify Tweets into positive, 
negative or neural behavior of a particular person. We present 
experimental evaluation of our dataset and classification 
results which proved that combined proposed method is more 
efficient in terms of Accuracy, Precision and Recall. [5].  
 

 
Fig1.Process of Opininon Mining 

 
III. CONCEPT OF TWITTER IN ENTERPRISE 

ANALYSIS 
 
The most famous verbal exchange device for the net 

customers is microblogging. thousands and thousands of 
messages appear to seem every day in famous web sites that 
provide services for microblogging consisting of Twitter, 
facebook. The messages are about the human beings’s 
existence, the opinions they have got on type of subjects. The 
easy accessibility of microblogging platforms and the 
unfastened layout of the messages incline the internet 
customers to microblogging services in preference to the use 
of traditional verbal exchange equipment (inclusive of 
traditional blogs or mailing lists) . 

In our paper, we use microblogging for sentiment 
analysis. We understand how Twitter is getting used as a 
corpus for sentiment evaluation and opinion mining. We use 
microblogging and greater particularly Twitter for the 
subsequent motives: 

 
 Microblogging web sites are utilized by numerous 

human beings to proportion their critiques on variety 
of subjects, thus appearing as a treasured source of 
human beings’s reviews and feedbacks. 

 Twitter consists of a massive quantity of text posts 
and it grows exponentially every day. The gathered 
corpus can be quite huge. 

 The target audience of Twitter’s includes users, 
celebrities, corporation representatives, politicians, 
and u . s . presidents. consequently, it's miles possible 
to accumulate textual content posts of users from 
specific social and interests corporations. 

• Twitter’s audience consists of human beings from 
exclusive countries. it's far possible to acquire 
records in exclusive languages 

 
IV. PROPOSED WORK AND IMPLEMENTATION 

 
            Proposed methodology will include: Opinion 
identification, feature extraction, sentiment classification, 
visualization and summarization of result. Fig1 shows the 
various phases of opinion 
 

 
Fig2 .Opinion Mining 
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V. BACKGROUND STUDY 
 
5.1 Word Alignment Model – Overview 
 

Word alignment is the herbal language processing 
mission of identifying translation relationships the various 
phrases in a bi-textual content, resulting in a bipartite graph 
between the two sides of the bi-text, with an arc among 
phrases if and best if they're translations of each other. word 
alignment is normally performed after sentence alignment has 
already recognized pairs of sentences which might be 
translations of one another.With the explosive growth of social 
media like micro blogs, Amazon, turn kart. at the internet, 
people and groups are an increasing number of the usage of 
the content material in these media for choice making mainly 
in understanding patron thoughts and expectancies. each social 
media commonly contains a huge volume of opinion textual 
content fed by means of huge variety of customers. The 
essential issues are mendacity in extracting and summarizing 
the critiques present in them. hence it will become important 
to design computerized sentiment evaluation systems. In 
standard, sentiment evaluation has been labeled into 3 levels. 
First degree is document stage and it classifies primarily based 
on whether or not an entire opinion report expresses a fine or 
poor opinion about the product or information or the problem 
of pursuits. 2d degree is sentence stage, classifies whether or 
not each sentence express a superb, poor or impartial opinion. 
third level is element level, performs a great grained 
classification of an opinion approximately the product. 
 

 
 

Sentiment analysis over Twitter data generally faces 
several challenges due to its short length tweets and irregular 
structure of such content. This section describes a few related 
works on sentiment analysis on twitter and other online 
review. 
 
5.2 ALOGORITHM A: Opinion Identification 
 

Right here the opinions in our case are the tweets 
extracted from the Twitter of an employer product for which 
we need to analyse the existing state of affairs. For the manner 
to take location we perform Twitter evaluation and for this we 
need to create a twitter application. The application lets in 
performing evaluation by means of connecting the R console 

to the Twitter API. next step is to access the Twitter API that 
is completed with the aid of performing the handshake process 
the usage of the consumer Key and consumer mystery variety 
generated by the application. once the handshake is executed 
and licensed by way of twitter most latest tweets may be easily 
fetched related to any keyword. 
 
Input : Handle for which tweets to be extracted 
 
Output : Tweets related to handle. 
 
Code : 
 
>tweets<- searchTwitter(“google”,n=5,lang=’en’) 
 
5.3 ALOGORITHM B: Feature Extraction 
 

Right here the manner of Tokenization and speech 
tagging is used .In tokenization we break up the textual 
content into very simple tokens consisting of numbers, 
punctuations and words of different types whilst as in speech 
Tagging manner a tag as an annotation primarily based at the 
role of every word is being produced. as a result for this the 
device that's used is known as as Twitter unique POS Tagger 
advanced by way of ARK Social Media seek. on this method 
we remove all the non English tweets , all of the emoticons are 
being changed by way of their polarity, all the URL, goal 
Mentions, Hashtags and Numbers are removed from the 
tweets, the poor mentions are also replaced ,the sequence of 
repeated characters are changed and finally all the nouns and 
prepositions present within the tweets are being eliminated. 
 
Input : Previously extracted tweets . 
 
Output : Important information from the tweets. 
 

 
Table 1: Speech Tagging 

 
Code : (For filtering words) 
 
Corpus<-tm_map(corpus,removePunctuation) 
 
Corpus<-tm_map(corpus,stripewhitespace 
 
5.4 ALOGORITHM C: Sentiment Classification 
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In this step the information that's accumulated within 
the previous step is classed as fine, negative or neutral. For 
this we need list of fantastic and poor phrases which we get 
without problems from Google. Now the sentiment orientation 
step is the advantageous and negative scores for each time 
period determined within the tweet are summed up one after 
the other to get two ratings the high-quality (ps) and terrible 
(ns) scores. 
 

 
 

Input : Data of tweets from previous step. 
 
Output : Classified tweets . 
 
5.5 ALOGORITHM D: Visualization and Summarization 
 

After all the paintings is completed we create the 
histogram and different plots like pie chart to visualise the 
sentiments of the consumer. this will be without difficulty 
finished the usage of numerous functions in the language R. 
The histogram is used to expose the frequency of the tweets 
with recognize to the scores allotted to every tweet. 
 
Input : Classified tweets 
 
Output : Pictorial representation of the views. 
 

 
Fig 3: Enterprise Comparison using graphical representation. 

 
The x-axis would show the score of each tweet as a 

positive or a negative integer or a zero. A positive score 
represents good sentiments associated with that particular 
tweet whereas a negative score represents bad sentiments 
associated with that tweet. 
 

So probability for sentiments of opinion of different 
types will be given by: 
 

 
 

The entropy will give the accuracy of average 
information of any sentiments and will be calculated as 
 

 
 

Where we denotes uncertainty in the sentiments. 
 

 
Fig4:Simplified Solution Architecture 

 
VI. RESULT 

 
There are many ways from where opinions from the 

user could be taken and analyzed but taking reviews from the 
social website would be most appropriate as the reviews 
would be direct and without any external pressure so it would 
be from user as per their experiences with the enterprise and 
its product. The opinion in this paper was extracted and 
collected from the popular microblogging platform named 
“Twitter”. For Comparison of market status of two enterprises 
we copy the two dictionary files named as 
'negative_words.txt’ and 'positive_words.txt’ from the 
repository in the backend because we will be use these files 
for analyzing and scoring terms from tweets. 
 

VII. CONCLUSION AND FUTURE SCOPE 
 

The important part of gathering information is to 
know what the people think. The rising accessibility of 
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opinion rich resources such as online analysis websites and 
blogs means that, one can simply search and recognize the 
opinions of others. One can precisely state his/her ideas and 
opinions concerning goods and facilities. These views and 
thoughts are subjective figures which signify opinions, 
sentiments, emotional state or evaluation of someone. Due to 
this Opinion mining is a field that has received constant 
attention with the evolution of internet and its increased usage. 
There is also some limitations that is while getting status of 
user timeline a fixed maximum number of tweet the method 
can return which is limited by Twitter API or it sometime may 
happen that while requesting tweets for a particular keyword 
the number of retrieved tweets are less than the number of 
fixed or required tweets and sometimes for a particular 
keyword older tweets cannot be retrieved. 
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