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Abstract—Twitter is a well-known micro-blogging website which allows millions of users to share their views and opinions 
on various matters. These tweets are displayed on the twitter UI and various users can interact with each other by using the 
@redirection to include another username. The trending topics are displayed on the UI. A trending topic is one which is 
currently the most popular. In this day and age where nearly a billion people have access to the internet to express their 
views on their day to day activities, data mining and analyzing data from social networks can be difficult because of the large 
amounts of data involved. Sentiment analysis, which is also called opinion mining is the field of study which analyzes 
peoples opinions, sentiments, evaluations, appraisals, attributes and emotions towards entities such as products services, 
organizations, individuals, issues, events, topics, and their attributes through twitter. Sentiment analysis on a website like 
twitter can play a vital role in helping advertisers and market strategists. A sentiment analysis machine is a type of AI which 
receives the tweets as its input and after evaluating the input, it will display the sentiment of the user. If implemented 
properly sentiment analysis can be useful in predicting trends in the market as it provides an insight into the minds of users 
and potential customers. 
 
Index Terms—Sentiment, Analysis, Trending, Data Mining, Ar-tificial Intelligence. 
 
I. INTRODUCTION 
 
Big corporations are turning to the media websites 
like Facebook and twitter to get closer to their 
customers. Not only do these platforms help the big 
companies advertise their products or information, 
they even provide a broad vision of what goes inside 
the minds of an average person and this is where 
sentiment analysis comes into play. The analysis of 
what the consumers feel about the products be it 
commodities, new music albums or movies, gives the 
companies an idea of how to make their brand more 
desirable to the masses. In this project we explain 
how sentiment analysis can be carried out on twitter 
which is a micro-blogging website that handles 
millions of tweets (updates by users) every day. The 
average sentiment regarding a product is categorized 
to positive, negative or neutral. Recent studies have 
shown that humans are able to correctly estimate the 
sentiment of a sentence/speech or conversation 
accurately only 80 percent of the time. So the 
machines that were previously designed and had 
success rate of 30-40 percent are considered a 
success. Recently efforts have been made to make 
these machines more efficient by using advanced 
NLP. 
 
II. SENTIMENT ANALYSIS 
 
It is the process of computationally identifying and 
catego-rizing opinions expressed in a piece of text, in 
order to deter-mine the writers attitude towards a 
particular topic or product. It has been widely used to 
extract the opinions or views of people on various 
topics, products or persons. Opinion Mining or 
Sentiment analysis is conducted by groups or 
organizations to predict the views of people about 
certain persons, products or other topics of interest. It 

has been used to analyze the mood of the public to 
rate movies, contestants (political campaigns, reality 
shows), music and other topics or products and thus, 
is used in formulating estimates. Some firms use 
twitter data to analyze the tweets and generate the 
general opinion on their product. Semantic analysis is 
employed on the contextual contents of each tweet 
and predicts response of selected group of people. 
With digital marketing being employed these days for 
advertising on social media websites every day, 
sentiment analysis comes in handy. Big firms collect 
millions of tweets about their product and analyze 
them using sentiment analysis tools and determine the 
performance of their product in the market. They use 
emoticons and hashtags to find the tweets pertaining 
to their products. For example- suppose a firm A has 
its twitter page and uses it to advertise their products 
on the internet. The firm A has a million followers on 
its page and they tweet about their products and 
schemes every day. It is nearly impossible for their 
advertising team to read through each tweet and 
determine the average opinion of that product. For 
this they use a model that fetches tweets about that 
products and collects them temporarily. Now it 
compares the polarity of the emoticons and the 
keywords with the adjectives and defining words in a 
predefined database. After analyzing all the tweets, 
the model is able to determine whether the average is 
positive, negative or neutral. 
 
A. BACKGROUND 
 
III. LITERATURE SURVEY 
 

1. Correlation Analysis of User Influence and 
Sentiment on Twitter Data- Uses reciprocity 
to calculate and do the analysis. Calculates 
value of influence using Bayes theory, using 
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number of retweets. 
2. Crime Prediction Using Twitter Sentiment 

and Weather-We can predict response or 
display average response to an entity. Paid 
attention to emoticons. 

3. Visual Sentiment Analysis on Twitter Data 
Streams Sentiment analysis is classified into: 

I. Topic-based. 
II. Stream analysis. 

III. Visual analysis. 
 
Pixel sentiment analysis that comes under visual 
analysis focuses on geo-maps to show the sentiments. 
 

4. Twitter Sentiment Analysis Used lexicon-
based and ma-chine learning approach for 
sentiment analysis. Output was stored in 
JSON file and the data was represented 
using a pie-chart. 

5. SASM:  A  Tool  for  Sentiment  Analysis  
on  Twitter- Analyzes the data from twitter 
and describes the process to emoticon 
sentiment analysis resource. Uses lexicon 
based approach using fuzzy linguistic logic 
hedges for analysis. 

6. Sentiment Analysis on Tweets for Social 
Events TSAM model had three modules: 

I. Sentiment identification. 
II. Sentiment aggregation. 

III. Scoring module. 
 

7. Twitter for Sentiment Analysis: When 
Language Re-sources Are Not Available- 
Lexicons contain lists of words an-notated 
with their emotional assessments. Annotated 
word lists are one of the tools frequently 
used in sentiment analysis to detect a mood 
or classify emotions within a text. 
Constructed a method that makes it easier 
for translation of languages other than 
English. 

8.  Sentiment Analysis and Summarization of 
Twitter Data-Could be utilized to generate 
extractive summaries of a col-lection of 
multi documents. 

 
IV. PROPOSED SYSTEM 
 
The Tweets are usually analysed because they tend to 
have the potential to map the trend amongst the 
people. These tweets carry the sentiment of people 
related to a specific topic not only in the form of 
words that they use but also is expressed with the 
help of emoticons. 
 
Use of this known fact while working on an analysis 
tool can help us to increase its overall efficiency since 
emoticons may carry a polarity that is either positive, 
negative or neutral. 
Figure 1 shows the work flow of the proposed 

system. Twitter API is used to search query for 
tweets. The tweets are then processed according to 
the model. 
 

 
Fig 1:Architecture 

 
The above figure depicts the basic structure of the 
sentiment analysis tool.The user via the sentiment 
analysis tool requests the Twitter API to allow access 
to tweets via the usage of OAUTH standard.Once the 
access to tweets is authorised,the tweets are run 
through the Stanford NLP tool for preprocessing i.e. 
removal of non-English tweets and breaking down of 
tweets into individual words.These words are run 
through the database for matching. 
 
The basic workflow architecture is as follows: 
 

 
Fig 2: Workflow 

 
V.  DETAILED DESIGN 
 
The approach to sentiment summarization consists of 
four main steps: 
 

1. Finding the target item features that people 
have tweeted for item. 

2. The tweets are retrieved and tokenized. 
3. These tokens are analyzed and then 

compared with the database or the 
annotations list containing positive words 
and the database the annotations list 
containing negative words. 

4. The positive sentiment and negative 
sentiment is calcu-lated. 

5. If the calculated positive sentiment is more 
than the negative calculated sentiments, then 
the overall sentiment is positive. 
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6. If the calculated positive sentiment is less 
than the negative calculated sentiments, then 
the overall sentiment is negative. 

7. Otherwise it is considered neutral. 
 
The System flow is depicted in the following image. 
 

 
Fig 3: System Flow 

 
The following Use cases show the workflow of the 
proposed analysis tool: 
 

 
Fig 4: Use case for Tweets Search 

 

 
Fig 5: Use Case for polarity 

 
Fig 5: Use Case for sentiment analysis 

 
CONCLUSION 

 
We would like to conclude by saying that sentiment 
anal-ysis is increasingly becoming one of the popular 
tools for businesses and entities that wish to 
determine the opinions and responses of the public to 
their products or their individ-ual selves. Sentiment 
analysis has been used in the past to aid election 
campaigns,advertisements.We can use the twitter 
database to access the tweets of our specified area 
and then systematically process these tweets to obtain 
their sentiment as described above. 
 
FUTURE WORK 
 
Sentiment analysis is a field that has tremendous 
scope for improvement.Some of the areas which can 
be improved are as follows: 
Language translation:The current sentiment analysis 
tools have been designed for only one language at a 
time.Most commonly English.With Language 
Translation many more languages can be considered 
as these tweets will not be discarded 
 
Include abbreviations:Currently there is a huge differ-
ence between the English we speak and our written 
English.People tend to use a number of shortforms or 
abbreviations such as LOL,ASAP,etc.Some 
abbreviations have been around for a whle and have 
been incorporated into our dictionary but the 
sentiment analysis tool can’t keep up with each new 
abbreviation. 
Have a higher accuracy rate:A sentiment analysis tool 
must be as accurate as can be.A higher accuracy rate 
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will be more feasible in the future due to designs of 
more extensive AI. 
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