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Abstract— Many organizations do distinctive sorts of 

overviews like Product quality study, aggressive items and 

market study, mark audit study, client benefit review, new 

item acknowledgment and request study, client trust and 

steadfastness study and numerous different studies for the 

organization and item upgrades. These sort of reviews need 

parcel of spending plan, labor and part of time. The report 

produced by this procedure won't not be certified. This is 

tedious, high spending plan included and manual process. 

Online informal organization (OSNs, for example, Facebook, 

Google+, and Twitter has changed the present framework in 

many measurements. Twitter will useful for company to 

grow their business ideas and launching new products. 
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I. INTRODUCTION 

Online informal organization (OSNs, for example, 

Facebook, Google+, and Twitter has changed the present 

framework in many measurements. Many Companies invest 

part of cash and energy in overview of their items and for 

getting the survey, so they can know the imperfections of 

the framework and for future improvements.  

Twitter has turned out to be one of the most ideal 

methods for getting clients' audits and making forecasts 

about the aftereffects of Products and area. For instance, an 

organization can diminish the costs by following tweets 

about a specific item. A negative pattern on twitter can 

prompt to an abatement in costs. The rundown of the urban 

areas utilized as a part of this investigation can be watched 

the in the wake of gathering tweets, the framework 

examinations results of tweets and characterizes them as 

positive or negative. 

II. METHODOLOGY 

Feature Classification Methods: 

A. SVM Classification[1,7] 

SVM is regulated learning models with related learning 

calculations that break down information and perceive 

designs, utilized for order and relapse Twitter has turned out 

to be one of the most ideal methods for getting clients' 

surveys and making forecasts about the consequences of 

Products and area. For instance, an organization can 

diminish the costs by following tweets about a specific item. 

A negative pattern on twitter can prompt to a lessening in 

costs. The rundown of the urban communities utilized as a 

part of this examination can be watched the subsequent to 

gathering tweets, the framework investigations results of 

tweets and arranges them as positive or negative Vector 

Machines and Naive Bayes that model the likelihood of an 

information being in a specific class by classification of item 

(positive and negative). In this paper, the classifier is 

utilized Support Vector Machine. The study expected to 

enhance the precision of item through twitter utilizing the 

SVM calculation. This research also aims: 

 To connected the conceivable variables should have 

been changed in the calculation of SVM to enhance the 

precision rate.  

 To have the capacity to fabricate the SVM classifier 

with the proper functionalities and stream of 

calculation.  

 To have the capacity to make a proficient element 

extractor with lexicon libraries for ordering words for 

feeling. 

B. Naive Bayes Approach[6] 

The Naive Bayes classifier is the simplest and most 

commonly used classifier. Naive Bayes classification model 

computes the posterior probability of a class, based on the 

distribution of the words in the document. The model works 

with the BOWs feature extraction which ignores the position 

of the word in the document. It uses Bayes Theorem to 

predict the probability that a given feature set belongs to a 

particular label. 

P (label\features) = P (label) * P (features\label) 

                                                   P (features) 

C. Feature Clustering Methods 

1) KNN Clustering[3] 

The K-mean algorithm is widely used for clustering. It is 

easy to implement and performs well not only for small 

datasets but can be applied even on large data sets. K-means 

is a simple algorithm that has been successfully adapted to 

many applications like computer vision, market 

segmentation, image segmentation, bioinformatics, data 

mining and many others. In KNN Algorithm also a number 

of negation words followed by a positive word and a 

number of negation words followed by a negative word. 

III. OBJECTIVES 

The system processes the tweets by pulling data from 

tweeter posts with location vies processing it. Deals with 

clustering & classification of sentiments from product 

tweets. 

 To implement a Hybrid ML algorithm for automatic 

classification of text into positive, negative or neutral. 

 Area wise product opinion with Graphical 

representation in form of Graphs.  

 The main objective is to reduce the man power, lot of 

online social networks. 



A Survey Paper on Product Review based on Geographic Location using SVM approach in Twitter 

 (IJSRD/Vol. 4/Issue 10/2016/203) 

 

 All rights reserved by www.ijsrd.com 824 

IV. PROBLEM STATEMENT 

The problem that consists two subtasks: 

A. Phrase Level Sentiment Analysis in Twitter: 

Given a message containing a marked instance of a word or 

a phrase, determine whether that instance is positive, 

negative or neutral in that context. 

B. Sentence Level Sentiment Analysis in Twitter: 

Given a message, decide whether the message is of positive, 

negative, or neutral sentiment. For messages conveying both 

a positive and negative sentiment, whichever is the stronger 

sentiment should be chosen. 

V. PROBLEM SOLUTION 

 Focuses on using Twitter, the most popular micro 

blogging platform, for the task of sentiment analysis. 

 The tweets are important for analysis because data 

arrive at a high frequency and algorithms that process 

them must do so under very strict constraints of storage 

and time. 

 It will be shown how to automatically collect a tweets 

for opinion mining purposes and then perform analysis 

of the collected tweets.  

 All public tweets posted on twitter are freely available 

through a set of APIs provided by Twitter. 

 Using the SVM method, a sentiment classifier, is 

constructed that is able to determine positive, negative 

and neutral sentiments. 

VI. PROPOSED WORK 

 
Fig. 1: Proposed Work 

In our system, we have proposed a methodology that is 

divided into different stages as shown in Figure:1 The five 

stages are as follows: 

 Collection of tweets 

 Pre-processing 

 Feature Extraction 

 Classification 

 Predictive Analysis based on Application Related 

A. Collection of tweets 

The input to the emotion analyser is a user entered keyword 

based on which recent tweets which fetched from Twitter 

using its Search API. 

B. Pre-Processing[1,2,5] 

Next process is the pre-preparing stage. It is utilized to expel 

loud, conflicting and fragmented information. Twitter 

information is unstructured information. It should be 

prepared before it can be utilized. Subsequently the tweets 

acquired are cleaned to evacuate data that will help to makes 

information less demanding to prepare in the later stages.  

In this stage, suppositions that are assembled will 

be separated.  

 @username - evacuated the username and in light of 

the fact that these are not variables for notions.  

 #hashtag - hash labels can give some helpful data, so it 

is valuable to supplant them with precisely the same 

without the hash. E.g. #happy supplanted with upbeat.  

 Revert words that contain rehashed letters to their 

unique English frame. Words with rehashed letters, 

e.g. "coooool", are regular in tweets, and individuals 

tend to utilize thusly to express their slants. For 

instance, "coooool" is supplanted by "cool".  

 Removal of stop words - Stop words are the words 

which are should have been separated i.e. might be 

before or after characteristic dialect preparing, for 

example, "and", "the", "an", "it", "you", "may", "that", 

"I", "an", "of" and so forth which are considered as 

'practical words' as they don't have meaning. 

C. Feature Extraction[9] 

Feature Extraction and polarity detection is one of the very 

interesting as well as difficult tasks in opinion mining. 

Sentiment strength detection is one which predicts the 

strength of positive or negative sentiment within a text. The 

collected dataset is used to extract features that will be used 

to train our sentiment classifier. Extraction of features is a 

very important concept that is responsible for the accuracy 

of the system. To decide what features are relevant to the 

classifier. Replace the emoticons with similar mining of 

word i.e.   with happy. 

1) Feature Extraction Methods:  

 Use of Negation Method[1,6]  

The appearance of negative words may change the opinion 

orientation like not happy is equivalent to sad. 

a) Sad emoticons: “:-(”, “:(”, “=(”, “;(” etc. 

 Use of Unigram Method[2]  

The feature extraction method, extracts the aspect 

(adjective) from the dataset. Later this adjective is used to 

show the positive and negative polarity in a sentence which 

is useful for determining the opinion of the individuals using 

unigram model. Unigram model extracts the adjective and 

segregates it. It discards the preceding and successive word 

occurring with the adjective in the sentences. For above 

example, i.e. “Driving Happy” through unigram model, only 

Happy  is extracted from the sentence. 

b) Happy emoticons: “:-)”, “:)”, “=)” etc. 

 Emoticons[4]: 

Tweets messages containing emoticons are retrieved by 

using the Twitter APIs (“Data Collection phase”) and then 

they are grouped into two sets: positive set and negative set, 

containing positive  and negative  emoticons 

respectively (“Positive/Negative Emoticon Class Creation 

phase”). 

The tweets belonging to each one of the sets are 

then selected according to a specific language (“Language 

Recognition phase”) and then they are pre-processed (“Pre-

processing phase”).  

A polarity score is assigned to each word of these 

tweets (“Word Polarity Calculation phase”). 
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 Positive class: Tweets containing positive emoticons. 

 Negative class: Tweets containing negative emoticons. 

D. Classification[10] 

There are different levels of Sentiment analysis. The 

document level, sentence level or the attribute level. Here 

we use document level sentimental analysis. In this study, 

we applied two supervised machine learning models for 

sentiment classification for the selected product reviews. 

These models are Naive Bayes (NB), and support vector 

machines. A classifier is a learning model with associated 

learning algorithms that analyse data and recognize patterns 

which can be used for classification. We have used two 

supervised classifiers: Support Vector Machines and Naive 

Bayes that model the probability of an input being in a 

particular class by predicting the categorical emotion labels 

(Happy, Sad, Anger, Fear, Surprise, Disgust).Any one of the 

two classification methods may be used by the user to 

perform emotion analysis. Both of them have been trained 

with a pre-classified dataset and tested for accuracy. 

E. Predictive Analysis based on Application Related 

In this paper, recognize emotion classes (happy, sad, joy, 

anger) as the output, based on Predictive analysis about 

user’s review based on product.  

VII. RESEARCH GAP 

 These challenges include building multiple classifiers, 

building common user profile by integrating the same 

user data from different social media applications. 

 In addition to handling implicit word meaning and 

indirect text, building dictionary Affine or classifiers. 

 Building real time sentiment analysis systems which 

can dynamically capture new live data and enhances 

results according user tweet to feedback. 

 Moreover, one can also investigate classification and 

clustering with multi label feature selection in 

enhancing the sentiment analysis results. 

VIII. FUTURE WORK 

 Removing all stop words like a, an, the, is, that etc. 

which don’t indicate any emotion. 

 Combining the Feature Extraction Model. 

 Polarity Score of the Tweet using Affine Dictionary. 

 Based on time & location product analysis. 

IX. CONCLUSION 

As opinion of individuals are extremely useful for people 

and company owner for making several decisions, 

introduced proposed Hybrid Polarity Detection System for 

review product and summarization that uses new set of 

features, tries to improve the accuracy compare to state-of-

the-art techniques to get the clear idea about the marketing 

research auditing, public opinion tracking, product 

reviewing, business research, enhancing of web shopping 

bases, and so on. As per experiment, twitter is  helpful for 

getting customer reviews. 

It will very helpful for the Company for their 

Future Product sell with locality. 
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