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ABSTRACT
Sentiment detection is software for automatically
extracting opinions, emotions and sentiments in text. It
allows us to track attitudes and feelings on the web.
Due to the increased availability of online reviews,
comments and opinions in digital form, the sentiment
detection of texts has been witnessed a booming interest
in recent years for ensuing need to organize them.
Sentiment Detection application areas range from
financial news, where information about sentiments can
be used to predict stock movements, to social media,
where user recommendations can determine success or
failure of a product. Sentiment detection automatically
analyzes user generated content. The aim of this paper
is to present an outline for discussion upon a new
Research Challenge on Sentiment Analysis. The
Researcher also tends to throw light on various aspects
of sentiment detection like its scope, advantages
disadvantages and practical implications in different
sectors.
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1. INTRODUCTION
Sentiment detection is an important aspect of
unstructured text analysis. A decade ago consumer
decisions were based on experiences of friends,
relatives and a selective list of publications. Today,
social media gives access to experiences of several
thousand consumers and public opinion is formed by a
vast network of users contributing and sharing
information. One of the most important aspect of this
social opinion generation process is that the overall
sentiment is not determined by a few individuals but by
an aggregation of all the available sentiments.
Therefore it is necessary to be able to automatically
analyze user generated content.

Today, vast amount of reviews are available on the
web, social networking sites, weblogs. Lots of product
reviews exist in a variety of forms on the websites
dedicated to a specific type of product (such as smart
phones), sites that couple reviews with commerce (like
Amazon), sites for newspapers and magazines that may
feature reviews (like Rolling Stone or Consumer
Reports) and sites that specialize in collecting
professional or user reviews in a variety of areas (like
Rottentomates.com). Less formal reviews are available
on discussion boards and mailing list archives, as well
as in Usenet via Google Groups. Users also comment
on products in their personal web sites and blogs, which
are then aggregated by sites such as Blogstreet.com,
AllConsuming.net, and onfocus.com. The information
mentioned above is a rich and useful source for
marketing intelligence, social psychologists, and others
interested in extracting and mining opinions, views,
moods, and attitudes.

For example

Whether a movie review is positive or negative; what
are the moods among Bloggers at that time; how the
public reflect towards this affair, etc.

To achieve this goal, a core and essential job is to detect
subjective information contained in texts, include
viewpoint, fancy, attitude, sensibility etc. This is so-
called sentiment detection. A very challenging aspect of
sentiment detection seems to distinguish it from
traditional topic-based detection (classification) is that
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while topics are often identifiable by keywords alone,
sentiment can be expressed in a much subtle manner.

For example, the sentences “wow! what a high picture
quality that smart phone has! ... Oh, this smart phone
has a high picture quality, beautiful appearance but low
battery life and” compares a positive experience of one
product with a negative experience of another product.
It is difficult to separate out the core assessment that
should actually be correlated with the document. Thus,
sentiment seems to require more understanding than the
usual topic-based classification.

Sentiment detection is software for automatically
extracting opinions, emotions and sentiments in text. It
allows us to track attitudes and feelings on the web.
People write blog posts, comments, reviews and tweets
about all sorts of different topics and issues.  We can
track products, brands and people for example and
determine whether they are viewed positively or
negatively on the web.

Sentiment detection is part of an emerging technology
that can tell a company almost instantaneously how
people are feeling about a particular business,
executive, product, stock, or advertising campaign. A
company can measure customer sentiment quickly, the
sooner it can tell how well a product is likely to sell. In
addition to this information, Social Media Today
reports that both companies and individuals could
benefit from sentiment analysis and that interest in this
subject is rapidly growing.

A basic of Sentiment Analysis are to extracts and
measures the sentiment or "attitude" of documents as
well as the topics within documents. The attitude may
be the person's judgment (e.g., positive vs. negative) or
emotional tone (e.g., objective vs. subjective).

2. PRACTICAL IMPLICATIONS IN
DIFFERENT SECTORS

1. Application in business:
Nowadays the channels for expressing opinions are
increasing. And these opinions are relevant to a
company; they are important sources of business
insight, whether they represent critical intelligence
about a customer's defection risk, the impact of an
influential reviewer on other people's purchase
decisions, or early feedback on product releases,
company news or competitors. It is Important to

capturing and analyzing these opinions for proactive
product planning, marketing and customer service.

2. Applications By social Media:

Twitter allows its user to share information which we
called it “Tweets”. Users write tweets to express their
opinions about various personalities, Politicians,
products, companies, events, movies etc pertaining to
their daily life. About 175 million user and more than
95 million tweets published per day, twitter serves as an
ideal platform for analysis of general public sentiments
regarding particular issues.

Day to day sentiments of presidential performance is
estimated by counting number of strongly positive
tweets and strongly negative tweets. Whether a tweet
contains strong positive sentiment or strong negative
sentiment is determined by using a sentiment voting
scheme.

3. Application in Ads placements:

Sentiment detection is useful while placing ads in the
user-generated content i.e. Place an ad when one praises
a product. Place an ad from a competitor if one
criticizes a product.

4. Application in stock market:

The stock is example of closed and measurable
system that is almost sentiment-driven. Investors know
that the stock market is not about P/E, EPS, or market
cap. It is unstructured dinner party chat, the gossip, the
rumor, the opinion and the gut feeling that shape the
market. For this reason, sentiment detect ion is
implemented. By effectively and accurately measuring
the prevailing sentiments in forums, blogs, documents,
tweets and mainstream and niche media, sentiment
analysis tools examine unstructured data from multiple
sources and then intelligently weigh and score the
finding on a numeric scale.

This ultimately gives investors insights from analysts,
media, social media and company announcements-
granting them a clearer understanding of the effect of
sentiment on stock values and delivering a competitive
investing edge.

3. IMPORTANCE OF SENTIMENT
ANALYSIS
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1. As the internet provides so many opportunities
for people to publish their views, companies are
required to track and analyze opinions and attitudes
about their products and services. Customers, prospects,
reviewers, analysts and employees express their views
and opinion in various web forums, from consumer
review sites to Twitter as well as in emails, call logs,
and web-based surveys and forms. By monitoring and
analyzing opinions, companies can gather intelligence
on a customer's defection risk, the impact of an
influential reviewer on other people's purchase
decisions, and level of satisfaction or intensity of
complaints about products and services and about the
company and its competitors. Analysis of these
opinions will help companies in proactive product
planning, marketing and customer service.

2. Sentiment analysis can enable companies to
quantify individual as well as aggregate opinions (e.g.,
60% of consumer comments about our new product as
good; while 40% of complaints are about battery life)
3. It helps to evaluate the satisfaction level of a
customer or a group of customers (e.g., using a coded
ranking of which statistics map to defined satisfaction
categories, AIE can report that recent call log and email
content show a customer falls into a "somewhat
dissatisfied" category)
4. It helps to evaluate sentiment about multiple topics

in a single document (e.g., "The new model is easy
to use and well designed, but performance is
slow.")

4. CHALLENGES IN SENTIMENTAL
ANALYSIS

The challenge for sentiment detection is tracking
disparate sources and then accurately capturing the
meaning in the opinion in time to effectively analyze
and act. Opinions are expressed in many different ways;
accurately analyzing and measuring this diverse content
produces quantitative values that improve the
usefulness of the data companies rely on to run their
business.

5. A LITERATURE SURVEY

Subhabrata Mukherjee, Pushpak Bhattacharyya
(Submitted on 16 Apr 2013) Our day-to-day life has
always been influenced by what people think. Ideas and

opinions of others have always affected our own
opinions. The explosion of Web 2.0 has led to increased
activity in Podcasting, Blogging, and Tagging,
Contributing to RSS, Social Bookmarking, and Social
Networking. As a result there has been an eruption of
interest in people to mine these vast resources of data
for opinions. Sentiment Analysis or Opinion Mining is
the computational treatment of opinions, sentiments and
subjectivity of text. In this report, we take a look at the
various challenges and applications of Sentiment
Analysis. We will discuss in details various approaches
to perform a computational treatment of sentiments and
opinions. Various supervised or data-driven techniques
to SA like Na\"ive Byes, Maximum Entropy, SVM, and
Voted Perceptrons will be discussed and their strengths
and drawbacks will be touched upon. We will also see a
new dimension of analyzing sentiments by Cognitive
Psychology mainly through the work of Janyce Wiebe,
where we will see ways to detect subjectivity,
perspective in narrative and understanding the discourse
structure. We will also study some specific topics in
Sentiment Analysis and the contemporary works in
those areas.
The sentiment detection of texts has been witnessed a
booming interest in recent years, due to the increased
availability of online reviews in digital form and the
ensuing need to organize them. Till to now, there are
mainly four different problems predominating in this
research community, namely, subjectivity classification,
word sentiment classification, document sentiment
classification and opinion extraction. In fact, there are
inherent relations between them. Subjectivity
classification can prevent the sentiment classifier from
considering irrelevant or even potentially misleading
text. Document sentiment classification and opinion
extraction have often involved word sentiment
classification techniques. This survey discusses related
issues and main approaches to these problems.

6. SCOPE
It allows business to track:

1. Flame detection
2. New product perception
3. Brand perception
4. Reputation management

It allows individuals to get:

1. An opinion on something on a global scale.
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