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Abstract: Sentiment analysis can be defined as a process of
analyzing user reviews, opinions, emotions, sentiments,
attitude regarding various entities such as products,
services, organization, key issues. The Web is place where
anybody can express their opinions or post reviews about
various entities. Social Media is actually influencing the
user’s point of view or individual opinions. It has now
become an essential part of digital marketing. Sentiment
Analysis is a process of identifying and aggregating
opinions of various about any issues or products.
Monitoring Social Media activities has now become a prime
concern for politicians to understanding their social image.
In this paper we are going to analyze the tweets of various
users regarding a political leader, which showcases the
responses or opinions of voters pre and post-elections.
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1. INTRODUCTION

Sentiment analysis can be defined as a process of analysing
user reviews, opinions, emotions, sentiments, attitude
regarding various entities such as products, services,
organization, key issues. The Web is place where anybody
can express their opinions or post reviews about various
entities. Social Media is actually influencing the user’s point
of view or individual opinions. It has now become an
essential part of digital marketing. Sentiment Analysis is a
process of identifying and aggregating opinions of various
about any issues or products.Sentiment analysis is similar to
opinion mining, with the help of which we can analyze the
user’s view by detecting the polarity of the text. Polarity
means we can analyze the text on the basis of their views
posted online i.e. to determine whether the piece of writing
is positive, negative or neutral [1-5]. Sentiment Analysis is
used to discover how people feel about a particular topic or
a product. To buy a product the user checks the various
social networking sites for reviews. These reviews and
ratings on the Internet matters a lot to evaluate the product.
Monitoring social media activities is necessary to evaluate
the customer’s loyality and also to keep track on their
sentiments regarding a brand or a product, impact of various
marketing activities and many other aspects.

Using Natural language processing, statistics or machine
learning methods to extract identify and characterize the
sentiment content of a text unit[6]. Textual information in
the world can be broadly categorized into two main types:
facts and opinions. Facts are objective expressions about
entities, events and their properties. Opinions are usually
subjective expressions that describe people’s sentiments,
appraisals or feelings toward entities, events and their
properties.

2. LITERATURE REVIEW

Fedrico Neri [8] describes a sentiment analysis study
performed on about 1000 Face book posts about new casts
and comparing the sentiments of Rai.In which two
techniques of Sentiment Analysis can be used:

Supervised Machine Learning- It requires a training set of
texts with manually assigned polarity values for eg. they
learn features(words) that correlates with the value.

Unsupervised Machine Learning- That uses a lexicon with
words scored for polarity values such as neutral, positive or
negative. To extract opinions and their sentiments the
following logical components are there:

e  Crawler-Gathers document from internet

e Semantic engine —identifies relevant knowledge in the
texts

e Search engine- enables natural language, semantic and
semantic role queries.

e Machine translation engine- enables automatic
translation of search results.
e Geo-referential engine- enables an interactive

geographical representation of documents.

e (lassification engine-classifies search results into
clusters and sub-clusters, highlighting meaningful
information.

Yasufumi Takama [9] in their paper proposed method by
which a user profile is generated by using user’s TV
watching behavior using sentiment analysis. The method
generates positive and negative profile with bookmark
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format for each user based on iEPG and estimated rating of
watching TV programme.If user watches program for long
time that means he/she is interested and if changes channel
frequently that means he/she is not interested.Daniel E.O’
Leary in his paper focused on blog mining-reviews. He
termed blog as type of media that allows user to present a
range of information including opinions and personal views.
Organizations are looking upon blogs as an important
source of information and knowledge. Blogs may contain
redundant and co related information about any topic
financial, political, entertainment and news.It represents a
single individual or a group. Blog mining is a process of
searching and analyzing blogs in order to generate
additional insights that might otherwise not be found by
examining a single blog[8], Capturing information from
blogs is very useful to various marketing researches about
the sentiments of buyers and potential buyers of their
products. Sometimes sample of blogs are selected when the
organization is concerned with opinions of a particular
group or community. Random sample of blogs are selected
when we require a broad base of opinions. Particular type of
all available blogs are selected when we require an opinion
according to a particular context. Blogs can be selected on
the bases of time or a particular topic. Resources of a blog
can be Internal if generated by employees of the
organization or can be External if taken from outside
sources i.e. customers. Opinions and sentiments can be
determined with the help of frequency of appearance of
words. To analyze the frequency of appearance of words we
look for particular words or phrases used. Almost 50% of
the blogs are Splogs i.e. Spam Blogs and are designed to
induce readers to click advertisement and to get search
engine to capture number of links. Polarity of the blogs can
be examined by the tags placed on the blogs. The unit of
reference may be word level, sentence level, or paragraph
level and with the help of mood declaration we may classify
the blogs as positive, negative or neutral. Blogs provide a
platform for bloggers to express their opinions on a range of
issues.

Namrata Godbole [9] proposed the large scale sentiment
analyses for news and blogs.The frequency of adjectives is
tracked with positive and negative polarity using
WordNet.Sentiment hop counts to determine the strength of
the candidate terms and eliminate ambiguous terms.
Adjectives separated by “And” have same polarity but those
separated by “But” have opposite polarity. Machine learning
techniques perform better than simple counting methods and
are more accurate.

3. METHODOLOGY USED

This paper examines the sentiment analysis of a prominent
political figure by analysing a dataset gathered from the
micro blogging site that is twitter. The dataset is obtained
from twitter during the Prime Minister Narender Modi’s
visit to United States of America. The project work starts
with the creation of a twitter application which helps us

fetch certain access keys and tokens for the extraction and
filtering of the tweets as required by the user and putting it
in a database for further mapping of these tweets for
sentiment analysis of the same. The access keys are
generated and the tweets are extracted and put in the
database. The approach to extract the tweets from the twitter
database according to the user’s need is a generic one as the
user has the control over how many and which tweets are
required by the user and he/she can work according to the
desired level of complexity. The initial stepis to extract
tweets from a twitter account which is accomplished by
making an account on twitter. From the respective account,
a twitter development application is created on the
developers end through an application on twitter site which
gives the user the access to certain keys. These keys are the
used in the code to extract the tweets from the database and
save them in a .csv file. The .csv file generated is used as an
input for the next modules in the code to generate the
required result from the analysis of the sentiments. With the
grant of the keys, now the extraction of the tweets starts.
The access tokens are now generated via the keys. With the
help tokenization, the tweets are split to words and every
word is referred with a dictionary and its polarity is
determined. We are using dictionary i.e. AFFINN-111.We
assign a sentiment score to the words (Sw) to those words
that are not present in AFINN-111 through this simple
formula:

. Zrll Sc(w EL)

S
oW
n

where,

N is the number of tweets that contain the word

St is the sentiment score of the tweet that contains the word
W.

The sentiment of a tweet is determined based on the higher
value os s+ or s-.

If the values are equal the tweets are considered neutral.

positive ifs, > s_
S‘t =
negative if s, < s_

4. RESULTS

In this paper we are analyzing the tweets of our PM
Narendra Modi before and after his foreign visits. The
results are presented in the table 1:

TABLE 1 : Polarity score of tweets PM Narendra Modi

Polarity score Modi | Modi After Foreign
visits
Positive 21 27
Negative -19 -2
Neutral 14 12
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Fig. 1. Polarity score of tweets PM Narendra Modi
5. CONCLUSIONS

The use of sentiment analysis for tweets has a wide scope as
it analyzes the sentiment of the people in an area and thus
all the strategies and estimation can be based on how the
people of that area respond to various political mandates.
The sentiment analysis can be very useful to identify the
grey areas for a political leader and thus help the respective
party to ennoble the status of the leader so as to win the
elections. It can also be a useful tool in predicting the results
of an election with high accuracy and thus provide help to
take the required action accordingly. All in all, with such a
tool to judge the preferences of the people in terms of
politics could hold the key to a leader’s win in an election
and also could help improve the strategies that are to be
taken up by the party so that they are in best interest of the
people being based on people’s own preference. With such a
tool in hand, the tide could be completing reversed and that
matters a lot in politics. Thus, sentiment analysis may hold
the key to the political decisions in the times to come.

6. FUTURE SCOPE

The data available online is inevitable which can be further
useful in analyzing sentiments of people online. Sentiment
analysis or opinion mining finds its application in almost
every field. Most brands are using sentiment analysis tools
to view and analyze the opinions of the actual users who are
using their brand products. Similar to this the brands can
also have an idea of what kind of services are appreciated by
the customers along with their products. With the help of
opinion mining news and media houses are trying to analyze
the image of political leaders either after or before elections.
But still a lot of challenges come in the way of sentiment
analysis as there are some cases when the reviews available
are influenced or paid reviews. The future of sentiment
analysis lies in not only attaining accurate results but also
detecting fake reviews
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