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Abstract: Sentiment analysis lets marketers to collect rich data on customer attitudes and opinions in real time.
Marketers can also gather feedback on customer reviews as they occur without having to invest in lengthy and
costly market research activities. Sentiment analysis results in better targeted marketing, brand-reputation
protection and faster detection of opportunities and threats. Sentiment Analysis helps to build a predictive
model for analyzing the impact of customer sentiments on product sales.

I.  Introduction
Customer sentiments are analyzed using social media monitoring tools. Online customer reviews about
the product brand were extracted from twitter using twitter data extraction APl. The extracted reviews are
classified as positive, negative and neutral based on their sentiment polarity and a sentiment score was assigned
to each review. An offline survey can also be conducted to gather offline review rating about the chosen
product brand. As a result a net sentiment score can be calculated to predict the sales performance of the
product[1].

1. Methodology

Opinion mining for specific product features would require some level of semantic understanding to
separate opinions about other features mentioned in the same review. Sentiment analysis include two sided
reviews in order to test if there is a greater effect on the relationships examined when the reviews contain both
positive and negative content. In addition, findings of sentiment analysis are not limited to only one leading
brand, but can also include several different leading brands in different market categories. Sentiment analysis
also include automatic irony detection in contrasting opinions of customers and conducting cross platform
sentiment analysis[2].

The three dominant types of analytics —

e Descriptive analytics

e Predictive analytics

e  Prescriptive analytics

These analytics methods are interrelated solutions helping companies make the most out of the big data that they
have. Each of these analytic types offers a different insight.

Big data analytics cannot be considered as a one-size-fits-all blanket strategy. In fact, what distinguishes a best
data scientist or data analyst from others, is their ability to identify the kind of analytics that can be leveraged to
benefit the business - at an optimum([4].
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Fig 1. Customer Analytics
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I11. Research And Analysis

e Research gaps

Firstly, there is a technical challenge of correctly evaluating the meaning and sentiment of customer
reviews over social media for products sales as well as their brand reputation. Whether sentiment analysis is as
useful for a raw material extractor (i.e., distant from consumers) as it is for a firm that assembles finished goods
(i.e., close to the consumer) is still an open question. Furthermore, where a firm has only a portion of their
output going into certain markets, hence it’s not easy for those firms to predict the sales of their products over
other portions of markets. Finally, not all firms have identified where their output makes its way into the
consumer market or which brands use it. Sentiment analysis can be used by the researchers to understand the
swings in consumer sentiment which can then be correlated with the changing patterns of purchase orders[5].

e Research Contribution

The consumer purchase intentions and attitudes toward the brand have been examined under the
spectrum of perceived risk towards online shopping and prior product knowledge. The findings of this research
are indicating that positive online reviews had a positive effect on the purchase intentions of customers.
Regarding the sales of the products, this study concludes that customer with greater prior product knowledge
and lower perceived risk will have more positive attitude towards purchasing the product online while the
Consumer-based brand equity is not supported as a construct in the study[8].

IV. Conclusion
Sentiment analysis can provide substantial value to companies for various product sales. It enables
campaign managers to track how customers feel about different issues and how they relate to the product
features. This can be a useful practical solution to allow customers to help decide how well a product satisfies
his/her needs if they are only looking for few important features in a product and don't care about other features.
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