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ABSTRACT

People from all over the world now use social
media sites to share information. Twitter, for
example, is a platform where users can send, read,
and interact with different communities. Users post
about their daily lives and their thoughts on various
topics such as brands and locations. Companies can
benefit from this massive platform by collecting
data about their customers' opinions. The goal of
this paper is to present a model that can perform
sentiment analysis on real-world Twitter data.
Twitter data is highly unstructured, making it
difficult to evaluate. However, our proposed model
differs from previous work in this field in that it
employs both supervised and unsupervised
machine learning algorithms. The following is the
procedure for performing sentiment analysis:
Tweet extracted directly from Twitter API,
followed by data cleaning and discovery.
Following that, the data was fed into several
models for training. Each extracted tweet is
classified based on its sentiment, whether positive,
negative, or neutral. Data was gathered on two
subjects, McDonalds and KFC, to determine which
restaurant is more popular. Various machine
learning algorithms were employed. These models'
output was tested using various testing metrics such
as cross validation and f-score. Furthermore, our
model outperforms other models when mining text
extracted directly from Twitter.

Keywords— Sentiment analysis, social media,
Twitter, tweets.

l. INTRODUCTION

Users of online social media platforms
such as Twitter, Facebook, and Instagram can
communicate with people all over the world. Write
their own opinions about products or share their
experiences, and they can even influence politics
and businesses. Twitter, for example, almost every
large company has a Twitter account to learn about
their customers' feedback on their services or
products. Sentiment analysis, also known as
opinion mining, is used to categorise specific
words as positive or negative. [1-4]

The prediction of emotions in a word or a
sentence is known as sentiment analysis. It's
designed to be a tool for deciphering the attitudes,
beliefs, and feelings conveyed in an online
discussion. It's a way of dividing interactions into
positive and negative categories. Unstructured
information makes up a large portion of the
information available in interpersonal
organisations. Unstructured data makes up a
portion of the information available everywhere.
This makes it difficult to study information and
make significant decisions based on it. The key
system that aids in recognising conclusions is
concept examination or evaluation mining.

Consumers, on the other hand, have

complete control over what they want to see and
how theyreact. As a result, the company's success
and failure are made public and spread by word of
mouth. However, social media can impact
consumer behaviour and decision-making. For
example, claims that 87 percent of internet users
are influenced by customer reviews in their
purchase and choice. As a result, if a company can
catch up faster on what its customers are thinking,
it will be more advantageous to organise to react
quickly and come up with a smart strategy to
compete against their competitors.
We are using sentiment analysis in this paper to
classify specific English tweets about two
restaurants, KFC, and McDonald's. Our research
was aimed at determining which was superiorto the
other, and we specifically looking at whether
specific tweets were positive, negative, orneutral.

Obijectives

The study's first goal is to investigate
sentiment analysis on Twitter data in order to
analyse feedback from customers of an
organization's product or service; and the study's
second goal is to develop a programme for
customer reviews on a product that allows an
organisation or individual to sentiment and analyse
a large number of tweets into a usable format.
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1. LITERATURE REVIEW

In [5] focuses on analysing tweets in
written English language belonging to various KSA
telecommunication companies for opinion mining,
and they used supervised machine learning
algorithms for classification. Furthermore, they
used TF-IDF (Term frequency — inverse document
frequency) to determine the importance of a
specific word in a tweet. [6] creates a sentiment
analysis approach based on public Arabic tweets
and Facebook posts comments.

They used supervised machine learning
algorithms such as Support Vector Machine (SVM)
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and Nave Bayes, as well as binary model (BM) and
TF-IDF, to investigate the effect of various term
weighting  functions on sentiment analysis
accuracy. In [7], they used natural language
analysis for Arabic language text and applied
sentiment analysis to a Twitter dataset of 4700 for
Saudi dialect sentiment analysis with (k=0.807).
Researchers in [8] present a sentiment analysis for
Egyptian dialect based on a corpus of tweets and
product reviews. They use natural language
processing to comprehend Egyptian dialect. They
also classified the data using a lexicon-based
classification.
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Figure 1 System Architecture

This paper focuses on mining English-
language tweets. We're curious whether people
think McDonald's or KFC is better in terms of
good/bad reviews. Analysing people's opinions and
what they think about a product based on their
social media tweets could be beneficial to any
business. In our project, we used Python
programming to extract tweets from Twitter.
Python is a popular programming language for
statistical computing and machine learning
algorithms. Twitter API was used to create a Twitter
application and obtain authorization in order to
extracttweets from Twitter. To complete this task,
we use NumPy, Pandas, Matplotlib, Text blob, and
request libraries.

sentiment analysis, is the process of
determining a user's viewpoint toward a topic or a
product. Opinion mining determines whether a
user's opinion of a product, topic, or event is
positive, negative, or neutral. The process of
opinion mining and summarization consists of three
major  steps:  opinion  retrieval,  opinion

classification, and opinion summarization. The
review text is obtained from review websites.
Opinion text in blog posts, reviews, and comments,
for example, contains subjective information about
a topic. Reviews are classified as either positive or
negative. Opinion summaries are generated based
on feature opinion sentences by considering
frequently occurring features about a topic.

Business Benefits of Sentiment Analysis

Social media is now an essential part of
almost everyone's life. They are gradually evolving
into a platform for all forms of media
communication. Businesses can capitalise on this
by carefully listening to and monitoring their
customers. It is critical to use sentiment analysis to
accurately understand what the client wants.
Sentiment analysis can be used to address a wide
range of business issues, some of which are listed
below.

e Sentiment analysis can provide useful
information to businesses, allowing them to
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develop effective business strategies. It can
help businesses track the performance of their
brands and products, resolve customer
complaints, and collect detailed data for
strategic research. Sentiment analysis can help
track and develop successful marketing
campaigns. The positive and negative thoughts
and comments of customers can be used to
calculate the true ROI of marketing activities.
Today, sentiment analysis has become the
backbone of most businesses' digital
initiatives.

e With more modern tools and big data, sentiment
analysis can capture, quantify, retrieve, and
analyse customers more efficiently. Sentiment
analysis can determine whether a phrase is
positive, negative, or neutral, and thus reveal a
customer's opinion of a brand or service. This
aids in determining a company's strengths and
weaknesses.

e As a result of sentiment analysis, product
quality will improve. Market research teams
would be better able to predict consumer
preferences and tastes. Customers who have
been specifically targeted can also make
suggestions for product enhancements. It can
help identify up-selling opportunities, reduce
customer churn, increase client acquisition,
improve customer retention, and resolve
customer complaints.

e |t can also aid in the identification of new
business opportunities. Specific phrases and
texts of target audiences can be tracked to
efficiently generate new leads. Monitoring
competitor brand mentions can also be used to
evaluate competitor performance.

I11. CONCLUSION

Sentiment analysis can be used in a wide
range of business applications, from brand
monitoring and product analytics to customer
service and market research. Leading brands (not to
mention entire cities) can work faster and more
accurately toward more useful ends by
incorporating it into their existing systems and
analytics. Sentiment analysis has progressed
beyond being merely an intriguing, high-tech
whim, and will soon become an indispensable tool
for all modern-day businesses.

Twitter is a massive platform and a rich
supply of poorly structured and sentiment
information that may be examined to generate
trending emotions and many other things. We
inspect or mine every piece of the tweet in Twitter
sentiment analysis. This paper describes the many

procedures required in analysing  Twitter
sentiments, as well as the numerous tools that are
used to do so. The tweet is used for sentiment
analysis, and it goes through several stages. It is
critical to understand the structure and parts of a
tweet to analyse it. This review paper briefly
describes each of these components and phases of
sentiment analysis.
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