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A Web of people-andpinions

. 31.7%of the more than 200 million bloggers
worldwide blog about opinions on products an
brands (Universal McCann, July 2009)

- 71%of all active Internet users read blogs.

. 2009 Survey 025,000 Internet users irb0
countries:70% of consumers trust opinions
posted online by other consumersliglsen
Global Online Consumer, 20}0



Social MediAnalytics

. Complexprocessfor Social MediAnalyticsare
necessaryherease

- €& Op 1 MinirmandSentimenAnalysiglay a
crucialrole




Authority

. Doesthe opinion of one user (e.g. a
blogger) actually matter?

. OIf a tree falls in a forest and no one is around
hear it, does it make a sound?

- Authority and reputation of users are key

factors to understand and account for
their opinions



What is OM?

- Opinion Miningr alsosentiment analysss
the computational study of opinions,
sentiments and emotions expressed in
text

- How to model, code and compute the
Irrational aspects of our affects in an
analytical way é

- It deals with rational models of emotions,
rumors and trends within user communities

-é and wi t-dof-mouthensideo r d
specific domains



What is OM? (2)

. Opinion Miningor SentimenAnalysis
iInvolve morethanone linguistictask

- What is the opiniorof a text
BWho Is author (or opiniorholdefOH)
BWhat is the opinion targ€Object)
BWhat are thefeature®f the Object

BWhat is the subjectivpositiorof the userwrt
to the Object or the individuafeatures

- What aboutthe (dynamicf) opinionsof
largeOH communities




Introduction 0 facts:and-opinion:

- Two main types of information on the Web.
BFacts and Opinions

. Current search engines search for facts
(assume they are true)
BFacts can be expressed with topic keywords.

. Search engines do not search for opinions

BOpinions are hard to express with a few
keywords
How do people think of Motorola Cell phones?

BCurrent search ranking strategy is not
appropriate for opinion retrieval/search.



Introduction 0 user generated

content

. Word -of-mouth on the Web

B One can express personal experiences and opinions on
almost anything, at review sites, forums, discussion grouy
blogs ...(called theuser generated content.)

B They contain valuable information
BWeb/global scale

No longer limited to your circle of friends
. Our interest:to mine opinions expressed in the
usergenerated content
B An intellectually very challenging problem.
B Practically very useful.



OpiniOn SearChLiu,Web Data Mining book,
2007)

. Can you search for opinions as convenientl
as general Web search?

. Whenever you need to make a decision, yo

may want some opinions from others,
BWoul dnot youcanldire tham ana ?
search system instantly, by issuing queries such

Op i n iMptorsla celbphoned
Comp ar iMstaratas/s. Naki@

. Cannot be done yet!



Two types-of-evaluation

Direct Opinions sentiment expressions on some
objects, e.g., products, events, topics, persons
BE.g., Othe picture qualit\
B Subjective

. Comparisonsrelations expressing similarities or
differences of more than one object. Usually
expressing an ordering.
BE.g., ocar X 1 s cheaper tI
B Objective or subjective.

BWe will not cover in the class (read the textbook if you
are interested)



Opinion Summarization through¥isu:
ComparisorLiu et alwww-2005)

| +
A Summary of
reviews of Cell
Bl Phonel I

Voice Screen  Battery Size Weight

A Comparison of +
reviews of

Bl Cell Phone 1
Cell Phone 2




Find the-opinion-of apersonon X

- In some cases, the general search engin
can handle it, I.e., using suitable keyworc

BBI1 | | Clintonodos opil ni

. Reason:

BOnNe person or organization usually has only
one opinion on a particular topic.

BThe opinion is likely contained in a single
document.

BThus, a good keyword query may be sufficier



Find opinions.onantobject X

We use product reviews as an
example:

. Searching for opinions in product reviews Is
different from general Web search

BE. g., sear chMotowta RAZRV®i on s
. General Web search for a fagtank pages according
to some authority and relevance scores.
BThe user views the first page (if the search is perfect).
B One fact = Multiple facts
- Opinion searchrank is desirable, however

Breading only the review ranked at the top is dangerous
because it is only the opinion of one person.

BOnNe opinion , Multiple opinions



anking

B produce two rankings
Positive opinions and negative opinions
Some kind of summary of both, e.g., # of each

B Or, one rankingbut

The top (say 30) reviews should reflect the natural distribution
of all reviews (assume that there is no spam), i.e., with the right
balance of positive and negative reviews.

Questions:
B Should the user reads all the top reviews? OR
B Should the system prepare a summary of the reviews?



