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Abstract: 
            The peoples are before the purchasing invention to see the product reviews on internet. But 

some time the reviews are often not confidentiality and provide difficult about product aspect and people 

could not identify the review information via internet.  

Nowadays online shopping plays an excellent role in our life. Peoples are more comfortable to buy 

online products at the same time manufacturers also provide reliable products .Most retail Websites 

promotes consumers to write their feedbacks about products to express their opinions on various aspects 

of the products. The web contains outstanding source of consumer opinions. A product may have 

thousands of aspects. Different kinds of users give their different kinds of opinions .so the volume of the 

textual information increased rapidly. It is difficult for users to read all the reviews to make a good 

decision. It is also difficult for manufacturers and providers. These needs extracted aspects and estimated 

ratings clearly provide more detailed information of users to make decisions and for suppliers to monitor 

their customers. In this research, we aim to mine and to summarize all the customer reviews of a product. 

This summarization task is different from traditional text summarization because we only mine the 

features of the product on which the customers have expressed their opinions and whether the opinions are 

positive or negative. We do not summarize the reviews by selecting a subset or rewrite some of the 

original sentences from the reviews to capture the main points as in the classic text summarization. Our 

task is performed in three steps. 

(1) Mining product features that have been commented on by customers. 

(2)Identifying opinion sentences in each review and deciding whether each      opinion sentence is positive 

or negative. 

(3) Summarizing the results.  

. 
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I.     INTRODUCTION 

Online shopping sometimes known as e-tail 

from "electronic retail" or e-shopping is a form of 

electronic commerce which allows consumers to 

directly buy goods or services from a seller over the 

Internet using a web browser. Alternative names 

are: e-web-store, e-shop, e-store, Internet shop, 

web-shop, web-store, online store, online storefront 

and virtual store. Mobile commerce or m-commerce 

describes purchasing from an online retailer's 

mobile optimized online site. The product 

purchasing in online is one of the part in human life 

day to day time. Economists have theorized that e-

commerce ought to lead to intensified price 

competition, as it increases consumers' ability to 

gather information about products and prices. 

Research by four economists at the University of 

Chicago has found that the growth of online 

shopping has also affected industry structure in two 

areas that have seen significant growth in e-

commerce, bookshops and travel agencies. 

Generally, larger firms are able to use economies of 

scale and offer lower prices. The lone exception to 

this pattern has been the very smallest category of 

bookseller, shops with between one and four 

employees, which appear to have withstood the 

trend. Depending on the category, e-commerce may 
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shift the switching costs procedural, relational, and 

financial experienced by customers. 

1.1.Existing System 
The existing of system is to identify the 

aspect of product in supervised way that means 

listening about the product and identify the aspect is 

manually or not able to identify the aspect is 

imprecision. The system represent the important 

aspect of product is imprecision in previously 

reviews. So this is also impractical the people 

manually identify the aspect of product from 

various consumers. 

1.2. Disadvantages 
� The product aspect identification is 

imprecision. 

� The reviews are not accurately. 

� Efficiency of review is low. 

2. PROPOSED SYSTEM 

 The proposed system is SVM ranking is 

automatically identify the aspect of product from 

various consumer. The proposed method using 

significantly perform the product aspect identify 

and maximize the reviews of product is precision 

using support vector machine algorithm. The 

algorithm use to collect the important aspect is 

simultaneously on aspect frequency and influence 

important consumer opinion given each aspect to 

over their overall opinion. 

2.1. Advantages 

� Easily identify the aspect of the product. 

� Increase the efficiency of product review 

information. 

� The product review is accurate. 

 

3. METHODOLOGIES 

3.1. Consumer choose of product in a categories 
 The product in categories is vital role in 

people life. The consumer choose product in a list 

of categories via the reviews of the various 

consumer used on that product. The all type of 

products are available on list of categories such as 

mobile, laptop, etc. So the Consumers need the 

requirement of product purchasing in online via 

internet in a secure way. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2. Identify aspect of Product Company 
The consumer first identifies the aspect of 

the product before the purchasing of the product. 

The aspect denotes the feature of the product based 

on company such, amazons, flip kart. The module 

identifies the aspect of the product in shallow 

dependency parser. The aspect identified in a way is 

important aspect is commented by large number of 

consumer.  

 3.3. Get overall opinion of product 
 The people get important aspect of product 

and their overall opinion of product aspect from 

already purchased consumers of product. This way 

help to people purchase a product in efficient 

manner. The module collects overall opinion of 

product aspect from numerous consumers in 

sentimental classifier.  

 

3.4. Predict review information based on SVM 
 The people first identify the aspect of 

the product and collect the important aspect from 

numerous consumers and their overall opinion via 

using shallow dependency parser and sentiment 

classifier ranking using SVM Support vector 

Machine algorithm. Finally the algorithm helps to 

calculate the aspect information from numerous 

consumers to provide review and rating of product 

to help people purchase good product via online. 

4. OPTIMIZATION OF CROSS DOMAIN 

SENTIMENT ANALYSIS USING 

SENTIWORDNET 
The task of sentiment analysis of reviews is 

carried out using manually built automatically 

generated lexicon resources of their own with 

which terms are matched with lexicon to compute 

the term count for positive and negative polarity. 

Select product 

in a list 

mobile, laptop 

Select product 

Consumer 
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On the other hand the Sentiwordnet, which is quite 

different from other lexicon resources that gives 

scores weights of the positive and negative polarity 

for each word. The polarity of a word namely 

positive, negative and neutral have the score 

ranging between 0 and 1 indicates the strength 

weight of the word with that sentiment orientation. 

In this paper, we show that using the Sentiwordnet, 

how we could enhance the performance of the 

classification at both sentence and document level. 

5. CONCLUSION  
` Review is to identify the important aspects 

of a product from online consumer reviews. Our 

assumption is that the important aspects of a 

product should be the aspects that are frequently 

commented by consumers and consumers’ opinions 

on the important aspects greatly influence their 

overall opinions on the product. Based on this 

assumption, we have developed an SVM algorithm 

to identify the important aspects by simultaneously 

considering the aspect frequency and the influence 

of consumers’ opinions given to each aspect on 

their overall opinions. We have conducted 

experiments on 4 popular products in four domains. 

Experimental results have demonstrated the 

effectiveness of our approach on important aspects 

identification.  
6. FUTURE ENHANCEMENT 

In terms of future scope, a variety of data 

mining techniques can be used by researchers to 

simplify customer perceptions and attitudes. Every 

day, every hour and every minute, tera-bytes of data 

gets generated from millions of shoppers, yet, retail 

managers business executives always grapple with 

relevant information that can help retailers 

researchers design strategies to generate customer 

loyalty. Thus data mining can not only be applied in 

retailing but also can be applied in the other sectors 

such as banking, medicine, education, and tourism, 

insurance and so on. Data mining is the task of 

finding useful information knowledge from huge 

volume of data. Data mining can be applied through 

a variety of other techniques such as concept 

description, cluster analysis, factor analysis, 

classification and prediction, association analysis, 

evolution analysis, outlier analysis and many other 

different tools 
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