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Abstract. In this paper a new corpus for opinion mining is introduced.
It has been generated from Amazon customer reviews on several prod-
ucts. Details about its generation along with a complete description of
the corpus are given. Besides, a linear regression has been applied in
order to study how sort comments behave as textual information for the
prediction of customer rates. Our experiments show that these texts are
quite informative and that the rate is an interesting measurement on
the overall opinion of the customer on the product. This technique could
help to summarize opinions in other web sites where rate is not explicitly
given by the user.

1 Introduction

The number of blogs in the World Wide Web has been increased over several
years. In these Weblogs people can estimate a publication, such as music, movies,
video games, books, or electronic products. In addition, the author may assign
rating to indicate its relative merit. Different types of reviews can be found on the
net: On the one hand, “consumer reviews” are written by the owner of a product
or the user of a service who has experience to comment whether or not the
product or service deliver on its promises. On the other hand, some reviews can
be written by an expert in that field who tested several products and can identify
which offers are the best according to their features and their cost. This type
of reviews refers to “Expert Reviews”. Opinions in these Weblogs identify the
author’s viewpoint about the subject rather than simply recognize the subject
itself. The opinion mining in such as Weblogs gives another magnitude to search
and summarization tools. The year 2001 marked the beginning of widespread
of the research problems and opportunities that sentiment analysis and opinion
mining raise. Both of them denote the same field of study, which itself can be
considered a sub-area of subjectivity analysis [1]. Sentiment Analysis (SA) is a
discipline that deals with the quantitative and qualitative analysis of text for
determining opinion properties [2]. The term sentiment analysis stands for a
broad area of natural language processing, computational linguistics and text
mining. It aims to extract attributes and components of the object that have
been commented on a document [3]. With rapid expansion of the Web and
online merchants, more people buy products on the Web. In order to enhance
customer satisfaction, it becomes common for customers to submit and express
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Fig. 3. Statistical analysis of predictions

environments (i.e. blogs) where comments are not rated. In this way, we could
summarize a whole list of comments and study, using descriptive analysis, the
average, standard deviation and other measurements from the distribution of
predicted rates. As further work we plan to replicate our experiments using 10-
fold cross validation to explore the effects of a learned model on non seen data
and to provide statistical significant measurements on that setup. Also, other
models, different to linear regression, have to be studied in order to identify
possible better algorithms for rate prediction. In our opinion, deeper linguistic
analysis has to be performed, as word vectors may not be best candidates as
features before model learning. Actually, we are working on product features
detection, so terms like optical lens or battery life would be considered as relevant
attributes.
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