
Vol-07 Issue 03, March-2023                                                                                   ISSN: 2456-9348 

                                                                                                                                  Impact Factor: 6.736 

  

    

International Journal of Engineering Technology Research & Management 
 

IJETRM (http://ijetrm.com/)    [115] 

 

ASPECT MINING ON CONFECTIONERY PRODUCTS 
Rupashini P R1 

Rahul Aanand S 2 

Akilan K 3 
1 Guided by Assistant Professor Department of Computer Science and Engineering, Bannari Amman 

Institute of Technology, India 
2 ,3Student, Department of Computer Science and Engineering, Bannari Amman Institute of 

Technology, India  
 

 

ABSTRACT 

With the rapid growth in E-Commerce, reviews for popular products on the web have grown rapidly. Customers 

are often forced to wade through many online reviews. In order to make an informed product choice, these 

comments are useful for other users to decide in buying a product. The manual analysis of such a huge number 

of reviews is practically impossible. Scanning all these reviews would be tedious, time consuming, boring, and 

fruitless. It would be good if these reviews could be processed automatically and customers are provided with 

limited generalized information. To solve this problem, an automated approach to mine the aspects related to the 

products is required. Opinion Mining plays a major role to summarize customer reviews and make it easy for 

online customers to determine whether to purchase the products or not. The proposed work performs aspect-

level opinion mining by extracting product aspects from reviews on E-Commerce sites and produces a 

summarized report of the most frequently discussed product aspects regarding the number of appearances in 

positive, negative, and neutral reviews. This project focuses on the aspect based opinion mining of 

confectionery product reviews. Given a set of reviews of a product, the model generates products’ aspect profile 

summarizing its important features automatically.   
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INTRODUCTION 

 In aspect-based opinion mining (ABOM), an entity's features or aspects are extracted, and opinions on those 

traits or aspects are determined. It is a text classification technique that developed from named entity extraction 

and sentiment analysis (NER). As a result, ABOM combines aspect extraction with opinion mining. Despite the 

fact that opinions about entities are useful, opinions regarding their components are more specific and 

enlightening. People’s opinions on products have always been an important piece of information when buying a 

product online. With the rapid growth in E-commerce, reviews for popular products in the internet have grown 

rapidly. Customers are often forced to wade through many online reviews in order to make an informed product 

choice. These reviews are beneficial for other users to make a decision on buying a product. The manual 

analysis of such a huge number of reviews is very nearly impossible. Scanning all these reviews would be 

tedious, time-consuming, boring, and fruitless. It would be good if these reviews could be processed 

automatically and customers are provided with limited generalized information.  

To solve this problem, an automated approach of aspect mining related to the products is required. Opinion 

Mining plays a major role to summarize customer reviews and make it easy for online customers to determine 

whether to purchase the products or not. The proposed work performs aspect-level opinion mining by extracting 

product aspects from reviews on e-commerce sites and produces a summarized report of the most frequently 

discussed product aspects regarding the number of appearances in positive, negative, and neutral reviews. This 

project focuses on the aspect based opinion mining of confectionery product reviews. Given a set of reviews of 

an item for consumption, the model generates products’ aspect profile summarizing its important features 

automatically. This project focuses on the aspect-based opinion mining of confectionery product reviews. Given 

a set of reviews of a product, the model generates products’ aspect profile, summarizing its important features 

automatically.  Our project aims to provide this feature to users for improved decision making on confectionery 

products.  
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OBJECTIVES 

This project focuses on the aspect-based opinion mining of confectionery product reviews. Given a customary 

of reviews of a product, the model generates products’ aspect profile, summarizing its important features 

automatically. The project aims to provide this feature to customers for improved decision making on 

confectionery products.  

PROBLEM IDENTIFICATION 

People’s thoughts on products have always been an important piece of information when buying a product 

online. With the rapid growth in E-commerce, reviews for popular products on the internet have grown 

rapidly. Customers are often forced to paddle through many online reviews in order to make a conversant 

product choice. These comments are useful for other consumers to make a decision on buying a product. The 

manual analysis of such a huge number of reviews is basically impossible. Scanning all these reviews would 

be tedious, time-consuming, boring, and fruitless. It would be good if these reviews could be processed 

automatically and customers are provided with limited generalized information. 

 

LITERATURE SURVEY 

1. Nidhi Mishra, Sonal Meenu Singh worked on the explosion of Web 2.0, platforms such as blogs, 

ecommerce sites, peer-to-peer networks and social media, consumers have a broad platform and unlimited 

power to share their experiences in the form of reviews. With this, bulks of reviews are available for a 

single product, that needs to be analyzed, processed and mine. Opinion Mining or Sentiment Analysis is a 

Natural Language Processing and Information retrieval task that defines the customer’s views or opinions 

through positive, negative or neutral sentiments. Aspect based Opinion Mining deals with aspects of the 

features. In this paper an aspect-based opinion mining system is proposed that classify reviews as positive 

and negative. The system also deals with two aspects in a review. Experimental results using reviews of 

mobile phones show an accuracy of 75% as compared to other methods. [1]. 

2. Anetta Barska, Julia Wojciechowska-Solis investigated on the dynamically developing trend of sustainable 

consumption is manifested, among others, by the growing interest in organic products on the part of 

consumers. The aim of this article was to identify the behavior of Polish consumers in the market of organic 

products and to establish a link between their environmental awareness and willingness to buy organic 

products. The authors hypothesized that there is a relationship between consumer awareness of the concept 

of sustainable consumption and the consumption of organic products. Consumer awareness means making 

conscious choices based on the knowledge expressed in the attitudes and, sometimes, preferences of the 

food brand. The research was conducted using a proprietary survey questionnaire. A total of 1067 

respondents participated. A statistical analysis was performed by using Statistica 13.1 PL software, which 

includes descriptive statistics, the discriminant function analysis, and regression analysis. Motives were 

identified that are of crucial importance to the consumer deciding to purchase organic products. [2]. 

3. M.T. Mastura, H.N. Salwa, S.M. Sapuan, R.A. Ilyas and M.Y.M Zuhri conducted a study on the consumer 

packaged goods (CPG) markets greatly rely on packaging. Packaging allows products to be delivered to 

consumers in excellent condition and spoilage can be avoided. Packaging also plays an important role in 

extending shelf life and minimizing wastage for unpreserved foods such as fresh meat and fish, ready-

prepared meals, and salads. Other products, including electronic equipment such as a mobile phone, as well 

as other domestic appliances such as vacuum cleaners, kettles, and toasters, all rely on packaging to protect 

them against the potential damage encountered in the distribution chain. [3]. 

4. Adisa Azapagic, Antonios Konstantas, Laurence Stamford’s study has introduced a framework for the 

assessment of eco-efficiency at both product and sectoral levels based on life cycle thinking. Its application 

can provide valuable insights into a broad range of eco-efficiency indicators. The framework also 

incorporates multicriteria decision analysis to help aggregate the indicators into a single eco-efficiency 

score, while enabling a transparent analysis of how preferences for different indicators affect outcomes. The 

application of the framework has been demonstrated by estimating the eco-efficiency of the confectionary 

and the frozen desserts sectors in the UK. At the product level, the estimated eco-efficiencies range from 

0.001 to 0.84, with cupcakes being most and semi-sweet biscuits least efficient. A general trend is observed 

showing that premium products, such as premium ice cream or cupcakes, tend to be considerably more eco-

efficient than low-value items. [4]. 

5. Bing Liu, Jiajun Bu, Chun Chen, Guang Qiu & Jiajun Bu did an article that focuses on two important tasks 

in opinion mining, namely, opinion lexicon expansion and target extraction. We propose a propagation 

approach to extract opinion words and targets iteratively given only a seed opinion lexicon of small size. 
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The extraction is performed using identified relations between opinion words and targets, and also opinion 

words/targets themselves. The relations are described syntactically based on the dependency grammar. We 

also propose novel methods for new opinion word polarity assignment and noisy target pruning. In the 

evaluation, we compared our new approach with others on standard testing data sets. The results show that 

our approach outperforms other state-of-the-art methods in these two tasks. In the future, we plan to first 

focus on improving the precision of opinion word extraction by working on opinion word pruning methods. 

We will then also try to learn syntactic relations automatically from large corpuses using pattern mining 

techniques to improve the relation coverage. [5]. 

6. Fatemeh Hemmatian, Sohrabi Mohammad Karim states that opinion mining is considered as a subfield of 

natural language processing, information retrieval and text mining. Opinion mining is the process of 

extracting human thoughts and perceptions from unstructured texts, which with regard to the emergence of 

online social media and mass volume of users’ comments, has become to a useful, attractive and also 

challenging issue. There are varieties of researches with different trends and approaches in this area, but the 

lack of a comprehensive study to investigate them from all aspects is tangible. In this paper they represent a 

complete, multilateral, and systematic review of opinion mining and sentiment analysis to classify available 

methods and compare their advantages and drawbacks, in order to have better understanding of available 

challenges and solutions to clarify the future direction. For this purpose, they present a proper framework of 

opinion mining accompanying with its steps and levels and then completely monitor, classify, summarize 

and compare proposed techniques for aspect extraction, opinion classification, summary production and 

evaluation, based on the major validated scientific works. In order to have a better comparison, they also 

propose some factors in each category, which help to have a better understanding of advantages and 

disadvantages of different methods. [6].  

7. Bo Pang, Lillian Lee done a survey that covers techniques and approaches that promise to directly enable 

opinion-oriented information-seeking systems. Our focus is on methods that seek to address the new 

challenges raised by sentiment aware applications, as compared to those that are already present in more 

traditional fact-based analysis. We include material on summarization of evaluative text and on broader 

issues regarding privacy, manipulation, and economic impact that the development of opinion-oriented 

information access services gives rise to. To facilitate future work, a discussion of available resources, 

benchmark datasets, and evaluation campaigns is also provided. [7]. 

 

METHODOLOGY 

This Aspect-based opinion mining (ABOM) involves extracting aspects or features of an entity and eliciting 

opinions about those aspects. It is a text classification method that evolved from sentiment analysis and named 

entity extraction (NER). ABOM is therefore a combination of viewpoints and opinion mining. While entity 

views are useful, entity views are more detailed and comprehensive.  

To solve this problem, an automated approach to mine the aspects related to the products is required. Opinion 

Mining plays a major role to summarize customer reviews and make it easy for online customers to determine 

whether to purchase the products or not. The proposed work performs aspect-level opinion mining by extracting 

product aspects from reviews on e-commerce sites and produces a summarized report of the most frequently 

discussed product aspects regarding the number of appearances in positive, negative, and neutral reviews. This 

project focuses on the aspect-based opinion mining of confectionery product reviews. Given a set of reviews of 

a product, the model generates products’ aspect profile summarizing its important features automatically. The 

system performs this task in several steps as data collection, pre-processing by removing stop words (words 

which does not perform any role in classifying the opinion, for example “I”, “Me”, “OMG”, etc.), tokenizing 

reviews, pos tagging, aspect extraction, orientation and then identifying opinion words using aspect mining and 

classifying the product, according to the aspects by giving a score to each aspect, whether it is good, bad or a 

neutral product.  

  

• DATA COLLECTION  

• DATA PREPROCESSING  

• POS TAGGING  

• ASPECT TERM EXTRACTION  

• SENTIMENT ANALYSIS  

• INGREDIENTS ANALYSIS   
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DATA COLLECTION 

To Many reviews are gathered from the web in order to determine the polarity of the sentences depending on 

their elements. The vast majority of consumer reviews are available on numerous places on the Internet. The 

reviews are gathered through e-commerce websites. 

DATA PREPROCESSING 

The review text that we extracted from the e-com sites had a lot of unclean data, so we created a cleaning script 

for the dataset. It removed unnecessary characters, hyperlinks, symbols, excess spaces, and other patterns of text 

that could not be processed by our system. From the cleaned dataset, we extracted the review text description for 

our analysis. 

 

 

 

 

 

 

 

POS TAGGING 

http://ijetrm.com/


Vol-07 Issue 03, March-2023                                                                                   ISSN: 2456-9348 

                                                                                                                                  Impact Factor: 6.736 

  

    

International Journal of Engineering Technology Research & Management 
 

IJETRM (http://ijetrm.com/)    [119] 

 

 
 

ASPECT TERM EXTRACTION: 

In Aspect-Based Sentiment Analysis, which tries to extract explicit aspect expressions from online user reviews, 

Aspect Term Extraction (ATE) is a crucial sub-task. So, what is the aspect term? Aspect terms are the target of 

opinions.    

SENTIMENT ANALYSIS: 

Sentiment analysis is a method of natural language processing (NLP) that detects whether a piece of text is 

good, negative, or neutral. It is sometimes referred to as opinion mining or emotion artificial intelligence. A 

sentiment analysis tool can comprehend what customers are saying, how they are saying it, and what they truly 

mean from both an individual's and the public's perspective by evaluating text and statistics. 

INGREDIENTS ANALYSIS: 

Using the open food facts library, the ingredients of the product is extracted by entering the bar code of the 

product, which is already stored in the database. The ingredients nutrition is analyzed and given a score 

depending on its nutrition whether it is very good, good, bad, or very bad by rating A, B, C, D respectively. 
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MODEL AND SYSTEM ARCHITECTURE 
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RESULTS AND DISCUSSION 

DATA COLLECTION 

 
This is the code for collecting data that is the set of reviews of the product for reviewing. It connects with 

amazon review scrapper and gets all the reviews posted by people as a single set.  
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DATASET 

The dataset created from review scrapper model for Pediasure Product  

 

 
Now the reviews of the pediasure product have been collected. The next step is to take these reviews for ATE. 

 

ASPECT MINING 

DATA PREPROCESSING:  Stop words removal 

 
The data preprocessing is done to remove the stop words. 
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TOKENIZATION OF REVIEWS 

 
POS TAGGING 

 
Pos tagging is the process of marking up a word in a text (corpus) as corresponding to a particular part of 

speech, based on both its definition and its context. 
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ASPECT EXTRACTION: 
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 SENTIMENT ANALYSIS 

 

 

 
 

By identifying the opinion words, it will be easy to classify the reviews in which way we want it. 

 

INGREDIENT ANALYSIS 
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As stated in above methodology rating of the products is done on a scale of 4 by accessing the food facts library 

which is an open source. 

FUTURE SCOPE 

Many online shopping sites include candy product reviews, star ratings, and reviews. With this we analyze 

information about the product from the customer's point of view and make suggestions to people who want to 

buy similar products. Today people care about what they consume. We can also find out about the ingredient in 

the product and warn about the potentially harmful ingredient. 
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CONCLUSION 

Many e-commerce sites contain confectionery product reviews, star rating and followers of reviews. With this 

information we analyze about the product from customer perspective and the suggestion to people who want to 

buy similar products.  Now a day people are concern of what they consume. We can also discover out about the 

ingredient containing the product and warn about the contain of any possible harmful ingredient. 
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