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ABSTRACT 

Numerous consumer reviews of products are now available on 

the Internet. Consumer reviews contain rich and valuable 

knowledge for both firms and users. However, the reviews are 

often disorganized, leading to difficulties in information 

navigation and knowledge acquisition. This article proposes a 

product aspect ranking framework, which automatically 

identifies the important aspects of products from online 

consumer reviews, aiming at improving the usability of the 

numerous reviews. The important product aspects are 

identified based on two observations: 1) the important aspects 

are usually commented on by a large number of consumers 

and 2) consumer opinions on the important aspects greatly 

influence their overall opinions on the product. In particular, 

given the consumer reviews of a product, we first identify 

product aspects by a shallow dependency parser and determine 

consumer opinions on these aspects via a sentiment classifier. 

We then develop a probabilistic aspect ranking algorithm to 

infer the importance of aspects by simultaneously considering 

aspect frequency and the influence of consumer opinions 

given to each aspect over their overall opinions. The 

experimental results on a review corpus of 21 popular 

products in eight domains demonstrate the effectiveness of the 

proposed approach. Moreover, we apply product aspect 

ranking to two real-world applications, i.e., document-level 

sentiment classification and extractive review summarization, 

and achieve significant performance improvements, which 

demonstrate the capacity of product aspect ranking in 

facilitating real-world applications. 

 

 

 

 INTRODUCTION 

This invention is a method to analyze reviews in order to 

automatically identify, first, the aspects or features of a 

product being reviewed and, second, the most important 

aspects or features from amongst those identified that 

influence the overall perception of a product. The invention’s 
basic mechanism consists of three steps: 1) Aspect 

identification, 2) Sentiment classification, and 3) Aspect 

ranking algorithm. The invention’s underlying mechanism has 
been applied to document-level sentiment classification and 

extractive review summarization. This invention could be used 

by companies interested in identifying the public perception of 

their products, by those in the business of market research and 

forecast, and by those aggregating products reviews. 

Generally, a product may have hundreds of aspects. For 

example, iPhone 3GS has more than three hundred aspects 

such as “usability," “design," “application," “3G network." 

We argue that some aspects are more important than the 

others, and have greater impact on the eventual consumers’ 
decision making as well as firms’ product development 
strategies. For example, some aspects of iPhone 3GS, e.g., 

“usability" and “battery," are concerned by most consumers, 

and are more important than the others such as “usb" and 

“button." For a camera product, the aspects such as “lenses" 

and “picture quality" would greatly influence consumer 

opinions on the camera, and they are more important than the 

aspects such as “a/v cable" and “wrist strap." Hence, 

identifying important product aspects will improve the 

usability of numerous reviews and is beneficial to both 

consumers and firms. Consumers can conveniently make wise 

purchasing decision by paying. 
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EXISTING SYSTEM 

 

A straightforward frequency-based solution is to 

regard the aspects that are frequently commented in consumer 

reviews as important. However, consumers’ opinions on the 
frequent aspects may not influence their overall opinions on 

the product, and would not influence their purchasing 

decisions. For example, most consumers frequently criticize 

the bad “signal connection" of iPhone 4, but they may still 

give high overall ratings to iPhone 4. On the contrast, some 

aspects such as “design" and “speed," may not be frequently 

commented, but usually are more important than “signal 

connection." Therefore, the frequency-based solution is not 

able to identify the truly important aspects.  

On the other hand, a basic method to exploit the 

influence of consumers’ opinions on specific aspects over 
their overall ratings on the product is to count the cases where 

their opinions on specific aspects and their overall ratings are 

consistent, and then ranks the aspects according to the number 

of the consistent cases. This method simply assumes that an 

overall rating was derived from the specific opinions on 

different aspects individually, and cannot precisely 

characterize the correlation between the specific opinions and 

the overall rating. 

               There are two Existing methods are used in online. 

They are:  Boolean weighting and term frequency (TF) 

weighting. Boolean weighting represents each review into a 

feature vector of Boolean values, each of which indicates the 

presence or absence of the corresponding feature in the 

review. Term frequency (TF) weighting weights the Boolean 

feature by the frequency of each feature on the corpus. 

 

Disadvantages 

1. Training of the labeled data from source domain and 

target domain and applying it in some other domain 

will result inaccuracy. 

2. Supervised learning algorithm is costly to annotate 

data for each new domain in which we would like to 

apply a sentiment classifier. 

3. Cross domain sentiment classification system must 

identify which source domain features are related to 

target domain features. Domain dependent word will 

not be correctly justified. 

PROPOSED SYSTEM 

Product aspect ranking is beneficial to a wide range 

of real-world applications. In this paper, we investigate its 

usefulness in two applications, i.e. document-level sentiment 

classification that aims to determine a review document as 

expressing a positive or negative overall opinion, and 

extractive review summarization which aims to summarize 

consumer reviews by selecting informative review sentences. 

We perform extensive experiments to evaluate the efficacy of 

aspect ranking in these two applications and achieve 

significant performance improvements. This invention could 

be used by companies interested in identifying the public 

perception of their products, by those in the business of market 

research and forecast, and by those aggregating products 

reviews. Product aspect ranking was first introduced in our 

previous work. Compared to the preliminary conference 

version, this article has no less than the following 

improvements:  

1. it elaborates more discussions and analysis on 

product aspect ranking problem; 

2. it performs extensive evaluations on more products in 

more diverse domains; and 

3. it demonstrates the potential of aspect ranking in 

more real-world applications. 

SYSTEM ARCHITECTURE 
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MODULES 

1. Registration 

2.  Login 

3.  Admin 

4. Product managing system: 

5. Manual Review and command management system 

6.  Amazon product, review and command management 

system. 

7. Aspect Ranking 

Registration: 

     In this module a User has to register first, and then only 

he/she has to access the data base.  

 

Login: 

        In this module, any of the above mentioned person have 

to login, they should login by giving their email and password 

 

Admin module: 

 Admin module is used for manage the all details. 

View the user details and management details all  

 

Manual Product managing system: 

 This module used for managing the product domain. 

It using user can add the product and remove the product etc. 

 

Manual Review and command management system: 

This module used for giving and command for particular 

product. 

 

Opinion Word Feature Mining. 

 Formation of unigram and bigram 

 Classification of opinion word 

 

Opinion Word Polarity Classification. 

 Polarity classification of the word 

 Orientation Identification of the Sentence 

 Clustering of Opinion Word Polarity 

 

CONCLUSION 

In this article, we have proposed a product aspect ranking 

framework to identify the important aspects of products from 

numerous consumer reviews. The framework contains three 

main components, i.e., product aspect identification, aspect 

sentiment classification, and aspect ranking. First, we 

exploited the Pros and Cons reviews to improve aspect 

identification and sentiment classification on free-text reviews. 

We then developed a probabilistic aspect ranking algorithm to 

infer the importance of various aspects of a product from 

numerous reviews. The algorithm simultaneously explores 

aspect frequency and the influence of consumer opinions 

given to each aspect over the overall opinions. The product 

aspects are finally ranked according to their importance 

scores. We have conducted extensive experiments to 

systematically evaluate the proposed framework. The 

experimental corpus contains 94,560 consumer reviews of 21 

popular products in eight domains. This corpus is publicly 

available by request. Experimental results have demonstrated 

the effectiveness of the proposed approaches. Moreover, we 

applied product aspect ranking to facilitate two real-world 

applications, i.e., document-level sentiment classification and 

extractive review summarization. Significant performance 

improvements have been obtained with the help of product 

aspect ranking. 
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