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It's	sometimes	challenging	even	for	human	beings	to	analyze	sentiments	and	it	often	happens	that	two	people	would	differently	categorize	a	sentence	as	having	positive	or	negative	sentiment.	If	we	know	this,	it's	not	surprising	that	machines	also	struggle	with	this	and	that	sentiment	analysis	is	one	of	the	most	difficult	tasks	in	natural	language
processing	(NLP).	With	all	the	language	inconsistencies	such	as	grammar-related	issues,	context-dependent	meanings,	or	subjectivity	issues,	it	is	clear	that	data	scientists	have	a	tough	task	when	designing	algorithms	for	sentiment	analysis.	Let's	have	a	look	at	some	of	the	most	common	challenges	sentiment	analysis	faces.	Context	Even	for	human
beings,	it's	sometimes	quite	difficult	to	analyze	and	properly	understand	a	sentence	or	a	piece	of	text	without	a	broader	context.	Sentiment	classification	hugely	depends	on	the	context	because	the	same	text	can	be	interpreted	as	having	positive	sentiment	in	one	context	or	negative	sentiment	in	some	other.	Let's	consider	a	survey	question:	What	are
the	main	advantages	of	our	product?	For	example,	the	answer	might	be:	Speed	and	price.	In	this	case,	these	two	words	would	have	a	positive	sentiment.	But	if	the	question	was:	What	are	the	main	disadvantages	of	our	product?	These	two	words	would	obviously	have	negative	sentiments.	Here	we	can	see	how	context	can	influence	polarity.	This
matter	can	be	improved	by	thorough	data	preprocessing	and	post-processing.	Unfortunately,	the	right	solution	on	how	to	include	context	parameters	in	these	processes	is	still	to	be	found.	Irony	and	Sarcasm	People	sometimes	use	positive	words	and	phrases	to	express	a	negative	sentiment.	And	again,	even	for	people	who	lack	a	sense	of	humor,	it
might	be	difficult	to	recognize	irony	and	sarcasm	and	properly	understand	it.	If	it's	difficult	for	people	then	sure	it's	not	easy	for	machines	to	detect	it.	For	example,	if	we	have	a	look	at	customer	feedback	on	an	e-commerce	website:	The	filter	works	great.	It	took	me	only	half	an	hour	to	find	what	I	was	looking	for.	This	is	obviously	feedback	coming
from	an	unsatisfied	customer	expressing	their	negative	sentiment	using	irony.	However,	for	the	words	"works	great"	and	"took	only"	the	sentiment	is	positive	so	this	review	could	be	wrongly	interpreted	by	a	sentiment	analysis	system	as	bearing	positive	sentiment.	This	is	why	sarcasm	and	irony	present	big	challenges	for	machine	learning	techniques.
Subjectivity	If	we	divide	all	texts	into	subjective	and	objective,	then	subjective	would	be	the	ones	that	contain	and	express	certain	sentiments,	whereas	objective	express	only	some	facts	without	containing	any	sentiment.	If	we	look	at	the	following	sentences	as	an	example:	The	car	is	reliable.	The	car	is	black.	The	first	sentence	contains	the	word
"reliable"	which	definitely	has	positive	sentiment,	while	the	second	sentence	simply	states	the	fact	about	the	color	of	the	car	which	gives	it	a	neutral	sentiment.	Idioms,	Colloquialisms,	and	Slang	Although	some	of	these	might	be	included	in	a	machine	learning	algorithm	and	consequently	recognized	and	interpreted	properly,	these	words	and	phrases
usually	pose	a	huge	obstacle	to	perform	sentiment	analysis.	For	example,	idioms	such	as	"break	a	leg"	or	"bite	the	bullet"	might	be	quite	confusing	for	a	sentiment	analysis	system.	Also	a	colloquialism	such	as	"lemon"	meaning	"purchase	that	is	unreliable	and	has	many	problems"	can	be	a	very	challenging	one	to	be	processed	by	an	algorithm.	Since
sentiment	analysis	tools	usually	work	with	formal	language,	slang	can	also	be	very	challenging	to	interpret.	For	example,	it's	unlikely	that	an	algorithm	would	properly	interpret	'salty'	as	describing	"someone	who	gets	upset	or	angry	over	something	minor".	Gen	Z	slang	words	really	pose	a	huge	challenge	for	sentiment	analysis.	Emojis	Texts	published
on	social	media	often	contain	emojis	and	these	can	quite	significantly	influence	the	final	sentiment	of	the	text.	That's	why	a	lot	of	preprocessing	should	be	done	related	to	emojis	in	order	to	whitelist	and	transform	them	into	tokens.	There	are	two	basic	types	of	emojis	-	Western	emojis	containing	only	one	or	two	characters	and	a	bit	longer	combination
of	characters	Eastern	emojis	are	made	of.	Lists	of	emojis	and	their	corresponding	unicode	can	be	found	online	and	can	be	very	helpful	in	the	preprocessing	phase.	Comparison	Another	challenge	of	sentiment	classification	is	posed	by	comparison	often	used	in	texts,	especially	in	customer	feedback.	It	might	be	difficult	to	determine	how	exactly
customers	feel	if	you	come	across	a	review	like	this:	The	new	one	is	faster	than	the	ones	they	had	before.	If	we	don't	know	whether	the	"ones	before"	were	fast	enough,	we	can't	really	judge	if	the	"new	one"	can	be	labeled	with	a	positive,	negative,	or	neutral	sentiment.	Negation	In	order	to	properly	classify	a	sentence,	understanding	negation	is	crucial
for	any	sentiment	analysis	model.	For	people,	it's	quite	obvious	that	"good"	and	"not	good"	are	completely	opposite,	but	for	machines,	it	is	necessary	to	be	trained	on	which	words	can	be	combined	with	negations	so	that	they	can	classify	them	accurately.	Neutrality	Besides	tagging	textual	data	as	positive	and	negative,	a	sentiment	analysis	model	needs
to	be	trained	to	recognize	neutral	sentiment	as	well.	Usually,	objective	texts	that	we've	mentioned	above	are	classified	as	neutral.	Also,	irrelevant	information	can	be	tagged	as	neutral	but	with	the	risk	of	making	noise	that	can	harm	the	sentiment	analysis	performance.	Human	Annotator	Accuracy	In	order	for	perform	sentiment	analysis	properly,	tools
need	data	annotated	correctly.	The	performance	of	sentiment	analysis	tools	depends	on	the	training	data	they	used.	If	the	data	isn't	accurate,	a	sentiment	analysis	system	won't	provide	reliable	results.	As	we've	already	mentioned,	it	quite	often	happens	that	two	human	annotators	make	different	decisions	and	label	data	differently.	Inter-annotator
agreement	measures	this	consistency	by	determining	if	two	or	more	human	annotators	make	the	same	decisions.	As	for	now,	the	results	are	relatively	low	when	it	comes	to	sentiment	analysis.	So	in	order	to	achieve	accurate	sentiment	analysis	it's	necessary	first	to	improve	human	annotator	accuracy.	Founded2004HeadquartersFarmington,
UtahCountry/TerritoryUnited	StatesCEOAaron	SkonnardRelated	People	&	CompaniesView	ProfileView	Profile	Social	media	is	filled	with	opinions	and	sentiment.	Be	it	praise,	a	complaint,	or	a	preference,	there	is	no	need	for	mind	readers	in	the	21st	century.	We	put	all	our	inner	thoughts	out	there	in	the	digital	sphere.	And	so,	the	skill	and	practice	of
sentiment	analysis	has	become	crucial	for	marketers	everywhere.	But	what	is	it	and	how	do	you	use	it?	This	blog	explains.Due	to	our	online	nature,	customer	service	has	changed	dramatically.	Rather	than	writing	or	emailing	directly,	complaints	and	feedback	are	now	scattered	online	across	blogs,	forums,	reviews,	and	social	media.	Interactions	with
your	customers,	stakeholders	and	the	general	public	are	now	much	more	visible.	The	ways	you	respond	are	now	judged	on	a	public	stage.	The	prospect	of	a	brand-damaging	misstep	is	enough	to	keep	even	the	most	seasoned	social	media,	PR,	marketing	and	customer	experience	professionals	awake	at	night.Due	to	the	noise	and	volume	of	our	social
media	usage,	it	has	become	impossible	to	monitor	feedback	manually.	Understanding	how	your	consumers	perceive	your	brand	is	integral,	but	attempting	to	track	this	using	localized	searches	and	traditional	market	research	methods	is	a	huge	drain	on	your	time	and	resources.	The	solution	is	understanding	emotion,	brand	perception	and	opinion
more	quickly,	by	using	sentiment	analysis.Table	of	ContentsWhat	is	Sentiment?"Sentiment"	is	a	metric,	designed	to	provide	useful	insight	into	how	audiences	feel	about	and	perceive	a	brand,	particularly	on	social	media	platforms	and	in	editorial	news	media.	This	marketing	metric	helps	brands	manage	and	protect	their	reputations,	while	monitoring
the	online	environment.	But	it	doesn't	stop	there.	Monitoring	sentiment	can	also	show	you	how	your	competitors	are	perceived	by	your	target	market	or	how	people	feel	about	your	latest	influencer	campaign,	in	real-time.	In	fact,	you	can	use	it	for	everything	from	movie	reviews	to	news	coverage	—	anything	covered	on	social	networks.Sentiment
analysis	determines	whether	text	is	positive,	negative,	or	neutral	by	extracting	particular	words	or	phrases,	through	opinion	mining	—	and	serves	as	a	key	component	of	any	advanced	analytics.	In	a	world	where	the	media,	and	in	particular	social	media	insight,	dominates	—	looking	at	a	dataset	like	this	can	really	help	set	your	brand	apart	from	the
competition	and	drive	your	content	strategy.Tip:	For	more	insights	about	brand	sentiment,	check	out	our	dedicated	blog.Sentiment	Analysis	Methods:	Key	Terms	and	DefinitionsBefore	we	get	into	the	why	and	how	of	sentiment	tracking,	let's	take	a	look	at	a	few	key	terms.This	is	a	system	created	from	a	combination	of	natural	language	processing	and
machine	learning.	It	is	pre-trained	to	analyze	text	and	assign	weighted	scores	to	social	media	posts	and	other	forms	of	content	online.Analysis	at	a	phrase	levelThis	refers	to	analyzing	sentiment	from	text	phrases	as	opposed	to	the	overall	messaging.	This	content-based	analysis	can	also	be	broken	down	into	sentences.Programming
languagesDevelopers	use	these	code	languages	to	trigger	specific	tasks	and	reactions	when	users	interact	with	a	site	or	app.	Some	languages	are	specifically	suited	for	AI	environments.	Part-of-speech	taggingThese	tags	are	used	to	get	specific	about	analyzing	text.	They	filter	out	words	based	on	their	part	of	speech	in	a	sentence,	i.e.	an	adjective	or
negation	-	both	of	which	are	important	in	determining	human	feeling	from	expression.	Semi-supervised	sentiment	classificationIn	short,	semi-supervised	classification	can	use	unlabelled	data	from	posts	or	content	online	to	understand	the	opinions,	feelings	and	views	expressed.	Sentiment	analysis	modelThis	model	is	used	to	analyze	a	text	string	and
determine	how	the	author	feels,	depending	on	the	options	you	"give"	it	as	classifications.	For	example,	these	types	of	models	can	determine	whether	users	feel	happy,	sad	or	frustrated	in	an	email	-	if	the	developer	sets	the	classifications	to	happy,	sad	or	frustrated	based	on	certain	criteria.	PolarityResults	are	typically	split	into	positive,	neutral	or
negative	words	or	phrases	-	but	in	some	instances,	you	can	extract	data	that's	simply	split	into	neutral	responses	or	"polarity"	responses	because	they	greatly	separate	two	types.Sentiment	scoreA	sentiment	score	is	typically	based	on	a	range	of	-1	to	1,	with	-1	indicating	negativity,	0	-	neutrality	and	1	-	positivity.	Rules-based	analysisRule-based
systems	look	at	an	initial	set	of	rules	and	data	specifics	to	perform	certain	actions	in	natural	language	processing,	i.e.	assigning	a	sentiment	score	during	text	analytics.	Sentiment	lexiconsThese	are	the	categories	of	words	associated	with	different	types	of	feelings	or	emotions,	i.e.	words	like	"great"	would	align	with	a	positive	category	of	terms.
Aspect-based	analysisThis	advanced	form	of	text	analytics	looks	at	sentiment	associated	with	different	aspects	of	a	product	or	service,	and	during	natural	language	processing,	it	automatically	assigns	sentiment	to	specific	topics.	Machine	learning	is	part	of	what	makes	this	possible.	Sentiment	analysis	APIAn	Application	Programming	Interface	(API)	is
the	bridge	between	two	applications	that	allows	them	to	interact.	It	essentially	allows	them	to	speak	to	each	other	in	order	to	perform	complex	tasks.	So,	for	example,	if	you're	using	a	social	media	app	on	your	phone	an	API	is	the	tool	that	allows	you	to	interact	with	it	on	that	interface.	A	sentiment	analysis	API	like	Meltwater's	will	provide	you	with	all
the	sentiment	data	you	need.Bag-of-words	approachThis	model	allows	for	looking	at	words	in	terms	of	their	structure	in	NLP.	So	instead	of	looking	at	the	grammar	of	a	sentence,	it	can	be	used	to	pull	out	words	that	match	tags	and	can	help	ascertain	how	often	a	word	or	sentiment	type	appears.For	social,	marketing,	communications	and	PR
professionals,	understanding	your	audience	gives	you	the	necessary	context	to	create	meaningful	campaigns	and	prevent	impending	crises.	As	our	primary	task	lies	in	engagement,	persuasion	and	reputation	management,	sentiment	analysis	should	be	at	the	cornerstone	of	every	content-based	strategy.	With	conversations	around	brands	happening
primarily	on	social	media,	you	have	no	choice	but	to	stay	on	top	of	emerging	trends	in	the	virtual	world.	Plus,	there's	the	added	benefit	of	the	rich	psychographic	and	behavioral	data	you'll	come	across	along	the	way.	How	your	brand	responds	to	an	impending	crisis	could	make	or	break	your	reputation.	However,	as	we've	touched	on,	most	teams	don't
have	the	time	or	resources	for	opinion	mining	and	running	sentiment	analyses,	manually	—	and	even	if	they	did,	it	still	wouldn't	yield	very	accurate	results.	It	takes	time	to	filter	various	pieces	of	text,	identify	the	type	of	sentiment	associated	with	those	texts,	organize	the	data	according	to	relevant	criteria	and	finally	produce	a	meaningful	report.This
is	why	it’s	important	to	use	AI-powered	sentiment	analysis	tools,	to	achieve	a	more	efficient	and	insightful	outcome.	These	make	use	of	data	science	techniques,	using	algorithms	that	identify	sentiment	from	a	large	dataset	almost	instantaneously.	Also,	the	artificial	intelligence	(AI)	technology	that	facilitates	these	actions	in	marketing	is	constantly
improving	and,	combined	with	machine	learning,	has	become	a	powerful	mechanism	for	understanding	human	emotion	online.How	Sentiment	Analysis	With	AI	WorksAI	uses	natural	language	processing	(NLP)	with	a	natural	language	API	and	machine	learning	techniques	to	automatically	detect	the	sentiment	of	published	text.	NLP	converts	human
language	into	a	dataset	that	machines	can	understand.	Machine	learning	then	takes	over	to	classify	the	text	after	it's	been	processed.	Data	patterns	are	identified	in	order	to	make	meaningful	predication	as	the	software	continuously	"learns".	It's	trained	to	classify	sentiment	from	text	into	different	categories	based	on	association	(one	method).One
practical	application	of	how	AI	works	can	be	seen	in	the	buzz	about	UK’s	most	popular	tabloid	newspaper,	Metro,	wrongly	captioning	the	names	of	two	members	of	the	Little	Mix	girl	group.	Needless	to	say,	this	conversation	ended	up	on	Twitter.Source:	TwitterOnce	the	public	realized	the	mistake,	the	story	began	to	take	a	life	of	its	own	under	the
#DoBetter	hashtag,	with	social	media	users	demanding	an	apology,	particularly	for	mistaking	two	women	from	racial	minorities	for	one	another.	The	newspaper	had	to	quickly	apologize	for	the	mishap.With	AI-based	sentence-level	sentiment	analysis,	Metro	would	have	been	automatically	alerted	in	real-time,	as	soon	as	mentions	began	to	increase	in
number	and	sentiment	began	to	shift.	In	addition,	they	could	also	identify	any	other	secondary	issues	that	arose	and	aim	to	address	them	to	avoid	a	future	crisis.As	shown	in	the	Metro	example,	one	negative	opinion	of	your	brand	can	create	an	online	storm	that	includes	both	an	aspect	of	opinion	and	emotion.	Regardless,	it	can	be	quite	difficult	to
recover	from,	even	if	expertly	managed	by	the	best	of	PR	teams.	This	is	because	of	the	ability	of	a	negative	tweet,	for	example,	to	go	viral	within	a	few	minutes.By	using	sentiment	analysis	tools	to	monitor	how	your	audience	feels,	your	organization	can	control	the	emotions	and	conversations	around	your	brand	more	effectively.	This	way	you	won't	be
responding	reactively	by	trying	to	douse	flames	at	short	notice,	and	can	more	methodically	manage	your	brand	perception	on	a	day-to-day	basis.	Manage	your	reputationLike	it	or	not,	your	reputation	is	one	of	the	most	valuable	assets	your	business	has.	As	Warren	Buffet	once	said:	”It	takes	20	years	to	build	a	reputation	and	five	minutes	to	ruin	it.	If
you	think	about	that,	you'll	do	things	differently.”The	online	world	has	millions	of	individuals	continuously	speaking	about	companies	and	their	products	and	services.	These	discussions	mainly	happen	on	social	networks,	e-commerce	and	product	review	sites,	blogs,	and	other	discussion	forums.You	can	control	the	narrative	much	better	with	both
detailed	and	overall	sentiment	analysis,	making	sure	your	brand	is	seen	in	a	positive	light.Tip:	Learn	more	about	brand	reputation	measurement.Monitor	customer	feedbackWhen	it	comes	to	products	and	services	or	your	ability	to	provide	a	good	customer	experience,	consumers	are	bound	to	have	an	opinion.	If	they	have	a	negative	experience	in
particular,	there	is	a	good	chance	that	it	will	be	shared	online,	usually	social	media.Sentiment	analysis	helps	you	track	reviews,	on	Google	Business	directories	or	individual	product/service	pages,	and	identifies	the	tone	of	the	sentiment.	Using	this	tool,	your	brand	can	address	the	complaints.	On	the	other	hand,	positive	experiences	that	are	shared	can
give	valuable	feedback	on	what	you	are	doing	right,	and	provide	extra	marketing	collateral.Tip:	Take	a	look	at	the	top	social	listening	tools,	the	best	social	media	monitoring	tools,	and	the	top	social	media	management	tools	on	the	market.Prevent	a	crisisCrises	usually	occur	when	we	least	expect	them,	and	with	no	contingency	plan	in	hand	too.	With
regular	or	constant	sentiment	analysis,	you’re	better	prepared.A	dissatisfied	customer	voicing	their	negative	opinion	about	your	brand	on	social	media	can	quickly	get	support	by	peers.	Even	worse,	media	outlets	can	pick	up	on	negative	sentiment	before	you	do	and	before	you	know	it,	you’re	trending	online	and	the	news.	Sentiment	analysis	can	alert
you	as	soon	as	a	potential	crisis	is	lurking	which	allows	you	to	address	it	in	time.For	researchMedia	monitoring	tools	filter	trillions	of	datapoints,	coming	from	the	billions	of	Internet	and	social	media	users	on	a	daily	basis.You	can	draw	valuable	insights	from	a	large	dataset	on	specific	industry	topics,	consumer	preferences,	product	features	and
competitors.	One	of	the	best	parts	about	this	is	that	the	information	is	publicly	available	while	accessing	it	from	the	comfort	of	your	office	chair	(or	couch,	if	you’re	part	of	the	work-from-home	crew).	This	will,	in	turn,	allow	you	to	create	more	meaningful	PR	and	marketing	campaigns.With	tools	like	the	Meltwater	sentiment	analysis	API,	sentiment
analysis	and	other	media	monitoring	solutions,	you	can	cut	out	the	need	for	endless	filtering	and	hours	spent	creating	reports	and	other	forms	of	strategic	documentation.Moving	away	from	document-based	sentiment	analysis	to	sentence-based	sentiment	is	a	more	accurate	way	to	gain	useful	marketing	insights.	This	means	each	sentence	of	an	article
or	post	is	evaluated	individually	and	gets	its	own	sentiment	score	(positive,	negative,	neutral	communication).For	the	document-based	sentiment,	the	sentiment	is	then	calculated	based	on	the	sum	of	sentence	sentiment.Once	you	understand	the	value	of	sentence-level	analysis	as	part	of	your	KPIs,	you	can	begin	to	drastically	affect	decision-making	in
your	organization	and	make	it	an	important	part	of	your	media	analysis.However,	the	major	innovation	of	the	new	sentiment	comes	with	the	customer	feedback	loop.	Meaning	every	time	a	customer	overrides	a	sentiment	score	in	the	platform,	we	feed	this	data	back	into	our	models	to	help	retrain	and	improve	its	accuracy.	I	doing	so,	our	analysis
becomes	more	powerful.	Let's	look	at	an	example.	Let's	say	you	were	looking	at	sentiment	analysis	in	it's	earlier	forms.	You	might	see	that	your	audience	sentiment	was	negative	because	media	intelligence	used	to	analyze	it	at	an	overall	level.	However,	after	the	updates,	you	might	find	that	the	same	text	was	determined	to	have	positive	sentiment.
Why?	Because	when	you	analyze	it	at	sentence-level,	you	get	a	more	accurate	reading	which	is	then	combined	to	give	you	a	more	accurate	reading	overall.	Today,	media	monitoring	software	like	Meltwater's	has	this	ability,	thanks	to	advancements	in	technology.	Now	it	is	time	to	adopt	this	technology	in	your	social	media	planning.	In	doing	so,	you
can	create	a	sentiment	analysis	system	that	affects	everything	you	do	in	marketing.The	Future	of	Sentiment	AnalysisAs	our	model,	and	the	technologies	we	use,	continues	to	grow,	our	world-class	data	science	team	is	continuously	seeking	new	and	intuitive	ways	to	help	improve	sentiment	analysis.	One	example	is	"Entity	Based	Sentiment".	This	seeks
to	determine	the	sentiment	of	certain	people,	companies,	or	other	entities	within	a	document,	adding	a	new	complexity	of	data	interpretation	to	help	drive	brand-related	conversation	online.	In	time,	global	adoption	of	this	technology	will	allow	advertisers,	marketers	and	PR	professionals	alike,	the	opportunity	to	monitor	positive	and	negative
sentiment	as	a	norm.	The	sooner	you	can	adopt	this	technology	and	gain	a	competitive	edge,	the	sooner	you	can	improve	your	social	media	management,	identify	new	opportunities,	improve	your	content,	manage	your	reputation	and	understand	what	you're	doing	right	with	your	consumers.	You'll	be	able	to	decide	whether	or	not	you're	speaking	to
the	right	audiences	about	the	things	they	care	about,	instead	of	just	going	with	the	basics	and	forgoing	the	social	listening	that	will	set	your	brand	apart.	Getting	Started	With	Sentiment	AnalysesThe	sentiment	analysis	API	from	Meltwater	gives	you	the	capability	for	in-depth	data	analytics	and	deep	learning	that	can	transform	decision-making	in	your
business,	using	big	data	in	a	practical	and	meaningful	way.	Speak	to	us	to	find	out	how	we	can	help	you	start	to	understand	the	emotions	and	opinion	of	consumers	towards	your	brand	and	direct	competitors.	Our	sentiment	analysis	tools	can	transform	the	way	in	which	you	understand	your	key	markets	and	help	you	up	your	strategic	game.	For	a	free
demo,	simply	fill	out	the	form	below.	Interested	in	building	tools	that	intelligently	tracking	how	interviewees	feel	about	certain	topics?	Or	tools	that	monitor	how	customers	feel	toward	a	new	product	across	all	social	media	mentions?	Or	that	analyze	how	callers	feel	about	interactions	with	a	particular	agent?	Sentiment	Analysis,	powered	by	advanced
AI	models,	can	help.	In	this	post,	we’ll	look	more	closely	at	what	Sentiment	Analysis	is,	how	Sentiment	Analysis	works,	current	models,	use	cases,	the	best	APIs	to	use	when	performing	Sentiment	Analysis,	and	some	of	its	current	limitations.What	is	Sentiment	Analysis?In	Natural	Language	Processing	(NLP),	Sentiment	Analysis	refers	to	using	Artificial
Intelligence	(AI)	and	Machine	Learning	(ML)	algorithms	to	automatically	detect	and	label	sentiments	in	a	body	of	text	for	textual	classification	and	analysis.	Sentiment	Analysis	is	sometimes	referred	to	as	Sentiment	“Mining”	because	one	is	identifying	and	extracting--or	mining--subjective	information	in	the	source	material.	Sentiment	Analysis	is	used
to	determine	the	overall	sentiment	a	writer	or	speaker	has	toward	an	object	or	idea.	Often,	this	means	product	teams	build	tools	that	use	Sentiment	Analysis	to	analyze	comments	on	a	news	article	or	online	reviews	of	a	brand,	product,	or	service,	or	applied	to	social	media	posts,	phone	calls,	interviews,	and	more.	These	ascribed	sentiments	can	then
be	used	to	analyze	customer	feelings	and	feedback,	acting	as	market	research	to	inform	campaigns,	products,	training,	hiring	decisions,	and	KPIs.Sentiment	Analysis	can	also	be	used	in	ASR	applications,	like	on	speech	segments	in	an	audio	or	video	file	that	is	transcribed	with	a	Speech-to-Text	API.Intention	Analysis	and	Emotion	Detection	act
similarly	to	Sentiment	Analysis	and	help	round	out	the	basic	building	blocks	of	NLP	text	classification.	Intention	Analysis	identifies	where	intents,	such	as	opinion,	feedback,	and	complaint,	etc.,	are	detected	in	a	text	for	analysis.	Emotion	Detection	identifies	where	emotions,	such	as	happy,	angry,	satisfied,	and	thrilled,	are	detected	in	a	text	for
analysis.Now	that	we	have	a	basic	understanding	of	what	Sentiment	Analysis	is,	let’s	explore	how	Sentiment	Analysis	in	NLP	works.	Experience	Sentiment	Analysis	in	Action	Try	AssemblyAI's	Sentiment	Analysis	API	in	our	interactive	playground	-	no	coding	required.	Try	It	Now	How	Does	Sentiment	Analysis	Work?In	Sentiment	Analysis	models,	the
goal	is	to	classify	sentiments	as	positive,	negative,	or	neutral.	This	classification	can	be	done	on	bodies	of	static	text	or	on	audio	or	video	files	transcribed	with	a	speech	transcription	API.To	achieve	this,	many	Sentiment	Analysis	models	output	a	number	between	-1	and	1	with:-1	=	negative0	=	neutral1	=	positiveThis	is	also	referred	to	as	sentiment
polarity.	Now,	the	model	can	either	be	set	up	to	categorize	these	numbers	on	a	scale	or	by	probability.	On	a	scale,	for	example,	an	output	of	.6	would	be	classified	as	positive	since	it	is	closer	to	1	than	0	or	-1.	Probability	instead	uses	multiclass	classification	to	output	certainty	probabilities	-	say	that	it	is	25%	sure	that	it	is	positive,	50%	sure	it	is
negative,	and	25%	sure	it	is	neutral.	The	sentiment	with	the	highest	probability,	in	this	case	negative,	would	be	your	output.	Sentiment	Analysis	ModelsSentiment	Analysis	is	a	very	active	area	of	study	in	the	field	of	Natural	Language	Processing	(NLP),	with	recent	advances	made	possible	through	cutting-edge	Machine	Learning	and	Deep	Learning
research.	Mainly,	Sentiment	Analysis	is	accomplished	by	fine-tuning	transformers	since	this	method	has	been	proven	to	deal	well	with	sequential	data	like	text	and	speech,	and	scales	extremely	well	to	parallel	processing	hardware	like	GPUs.	Learn	More:	Fine-tuning	Transformers	for	NLP	There	are	also	strong	open	source	datasets	and	benchmarks
for	training	data	to	work	with	as	you	fine-tune.	Review	sites,	such	as	Amazon,	IMDB	for	movies,	Yelp,	and	Twitter,	all	make	excellent	training	data	since	sentiments	are	usually	strong	and	lean	more	toward	one	side	of	the	positive-negative	scale.Best	APIs	for	Sentiment	AnalysisLooking	to	perform	Sentiment	Analysis	on	a	piece	of	pre-written	text	or	an
audio	or	video	file?	Here	are	the	top	Sentiment	Analysis	tools	and	APIs	to	consider	(note	that	these	APIs	support	either	Sentiment	Analysis	on	pre-written	texts	or	audio	streams,	or	both):1.	AssemblyAI’s	Sentiment	Analysis	APIReleased	in	November	2021,	AssemblyAI’s	Sentiment	Analysis	API	has	high	accuracy	for	product	teams	and	developers
looking	to	perform	Sentiment	Analysis	on	audio	or	video	streams,	and	is	more	affordable	than	many	other	Sentiment	Analysis	APIs	on	the	market	today.	Its	Sentiment	Analysis	model	leverages	sentiment	polarity	to	determine	the	probability	that	speech	segments	are	positive,	negative,	or	neutral.	In	addition	to	Sentiment	Analysis,	AssemblyAI	has	a
host	of	other	Audio	Intelligence	APIs,	including	Entity	Detection,	Speaker	Diarization,	Content	Moderation,	Text	Summarization,	and	more.	Start	Building	with	AssemblyAI's	Sentiment	Analysis	Sign	up	now	to	access	our	powerful	Sentiment	Analysis	API	and	integrate	it	into	your	applications.	Sign	Up	Free	2.	Twinword	Sentiment	Analysis
APITwinword’s	Sentiment	Analysis	API	is	a	great	option	for	simple	textual	analysis.	The	API’s	basic	package	is	free	for	up	to	500	words	per	month,	with	paid	plans	ranging	from	$19	to	$250	per	month	depending	on	usage.	The	API	applies	scores	and	ratios	to	mark	a	text	as	positive,	negative,	or	neutral.	Ratios	are	determined	by	comparing	the	overall
scores	of	negative	sentiments	to	positive	sentiments	and	are	applied	on	a	-1	to	1	scale.In	addition	to	Sentiment	Analysis,	Twinword	also	offers	other	forms	of	textual	analysis	such	as	Emotion	Analysis,	Text	Similarity,	and	Word	Associations.3.	Watson	Natural	Language	UnderstandingIBM	Watson’s	Natural	Language	Understanding	API	performs
Sentiment	Analysis	and	more	nuanced	emotional/sentiment	detection,	such	as	emotions,	relations,	and	semantic	roles	on	static	texts.	However,	keep	in	mind	that	the	technology	used	to	accurately	identify	these	emotional	complexities	is	still	in	its	infancy,	so	use	these	more	advanced	features	with	caution.	The	pure	Sentiment	Analysis	API	assigns
sentiments	detected	in	either	entities	or	keywords	both	a	magnitude	and	score	to	help	users	better	understand	chosen	texts.4.	Amazon	Comprehend	for	AWS	TranscribeAs	part	of	an	add-on	feature	to	AWS	Transcribe,	Amazon	Comprehend	rates	text	sentiments	found	in	audio	streams	as	positive,	negative,	or	neutral.	In	addition,	Amazon	Comprehend
can	assign	“mixed”	to	a	text	if	the	sentiments	extracted	in	the	text	aren’t	clear	or	flip	flop	back	and	forth.	When	Amazon	Comprehend	is	enabled,	transcripts	will	display	a	probability	score	for	each	of	the	sentiments	described	above,	as	well	as	the	overall	ascribed	sentiment	for	each	text	segment.	Be	aware	that	in	order	to	use	Amazon	Comprehend,
developers	will	need	to	host	your	transcription	files	in	the	Amazon	S3	Cloud	Storage.5.	Google	Cloud	Natural	Language	API	for	Google	Speech-to-TextGoogle	also	has	a	Sentiment	Analysis	API	called	Google	Cloud	Natural	Language	API	that	works	similarly	to	Amazon	Comprehend.	Using	its	analyzeSentiment	feature,	developers	will	receive	a
sentiment	of	positive,	neutral,	or	negative	for	each	speech	segment	in	a	transcription	text.	Each	text	segment	will	also	be	assigned	a	magnitude	score	that	indicates	how	much	emotional	content	was	present	for	analysis.	Using	Google	Speech-to-Text	and	Cloud	Natural	Language	can	be	quite	expensive	but	it’s	a	good	option	if	you’re	already	familiar
with	Google’s	NLP	offerings.	Harness	the	Power	of	Sentiment	Analysis	Integrate	AssemblyAI's	advanced	Sentiment	Analysis	into	your	applications	for	deeper	insights	from	text	and	audio	data.	Learn	More	About	Our	API	Sentiment	Analysis	TutorialWant	to	learn	how	to	perform	Sentiment	Analysis	yourself?	This	video	tutorial	walks	you	through
applying	Sentiment	Analysis	to	mock	earnings	calls.Watch	here:Applications	and	Use	CasesWhat	is	Sentiment	Analysis	used	for?	A	lot!	Product	teams	at	telephony	companies	use	Sentiment	Analysis	to	extract	the	sentiments	of	customer-agent	conversations	via	cloud-based	contact	centers.	Then,	these	teams	can	track	customer	feelings	and	feedback
toward	particular	products,	events,	or	even	agents,	aiding	customer	service.	They	can	also	use	it	to	analyze	agent	behavior	as	well.	Product	teams	at	virtual	meeting	platforms	use	Sentiment	Analysis	to	determine	participant	sentiments	by	portion	of	meeting,	meeting	topic,	meeting	time,	etc.	This	can	be	a	powerful	analytic	tool	that	helps	product
teams	make	better	informed	decisions	to	improve	products,	customer	relations,	agent	training,	and	more.Current	LimitationsAs	you	can	see	in	the	examples	above,	most	Sentiment	Analysis	APIs	can	only	ascribe	three	attributes	accurately--positive,	negative,	or	neutral.	As	we	know,	human	sentiments	are	much	more	nuanced	than	this	black	and	white
output.Another	limitation	is	in	open	source	datasets.	While	there	are	an	abundance	of	datasets	available	to	train	Sentiment	Analysis	models,	the	majority	of	them	are	text,	not	audio.	Because	of	this,	some	of	the	connotations	in	what	may	have	been	implied	in	an	audio	stream	is	often	lost.	For	example,	someone	could	say	the	same	phrase	“Let’s	go	to
the	grocery	store”	with	enthusiasm,	neutrality,	or	begrudgingly,	depending	on	the	situation.	Ready	to	Implement	Sentiment	Analysis?	Sign	up	now	to	start	using	AssemblyAI's	Sentiment	Analysis	API	and	unlock	valuable	insights	from	your	text	and	audio	data.	Sign	Up	Free	Marketers	are	rightfully	obsessed	with	metrics.	With	markets	increasingly
competitive	and	globalized,	staying	on	top	of	data	is	essential	for	understanding	overall	business	performance	and	making	informed	decisions.	However,	it’s	important	to	remember	that	your	customers	are	more	than	just	data	points.	How	they	feel	about	you	and	your	brand	is	an	important	factor	in	purchasing	decisions,	and	analyzing	this	chatter	can
give	you	critical	business	insights.	Yet,	it’s	easy	to	overlook	audience	emotions	when	you’re	deep-diving	into	metrics	because	they’re	difficult	to	quantify.	AI-powered	sentiment	analysis	can	help	with	this.	Social	media	sentiment	analysis	is	a	powerful	method	savvy	brands	use	to	translate	social	media	behavior	into	actionable	business	data.	This,	in
turn,	helps	them	make	informed	decisions	to	evolve	continuously	and	stay	competitive.	In	this	guide,	we’ll	break	down	the	importance	of	social	media	sentiment	analysis,	how	to	conduct	it	and	what	it	can	do	to	transform	your	business.	What	is	social	media	sentiment	analysis?	Social	media	sentiment	analysis	is	the	process	of	gathering	and
understanding	customers’	perceptions	of	a	product,	service	or	brand.	The	analysis	uses	advanced	algorithms	and	natural	language	processing	(NLP)	to	evaluate	the	emotions	behind	social	media	interactions.	Research	shows	70%	of	customer	purchase	decisions	are	based	on	emotional	factors	and	only	30%	on	rational	factors.	By	analyzing	likes,
comments,	shares	and	mentions,	brands	can	gain	valuable	insights	into	the	emotional	drivers	that	influence	purchase	decisions	as	well	as	brand	loyalty.	This	helps	​tailor	marketing	strategies,	improve	customer	service	and	make	better	business	decisions.	In	other	words,	social	media	sentiment	analysis	gives	you	a	background	for	your	customers’
conversations	and	shows	if	your	brand	is	getting	good	or	bad	attention.	And	if	so,	why?	Think	of	sentiment	analysis	as	a	subset	of	social	listening.	While	businesses	should	obviously	monitor	their	mentions,	sentiment	analysis	digs	into	the	positive,	negative	and	neutral	emotions	surrounding	those	mentions.	In	the	video	below,	hear	examples	of	how	you
can	use	sentiment	analysis	to	fuel	business	decisions	and	how	to	perform	it.	Does	your	product	give	customers	a	sort	of	warm,	fuzzy	feeling?	Are	you	meeting	their	expectations	with	your	quality	of	service?	Social	sentiment	analytics	is	an	important	tool	for	modern	marketers.	By	understanding	how	your	audience	feels	and	reacts	to	your	brand,	you
can	improve	customer	engagement	and	direct	interaction.	Here	are	some	of	the	benefits	of	social	media	sentiment	analysis:	Understand	your	audience	Your	mentions,	whether	positive	or	negative,	don’t	happen	in	a	vacuum.	Rather	than	focusing	on	a	one-off	compliment	or	complaint,	brands	should	look	at	the	bigger	picture	of	their	audience’s
feelings.	For	example,	a	flurry	of	praise	is	definitely	a	plus	and	should	be	picked	up	in	social	sentiment	analytics.	Monitoring	these	sentiments	allows	you	to	understand	the	overall	perception	of	your	brand.	Are	your	customers	happy	to	engage	with	you	on	social?	Are	you	providing	a	great	service	if	things	don’t	go	quite	right?	Sentiment	analysis	can
answer	these	questions	and	then	some.	On	the	other	hand,	a	flood	of	complaints	can	alert	you	to	problems	with	your	product	or	service	that	you	must	address	promptly.	By	understanding	your	audience’s	feelings	and	reactions,	you	can	make	informed	decisions	that	align	with	their	expectations.	Gather	actionable	data	The	beauty	of	social	media	for
sentiment	analysis	is	that	there’s	so	much	data	to	gather.	With	more	consumers	tagging	and	talking	about	brands	on	social	platforms,	you	can	tap	into	real	data	showing	how	your	brand	performs	over	time	and	across	core	platforms	where	you	have	a	social	media	presence.	This	actionable	data	can	be	used	to	identify	trends,	measure	the	effectiveness
of	your	campaigns	and	understand	customer	preferences.	For	instance,	analyzing	sentiment	data	from	platforms	like	X	(formerly	Twitter)	can	reveal	patterns	in	customer	feedback,	allowing	you	to	make	data-driven	decisions.	This	continuous	feedback	loop	helps	you	stay	agile	and	responsive	to	your	audience’s	needs.	Meet	customers	where	they	are
Social	media	sentiment	analysis	helps	you	identify	when	and	how	to	engage	with	your	customers	directly.	Publicly	responding	to	negative	sentiment	and	solving	a	customer’s	problem	can	do	wonders	for	your	brand’s	reputation.	By	actively	engaging	with	your	audience,	you	show	that	you	care	about	their	experiences	and	are	committed	to	improving
your	service.	Engagement	doesn’t	just	stop	at	addressing	complaints.	Positive	interactions,	like	acknowledging	compliments	or	thanking	customers	for	their	support,	can	also	strengthen	your	brand’s	relationship	with	its	audience.	Social	sentiment	analytics	help	you	pinpoint	the	right	moments	to	engage,	ensuring	your	interactions	are	timely	and
relevant.	Get	meaningful	insights	about	your	brand	messaging	As	you	look	at	how	users	interact	with	your	brand	and	the	types	of	content	they	prefer,	you	can	retool	your	brand	messaging	for	greater	impact.	Social	sentiment	analysis	provides	insights	into	what	resonates	with	your	audience,	allowing	you	to	craft	messages	that	are	more	likely	to
engage	and	convert.	By	analyzing	the	sentiment	behind	user	interactions,	you	can	fine-tune	your	messaging	strategy	to	better	align	with	your	audience’s	values	and	preferences.	This	can	lead	to	more	effective	marketing	campaigns	and	a	stronger	brand	presence.	While	sentiment	analysis	provides	crucial	emotional	insights,	it’s	often	a	key	feature
within	comprehensive	brand	monitoring	software	that	offers	a	wider	view	of	your	brand’s	online	presence.	How	to	conduct	a	social	sentiment	analysis	in	4	steps	Now	that	we’ve	covered	sentiment	analysis	and	its	benefits,	let’s	dive	into	the	practical	side	of	things.	This	section	will	guide	you	through	four	steps	to	conduct	a	thorough	social	sentiment
analysis,	helping	you	transform	raw	data	into	actionable	strategies.	Step	1.	Monitor	your	social	media	mentions	As	noted,	consumers	are	sounding	off	about	brands	like	never	before.	This	rings	true	both	on	social	media	and	off.	Track	conversations	and	social	mentions	about	your	brand	across	social	media,	such	as	X,	Instagram,	Facebook	and
LinkedIn,	even	if	your	brand	isn’t	directly	tagged.	Doing	so	is	a	great	way	to	capitalize	on	praise	and	address	criticism	quickly.	Tools	like	Sprout	can	help	facilitate	this	process	by	allowing	you	to	monitor	mentions,	keywords	and	hashtags	related	to	your	brand	and	industry.	This	helps	you	stay	informed	about	trending	topics,	competitors	and
complementary	products.	That	said,	you	also	need	to	monitor	online	review	forums	and	third-party	sites.	This	includes	Google	Reviews,	Reddit	and	sites	such	as	Yelp.	Tracking	mentions	on	these	platforms	can	provide	additional	context	to	the	social	media	feedback	you	receive.	For	example,	a	trend	on	X	may	be	mirrored	in	discussions	on	Reddit,
offering	a	more	comprehensive	understanding	of	public	sentiment.	If	you’re	in	ecommerce,	your	on-site	reviews	are	particularly	valuable.	Don’t	neglect	the	insights	from	loyal	customers	who	mean	the	most	to	your	business.	Here’s	an	example	of	positive	sentiment	from	one	of	Girlfriend	Collective’s	product	pages.	Monitoring	all	of	these	platforms
manually	can	be	time-consuming.	That’s	why	we	recommend	a	sentiment	analysis	tool	such	as	Sprout	Social.	For	example,	with	Sprout,	you	can	pick	your	priority	networks	to	monitor	mentions	all	from	Sprout’s	Smart	Inbox	or	Reviews	feed.	With	Sprout,	you	can	see	the	sentiment	of	messages	and	reviews	to	analyze	trends	faster.	And	for	certain
networks,	you	can	use	Listening	to	also	track	keywords	related	to	your	brand	even	when	customers	don’t	tag	you	directly.	Step	2.	Choose	your	terms	for	sentiment	analysis	Sentiment	analysis	is	most	effective	when	you’re	able	to	separate	your	positive	mentions	from	your	negative	mentions.	This	involves	identifying	sentiment-indicative	terms	within
these	mentions	and	categorizing	them	as	positive,	negative​	or	neutral.	That	means	searching	for	relevant	terms	that	highlight	customer	sentiment.	Some	sentiment	terms	are	straightforward	and	others	might	be	specific	to	your	industry.	For	instance,	in	the	tech	industry,	words	like	“bug”	or	“crash”	would	be	negative	indicators,	while	“update”	and
“feature”	could	be	positive	or	neutral	depending	on	the	context.	Either	way,	divide	your	sentiment	terms	into	positive	and	negative	sections.	Below	is	an	example	of	what	some	of	those	terms	might	look	like	for	a	sentiment	search:	Positive:	Best	Love	High-five	Amazing	Perfect	Thanks	Negative:	Worst	Hate	Ugh	Disappointed	Bad	Avoid	Using	analytical
tools,	you	can	assess	key	metrics	and	themes	pertinent	to	your	brand.	Tools	like	Sprout	can	help	you	automate	this	process,	providing	you	with	sentiment	scores	and	detailed	reports	that	highlight	the	overall	mood	of	your	audience.	Step	3.	Use	the	best	social	media	sentiment	analysis	tool	Given	the	sheer	volume	of	conversations	happening	on	social
media,	investing	in	a	social	media	tool	with	sentiment	analysis	capability	becomes	necessary.	These	tools	simplify	the	otherwise	time-consuming	tasks	related	to	sentiment	analytics	and	help	with	targeted	insights.	Real-time	monitoring	and	organization	For	example,	Sprout	monitors	and	organizes	your	social	mentions	in	real-time	with	the	help	of
social	listening.	Using	its	Query	Builder,	you	can	build	effective	social	listening	queries	by	specifying	terms	related	to	sentiment	analysis	you	want	to	track.	This	ensures	you	capture	the	most	relevant	conversations	about	your	brand.	Easy	query	management	The	Active	Listeners	tab	provides	one-click	access	to	queries,	including	complaints,
compliments	and	specific	customer	experiences.	This	feature	helps	you	quickly	identify	and	respond	to	various	types	of	feedback,	which	gives	you	context	on	how	to	engage	with	your	audience.	Sentiment	insights	Sprout’s	sentiment	analysis	widget	in	Listening	Insights	monitors	your	positive,	negative	and	neutral	mentions	over	a	specified	period.	This
tool	helps	you	understand	how	these	mentions	evolve	over	time,	enabling	you	to	determine	if	your	brand	perception	is	improving.	By	analyzing	these	insights,	you	can	make	informed	decisions	to	refine	your	strategies	and	improve	your	overall	brand	health.	Visual	data	representation	Sprout	provides	visual	representations	of	sentiment	trends,	making
it	easier	to	spot	shifts	in	public	perception.	The	Sentiment	Summary	and	Sentiment	Trends	metrics	show	you	sentiment	distribution	of	how	people	feel	about	your	brand	on	social	media.	This	gives	you	a	clear	picture	of	how	well	your	brand	is	doing	on	each	platform.	These	tools	allow	you	to	conduct	thorough	social	sentiment	analytics,	which	can	help
you	refine	your	brand	messaging,	engage	more	effectively	with	customers,	monitor	your	brand’s	long-term	health	and	identify	emerging	issues	with	your	products	or	services.	Step	4.	Apply	social	sentiment	analytics	to	your	strategy	Insights	from	social	sentiment	analytics	can	help	you	improve	your	brand	recall	and	resonate	better	with	your	target
audience.	They	also	help	you	manage	brand	reputation	and	spot	shifts	in	market	sentiment	so	you	can	address	them	proactively.	With	social	media	sentiment	analysis	insights,	you	can	also:	Refine	brand	messaging	Use	the	data	from	social	sentiment	analytics	to	understand	the	emotional	tone	and	preferences	of	your	audience.	Teams	can	craft
messages	that	resonate	more	deeply,	improving	engagement	and	loyalty.	Also,	tailor	your	content	to	address	the	sentiments	and	topics	that	matter	most	to	your	audience,	making	your	messaging	more	relevant	and	impactful.	Engage	effectively	with	customers	Social	sentiment	analytics	help	pinpoint	when	and	how	to	engage	with	your	customers
effectively.	Foster	stronger	customer	connections	and	build	long-lasting	relationships	by	engaging	with	them	and	solving	issues	promptly.	Positive	engagements,	such	as	acknowledging	compliments	or	sharing	user-generated	content,	can	further	build	brand	recall	and	loyalty.	Monitor	your	brand’s	long-term	health	Regularly	analyzing	sentiment	data
helps	you	track	your	brand’s	health	over	time.	Identify	trends	in	positive,	negative​	and	neutral	mentions	to	understand	how	your	brand	perception	evolves.	This	ongoing	monitoring	helps	you	maintain	a	positive	brand	image	and	quickly	address	any	issues.	It	also	ensures	your	brand	stays	in	good	standing	with	your	audience.	Identify	emerging	issues
Sentiment	analysis	reveals	potential	problems	with	your	products	or	services	before	they	become	widespread.	By	keeping	an	eye	on	negative	feedback	trends,	you	can	take	proactive	steps	to	handle	issues,	improve	customer	satisfaction	and	prevent	damage	to	your	brand’s	reputation.	Early	identification	and	resolution	of	emerging	issues	show	your
brand’s	commitment	to	quality	and	customer	care.	Integrating	these	insights	into	your	social	strategy	helps	your	brand	remain	responsive,	customer-focused​	and	aligned	with	market	expectations.	This	enriches	your	current	operations	and	sets	a	solid	foundation	for	long-term	success.	Top	3	sentiment	analysis	tools	for	analyzing	social	media
Understanding	customer	sentiment	on	social	media	is	an	effective	way	to	refine	your	brand	strategy	and	improve	customer	engagement.	By	using	the	right	sentiment	analysis	tools,	you	can	gain	valuable	insights	into	how	your	audience	feels	about	your	brand	and	make	informed	decisions	to	enhance	your	online	presence.	Here	are	three	of	the	top
tools	to	help	you	with	social	sentiment	analytics:	1.	Sprout	Social	Sprout	Social	is	an	all-in-one	social	media	management	platform	that	gives	you	in-depth	social	media	sentiment	analysis	insights.	Get	a	nuanced	understanding	of	your	target	audience,	and	effectively	capitalize	on	feedback	to	improve	customer	engagement	and	brand	reputation	quickly
and	accurately.	You	can	monitor	and	organize	your	social	mentions	or	hashtags	in	real-time	and	track	the	overall	sentiment	towards	your	brand	across	various	social	media	platforms	like	X,	Facebook,	Instagram,	LinkedIn	and	YouTube.	You	can	also	monitor	review	sites	such	as	Google	Reviews,	Yelp	and	TripAdvisor,	and	online	communities	and
forums	like	Reddit	and	Quora.	For	e-commerce	businesses,	Sprout	also	tracks	mentions	on	platforms	like	Amazon	and	Etsy.	This	extensive	coverage	ensures	that	you	capture	a	holistic	view	of	public	sentiment	about	your	brand.	Brand	use	Sprout	to:	Improve	customer	service.	Quickly	address	negative	mentions	and	highlight	positive	feedback	to	show
customers	their	opinions	matter.	Product	improvement.	Gather	insights	from	customer	feedback	to	understand	what	features	or	products	need	enhancement.	Competitive	analysis.	Compare	your	brand’s	sentiment	with	competitors	to	identify	strengths	and	areas	for	improvement.	Content	strategy.	Use	sentiment	data	to	tailor	your	messaging	and
content	to	better	align	with	customer	preferences.	Monitor	brand	health.	Track	sentiment	trends	over	time	to	ensure	a	positive	brand	image	and	quickly	address	potential	issues.	2.	MonkeyLearn	MonkeyLearn	is	a	text	analysis	platform	that	uses	machine	learning	to	perform	sentiment	analysis.	It	can	analyze	various	forms	of	text	data,	such	as	tweets,
emails	and	documents,	for	insights.		The	platform	integrates	with	popular	tools	like	Zendesk	and	Google	Sheets,	facilitating	workflow	integration.	MonkeyLearn	can	analyze	large	volumes	of	text	data	to	extract	patterns	and	sentiments.	Its	intuitive	interface	makes	it	easy	for	users	of	all	technical	levels	to	build	and	deploy	sentiment	analysis	models
effectively.	3.	Lexalytics	Lexalytics	provides	cloud-based	and	on-premise	deployment	options	for	sentiment	analysis,	making	it	flexible	for	different	business	environments.	Lexalytics’	tools,	like	Semantria	API	and	Salience,	enable	detailed	text	analysis	and	data	visualization.	The	Semantria	API	makes	it	easy	to	integrate	sentiment	analysis	into	existing
systems	and	offers	real-time	insights.	The	Salience	engine	handles	comprehensive	text	analysis,	like	sentiment	to	theme	extraction	and	entity	recognition.	You	can	choose	the	deployment	option	that	best	fits	your	brand’s	needs	and	data	security	requirements.	5	Tips	to	improve	your	brand	sentiment	on	social	media	The	insights	you	gain	from
sentiment	analysis	can	translate	directly	into	positive	changes	for	your	business.	By	understanding	and	acting	on	these	insights,	you	can	enhance	customer	satisfaction,	boost	engagement	and	improve	your	overall	brand	reputation.	Here’s	how	to	use	sentiment	analysis	to	drive	real	business	outcomes.	1.	Step	up	your	customer	service	Sentiment
analysis	helps	brands	keep	a	closer	eye	on	the	emotions	behind	their	social	messages	and	mentions,	ensuring	they	are	more	attentive	to	comments	and	concerns	as	they	pop	up.	Addressing	these	conversations—both	negative	and	positive—signals	that	you’re	actively	listening	to	your	customers.	For	example,	Sprout	users	with	the	Advanced	Plan	can
use	AI-powered	sentiment	analysis	in	the	Smart	Inbox	and	Reviews	Feed.	This	feature	automatically	categorizes	posts	as	positive,	neutral,	negative	or	unclassified,	simplifying	sorting	messages	and	setting	automated	rules	based	on	sentiment.	2.	Spot	opportunities	to	improve	your	products	Monitoring	compliments	and	complaints	through	sentiment
analysis	helps	brands	understand	what	their	customers	want	to	see	in	the	future.	Today’s	consumers	are	vocal	about	their	preferences,	and	brands	that	pay	attention	to	this	feedback	can	continuously	improve	their	offerings.	For	example,	product	reviews	on	e-commerce	sites	or	social	media	highlight	areas	for	product	enhancements	or	innovation.	3.
Conduct	competitive	analysis	Understanding	how	people	feel	about	your	business	is	crucial,	but	knowing	their	sentiment	toward	your	competitors	can	provide	a	competitive	edge.	Social	media	sentiment	analysis	can	help	you	understand	why	customers	might	prefer	a	competitor’s	product	over	yours,	allowing	you	to	identify	gaps	and	opportunities	in
your	offerings.	This	competitive	insight	is	vital	for	staying	ahead	in	the	market.	4.	Ensure	your	messaging	is	on-point	Finding	the	right	tone	on	social	media	can	be	challenging,	but	sentiment	analysis	can	guide	you.	Brands	like	MoonPie	have	found	success	by	engaging	in	humorous	and	snarky	interactions,	increasing	their	positive	mentions	and
building	buzz.	By	analyzing	how	users	interact	with	your	content,	you	can	refine	your	brand	messaging	to	better	resonate	with	your	audience.	5.	Monitor	your	long-term	brand	health	Tracking	sentiment	over	time	ensures	that	your	brand	maintains	a	positive	relationship	with	its	audience	and	industry.	This	is	especially	important	during	significant
business	changes,	such	as	product	launches,	price	adjustments	or	rebranding	efforts.	By	keeping	an	eye	on	social	media	sentiment,	you	can	gain	peace	of	mind	and	potentially	spot	a	crisis	before	it	escalates.	Implementing	regular	sentiment	analysis	into	your	strategy	improves	your	understanding	of	customer	perceptions	and	enables	you	to	make
informed,	data-driven	decisions	that	drive	business	success​.	How	do	your	followers	and	customers	feel	about	you?	Your	customers’	feelings	and	emotions	are	too	important	to	ignore.	With	sentiment	analysis,	there’s	no	second-guessing	what	people	think	about	your	brand.	Sprout’s	sentiment	analysis	tools	provide	real-time	insights	into	customer
opinions,	helping	you	respond	promptly	and	appropriately.	This	proactive	approach	can	improve	customer	satisfaction,	loyalty	and	brand	reputation.	To	understand	how	social	media	listening	can	transform	your	strategy,	check	out	Sprout’s	social	media	listening	map.	It	will	show	you	how	to	use	social	listening	for	org-wide	benefits,	staying	ahead	of
the	competition	and	making	meaningful	audience	connections.	Sentiment	analysis	is	a	process	that	uses	AI	or	natural	language	processing	to	detect	the	emotional	tone	behind	words,	positive,	negative,	or	neutral.	Social	media	is	used	to	understand	how	people	feel	about	your	brand	based	on	mentions,	comments,	or	reviews.	Sentiment	analysis,	or
opinion	mining,	is	a	powerful	way	to	gauge	public	perception.	It	analyzes	text	from	user-generated	content—like	reviews,	social	media	posts,	or	messages—to	determine	emotional	context.	With	EmbedSocial,	the	sentiment	analysis	tool	is	built	into	the	social	listening	dashboard,	helping	brands	monitor	how	customers	feel	in	real	time	across	Instagram,
Facebook,	YouTube,	X	(Twitter),	and	Google	Reviews.	Sentiment	analysis	works	by	scanning	text	content	and	assigning	a	score	or	label	based	on	sentiment.	With	social	listening	tools	like	EmbedSocial,	sentiment	analysis	works	as	follows:	AI	scans	the	text	of	posts,	mentions,	or	reviews	Each	piece	of	content	is	tagged	as	positive,	negative,	or	neutral
Brands	can	filter,	sort,	and	analyze	content	by	sentiment	to	identify	trends	or	spikes	Some	tools	also	use	a	confidence	score	or	emotion	classifier	(e.g.,	joy,	anger,	surprise),	but	at	its	core,	the	goal	is	to	measure	customer	satisfaction	at	scale.	Here’s	why	sentiment	data	is	a	must-have	for	modern	brands:	Go	beyond	quantity.	Understand	the	quality	of
brand	mentions	and	content	aggregated	with	hashtag	tracking.	A	high	volume	of	negative	sentiment	may	signal	an	issue	before	it	escalates.	Track	how	people	feel	about	your	product	launch	or	influencer	campaign,	not	just	how	many	talked	about	it.	Spot	frustrated	customers	in	reviews	or	comments	so	your	team	can	respond	faster	and	prevent
churn.	Use	customer	feedback	to	guide	product	decisions.	If	many	users	mention	“slow	shipping”	or	“great	packaging,”	you’ll	know	what’s	working	(and	what’s	not).	EmbedSocial	makes	it	easy	to	take	action	on	sentiment	insights:	Get	a	pulse	on	what’s	trending	and	how	your	audience	feels	about	it.	Be	the	first	to	know	if	something	goes	wrong—
before	it	spreads.	Segment	content	by	emotion	Use	filters	to	see	only	positive	or	negative	feedback	for	faster	decision-making.	Share	performance	with	your	team	or	clients	using	automated	reports	with	sentiment	summaries.


