L e ayld Olgie

043, RVAY QG pan O 9 Slulus! glp Gelois! gla 45.«.26 S8 e :OlelS ) s

s Alie LSSl Glgie

More than words: Social networks’ text mining for consumer brand sentiments
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4.2. Overall sentiment scores

We used the twitteR, the plyr, stringr and the ggplot2 libraries
in the R software package version 2.15 to conduct the quantitative
sentiment score. Fig. 5 shows the distribution of sentiment scores
obtained for Nokia and Pfizer (similar graphs were constructed for
remaining brands). From the graph, we immediately recognize
some asymmetry. For example, the bars at +1 are much larger for
Nokia compared to the +1 bars for Pfizer. It is also evident that
the bars at —1 are much larger for Pfizer compared to the —1 bars
for Nokia. This makes it clear that the overall sentiment score for
Nokia is generally better than the sentiment score for Pfizer.
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