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Online sentiment analysis in marketing research: a review
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Conclusions
It is clear that the online environment provides rich and valuable information about

consumer opinions, though harnessing and analyzing that data can be difficult.
Improvements in computer modeling and techniques like sentiment analysis provide

powerful mechanisms by which this information can be converted into deep insights about
the attitudes held by a brand’s target market. The recommendations for use provided in the
current research are thus the first step to guide marketers and academics who wish to adopt
this nascent technology. Hopefully, by integrating these recommendations into their
research designs, academics and marketers will be better equipped to produce more
enriching, meaningful and rigorous analyses. It is anticipated, therefore, that as sentiment
analysis emerges as a powerful tool to understand consumer opinion, the technique will
attain the methodological rigor associated with other more widely used analytic techniques
and feature more prominently in future marketing research.
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