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Abstract 

Retail businesses now have to deal with the problem of managing a lot of data because of digitalization. 

Digitalization’s impact on stores from both angles People use social media and the internet increasingly often. 

Because users may submit their ideas on a particular subject, service, or product on social networking sites 

and have an impact on other users, social media is an easy method to express oneself. But the bulk of the time, 

they say things that hurt the retailer's sales and performance. These reviews or comments must be handled 

online. Such reviews or criticisms must be addressed online. Longer user reviews are becoming more 

common. In order to anticipate their customers' thoughts, the store should concentrate on evaluating customer 

reviews and forecasting the good, negative, and neutral feelings from such reviews and comments on social 

networking sites. Additionally, summaries the comprehensive evaluations that may speed up store processing 

and enhance its effectiveness. 
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Introduction 

Anywhere a service provider serves the small requests of several customers is often referred to as a "retailer." 

Retail is a technique for making a profit by selling goods or services to customers via various marketing 
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channels. Shopping is the act of purchasing goods. Although this is often done to acquire finished goods, it 

frequently also involves window shopping, seeking, and exploring, which may not always end in a purchase. 

However, when these consumers post their opinions or reviews on social networking sites, it has an influence 

on the shops. People spend more time online, and social networking sites make it simple for them to express 

their opinions. Others read these ideas and are impacted by them. Daily data production and rising interest in 

big data are two related concepts. Computers, mobile phones, public records, medical records, social media, 

weather sensors, airport terminals, and hypermarket sales concerns are just a few examples of the technology 

that is changing and accumulating data at an exponential rate. Large amounts of data are provided by these 

sources, and as society becomes more reliant on technology, individuals continue to produce more data. 

Structured and unstructured data make up the two categories of big data. Data that can be arranged and kept in 

a relational database so that it may be utilised quickly and effectively is referred to as structured data. 

Unstructured data, which includes music, video, photographs, emails, text, and blogs, does not have a default 

data model. Although unstructured data is more challenging to find and evaluate than structured data, it may 

be useful for enhancing decision-making. 

Due to the fact that customers increasingly search for positive or negative experiences on social networks, 

customer retention is a major concern for many shops in India. Retailers continue ahead with the analysis after 

storing the data in a database. On social networking sites, users publish ideas and remarks that may affect 

other users. Although standard data analysis cannot analyses this data, retailers may utilize this information 

for themselves and their consumers. Retailers must thus deal with the difficulties presented by big data 

analysis. A technique for information analysis that extracts important values is data analysis. For analytical 

reasons, the information that was retrieved may be utilized. It might be difficult to prepare users with manual 

structures in light of the fact that information is expanding quickly in many places. A computer structure is 

proposed to prepare the information in real-time in order to solve this issue. Researchers use the HIVE tool on 

MapReduce to evaluate customer views in this chapter. Analyzing the reviews or comments yields the 

analysis. Positive, negative, and neutral group comments are subjected to sentiment analysis algorithms. By 

giving each word in the review a polarity, the dictionary AFINN is utilised to create the review's emotion. 

Over 2,500 comments from different networking sites have been chosen. We evaluate the effectiveness of the 

time analysis needed for each set of data and contrast the outcomes. 

Literature Review 

In his essay "How Big Data analytics may improve the retail Sector," Sheshagiri Anegondi claims that social 

media monitoring aids businesses in discovering the relationship between voice to confirm product sales, 
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customer support, and real contentment that influences consumer pleasure. Big data was used to identify the 

most valued consumers in a 360-degree environment, which improved customer happiness. It aids merchants 

in comprehending consumer behaviour as well as the segmentation of processes that set off behavioural traits 

across segments and channels. This makes it possible to promote in real-time at the point of purchase and 

enhance loyalty programmes by figuring out what influences consumer loyalty and retention.  

The researcher Sultana, Najma, Pintu Kumar, M. Rani Patra, Sourabh Chandra, and S. K. SafikulAlam 

discovers the polarity of the material and its categorization in his study work "Sentiment Analysis For Product 

Review." The sentiment analysis is based on content, although there have been issues with pinpointing a 

sentence's precise polarity. This shows that a better solution has to be discovered to outperform the prior 

approach. We require automated data analysis tools in order to ascertain the polarity or mood of the user or 

customer.  

In their study "Sentiment Analysis of English Tweets Using RapidMiner," authors Tripathi, P., Vishwakarma, 

S. K., & Lala, A., employed data mining methods to examine the attitudes of those who shared information on 

Twitter. They gathered the data from Twitter in natural language, transformed it using text mining algorithms 

into usable mining, steam, etc., and then assessed it. was able to foretell a person's neutral, joyful, and sad 

emotions. The Rapid Minor Tool, which is the highlighted tweet, is applied. This makes ranking easier and 

may be used with test datasets.  

The automated analysis of comments may be carried out principally at three separate levels: document level, 

sentence level, and aspect level, according to authors Chinsha, T. C., & Joseph, S., in their work "A Syntactic 

Approach for Aspect Based Opinion Mining." In earlier studies, the analysis of views at the document or 

proposal level received the most of the emphasis. The paper discusses facet-level aspect analysis and presents 

a novel synthetic methodology that incorporates theoretical dependencies, a summary of comments, the 

Centaurean Net, and an aspect table for opinion analysis. Restaurant reviewers served as the subjects of 

experimental research. The restaurant presentation record was manually tagged after being compiled from the 

network. 

Big Data Analytics for Customer Review in Retail Industry 

Asking you the crucial "keep yourself up at night" questions regarding your retail company is vital since data 

is not the sole answer. Your entire company strategy has to address these problems. You may utilise data 

analysis to assist you get a clearer idea of where you can work. Retail data is also utilised to increase 

profitability, boost sales, and increase income. However, there are many methods to utilise data to reevaluate 
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and enhance the foundations of company, including cost reduction, supply chain strategy, space planning, the 

utilisation of retail space, and more. These fields have the potential to be a powerful factor for performance 

improvement. 

Big data is dominating decision-making in many firms, notably retailers. Amazon and other retailers 

continuously gather, store, and analyse data in order to make critical choices. Their decisions then influence 

retail customers and gasoline consumers, whose choices are revised, processed, and evaluated.  

Big Data technologies are used for facts analytics and to uncover hidden data that may be accessed to aid in 

the formulation of wise selections. Every technology has benefits and drawbacks. Too far, a lot of scholars 

have employed big data analytics in a variety of methods. Big Data analytics were employed by Iulia-Adina 

Zara, Bogdan Calin Velicu, Maria-Cristiana Munthiu, and Mihaela Tuta to discover how analytics may be 

used to analyse current customer behaviour. The outcome demonstrates that the company would employ 

analytics to identify prospective customers' interests and tailor relevant communications and adverts to be 

given to everyone. At this level, patterns and irregularities will boost company operations and provide a 

general grasp of the structure and content of websites. Big Data is the next noteworthy advancement in the 

corporate sector. A theoretical framework for big data in the economic environment, notably in the retail 

sector, was given by Adina Saniuţa, Mihaela Roman, and Nicolae Al. Pop. Big data is the integration of 

technology to boost customer satisfaction and provide companies a competitive edge that enables them to 

appraise customers' demands and expectations. Large data organisations gain from using Big Data 

technologies in a competitive way by offering the appropriate items at the right price, at the right time, and by 

assessing consumer growth and retailer demands.  

Conclusion 

The usage of social networks like YouTube, Facebook, Twitter, Linked In, Google+, blogs, wikis, ratings, and 

reviews is being linked to and influenced by an increasing number of users. Regardless of whether they are 

facts, views, or false information, have an impact on the pace, scalability, and viral features of social networks 

and networks. When consumers communicate via social media and other online social networks, traditional 

shops lag behind in their attempts to comprehend their sentiments and find methods to influence them. The 

challenges that can result from developing demands cannot be met by traditional methods to information 

management. Stores experience brand impact, general customer loyalty, market share loss, sales loss, and 

profit loss due to differences in the speed and strength of consumer reaction represented through social 

networks and retailers. Retailers today must choose how to comprehend, react, and embrace idealization. The 
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major objective is to take use of new prospects in the big data and analytics fields so that consumer ideas may 

be understood automatically. Companies will be able to detect links between consumer purchases, customer 

service, and expression via social media monitoring and channel reviews on Twitter and Facebook. 
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