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Opinion mining is a type of natural language processing for tracking the
mood of the public about a particular product. Opinion mining, which is also
called sentiment analysis, involves building a system to collect and examine
opinions about the product made in blog posts, comments, reviews or tweets,
Automated opinion mining often uses machine learning, a component of
artificial intelligence (AI).
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¥+ Sentiment Analysis and Subjectivity, 2nd Edition, (Editors) N. Indurkhya and
AR ARF. J. Damerau), 2010.
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