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Supervised Learning

2http://www.astroml.org/sklearn_tutorial/general_concepts.html 

http://www.astroml.org/sklearn_tutorial/general_concepts.html


iPhone: tweets: Topsy
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http://topsy.com/s?q=iphone&type=tweet&language=en 

http://topsy.com/s?q=iphone&type=tweet&language=en
http://topsy.com/s?q=iphone&type=tweet&language=en


Model #1: Emotions
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https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-Basic6Emotions.pdf 

https://www.dropbox.com/s/hr9aq0l1iex0vgr/Guide-Model-Basic6Emotions.pdf?dl=0
https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-Basic6Emotions.pdf


Classify this!
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Model #1: Six Basic Emotions: User(Emotions)



Model #2: Personality
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https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-Big5PersonalityTraits.pdf 

https://www.dropbox.com/s/o8ekjnfblpe6ac9/Guide-Model-Big5PersonalityTraits.pdf?dl=0
https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-Big5PersonalityTraits.pdf


Classify this!
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Model #2: Big 5 Personality: User(Personality)



Model #3: Consumer Decision-Making Stage
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https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-ConsumerDecisionMakingStages.pdf 

https://www.dropbox.com/s/cy7jrq62xf789j8/Guide-Model-ConsumerDecisionMakingStages.pdf?dl=0
https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-ConsumerDecisionMakingStages.pdf


Classify this!
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Model #3: HoE: User(Consumer Psychology)



Model #4: Brand Sentiment
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https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-BrandParameters_Sentiment.pdf 

https://www.dropbox.com/s/qcz356uwfmt734w/Guide-Model-BrandParameters_Sentiment.pdf?dl=0
https://textmining.cbs.dk/TextClassification/Content/guides/Guide-Model-BrandParameters_Sentiment.pdf


Classify this!
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Model #4: Brand Parameters: User(Brand Sentiment) 



Model #5: Social Influence
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Cialdini’s Six Weapons of Persuasion
http://en.wikipedia.org/wiki/Social_influence 

▪ Reciprocity: People tend to return a favour.

▪  Commitment and Consistency: People do not like to be self-contradictory. 
Once they commit to an idea or behaviour, they are averse to changing their 
minds without good reason

▪ Social Proof: People will be more open to things they see others doing.

▪ Authority: People will tend to obey authority figures

▪ Liking: People are more easily swayed by people they like

▪ Scarcity: A perceived limitation of resources will generate demand

http://en.wikipedia.org/wiki/Social_influence


On a scale of 1-10 how engaging is this post?
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Model #5: Social Influence: User(Engagement by Others)



Text Analytics:
Examples: Domain-Specific Classifiers



“Heres an idea. If you like their food eat there. If you dont like their food eat somewhere else or make your own meal. 
I really dont understand what the big deal is.”

User Consumer

Organisation

Social Influence 

Domain-Specific Classifier #01: Marketing



16© Ravi Vatrapu
Social media and Shits storms In a Big Data perspective

Conversation Analysis – Basic Emotion



17© Ravi Vatrapu
Social media and Shits storms In a Big Data perspective

Conversation Analysis – Consumer Decision



“Brazilian highway transport showcases a series of positive features such as flexibility, availability, and speed. However, 
when compared to other modes, it bears limitations such as low productivity, low energy efficiency, and low safety indices.

Domain-Specific Classifier #02: Operations Research
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Business Value: Decision Support System for Logistics Complexity 

Assessment



“What this post is saying: Some obese people don't suffer from Type 2 Diabetes.. What this post isn't saying: Obesity 
doesn't cause Type 2 Diabetes.. You can be healthy and obese.”

Domain-Specific Classifier #03: Public Health



Domain-Specific Classifiers: Public Health

Conscientiousness is 
the personality trait of 
being careful, or vigilant. 
Conscientiousness implies a desire 
to do a task well. Conscientious 
people 
are efficient and organized as 
opposed to easy-
going and disorderly.



Discussion
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