
The 19th INTERNATIONAL SCIENTIFIC CONFERENCE 

INFORMATION TECHNOLOGIES AND MANAGEMENT 2021  

April 22-23, 2021, ISMA, Riga, Latvia Srivatsav S, Gopejenko V 

31 
NC11 Computer Modelling, Information Technologies 
 and Information Communication Technologies 

A Processing Model on Big Data for Ecommerce Sites 

Shithi Srivatsav*, Viktors Gopejenko 

ISMA University of Applied Science, Latvia 

*Corresponding author’s e-mail: shithi.srivastav@gmail.com 

 

Abstract  

We are in the digital era were every day to day traditional task such as sending a letter, watching a movie, reading a book and shopping 
etc., have been digitalised in last two decades. The impact of digitalization has been seen in all the aspects of the modern-day life. The 
impact of digitalization is clearly noted across all the industries and the traditional industries started to move from regular “Brick and motor 
industry” to “digital industries.”  All the digital industries completely depend on data, its generation, integration, analysis and reporting. 

Data mining technology is very useful for analyzing customer reviews on e-commerce sites. The main purpose of the project is to 
characterize and predict "early reviewers" to increase product sales. Early product reviews often have a significant impact on subsequent 
product sales. Users who comment early are considered early commentators. 
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1 Introduction 

E-commerce is a fast-growing digital business with a lot of 
potential in future. E-commerce industry has to maintain its 
efficiency with increasing size of its environment. It requires 
advanced technology, robust tools and programming 
techniques to maintain the required efficiency. Before 
making an informed purchasing decision, online reviews 
have become an important source of information for the 
users. The product life cycle is divided into three phases, 
such as early stage, majority and backward. Early product 
reviews often have a significant impact on subsequent 
product sales. Users who comment early are considered 
early commentators. Identifying early reviewers helps 
monitor and manage early promotions, and early reviewers 
are likely to be actual adopters of the product so they can 
buy directly.  

There are two important reasons to predict early 
reviewers, they tend to award higher average ratings. Early 
reviewer tends to post more helpful comments. First prepare 
the data to delete unnecessary data. The second is the 
detection and deletion of spammers. This is the process of 
deleting all irrelevant comments. This is part of the data 
cleansing process.  

Next is the statistical analysis process, which is the 
process of analyzing the number of users and the number of 
early comments submitted by the users. Finally, the feature 
of comments is that they can predict early commentators. 

2 Objective 

 Analyze user comments to increase product output. 
 The analysis of product reviews also shows that the 

ratings of early reviewers and the help scores they 
receive can affect the popularity of the product.  

 The main goal is to increase the product's visibility 

and sales. 

3 Proposed System 

We focus on characterizing early comments and detecting 
early commentators, which is different from the existing 
work of extracting opinions from comment data or 
determining goals (or holders) of opinions. As far as we 
know, this is the first time that early reviewers have been 
analyzed and found on Amazon, a data set for e-commerce 
review in the real world. This project will effectively 
characterize and predict early reviewers of the Amazon 
dataset. 

4 Flow Diagram 
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5 Overview 

DATA SELECTION AND LOADING 

 Data mining techniques are part of the business 
intelligence domain and apply specific algorithms to 
discover hidden patterns and relationships in large 
data sets. 

 An e-commerce website is an open system where 
almost any customer behaviour is possible.  

 Here we have loaded the web server logs into the 
database for further proceedings.  

DATA PRE-PROCESSING 

 The data is pre-processed to remove reviews from 
anonymous users, since we would like to associate 
each review with a unique user.  

 We then remove duplicate reviews often caused by 
multiple versions of the same product. We also 
remove inactive users and unpopular products:  

 we only keep the users who have posted at least ten 
and five reviews, and products which have received 
at least ten and five reviews in Amazon datasets 

respectively. 

REVIEW SPAMMER DETECTION AND REMOVAL 

 It's a process of detecting and removing spammer 
reviews.  

 It is possible that spam reviews are posted to give 
biased or false opinions on some products to 
influence the consumers’ perception of the products 
by directly or  

 indirectly inflating or damaging the product’s 
reputation.  

RESULT GENERATION 

The final report will be generated based on the overall 
reviews of the Early Reviewers. 

6 Conclusion 

In this paper, we have studied the novel task of early 
reviewer characterization and prediction on one real-world 
online review datasets (Amazon). It will effectively predict 
the early reviewers.  
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