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ABSTRACT 

The motive of research paper is to study the perceptions of customers regarding E-

Commerce. In order to achieve the objectives the data has been collected from the Social 

website “Twitter” in the form of tweets. Actually no particulars questionnaire has been 

prepared. Only the Real time (4-years) Tweets (Amazon) has been extracted from Twitter by 

using the (Sentiments analysis) analytical tool i.e. R-Studio. To study the perception the 

Number of Tweets used is 5000 and to study the satisfaction the Number of Tweets used are 

717. Analysis (Sentimental) of Tweets is also made during the study by using R-studio. The 

present study found that earlier customers perceived E-commerce as a good platform to 

boost one’s business, but now they are also talking about Plaza Systems, Block Chains and 

Token Systems. The study also concluded that the customers were highly satisfied with E-

commerce platforms. 
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1. Introduction  

Electronic commerce (E-Commerce) involves buying and selling of goods and services, or 

the transmitting of funds or data, over an electronic network, mostly the Internet. E-

commerce is a roar in the modern line. E-commerce is a model which is influencing both 

marketers and the consumer. E-commerce is more than just another means to promote 

existing business practices. It is a prominent or complete change in the traditional means of 

managing the business. This significant change in business model is witnessing a tremendous 

growth around the globe and India is not an exception. A massive internet penetration has 

added to the growth of E-commerce and more particularly startups have been increasingly 

using this option as a differentiating business model. Moreover, E-Commerce has significant 

influences on the business‘s environment.   

A growing nation may well attempt to be overhauled if it introduces e-commerce effectively 

and efficiently. Information Technology (IT) has enriched e-commerce worldwide. Now it's 

effortless to enter into a new market and businessman can easily calculate their product and 

company‘s performance. An emergency number of troupes in various sectors, such as 

banking, teaching, commerce, and tourism, and so on have developed their services by 

incorporating technologies into their service delivery process. Integration of technology in 

services is becoming really common. 

Social media may be a blessing for firms and societies looking to contact potential buyers 

without wasting big bucks on outdated media, only luxury brands have recently found it 

challenging as unauthorized sellers are luring buyers, most of who fall into the temptation of 

getting rebates of up to 40-70% have reaped using platforms like Facebook, Twitter and 

WhatsApp. 
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2. Review of Literature 

E-business is defined as the application of information and communication technologies to 

facilitate the execution of related functions like marketing management, strategy, leverage 

information systems, logistics management, customer relationship management, and human 

resources management (Simpson and Docherty, 2004). E-Business most likely is taken off 

with electronic information trade in the 1960s (Zwass, 1996). The expression "e-Business" 

delivers an extremely expansive application and means distinctive things to assorted people. 

Also, its connection with an online business is at the wellspring of numerous contradictions. 

(Melao, 2008). A more far-reaching meaning of e-business is: "The change of an association's 

procedures to convey extra customer value through the use of advances, methods of insight 

and registering worldview of the new economy." In a basic sense, E-Business can be 

characterized as, "the composed exertion of people to deliver and offer, revenue driven, items 

and administrations that fulfil society's needs through the offices accessible on the Internet" 

(Brahm Canzer, 2009). Social media marketing refers to the procedure of gaining website 

traffic or attention through social media sites. Social media technologies include blogs, 

picture-sharing, Vlogs, wall posting, email, instant messaging, music sharing, crowdsourcing 

and voice over IP, to name a few. Many of these social media services can be integrated via 

social network aggregation platforms like mybloglog and Plaxo (Webber, 2009).  

Fried et al., 2014, investigated the predictive power behind the language of food on social 

media. They collected a corpus of over three million food-related posts from Twitter and 

demonstrate that many latent population characteristics can be directly predicted from this 

data: overweight rate, diabetes rate, political leaning, and home geographical location of 

authors. For all tasks, their language-based models significantly outperform the majority class 

baselines. Logunov and Panchenko, 2011 generated Twitter sentiment indices by analyzing a 

stream of Twitter messages and categorizing messages in terms of emoticons, pictorial 

representations of facial expressions in messages. Based on emoticons they generated daily 

indices. Then they explored the time-series properties of these indices by focusing on 

seasonal and cyclical patterns, persistence and conditional heteroscedasticity. 

Zhang et al., 2013 has chosen a particular global e-commerce platform (eBay) and a 

particular global social media platform (Twitter). They quantified the characteristics of the 

two individual trends as well as the correlations between it. They provided evidence that 

approximately 5% of general eBay query streams show strong positive correlations with the 

corresponding Twitter mention streams, while the share jumps to about 25% for trending 

eBay query streams. Deitrick et al., 2013 discussed two popular topics in the study of social 

networks are community detection and sentiment analysis. Community detection seeks to 

find groups of associated individuals within networks, and sentiment analysis attempts to 

determine how individuals are feeling. While these are generally treated as separate issues, 

this study takes an integrative approach and uses community detection output to enable 

community-level sentiment analysis. Saif et al., 2013 presented an overview of eight publicly 

available and manually annotated evaluation datasets for Twitter sentiment analysis. Based 

on this review, they showed that a common limitation of most of these datasets, when 

assessing sentiment analysis at target (entity) level, is the lack of distinctive sentiment 

annotations among the tweets and the entities contained in them. Tumitan and Becker, 2013 

detected whether user comments on an online newspapers reflect external indicators of public 

acceptance (e.g. vote intention). The paper outlines the approach used to identify and classify 

sentiment in news comments written in the Portuguese language and to correlate it to external 

indicators and discusses the main results for this case study. Hu, et al., 2013 proposed to 

study the problem of unsupervised sentiment analysis with emotional signals. In particular, 

they investigated whether the signals can potentially help sentiment analysis by providing a 
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unified way to model two main categories of emotional signals, i.e., emotion indication and 

emotion correlation. Myslín, et al., 2013 developed a content and sentiment analysis of 

tobacco-related Twitter posts and build machine learning classifiers to detect tobacco-

relevant posts and sentiment towards tobacco, with a particular focus on new and emerging 

products like hookah and electronic cigarettes. Using the collected 7362 tobacco-related 

Twitter posts at 15- day intervals from December 2011 to July 2012 data. Perhaps one of the 

greatest constraints to the adoption of e-Business as a means to generate efficiencies is a 

cultural reluctance to interface with buyers and suppliers electronically. Such challenges 

remain major obstacles, limiting the potential benefits of e-Business Akoh, 2001. Other 

challenges are the cost of implementation, security concerns, perceived customer readiness, 

lack of knowledge of IT and e-Business, the relatively high costs associated with investments 

in ICTs, the lack of technical and managerial skills and reluctance on the part of companies to 

network with other enterprises and lack of executive support and concerns regarding the 

reliability of technology (Department of Enterprise, Trade and Employment, 2004). Blasio 

2008, in his study, does not find the support for the argument that the Internet reduces the 

role of distance. Internet usage is much more frequent among urban consumers than among 

their non-urban counterparts. The use of e-commerce is basically unaffected by the size of the 

city where the household lives. Geographically remote consumers are discouraged from 

purchasing goods by the fact that they cannot inspect them beforehand. Leisure activities and 

cultural items (i.e., books, CDs, and tickets for museums and theatres) are the only goods and 

services for which e-commerce is used more in isolated areas. Finally, e-banking bears no 

relationship to city size. In choosing a bank, non-urban customers give more importance to a 

personal acquaintance than do urban clients, partly because bank account holders in remote 

areas are more likely to have taken out a loan from their bank. 

 

3. Research Methodology and Objectives 

The motive of the paper is to study the perceptions of customers regarding E-Commerce. In 

order to achieve the objective, the data has been collected from the Social website "Twitter" 

in the form of tweets. Actually, no particulars questionnaire has been prepared. Only the 

Real-time (4-years) Tweets (Amazon) has been extracted from Twitter by using the 

(Sentiments analysis) analytical tool i.e. R-Studio. R-Studio is a free and open-source 

integrated development environment (IDE) for R, a programming language for statistical 

computing and graphics. To study the perception the Number of Tweets used is 5000 and to 

study the satisfaction the Number of Tweets used is 717. Analysis (Sentimental) of Tweets is 

also made during the study by using R-studio.  

 

Analysis and Discussions 

To study the General Perception of People about E-commerce by using sentimental analysis. 

Initially in order to collect the data real time (past 4-year) random tweets (regarding E-

commerce) have been extracted from the social site i.e. ‗Twitter‖ with the help of an 

analytical tool R- studio by using the following code. 



Perception towards E-Commerce: Sentiment Analysis on Twitter 

ENVISION - International Journal of Commerce and Management, Vol. (12), 2018 Page | 4 

 

 

 

In the above picture, you can see we have extracted 5000 random tweets regarding what 

people have been thinking about E-commerce since "2014-01-01" by posting on their Twitter 

timelines. And we have saved them by creating a .csv file.  

These are the types of tweets which we have got after extraction. 

 

Here we people might not be getting these tweets because these are not cleaned ones. We 

have to do the data cleansing of these tweets in order to make them understandable. In order 

to clean these tweets, we have used the following code in R-Studio.  
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In this way, we have first converted the tweets to lower case and then removed all the 

punctuations and so on. Here is a look of the tweets which we have got after their text 

cleaning. 

 

Here we can see that the most common words which people had used in their tweets while 

talking about e-commerce. 
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The above picture shows the list of words which had been used by the people and the number 

of times these words have been used again and again by different people when talking about 

E-commerce. The same can be plotted on a bar graph. 

 

The same can be viewed in the form of a word cloud. 
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From the above bar plot and word cloud, we can see that the words having a maximum 

frequency in the tweets of the people are highly highlighted. Example –plaza systems – 

blockchain – fastest etc.  

From this word cloud, we can say that these days' people are talking about plaza systems 

when E-commerce comes in their mind.  

1. We can also say that people perceive E-commerce as the fastest mode of commerce as 

they are referring to the word "fastest" frequently.  

2. Blockchain is also the widely used word while saying something about E-commerce.  

3. The ―marketing‖ is also highlighted which depicts that people might be considering 

the E-commerce to be a better mode of marketing their product or the E-commerce 

has merged the marketing process into it i.e. one doesn‘t need to market its product 

through conventional methods. 

4. The word ―get‖ is also most commonly used word as we can see it is shinning in the 

word cloud. The reason could be people might be thinking of E-commerce that one 

can easily get anything to his/her doorsteps very easily and moreover on a very 

reasonable price. 

5. As we can see that the word "presale" is also very much highlighted the reason could 

be people might be thinking that E-commerce is a good platform to access the market 

before the release of the product. It is a good way for the businessman to create a 

worldwide curiosity about his/her product among his/her customers which is not 

possible through simple offline commerce  

6. The word "Token" can also be seen in the word cloud which is also very frequently 

used by the people from which we can say that people are more active about the E-

Commerce token which is first decentralized digital money for E-Commerce website 

where you can buy the product using ECOMT.   

 

Sentiment Analysis 

Now we can also check how the sentiments of the people are attached to the E-commerce 

through the same tweets by using the code as shown below. 
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From the above bar plot, we can see that people have a very good anticipation level in E-

commerce. The feelings of joy and trust are high and of that of anger and disgust are very low 

from which we can say that the satisfaction level of the people from E-commerce is very 

high. The highest sentiment score is of positive which means the majority of people is taking 

E-commerce in a healthy way.   

To Study the customer’s (using E-commerce sites) Satisfaction level (Taking the 

example of Amazon) from Twitter Tweets. 

In order to achieve the objective, initially, we have extracted the tweets from the social site 

"Twitter" using the following code in R-Studio. 

 

 

In this way, we have requested for 5000 tweets but the software could extract only 717 

tweets. The following are the type of tweets which we have extracted. 
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The most common words used by the people and the Amazon team in their tweets while 

conversing were as follows:  

 

The above picture is showing only those words which are repeated more than 10 times 

because the words used once or twice are of no relevance. The same can be viewed in the 

form of a bar plot.  

 

 



Perception towards E-Commerce: Sentiment Analysis on Twitter 

ENVISION - International Journal of Commerce and Management, Vol. (12), 2018 Page | 10 

 

Here is the word cloud of all the words which have been used by the people and Amazon 

team in their tweets. The words in the word cloud are highlighted on the basis of their 

frequency of occurrence. 

 
 

From the above word cloud, we can see that some of the words like ("education—thanks – 

glad—like—love—awesome—you are ") are most highlighted ones.  

So from the above word cloud, we can make some of the observations as follows:  

1. The word ―thanks‖ is the most commonly used word by the Amazon team 

from which we can say that both the customers and the Amazon team are 

thankful to each other from their commerce. 

2. The word "glad" itself is an expression of happiness from which we can make 

a simple observation that the customers are very happy with their purchases 

from the Amazon.  

3.  The words ― love & like‖ are contradicting to each other through which we 

can say that customers like Amazon services and love to do their purchase 

from Amazon. 

4. The word "you are" is widely used by the Amazon team in order to make their 

customers feel like the team is relying on their personal opinions.  

5. The most widely used word "education" which can also be seen in word cloud 

is the most highlighted one. The reason behind the use of this word could be 

that the people might be talking something about the issues related to 

education.  

Sentiment analysis 

Now we can also check how the sentiments of the people are attached to the replies of 

Amazon team through the same tweets by using the code as shown below.  
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From the above bar plot of sentiment score we can say: 

1. That the sentiment score of--- anticipation---joy---trust & surprise is quite good 

which means that most of the customers of Amazon are happy and satisfied with 

the replies of the Amazon team.  

2. The sentiment score of ---anger---disgust---sadness---fear is quite low from which 

we can say that there are few customers who are not satisfied from the replies and 

moreover there are few people who have a fear that they might not have done 

right by replying to Amazon.  

If we have a look at the last bar we will see that the positive sentiment has the highest score 

from which we can say that the people are taking this conversation in a positive way and are 

finding it a good way to share their experiences directly with the Amazon team. 

Findings 

In the first part of the objective, it has been found that from the year 2014 to till now there 

had been a massive change in the perception of people about E-commerce. Earlier people use 

to think that E-commerce is a good platform to boost one's business as is more profitable than 

traditional commerce. But as of now, people are talking about "PLAZASYSTEMS", 

"BLOCKCHAIN", "PRE-SALES" and "TOKEN SYSTEM" as these can be seen from the 

word cloud which we have generated.  

1. PLAZA SYSTEM: Plaza Systems involves the convergence of way of life and 

innovation. We are a frameworks incorporation organization. Through the shrewd 

combination of built up and rising advances, we are building up a "flexibility way 

of life" item in light of cryptographic forms of money and the blockchain that is 

more helpful, more private, all the more freeing, all the more fulfilling, more 

affordable, and similarly as secure as the way of life you appreciate now. We do 

this by means of five easy to understand touch points: the Plaza Card™, Plaza 

Merchants, Plaza Desktop™ and Plaza Mobile™ applications, and the Plaza 

Concierge™. Each consistent digital money exchange you start by means of one 

these touch points safely synchronizes with your cutting edge Plaza Wallet™. 
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2. BLOCK CHAIN: A blockchain is a digitized, decentralized, open record of all 

cryptographic money exchanges. Continually developing as 'finished' hinders (the 

latest exchanges) are recorded and added to it in the sequential request, it permits 

showcase members to monitor advanced money exchanges without focal 

recordkeeping. Every hub (a PC associated with the system) gets a duplicate of the 

blockchain, which is downloaded naturally. Initially created as the book keeping 

strategy for the virtual money Bitcoin, block chains – which utilize what's known 

as conveyed record innovation (DLT) – are showing up in an assortment of 

business applications today. At present, the innovation is essentially used to check 

exchanges, inside computerized monetary forms however it is conceivable to 

digitize code and embed for all intents and purposes any record into the 

blockchain. Doing as such makes a permanent record that can't be changed; 

besides, the record's genuineness can be confirmed by the whole group utilizing 

the blockchain rather than a solitary unified specialist.   

3. PRE-SALES: Presales is a procedure or an arrangement of exercises/deals 

typically did before a client is gained, however now and then presales likewise 

stretch out into the period the item or administration is conveyed to the client. The 

offer of administration or merchandise before its discharge date, by and large, has 

a rebate rate more noteworthy than half, this is done as the maker needs to 

evaluate the market's readiness to pay and purchase the item because of the hazard 

factor is high.  

4. TOKEN: E-Commerce token is first decentralized advanced cash for an E-

Commerce site. Where you can purchase item utilizing ECOMT. The 

computerized token based instalment framework is another type of electronic 

instalment framework which depends on electronic tokens as opposed to e-check 

or e-money. The electronic tokens are produced by the bank or some money 

related organizations. Henceforth we can state that the electronic tokens are 

proportionate to the money which is to be made by the bank.   

In the Second part objective, it has been found that the people who are running their business 

through Electronic media are in more contact with their customers through their websites and 

through social media as compared to the people involved in traditional commerce.  

As we have seen from the word cloud and Sentiment bar that Amazon team is replying to 

their almost every customer through tweets and are analyzing their feedbacks from their 

conversation .we can also say that their customers are also happy from such service where 

people can directly connect to Amazon and share their views. 

The sentiment bar plot directly shows that the joy level of the customer is very high as 

compared with the anger level. Moreover, the Score of Trust is high as compared to fear 

level. This clearly shows that the customers are highly satisfied with the Amazon services.  

Limitations and Suggestions:  

1.  The study is limited to the opinions of the people who are using the social networking 

website ―TWITTER‖. 

2. The study is limited to the people who are following conversing with Amazon team 

on twitter. 

3. The study is limited to a few sentiments that are in the R-studio directory. 

4. The sentiment score may not be 100% true because the software manipulates the word 

only according to its own dictionary. 

5. The interpretations made in the study are just the predictions but the actual meaning 

may or may not be the same. 
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6. The study could be more refined if some higher analytical tools like ―HADOOP‖ or 

―SPARK‖ had been used. 

7. The study should include the opinions of the people using other social websites like 

Facebook, Instagram which are also much more active these days. 
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