
         

  

Allegato 4 - Sentiment analysis social
 

SENTIMENT ANALYSIS
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DELL’ATENEO
 



 

         

  

/·$WHQHR�KD�FHUFDWR�GL�GLYHUVLÀFDUH�OD�SURSULD�FRPXQLFD]LRQH�HG�KD�XWLOL]]DWR�L�QHZ�PHGLD�SHU�
LQIRUPDUH��FRPXQLFDUH�H�DVFROWDUH�OD�SURSULD�FRPPXQLW\�� 

Facebook e Google+�VRQR�LPSLHJDWL�SHU�GLDORJDUH�FRQ�JOL�VWXGHQWL��Twitter SHU� 
SHUPHWWHUH�DL�SURSUL�IROORZHUV�GL�HVVHUH�VHPSUH�DJJLRUQDWR�VXOOH�QHZV�GL�$WHQHR��Linkedin�q�LO�
QRVWUR�VRFLDO�SHU�LO�PRQGR�GHO�ODYRUR��Youtube�q�XWLOL]]DWR�SHU�OD�QDUUD]LRQH�YLGHR�GHJOL�HYHQWL�H�
GHOOD�ULFHUFD�GHOO·$WHQHR��Instagram�UDFFRQWD�OD�YLWD�XQLYHUVLWDULD�DWWUDYHUVR�OH�IRWR 

/·DWWLYLWj�FKH�VYROJLDPR�VXL�SURÀOL�VRFLDO�q� 

• presidiare gli account�FRQ�XQD�SUHVHQ]D�FRVWDQWH�H�JLRUQDOLHUD�XWLOL]]DQGR�GHOOH�WHPDWLFKH�
FKH�VWLPROLQR�O·DWWHQ]LRQH�GHJOL�XWHQWL��GLGDWWLFD��VSLQ�RŲ��RULHQWDPHQWR��ULFHUFD� 

• ascoltare gli utenti,�PRQLWRUDQGR�JLRUQDOPHQWH�O·DWWLYLWj�FKH�DYYLHQH�QHL�SURÀOL�H�
ULVSRQGHQGR�DOOH�ORUR�ULFKLHVWH 

• valorizzare la ricerca�H�JOL�DUWLFROR�UHGDWWL�VXO�0DJD]LQH��JOL�HYHQWL�H�OH�DWWLYLWj�FKH�VL� 
VYROJRQR�LQ�$WHQHR 

• interagire con la community�SURSRQHQGR�DWWLYLWj�FROOHWWLYH� 

• cercare di costruire momenti di partecipazione FRQ�DWWLYLWj�FKH�FRLQYROJDQR�OD�
FRPPXQLW\��FRPH�DG�HVHPSLR�LO��SLFRIWKHGD\XQLÀ�R��SKGXQLÀ����� 

$G�RWWREUH������LO�SURÀOR�7ZLWWHU�GHOO·8QLYHUVLWj�GLYHQWD�YHULÀFDWR�H�D�IHEEUDLR������OD�SDJLQD�
)DFHERRN�GL�$WHQHR�GLYHQWD�XűFLDOH��YLHQH�TXLQGL�ULFRQRVFLXWD�O·DXWHQWLFLWj�GHL�SURÀOL�GD�SDUWH�GHL�
GXH�VRFLDO�QHWZRUN� 

$�VHWWHPEUH������LO�SURÀOR�,QVWDJUDP�GHOO·$WHQHR�GLYHQWD�XQ�DFFRXQW�EXVLQHVV�FKH�SHUPHWWH�
XQ·DQDOLVL�GHL�GDWL�VXOOH�DWWLYLWj�GL�FRPXQLFD]LRQH�SL��SXQWXDOL� 

Facebook 
44.275 
fans 

Twitter 
4.884 

followers 

Google+ 
543 

followers 

Youtube 
1.661 
iscritti 

Instagram 
4.134 

followers 

Linkedin 
113.94 

followers 
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/D�VHPDQWLFD�q�OR�VWXGLR�GHO�UDSSRUWR�WUD�SDUROH��IUDVL��VHJQL�H�ORUR�GHQRWD]LRQH��$�FDXVD�GHOOD�
VHPDQWLFD��QRQ�SRVVLDPR�VXSSRUUH�FKH�XQD�IUDVH�FKH�FRQWLHQH�XQD�SDUROD�VHQWLPHQWR�SRVLWLYR��DG�
HVHPSLR��´XWLOHµ��q�DQFKH�SRVLWLYR��R�FKH�XQD�IUDVH�FKH�FRQWLHQH�XQD�SDUROD�VHQWLPHQWR�QHJDWLYR�
�DG�HVHPSLR��´LQXWLOHµ��q�DQFKH�QHJDWLYR��,QIDWWL��DOWUH�SDUROH�SRVVRQR�LQYHUWLUH�LO�VHQWLPHQWR�GL�

shifter sentimento��DG�HVHPSLR�´7URYR�FKH�TXHVWR�VWUXPHQWR�VLD�PHQR�XWLOH�GHO�WXRµ�� 

modali �DG�HVHPSLR�´,Q�WHRULD��TXHVWR�VWUXPHQWR�GRYUHEEH�HVVHUH�XWLOHµ�� 

2OWUH�DOOH�VLQJROH�SDUROH��DQFKH�OH�HVSUHVVLRQL�H�OH�IUDVL�SRVVRQR�HVVHUH�XWLOL]]DWL�SHU�DQDOL]]DUH�LO�
VHQWLPHQWR��3UHQGHWH�SHU�HVHPSLR�´�6RQR�DO�VHWWLPR�FLHOR�´��6H�SUHVR�SDUROD�SHU�SDUROD��´VHWWLPRµ�
H�´FLHORµ�QRQ�VRQR�SDUROH�GL�VHQWLPHQWR��LQ�TXDQWR�QRQ�HVSULPRQR�DOFXQD�SRVLWLYLWj�R�QHJDWLYLWj��
4XLQGL��SRVVLDPR�FRQFOXGHUH�FKH�LO�VHQWLPHQW�QRQ�SXz�HVVHUH�DQDOL]]DWR�SDUROD�SHU�SDUROD��PD�VX�

SOCIAL SENTIMENT E SENTIMENT ANALYSIS
 
$OOD�GRPDQGD�´�FKH�FRVD�q�OD�VHQWLPHQW�DQDO\VLV"�´��OD�ULVSRVWD�q�µ�VHUYH�D�ULOHYDUH�H�FDSLUH�FRPH�LO�
SXEEOLFR�UHDJLVFH�D�XQ�PDUFKLR��SRVLWLYDPHQWH�R�QHJDWLYDPHQWH�´� 

/D�VHQWLPHQW�DQDO\VLV�q�SDUWH�LQWHJUDQWH�GHOO·DVFROWR�VRFLDO�H�SXz�HVVHUH�FRVu�GHÀQLWD� 

“Se una parte del contenuto ha parole più positive che negative, il contenuto positivo; se il contenuto ha parole 
chiave più negative che positive, il contenuto è negativo” 

&KH�FRV·q�OD�6HQWLPHQW�$QDO\VLV" 

La sentiment analysis�q�PROWR�SL��GL�XQD�IXQ]LRQDOLWj�SHU�DQDOL]]DUH�L�VRFLDO�QHWZRUN���q�XQ�
QXRYR�FDPSR�GL�VWXGLR�D�FDXVD�GHOOD�FRPSOHVVLWj�GL�DOFXQL�DVSHWWL�TXDOL�OD�OLQJXLVWLFD� 

4XDQGR�VL�HVHJXH�VHQWLPHQW�DQDO\VLV�VX�DOFXQL�FRQWHQXWL��VL�VWD�IRQGDPHQWDOPHQWH�ULFHUFDQGR�
GHOOH�RSLQLRQL�VXO�FRQWHQXWR�H�VXO�VHQWLPHQWR�DOO·LQWHUQR�GL�WDOL�RSLQLRQL� 

8Q�SDUHUH�q�XQ·HVSUHVVLRQH��XQ�ELQRPLR�SHU�OD�SUHFLVLRQH��FKH�VL�FRPSRQH�GL�GXH�FRPSRQHQWL�
FKLDYH� 

8Q�bersaglio/tema;

8Q�sentimento sul bersaglio / tema�
 

(VHPSLR�
´�$PR�TXHVWD�D]LHQGD�´�
�´�TXHVWD�D]LHQGD�´�q�LO�WHPD
LO�VHQWLPHQWR��FRPH�HVSUHVVR�GDO�YHUER�´�DPRUH�´��q�SRVLWLYR� 

Semantica e sentimento 

XQD�SDUROD��FRPH�DG�HVHPSLR� 

connettivi �DG�HVHPSLR�´4XHVWR�VWUXPHQWR�q�WXWWR���PD�XWLOHµ�� 

XQ�OLYHOOR�FKH�FRQVHQWH�GL�LQWHUSUHWDUH�OD�VHPDQWLFD�� 



         

  

,O�WLWRODUH�GHOO·RSLQLRQH�������������H�����q�-RH�6PLWK��PHQWUH�LO�VXSSRUWR�SHU�LO�SDUHUH�IUDVH�����q�

$�GLŲHUHQ]D�GHOO·RSLQLRQH������QRQ�SXz�SUHQGHUH�OH�IUDVL�����������������H�����IXRUL�FRQWHVWR��
LQ�TXDQWR�QRQ�DYUHEEH�PROWR�VHQVR�VH�OHWWH�SHU�FRQWR�SURSULR��3UHQGHQGR�IUDVH�����D�WLWROR�GL�
HVHPSLR��SRVVLDPR�YHGHUH�FKH�LO�SDUHUH�q�GL�FLUFD�XQ�DVSHWWR�GHOOD�6LPSO\0HDVXUHG���´�UDSSRUWL�´��
8Q�DSSURIRQGLWR�HVDPH�VDUHEEH�DQFKH�JXDUGDUH�L�YDUL�DWWULEXWL�GL�TXHVWR�DUJRPHQWR�VHFRQGDULR��
O·DűGDELOLWj�GL�TXHVWH�UHOD]LRQL��LO�GHVLJQ��LO�OD\RXW��OH�SUHVWD]LRQL���TXLQGL��JOL�DUJRPHQWL�SRVVRQR�

5HFHQVLRQL�SL��OXQJKH�SHUPHWWRQR�GL�DYHUH�XQD�OLVWD�SL��OXQJD�GL�RSLQLRQL��FRPH�FRPXQHPHQWH�VL�
WURYDQR�VX�XQ�IRUXP�H�VXL�VLWL�GL�UHFHQVLRQL��6L�KD�XQ�UDSSRUWR�QLGLÀFDWR�WUD�LO�WHPD�SULQFLSDOH�H�L�

,QÀQH��OH�RSLQLRQL�SRVVRQR�FDPELDUH�QHO�FRUVR�GHO�WHPSR��D�VHFRQGD�GL�PROWL�IDWWRUL��VLD�
VRJJHWWLYL�DG�HVHPSLR��OD�SHUFH]LRQH�GHJOL�XWHQWL��FKH�RJJHWWLYL��DG�HVHPSLR�FDPELDPHQWR�GHOOD�
WDULŲD]LRQH���4XLQGL�QRQ�VROR�VHQWLPHQW�PD�DQFKH�LO�WHPSR�YLHQH�SUHVR�LQ�FRQVLGHUD]LRQH�GXUDQWH�

La Sentiment Analysis nell’analisi dei social network 
3HU�OD�6HQWLPHQW�$QDO\VLV�q�RUPDL�OD�QRUPD�XWLOL]]DUH�GHL�VRIWZDUH��DG�HVHPSLR�%UDQGZDWFK���
6\QWKHVLR���6DOHVIRUFH�5DGLDQ�����&ULPVRQ�+H[DJRQ���$WWHQVLW\���6H�VL�VFHJOLH�GL�DűGDUVL�DG�XQR�
VWUXPHQWR�GL�DQDOLVL�GHO�VHQWLPHQW�q�LPSRUWDQWH�FDSLUH�FRVD�VXFFHGH�GLHWUR�OH�TXLQWH� 

3HU�HVHPSLR��,PPDJLQLDPR�FKH�-RH�6PLWK��VFULYD�VXOOD�EDFKHFD�)DFHERRN�GL�6LPSO\0HDVXUHG�LO�
VHJXHQWH�FRPPHQWR� 

0L�VRQR�DSSHQD�UHJLVWUDWR�SHU�XQD�SURYD�VX�6LPSO\0HDVXUHG��3HU�DGHVVR�PH�QH�VRQR�LQQDPRUDWR��
,�UDSSRUWL�VRQR�LQFUHGLELOL��,O�YRVWUR�EORJ�q�FRVu�SLHQR�GL�LQIRUPD]LRQL��7XWWDYLD��LO�PLR�FROOHJD�
SHQVD�FKH�VLD�FRVWRVR� 

6LDPR�LQ�JUDGR�GL�VFRPSRVL]LRQH�LQ�IUDVL� 

����0L�VRQR�DSSHQD�UHJLVWUDWR�SHU�XQD�SURYD�VX�6LPSO\0HDVXUHG������3HU�DGHVVR�PH�QH�VRQR�
LQQDPRUDWR������,�UDSSRUWL�VRQR�LQFUHGLELOL������O�YRVWUR�EORJ�q�FRVu�SLHQR�GL�LQIRUPD]LRQL������
7XWWDYLD��LO�PLR�FROOHJD�SHQVD�FKH�VLD�FRVWRVR� 

$QFKH�VH�TXHVWR�FRPPHQWR�q�JHQHUDOPHQWH�SRVLWLYR��SXz�HVVHUH�VXGGLYLVR�LQ�IUDVL��4XHVWR�
FRPPHQWR�KD�XQ�FHUWR�QXPHUR�GL�RSLQLRQL�LQWRUQR�6LPSO\0HDVXUHG��VLD�SRVLWLYL�FKH�QHJDWLYL� 

)UDVH���q�QHXWUDOH��LQ�TXDQWR�QRQ�RŲUH�DOFXQ�VHQWLPHQWR�
)UDVH���HVSULPH�XQ�SDUHUH�SRVLWLYR�VXOOR�VWUXPHQWR�QHO�VXR�FRPSOHVVR�
)UDVH���HVSULPH�XQ�SDUHUH�SRVLWLYR�VXL�UDSSRUWL�GHOOR�VWUXPHQWR�
)UDVH���HVSULPH�XQ�SDUHUH�SRVLWLYR�VX�EORJ�GHOOD�VRFLHWj�
)UDVH���HVSULPH�XQ�SDUHUH�QHJDWLYR�VXL�SUH]]L�GHOOR�VWUXPHQWR��TXHVWD�YROWD�GDJOL�RFFKL�GHO�FROOHJD�
GHOOR�VFULWWRUH� 

'D�TXHVWR�VL�SXz�GHGXUUH�TXDQWR�VHJXH�
,�FRQWHQXWL�SRVVRQR�DYHUH�RSLQLRQL�SURYHQLHQWL�GD�SL��GL�XQD�SHUVRQD��FKH�FKLDPHUHPR�´�WLWRODUH�
GHOO·RSLQLRQH�´��

FROOHJD�GL�-RH�6PLWK� 

HVVHUH�VXGGLYLVL�LQ�DVSHWWL� 

VXRL�YDUL�DVSHWWL��DUJRPHQWL�VHFRQGDUL�H�JOL�DWWULEXWL�LQFOXVL�� 

OD�VHQWLPHQW�DQDO\VLV�
 



         

  

2UD�DEELDPR�L���SULQFLSDOL�IDWWRUL�GD�JXDUGDUH�TXDQGR�VL�ID�VHQWLPHQW�DQDO\VLV�GHL�VRFLDO�QHWZRUN
 

temi���TXDOL�VRQR�OH�SULQFLSDOL�DUHH�GL�GLVFXVVLRQH"
 
aspetti (argomenti secondari e gli attributi)���FKH�GLUH�GL�TXHJOL�DUJRPHQWL�GL�FXL�VL�SDUOD"
 
sentimento���TXHOOR�FKH�q�LO�VHQWLPHQWR�GHO�FRQWHQXWR�H�OH�RSLQLRQL�FRQWHQXWH"
 
titolare���LO�FXL�SDUHUH�q�LQ�GLVFXVVLRQH"�&L�VRQR�GLYHUVL�QHOOD�VWHVVD�FRQWHQXWL"�6H�q�FRVu��FRPH�VL�

GLŲHUHQ]LDQR��VH�QRQ�GHO�WXWWR"
 
tempo���TXDQGR�q�VWDWD�SXEEOLFDWD�TXHVWR�FRQWHQXWR"
 

Livelli di analisi 
)DFFLDPR�ULIHULPHQWR�GL�QXRYR�DO�FRPPHQWR�GL�-RH�6PLWK�VXOOD�EDFKHFD�GL�)DFHERRN�GL�
6LPSO\0HDVXUHG�� 

0L�VRQR�DSSHQD�UHJLVWUDWR�SHU�XQD�SURYD�VX�6LPSO\0HDVXUHG��3HU�DGHVVR�PH�QH�VRQR�LQQDPRUDWR��
,�UDSSRUWL�VRQR�LQFUHGLELOL��,O�YRVWUR�EORJ�q�FRVu�SLHQR�GL�LQIRUPD]LRQL��7XWWDYLD��LO�PLR�FROOHJD�
SHQVD�FKH�VLD�FRVWRVR� 

&L�VRQR�WUH�PHWRGL�SHU�HŲHWWXDUH�OD�VHQWLPHQW�DQDO\VLV� 
Livello di documento��DQDOLVL�GHO�VHQWLPHQW�JHQHUDOH�HVSUHVVD�QHO�WHVWR��4XHVWR�IXQ]LRQD�
PHJOLR�VXO�SUHVXSSRVWR�FKH�O·LQWHUR�WHVWR�GLVFXWD�XQ�VROR�DUJRPHQWR��1HO�FRPSOHVVR��TXHVWR�
FRPPHQWR�q�SRVLWLYR�
Livello di frase��HVDPLQDUH�LO�VHQWLPHQWR�HVSUHVVR�QHOOD�IUDVH
'HOOH���IUDVL��LO�SULPR�QRQ�HVSULPH�DOFXQ�VHQWLPHQWR��DŲHUPD�VROR�XQ�GDWR�GL�IDWWR��´KR�DSSHQD�
UHJLVWUDWR�SHU�XQD�SURYD�FRQ�6LPSO\0HDVXUHG�´���/H�UHVWDQWL�IUDVL�HVSULPRQR�LO�VHQWLPHQWR��OD�
VHFRQGD��OD�WHU]R��H�OD�TXDUWD�IUDVH�VRQR�SRVLWLYH��PHQWUH�LO�TXLQWD�q�QHJDWLYD�
Entità e aspetto���TXHVWD�DQDOLVL�JUDQXODUH�SUHQGH�LQ�FRQVLGHUD]LRQH�RJQL�SDUHUH�HVSUHVVR�QHO�
FRQWHQXWR��,�SDUHUL�VXOOH�UHOD]LRQL��EORJ��H�LO�SURFHVVR�VRQR�SRVLWLYL��PHQWUH�LO�SDUHUH�VXO�SUH]]R�q�
QHJDWLYR� 
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SENTIMENT ANALYSIS
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/D�SLDWWDIRUPD�FKH�XWLOL]]LDPR�SHU�O·DQDOLVL�GHO�6HQWLPHQW�q�TXHOOD�GHO�Censis. 

$QDOL]]HUHPR�OH�RSLQLRQL�GHJOL�XWHQWL�SHU�JOL�anni 2016 e 2017. 

2016 

/D�VHQWLPHQW�DQDO\VLV�SHU�O·DQQR�2016 PHWWH�LQ�HYLGHQ]D�L�VHJXHQWL�ULVXOWDWL. 

3RVLWLYH� 61
VHQWLPHQW 0,2% FRPPHQWL 

1HXWUDO� 27.177
VHQWLPHQW 99,6% 

1HJDWLYH�
 
VHQWLPHQW
 

FRPPHQWL 

0,2% 53 
FRPPHQWL 



         

  

 

 

 

2017 

/D�VHQWLPHQW�DQDO\VLV�SHU�O·DQQR�2017 PHWWH�LQ�HYLGHQ]D�L�VHJXHQWL�ULVXOWDWL. 

3RVLWLYH� 144
VHQWLPHQW 0,4% FRPPHQWL 

1HXWUDO� 35.259
VHQWLPHQW 97,9% 

1HJDWLYH�
 
VHQWLPHQW
 

FRPPHQWL 

1,7% 628 
FRPPHQWL 




