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Abstract

Consumer-generated reviews play an important role in online purchase decisions for
many consumers. However, the quality and helpfulness of online reviews varies sig-
nificantly. In addition, the helpfulness of different consumer-generated reviews is not
disclosed to consumers unless they carefully analyze the overwhelming number of
available contents. Therefore, it is of vital importance to develop predictive models
that can evaluate online product reviews efficiently and then display the most useful
reviews to consumers, in order to assist them in making purchase decisions.

This thesis examines the problem of building computational models for predict-
ing whether a consumer-generated review is helpful based on consumers’ online votes
on other reviews (where a consumer’s vote on a review is either HELPFUL or UN-
HELPFUL), with the aim of suggesting the most suitable products and vendors to
consumers. In particular, we propose in this thesis three different helpfulness pre-
diction approaches for consumer-generated reviews. Our entropy-based approach is
relatively simple and suitable for applications requiring simple recommendation en-

gine with fully-voted reviews. However, our entropy-based approach, as well as the

il



existing approaches, lack a general framework and are all limited to utilizing fully-
voted reviews. We therefore present a probabilistic helpfulness prediction framework
to overcome these limitations. To demonstrate the versatility and flexibility of this
framework, we propose an EM-based model and a logistic regression-based model.
We show that the EM-based model can utilize reviews voted by a very small number
of voters as the training set, and the logistic regression-based model is suitable for
real-time helpfulness predicting of consumer-generated reviews. To our best knowl-
edge, this is the first framework for modeling review helpfulness and measuring the
goodness of models. Although this thesis primarily considers the problem of review
helpfulness prediction, the presented probabilistic methodologies are, in general, ap-
plicable for developing recommender systems that make recommendation based on

other forms of user-generated contents.
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Chapter 1

Introduction

In this chapter, we discuss the motivation and background of this research. This
chapter also presents the problems that is solved in this thesis, the contributions of

our research, and the organization of this thesis.

1.1 Motivation

The evolution of the Internet over the past decade has positioned it to be the largest-
ever platform of interaction for its users. A user accesses the Internet not only for the
purpose of acquiring information but also for the purpose of interacting with other
users and for providing information. Especially in the online shopping environment,
consumers would like to comprehensively investigate the reputation of the product

they are interested in when making purchasing decisions. Consumer-generated re-
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views are playing an increasingly significant role and studies have continuously shown

the following:

e The quantity and quality of consumer-generated reviews for specific products
have had a positive effect on purchaser’s intentions [Park et al., 2007; Park and

Kim, 2008; Zhu and Zhang, 2010).

e “Online product reviews provided by consumers who previously purchased prod-
ucts have become a major information source for consumers and marketers re-

garding product quality” [Hu et al., 2008].

e Consumers seek consumer-generated reviews as Information Input to help them
make purchase decisions; consumer-generated reviews could help a consumer to
decide whether a product should be purchased [Robert M. Schindler, 2005; Park

and Lee, 2008; Zhang et al., 2010].

In fact, consumer-generated reviews are collectively considered a rich source of
information and are increasingly emerging as a new genre all on their own [Pollach,
2006]. According to a survey of 1,000 online shoppers [Palmer, 2009], 47 percent
of consumers surveyed rely on online consumer reviews when making a purchasing
decision. In another survey [Nielsen-Online, 2008], 71 percent of consumers agree
that consumer reviews make them more confident that they are buying the right
product. Furthermore, 81 percent of online holiday shoppers read online customer

reviews according to [Nielsen-Online, 2008].
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Moreover, with the development of Web 2.0, which emphasizes the communi-
cation and participation, consumers are offered tremendous opportunities to publish
their own opinions and experiences. These consumer-generated reviews are found
most frequently on electronic commerce web sites like Amazon.com that provide not
only products and services but also consumer-generated reviews that are written by
previous purchasers. For example, Ebay.com members are always asked to leave
comments on a seller after a transaction. Amazon.com provides a platform whereby
someone can review products. Product review aggregation web sites such as Epin-
ion.com, Pricegrabber.com, ResellerRatings.com, BizRate.com and Tripadvisor.com
each provide consumers with platforms where they can exchange their opinions about
products, services and merchants. Digg.com allows users to comment on and rate on-
line articles whereas Tripadvisor.com, as a travel directory, supports reviewers sharing
their experiences with other travelers. Users in these communities can share their re-
views of any product and any store online.

By taking advantages of the increasing availability of rich information, consumers
are assisted by an increased number of user published experiences more than ever be-
fore. Still, the quantity of the consumer-generated reviews is immense. Especially
with the explosive growth of the number of web blogs, forum posts and consumer-
generated reviews, potential consumers have to spend an enormous amount of time
retrieving reviews that can assist them in better understanding their intended prod-

ucts.
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However, consumer-generated reviews, most of which are written anonymously,
vary in quality. This is largely attributed to the heterogeneous nature of the Internet
population, where users are from different backgrounds and have different biases.
This presents difficulties for consumers to assess the reviews, and such difficulties
are greatly emphasized as the number of consumer-generated reviews available on E-
Commerce sites and online forums have been increased by many orders of magnitude.

To ease this burden for consumers when searching for reviews that may prove
helpful for their purchasing decisions making, a system that can discover the most
helpful consumer-generated reviews is needed to reduce the time, effort and difficulties

associated with acquiring helpful reviews.

1.2 Research Problem

There is an enormous amount of information contained in consumer-generated reviews
which makes building recommender systems based on these reviews very appealing.
Indeed, significant research efforts have been carried out over the past years along this
direction (see e.g. [Adomavicius and Tuzhilin, 2005] for a comprehensive review of this
area). Most of the existing recommendation approaches [Goldberg et al., 1992; Sarwar
et al., 2001; Resnick et al., 1994] are based on star ratings of the products. Using a star
rating scale, users cannot determine the “real semantics” of a review contents. Since

product reviews represent reviewers’ feelings, experiences and opinions on a specific
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product, they are more useful than product ratings and therefore are better positioned
to help potential consumers make purchase decisions. Nevertheless, product reviews
are unstructured and often a mix of between reviewer feelings and opinions. Therefore,
an effective model to discover the most helpful reviews is essential.

While search engines are good tools to assist in looking for information, the re-
sults returned by a search engine are massive. If an individual were to input xbox 360
reviews’ into Google, there would be 47,100,000 web pages returned. This massive
load of information is undoubtedly difficult for any user to handle. Additionally, an
online community like Epinion.com usually receives more than 1,000 reviews submit-
ted by different users for a specific product. This justifies the need to develop systems
that can recommend helpful reviews to consumers in an effective fashion. We notice
that most of the review aggregation web sites provide helpfulness voting functions for
consumers to rate reviews. That is, a consumer can vote a particular product review
to be “Helpful” or “Not Helpful” after he/she has read the review.

Figure 1.1 shows an online review page from Amazon.com. As you can see from
the figure, the product reviews are sorted by “most helpful first” and “335 of 339
people” found that the first review was helpful. In total there are 39 pages of reviews
concerning this product and all readers are asked to vote for the review by answering
the question: “Was this review helpful to you?”

Potential consumers may make use of these voter opinions (“Helpful” or “Not

Helpful”) to estimate the helpfulness of the review and to decide whether to read it
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< Prewious | 2 ... 39| Mesxt:> Most Helpful First | Newest First

335 of 339 people found the following review helpful:
7 Perfect for what 1 need, February 23, 2006

hring "jogging mama" = (Kentucky, USA) - See all my reviews

I've seen several reviews for this player {a couple comments here, but mostly on
other review sites) that have basically stated that it's "just not an iPod". Well,
yeah..it's NOT an iPod. I don't think SanDisk is trying to be an iPod with this player,
and I'm thankful they're not.

I wanted an MP3 player so I could listen to music while running. I needed something
small, lightweight, easy to operate without having to break pace - especially when on
the treadmill - and something that could take the bounces and jostles associated with
running. I didn't care about the iPod brand, being able to watch T/ video, color
screens, or having double-digits worth of GB memory.

This little SanDisk player is great for me. Within hours of it being delivered to my front
porch, I had several CD's worth of music loaded on and [ was listening with no
problems. It was super easy to load music on it using Windows Media Player. It did
take some reading to figure out how to work all aspects of it, but that rings true for
almast any electronic device. I did the various functions while reading the instruction
manual - the one on the included disk, not the super brief quick start quide - and was
able to figure things out the next time with no problems. and with 2 GB of memory, I
have plenty of room for my music, I've loaded probably 10 CD's on it already, and 1
have plenty of room to spare.

As for using it for my intended purpose - while running - it's wonderful! [ used the
included plastic cover and armband and off [ went. I'm able to skip songs and change
music while maintaining pace. The sound is great - even with the little foam earbud
covers, even despite the noise of the treadmill. It's definitely much easier than trying
to deal with a discman and one single CD. I've used it for probably 3-4 hours already,
and the battery indicator has dropped just one section.

A tip for the instruction manual - pop in the little disk and use windows Explorer to
find the pdf file, then copy it to your computer, This makes it much easier to come
back and look something up, rather than having to wade through the disk's contents.
If you want a very nice and perfectly functional MP3 player - and don't need/want
the iPod brand and price - then this player will easily meet your needs. [ wouldn't
hesitate to recommend it to anyone.

Help other customers find the most helpful reviews Beport thiz | Permalink
Was this review helpful to you? | Yes || No | Cornments {73

130 of 139 people found the following review helpful:

Good, not great, mp3 player with some warts., December 11, 2005

By G. Litwinski "nopchs" [~ (Midland, MI United States) - See all my reviews

RE

I just got DH.E! from CC for $115 less $13 for refund of a Rolling Stone subscription

Figure 1.1: An online review page
or not. Nevertheless, the accumulation of voter opinions takes time before an actual
helpful review can be discovered. Moreover, the latest published review will always
have the least amount of votes regardless of its quality. To address these problems, our
goal is to develop models that can effectively filter out the most likely helpful reviews
for consumers, in order to provide more valuable information for their decision making
process.

In general, the problem of developing a recommender system from consumer-



1.2. Research Problem 7

generated reviews may be abstracted in terms of a collection of “items”, a collection
of users, and each user’s opinion on a subset of the items. In this case a “item”
can refer to a movie, a video clip, a product, a blog or an article; and the “opinion”
of a user on a item can be in text form (such as an review article), numerical form
(such as a product rating), categorical form (such as tags) or in binary form (such as
LIKE/DISLIKE). The objective for developing the recommender system may include
deciding which items are to be recommended to a particular user or to a typical user,

and deciding what level of recommendation should be given among other things.

A typical example of a recommender system that we will consider throughout this
thesis is a “review helpfulness predictor” where each “item” is a consumer-generated
review of a product and the user opinions are in binary forms, that is, each user
having read a review may vote the review as being HELPFUL or UNHELPFUL. We will
consider the case where there is no information about who votes on which review; !
that is, for each review, in addition to its text content, the only information avail-
able is the number of positive (i.e. HELPFUL) votes and the number of negative (i.e.
UNHELPFUL) votes. The functionality of a review helpfulness predictor is to predict
the “helpfulness” of a new review (namely, a review that has not received any vote)
based on the existing reviews and the existing votes on those reviews. A good review
helpfulness predictor is an important component of an E-commerce web site since
a large and increasing quantity of Internet users now base their purchase decisions
on online product reviews and the ability to find useful reviews rapidly is in great
demand.

Compared with the “official” sources of information, e.g. expert and professional

reviews, consumer-generated review or user opinions have their unique characteristics.

'Having the additional information available about who has voted on which review is a conceptu-
ally simpler case, although more sophisticated techniques are required to exploit such information.
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Albeit the richness of their information content, the opinions provided by individual
users are typically less formal, often biased, and have relatively low reliability with
large quality variation. As such, retrieving information from such sources is often a
challenging task.

There exists some helpfulness assessment approaches [Kim et al., 2006; Weimer
et al., 2007; Weimer, 2007; Liu et al., 2008] which apply general machine learning tools
to infer the helpfulness of online reviews. However, these works all lack transparency
in their algorithmic behavior, they merely apply traditional non-probabilistic machine
learning models and they ignore the uncertainty about the helpfulness estimate. The
output of these approaches is a deterministic value and has no probabilistic meaning.
Furthermore, no previous work has been completed with which to build a generalized
framework to model and evaluate the helpfulness of reviews. There also exist other
issues for the helpfulness predicting problem, such as the “words of few mouths”
phenomenon and the real-time updating the helpfulness model as new reviews and

votes become available (see discussions in the following sections).

1.2.1 “Words of Few Mouths” Phenomenon

The challenge for discovering the helpfulness of consumer-generated reviews is often
amplified by a phenomenon called “words of few mouths”. Here, “words of few
mouths” is a term we coin in this thesis and it refers to the phenomenon where there
is a large fraction of “items” each only having received feedbacks from very few users.
For example, Figure 1.2 plots the histogram of the number of votes on 9955 reviews at
Amazon.com where more than 50% of the reviews have votes by no more than 5 users.
The “words of few mouths” phenomenon at Amazon.com shown in this figure is not
an isolated case. In fact, such a phenomenon widely exists on many E-commerce web
sites. The underlying reason for this phenomenon is perhaps that except for a small

number of “popular” ones, most “items” are “unpopular”.
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Figure 1.2: Number of votes in the review document data set. Y axis represents the
number of review documents receiving a certain number of votes on x-axis (0-5, 6-10,
etc.). X-axis: the number of votes a review document received.

The challenges brought by the “words of few mouths” phenomenon in the devel-
opment of a recommender system manifest itself as further degraded reliability of user
feedbacks. Concerning the review helpfulness prediction problem, when each review
has been voted by a large number of users, the fraction of positive (i.e. HELPFUL)
votes is a natural indicator of the “helpfulness” of the review and one can use such
a metric to train a learning machine and to infer the dependency of positive vote
fractions on review documents (see, e.g., [Kim et al., 2006], [Weimer, 2007] and [Liu
et al., 2008]. ). However, in the case where most reviews are voted exclusively by only
a few users, the positive vote fraction is a poor indicator of the review helpfulness and
the performance of a predictor trained this way necessarily degrades. We argue that
the helpfulness of a review should depend on the review document itself and on the
statistics of the reader population, unless there is a large number of votes attached
to the review document. Otherwise the positive vote fractions is a poor indication of
the statistics of the reader population. For example, using positive vote fraction as

helpfulness metric, the fractions %, 2%, and % are all equal, but one can hardly reason

that the corresponding review documents are equally helpful.
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In general, the negative impact of the “words of few mouths” problem can have
varying severity depending on whether there is additional information available, the
size of the data set, the heterogeneity of the “items” and that of “users”, and so on.
A partial cure for the “words of few mouths” problem is to remove the “unpopular
items” from the data set when developing a recommender system. Such an approach
is however often unaffordable, particularly when the problem space is large and the

data set is relatively small.

1.2.2 Online Prediction of Helpfulness

In practice, consumer-generated reviews and voter opinions accumulate in a dynamic
fashion. As more new consumer-generated reviews continuously become available,
there is a need to improve the model that handles incoming data. The computational
complexity of existing approaches renders impossible the applicability of a real-time
system for these existing approaches. Online algorithm is a model can process incom-
ing data one-by-one without requiring entirely training data set is available. Off-line
algorithms can only achieve acceptable accuracy when a large number of voter opin-
ions are given. However, online algorithms can begin processing with even a small
number of vote opinions and incrementally update the model parameters as more
consumer-generated reviews and votes are added to the system. To the best of our
knowledge, the online algorithm has not been applied to the recommender systems

for consumer-generated reviews.

1.3 Research Methodology

This thesis advocates probabilistic approaches to developing recommender system
from consumer-generated reviews, where we focus on the review helpfulness prediction

problem.
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A key advantage of the probabilistic modeling methodology is that it describes
problems in the most concise way. A probabilistic model provides greater insight
and perspective about real-world issues; the probabilistic inference gives a theoreti-
cal and mathematical description of the model. Furthermore, a probabilistic model
outputs a probability that indicates how likely an event will happen. In this thesis
we propose three novel probabilistic models with solid mathematical foundations to
solve the helpfulness discovery problem. The first model, a procedural entropy-based
approach, is employed as a first step to discover the helpfulness of reviews and to
rank review documents. This model has been verified with excellent time complexity
and the effectiveness has been empirically demonstrated. This modeling approach is
a procedural approach that is simple and efficient and the model can be developed
rapidly. However, this model mixes the decision rules with the features. As new
features come in and the system grows, the model has to be rebuilt for the new task.
Also, while solving this model we often find the traditional positive vote fraction
based helpfulness metric is fundamentally limited, particularly when only a limited
number of votes are available.

We then investigate the “words of few mouths” phenomenon and propose the sec-
ond model, a declarative review recommendation framework for inferring the helpful-
ness distribution of consumer-generated reviews using the distribution of helpfulness
conditioned on the features inherent to the document to characterize the dependency
of the helpfulness and the review. Also, a new helpfulness metric for evaluating the
helpfulness of consumer-generated reviews is given in this framework. We demon-
strate that this benchmark is more suitable and more reliable than the positive vote
fraction for tasks of helpfulness discovery. Unlike most existing helpfulness assessment
approaches, we propose a review recommendation framework using the probability
density of the review helpfulness as the benchmark. The probability density is the
a posterior distribution of the helpfulness value of the review document given the

voters’ opinions. This naturally accounts for small numbers of votes on a review
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document, a scenario in fact dominates the statistics of most review aggregation web
sites.

This proposed framework further exploits a probabilistic graphical model as a
generative model of voters’ opinions and includes an Expectation Maximization (EM)
algorithm for the inference of review helpfulness. Experimental results demonstrate
that the proposed framework and algorithm are superior to existing approaches.

Finally, we study the problem of designing online probabilistic helpfulness mod-
els based on existing consumer-generated reviews and the reader’ opinions (helpful or
unhelpful votes). Building under our proposed framework, we first develop logistic re-
gression based probabilistic model and off-line learning algorithm. We experimentally
compare the logistic regression method with the Support Vector Regression (SVR)
method, the current state of the art for such applications, and demonstrate the su-
perior performance of the logistic regression method. We then extend the logistic
regression based model to an online algorithm to incrementally update the parame-
ters of the model. Finally, an efficient hybrid algorithm by combining the online and
offline alogrithm is provided to increase the convergence rate and prediction preci-
sions. The final two algorithms are tested on real-life consumer-generated reviews and
experimental results illustrate that the hybrid approach efficiently processes incoming

data and generates a reliable helpfulness prediction for users.

1.4 Contribution
The contributions of this work are as follows:

1. An entropy-based approach (Chapter 3) for modeling the helpfulness of online
product reviews is delivered. The time complexity for this model is shown

significantly less than other existing approaches.

2. The “words of few mouths” phenomenon (Chapter 4.1) is investigated and a rig-
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orous probabilistic framework for inferring the “helpfulness” of customer reviews
is proposed. Under this framework, the “helpfulness” of a review document is

given a precise mathematical meaning.

3. An evaluation methodology (Chapter 4.2), which utilizes the log-likelihood of
the helpfulness prediction model built under the proposed framework, is estab-
lished for evaluating the overall quality of the helpfulness estimates and the
helpfulness inference algorithms are carried out. Also, this framework is not
limited to a low number of votes on a review document, a situation that can

hardly be handled by existing models.

4. A probabilistic graphical model (Chapter 4.3) and a simple and computationally-
efficient Expectation Maximization algorithm (Chapter 4.4) for helpfulness in-

ference are proposed to estimate voter opinion distribution.

5. A logistic regression-based probabilistic model and learning algorithms (Chapter
5) under the proposed framework that incrementally updates parameters as
newly generated reviews become available is presented. Based on this model

three learning algorithms (Batch, Online and Hybrid) are developed.

Although this thesis primarily considers the problem of customer-generated re-
view helpfulness prediction, the presented probabilistic methodology is in general ap-
plicable for developing other recommender systems based on user-generated contents

or electronic word of mouth.
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1.6 Organization of Thesis

This thesis is divided to three parts. Part 1 (Chapter 2) outlines the related works.
Part 2 (Chapters 3, 4, and 5) present the main contribution of this thesis, which is
to theoretically model the helpfulness of customer-generated reviews and to propose
three models for different scenarios. Part 3 (Chapter 6) then concludes the thesis and
discusses the possible future directions for research. A more detailed description is

given below:

e Chapter 2 discusses existing works related to the helpfulness discovery problem.

e Chapter 3 delivers an entropy-based approach for modeling the helpfulness of

online product reviews.

e Chapter 4 introduces a declarative probabilistic framework with which to esti-
mate the helpfulness distribution of a review and to evaluate the performance
of a helpfulness discovering model. We also propose a probabilistic helpfulness
metric for the conventional machine learning based predictors. We then develop,
under this framework, a probabilistic graphical model and an Expectation Maxi-
mization algorithm for helpfulness inference. The experimental results obtained

by this model show that our approach gives stat-of-the-art effectiveness.

e Chapter 5 proposes a discriminative online model under the framework pro-
posed in Chapter 4 for handling the real-time helpfulness discovery problem.
Basically, this model is a logistic regression based probabilistic learning algo-
rithm. We then extend this model to a hybrid approach by combining the online
and batch algorithm. Finally, we experimentally show the effectiveness of the
proposed model on a simulated real-time consumer-generated review accumu-

lating process.
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e Chapter 6 discusses our future research directions on feature selection, eval-
uation metrics, modeling algorithms and other issues left unaddressed by our

framework.



Chapter 2

Related Work

In this chapter we introduce some related works and fundamental techniques used in
this thesis. Section 2.1 briefly surveyes technologies used in recommender systems.
Section 2.2 discusses the effect of consumer-generated reviews for consumers and mer-
chants. Section 2.3 shows existing approaches for discovering useful information from
consumer-generated reviews. Section 2.5 introduces the state of the art probabilistic
modeling approaches in text mining domain, which is the modeling approach used in

this work.

2.1 Recommender System

In order to generate appropriate recommendations and to ensure the performance
of recommendation systems, researchers have proposed different approaches such as
collaborative filtering [Huang et al., 2007; Cheung and Tian, 2004] and content-based
[Popescul et al., 2001; Mooney and Roy, 1999] recommendation techniques. In addi-
tion, some model-based recommendation systems, like those making use of Bayesian
networks [Breese et al., 1998; Huang and Bian, 2009], are also proposed. Data mining

technologies, e.g., clustering [Nnadi, 2009; Demir et al., 2007] and association rules
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[Lin et al., 2002; Castagnos et al., 2008], are introduced to build recommender systems
as well.

A content-based recommender system generates recommendations based on the
content of items rather than a user’s opinions on these items. Within this system,
items are viewed as consisting of features. This method calculates the correlation
between features and finds the most relative items to recommend to users. The
basic idea of the content-based method is that users prefer items similar to the ones
they have previously purchased. In general, content-based recommender systems are
suitable for recommending text documents but are not able to find similar implicit
features like interests and tastes. This method is not sufficient for determining a
user’s potential interests.

Collaborative filtering recommender system [Goldberg et al., 1992] predicts the
overall ratings by aggregating the experience of other users who are similar to the
current user with respect to their interests or other aspects. This type of recommender
system, such as GroupLens [Resnick et al., 1994], works based on user ratings and
can be used to generate recommendations about movies, music or news.

Sarwar et al. [2001] suggests that item-based collaborative filtering algorithms
can perform many recommendations for millions of users and items in seconds, and
the Mean Absolute Error generated by item-based collaborative filtering algorithms is
lower than that generated by user-based algorithms. This indicates that item-based
algorithms are able to provide higher quality recommendations.

Hybrid recommender systems are also proposed in the literature. An example
of this is Fab [Balabanovic, 1997] that combines both content-based and collabora-
tive filtering techniques to recommend documents. Combining these two techniques
can overcome the disadvantages of using each technique alone and can increase the
performance of the system. Furthermore, model-based collaborative filtering is used
to establish a model from user behaviors and to generate recommendations based on

this model.
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The main intention of the above research is to generate recommendations to con-
sumers based on different underlying approaches. However, the potential consumers
do not have a chance to clearly understand why they received such recommendations,
nor do they have good confidence in following them. In many circumstances, con-
sumers want to hear from other people who have used the products that they are now

interested in purchasing.

2.2 The Effect of Consumer-Generated Reviews

A large body of literature investigates the effect of online product reviews on the
product sales and consumer behavior. Park et al. [2007] find that the quality of
reviews has a positive effect on product sales as consumer purchase intentions increase
with the quantity of product reviews. Hu et al. [2008] point out that consumers not
only consider review ratings, but also the contextual information like a reviewer’s
reputation. They also find that the impact of online reviews in sales diminishes over
time.

Park and Kim [2008] investigate the relationship between different types of re-
views and consumers. They find that consumer concerns vary at each stage of the
product life cycle and they suggest that marketers develop different strategies for
different types of consumers. Lee et al. [2008] examine the effect of the quality of
negative online reviews on product attitude and discovered that high-involvement
consumers consider the quality of negative reviews and low-involvement consumers
tend to conform to other reviewer attitudes regardless of the quality.

In [Vermeulen and Seegers, 2009], the authors study the effect of online hotel
reviews on consumer consideration and concluded that positive reviews have a positive
impact on consumer behavior. Park and Lee [2008] analyze the two roles of the online
consumer reviews (an informant and a recommender). When information overload

occurs, they found that low-involvement consumers mainly focus on the perceived
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popularity and high-involvement consumers focus on the product information over
reviews.

Based on the findings of these researches, it can be concluded that consumer-
generated reviews plays an important role in the purchase decision-making process
of consumers as consumers are willing to consider previous consumers’ experiences

before they decide to make a purchase.

2.3 Text Analysis on Consumer-Generated Con-
tents

Some researchers have been working on sentiment classification, or polarity classifi-
cation, to predict whether the opinions expressed are positive or negative. Das and
Chen [2007] process messages on the Yahoo message board to analyze the opinion
of investors about the stocks. Dave et al. [2003] apply classification algorithms on
different feature sets for automatically distinguishing positive and negative reviews.
Hatzivassiloglou and McKeown [1997] propose a method to predict the positive or
negative semantic orientation of adjectives based on a supervised learning algorithm.
They introduce a log-linear regression to predict the conjoined adjectives’ orientation.
A clustering algorithm is also introduced to group adjectives in a positive or negative
class. Turney presents an unsupervised learning algorithm to classify reviews as being
recommended or not recommended by analyzing their semantic orientation based on
mutual information. The average semantic orientation of the phrases of a reviews
is calculated and the label of the review is determined by this average semantic ori-
entation. In this approach, the semantic orientation of the phrases is calculated by
the difference between the mutual information of the positive words and the negative
words. Yu and Hatzivassiloglou [2003] propose a classification approach to retrieve

opinion sentences and to separate these opinion sentences as positive or negative.
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In [Pang et al., 2002], the authors classify movie reviews as positive or negative by
utilizing several machine learning methods, namely Naive Bayes, Maximum Entropy
and Support Vector Machines (SVM). They also make use of different features like
unigram, bigram, position and the combination of these features. Their results show
that the unigram presence feature is the most effective and the SVM performs the
best for sentiment classification.

Another research domain related to consumer-generated reviews is review mining
and summarizing. In [Zhuang et al., 2006] the authors mine and summarize the movie
reviews based on a multi-knowledge approach which includes WordNet, statistical
analysis and movie knowledge. Hu and Liu [2004] summarize product reviews by
mining opinion features. Wong and Lam [2008] propose an approach to summarize
item features and properties from multiple websites. Inui et al. [2008] suggest a model
for collecting instances of personal experiences as well as opinions from user-generated
content. Under this system consumers can perform searches for the experiences and
opinions of others related to one or more topics. In addition, the experiences returned

from the system can be automatically classified into different experience classes.

2.4 Review Helpfulness Prediction

Many literature works (e.g. [Liu et al., 2008; Danescu-Niculescu-Mizil et al., 2009])
have suggested the helpfulness of consumer-generated reviews should be defined as
Does or in what degree a review help you in making a purchase decision? If a system
automatically generate helpfulness for each review, this potential consumers would
assist by high quality reviews to make easy purchase decisions. The literature on
evaluating the quality and helpfulness of reviews or posts on web forums is surprisingly
small. Kim et al. [2006] deliver a method to automatically assess review helpfulness.
They use SVR to train their system and find that the length of the review, the

unigrams and the product rating are the most important features. Weimer et al.
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[2007] propose an automatic algorithm to assess the quality of posts in web forums
using features such as surface, lexical, syntactic, forum specific and similarity features.
In [Weimer, 2007], the proposed method is examined on three datasets and finds that
the SVM classification performs very well.

Liu et al. [2008] present a nonlinear regression model for the helpfulness predic-
tion. Three groups of factors that might affect the value of helpfulness are analyzed
and the model is built upon these three groups of factors. The results of applying
their model show that the performance is better than the SVM regression model.
Zhang and Varadarajan [2006] incorporate a diverse set of features in an attempt
to build a regression model to predict the utility of online product reviews. As
discussed in Chapter 1.2.1, these modeling approaches lack principles and can only
learn helpfulness from a small section of available consumer-generated reviews. Our
study focuses on proposing a generalized framework for analyzing the helpfulness
of customer-generated reviews and thus helping consumers find the most helpful re-
views more efficiently. In this generalized framework, a theoretical interpretation and
a mathematical estimation technique are provided to model the helpfulness distribu-
tion of consumer-generated reviews. Furthermore, this framework unifies inference for
helpfulness prediction problem and provides methods for evaluation the performance

of models under this unified framework.

2.5 Probabilistic Modeling Approaches

The probabilistic (statistical) modeling approach is generally based on stochastic
models [Zhou and He, 2008] which estimate the probability density of getting a cer-
tain result. It also offers principles and algorithms for estimating the parameters
of each model from data [Jebara and Meila, 2006]. Under the probabilistic config-
uration, learning can be seen as an estimation of joint probability density functions

given a set of samples. Probabilistic modeling approaches can be further categorized
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into generative and discriminative [Jebara, 2003]. Generative approaches learn mod-
els of joint probability of input features and targets and then compute the posterior
probability by using the Bayes rules. In contrast to the generative approach, dis-
criminative approaches directly learn on the dependency of the learning target on the
given feature.

Probabilistic modeling of text documents has been used to enhance the repre-
sentation of documents. For example, probabilistic LSA (LSA) [Hofmann, 1999b,a]
and Latent Dirichlet Allocation (LDA) [Blei et al., 2003] are quickly becoming the
most powerful probabilistic document modeling techniques and are accepted by a va-
riety of text processing applications [Lu et al., 2009; Karimzadehgan et al., 2008; Cai
et al., 2008; Lu and Zhai, 2008; Mei et al., 2007; Andrzejewski and Zhu, 2009; Krestel
et al., 2009; Biré et al., 2009]. In probabilistic Latent Semantic Analysis (pLSA),
the co-occurrence of word and document is considered as a mixture of conditionally
independent multinomial distributions. In Latent Dirchlet Analysis (LDA), words
are assumed to be generated independently from each other. These methodologies
fall under the bag-of-word language model that assumes words are generated inde-
pendently from each other. To consider the order of words an n-gram ! based topic
model [Wang et al., 2007] is proposed to discover topic phrases. Author topic model
[Rosen-Zvi et al., 2004] extends LDA by incorporating authorship as an additional
variable.

Many online topic models [Blei and Lafferty, 2006; AlSumait et al., 2008; Iwata
et al., 2010] also have been proposed to dynamically determine topic clusters. In order
to simplify the estimation, joint distribution is often required to be represented by
marginal and conditional distributions. We need to make assumptions about the dis-
tribution, independence or conditional independence. In most of the above-mentioned
probabilistic models, a graphical model [Buntine, 1995] is introduced to represent joint

distributions using a set of dependencies specified by a graph. Graphical models use

IN-gram is a subsequence of n words of a given document.
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a graph to denote the conditional independence between random variables. Directed
Graphical models use a directed graph to represent the dependency between ran-
dom variables where the notation of directionality arcs denotes the dependency of
the nodes. This graphical model is also called the Bayesian Network [Heckerman
et al., 1995]. When the conditional probability distribution is specified for each node,
the knowledge is encoded into the model design and thus a directed acyclic graph
model translates qualitative knowledge into a quantitatively representable graphical
structure.

Although probabilistic modeling approaches have been successfully applied to
text mining, there is no existing literature on applying probabilistic modeling ap-
proaches to the helpfulness prediction problem. The existing helpfulness prediction
approaches all use the positive vote fraction as the helpfulness metric and use such a
metric to train a learning machine and infer the dependency of positive vote fractions
on review documents. Positive vote fractions is a poor indication of the statistics

of the reader population. For example, using positive vote fraction as helpfulness
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metric, the fractions and % are all equal, but one can hardly reason that the
corresponding review documents are equally helpful. We argue that the helpfulness
of a review should only depend on the review document itself and on the statistics of
the reader population. Our study focuses on analyzing the helpfulness of consumer-
generated reviews based on probabilistic methodology and helping users find the most

helpful reviews more efficiently.



Chapter 3

Entropy Based Model

Many e-commerce web sites like Amazon.com provide platforms for users to review
products and share their opinions in an effort to help consumers make the most
desirable purchase decisions. However, the quality and the level of helpfulness of
different product reviews are not disclosed to consumers unless they carefully analyze
an immense number of lengthy reviews. Considering the large amount of available
online product reviews, this is an enormous undertaking for any consumer. As a
result, it is of vital importance to develop recommender systems that can evaluate
online product reviews effectively to recommend the most useful items to consumers.

This chapter proposes an entropy-based model to predict the helpfulness of online
product reviews, with the aim of suggesting the most suitable products and vendors
to consumers. Reviews are analyzed and ranked by our scoring model and reviews
that help consumers better than others will be found. In addition, we also compare
our model with several machine learning algorithms. Our experimental results show

that our approach is effective in ranking and classifying online product reviews.

26



3.1. Introduction 27

3.1 Introduction

Recommenders are software systems that provide recommendations to assist poten-
tial buyers in choosing between diverse products and complex information. The
underlying techniques (based on which recommender systems are built) range from
a personalization approach, leveraging similarities between people (e.g., collaborative
filtering recommenders) to an approach that exploits the knowledge base of a product
domain (e.g., knowledge-based recommenders). This includes a number of different
hybrid approaches. Typically, a recommender system is offered by an online store and
only provides consumers with local recommendations about products at that store.
This traditional type of recommender systems may not be very useful because current
consumers want to take advantages of social webs to make better informed purchasing
decisions by considering opinions and reviews of users from online communities and
forums.

To support this trend, online review aggregation websites like Epinion.com pro-
vide platforms for consumers to exchange their opinions about products, services,
and merchants. “Online product reviews provided by consumers who previously pur-
chased products have become a major information source for consumers and marketers
regarding product quality” [Hu et al., 2008].

There is some available research focused on topical categorization, sentiment
classification and polarity identification of product reviews. In contrast, our work
focuses on the modeling of consumer review helpfulness. Our model ranks reviews and
returns an ordered list of reviews with the helpfulness estimates. Reviews provided
by all members of the community are analyzed and helpful opinions are presented to
consumers. We examined the performance of our model on a set of reviews collected
from Amazon.com. Our experimental evaluation shows that our proposed approach
outperforms or performs other machine learning methods.

The remainder of this chapter is organized as follows: Section 2 presents our
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proposed approach in details. Section 3 shows our experimental evaluation including
the comparison between the proposed model and other machine learning methods.
Section 4 provides further discussion on the value and applications of the proposed

model, and finally, Section 5 concludes the the study in this chapter.

3.2 The Proposed Approach

Our work focuses on analyzing product reviews and finding high quality and helpful
reviews. In this section, we begin with a discussion on how to estimate the helpfulness
of reviews and define the helpfulness function. From there, we will introduce the en-
tropy and information gain concept before finally presenting our proposed prediction
computation.

People commonly perform the following steps before deciding to buy a product:
They perceive a need, seek information, compare products, consider certain user re-
views, and choose a store for their purchase. Since users share reviews collaboratively,
our system filters out useful information based on these reviews. We believe that the
aggregation of community members’ opinions by an effective model can generate good

recommendations to help consumers with their purchase decision making.

3.2.1 Review Helpfulness

Consumers publish their reviews about products or services online after they have
purchased and used products. Most often, consumers submit their reviews to websites
like Epinion.com for potential consumers to review. Moreover, consumers can vote a
review as “Helpful” or “Not Helpful” after they read the review.

Let C' be the set of consumers, P be the set of products, D be the set of review
documents, and V be the set of votes indicating voter opinions about the reviews

(possible votes consist of “Helpful”, “Not Helpful” and “Null”).
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e Consumer C' = {c1,ca,¢3,...,Cn}

e Product P = {p1,p2, 03, -, Dw}

e Review D = {d;,ds,ds,...,d,}

e Vote V is a matrix listed as follows:

Ver,di  Uepdz -+ Ucydy
VUeg,dy  Ueauds -+ - Veod,
Ucmydl /Ucmyd2 et UCm:dp

Helpful if ¢, voted d; as Helpful,
Vepd; = § NotHelpful if ¢, voted d; as Not Helpful, or (3.2.1)
Null if ¢, has not voted for d;.

Definition Review helpfulness is the perception that the review d € D can be used
to assist the consumers to understand the product p € P. For a review d;, its
helpfulness can be calculated as the ratio of the number of consumers who have voted

d; as “Helpful” to the total number of consumers who have voted for d;.

Let the set of all the “Helpful” votes about review d; be denoted as h; and the
set of all “Not Helpful” votes about review d; be denoted as h;. We define review d;’s

Helpfulness as:

In
|hi| + |l

The expected helpfulness function of an online review is a mapping, Score : D —

(3.2.2)

R. The higher score a review gets, the more useful the review is.
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It is clear that given an expected helpfulness function Score we can sort reviews
based on their scores. Furthermore, by setting a threshold 6, all reviews with score
Score > 6 are “Helpful” reviews and the remaining reviews are “Not Helpful”.

An online review consists of words that include opinion words, words about
product features, product parts and other words. The importance of each word to
the helpfulness of a review can be calculated from training data that contains the
vote information provided by consumers.

In the following subsection, entropy and information gain will be introduced while
the reason entropy and information gain can be used to calculate the importance of

words will be discussed.

3.2.2 Entropy and Information Gain

In [Pang et al., 2002], the authors reported the best result was obtained by using
boolean values of unigram features. Motivated by this approach, we use the bag of
words model to represent text and build our language model. Each feature is a non-
stop stemmed word and the value of the feature is a boolean value of the occurrence
of the word on a review.

We introduce the Shannon’s information entropy concept [Shannon, 2001] to
measure the amount of information in reviews. Entropy was first developed for com-
munication and it has been used in many areas. It can be seen as the certainty of
an event or the amount of information needed to represent an event. For the online
review classification problem, the entropy can be extended as follows:

Let S = {s1, $2,...,5,} be the set of categories in the online review space. The

expected information needed to classify a review is:

H(S) = = _p(s:)logp(s:) (3.2.3)

The average amount of information contributed by a term ¢ in a class s; will be:
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H(S|t) = }:;)&u log p(si|t) (3.2.4)

=1

Information Gain is derived from entropy. It is originally defined as how many
bits would be saved if both ends know the existence of an instance. It is often
used to evaluate the relevant degree of attribute when building a decision tree [Wu
et al., 2008]. In the text classification, it can be understood as the expected entropy
reduction by knowing the existence of a term ¢. In the area of text mining and text

classification, information gain is the amount of information provided by a term.

G(t) = H(S) — H(S|t) (3.2.5)

Information gain is often employed as a term’s goodness criterion in the field of
machine learning [Yang and Pedersen, 1997]. It is used as a feature selection method
in text classification and Information Retrieval deduct the dimension of documents
[Anagnostopoulos et al., 2008; Lee and Lee, 2006]. In [Yang and Pedersen, 1997],

information gain of term ¢ is extended and defined as follows:

Zp Jlogp(si) + p(t) 3 _ plsilt) log p(sift)

y (3.2.6)
+p(t) ZP(Si@ log p(silt)

In the above equations:
e p(s;) is the probability of documents in category s; among all documents,
e p(t) is the probability of documents which contain term ¢ among all documents,

e p(s;|t) is the probability of documents which contain term ¢ and that is in

category s; out of all documents containing ¢, and
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e p(s;|t) is the probability of documents that do not contain term ¢ and that

belong to category s; out of all documents that do not contain t¢.

The above formula calculates the reduction of entropy by knowing the occurrence
of a specified term. It considers not only the term’s occurrence, but also the term’s
non-occurrence. This value can indicate the term’s contribution and predicting ability.
If a word has higher information gain, it has more contribution to the classifying.
For binary classification, information gain can be used to measure the amount of

contribution of this term to a class.

Table 3.1: Information gain value example

term Not Helpful | Helpful | Information Gain
nuvi 55 174 0.086522889
bluetooth 11 93 0.072981165
mount 13 96 0.071278275
screen 33 118 0.055793201
crash 10 2 -0.004942425
uninstal 7 0 -0.008155578
minimum 10 0 -0.011693703

In our case, only two categories, “Helpful” and “Not Helpful”, will be considered.
Let s; be “Not Helpful” and s, be “Helpful”. In order to provide the difference of pre-
diction ability for two categories, a change is introduced as follows: if p(s;|t) < p(salt)
then Gain(t) = G(t), otherwise Gain(t) = —G(t). By introducing this operation, the
contribution of words towards “Helpful” or “Not Helpful” can be enhanced. So, the

gain value calculation in our model is:

Gain(t) = G(t)  if p(sift) < p(salt), (3.2.7)
—G(t) otherwise. -
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where s is the category of “Not Helpful” and s, is the category of “Helpful”.

Thus, the importance and the prediction ability of words can be calculated by
equation (3.2.7). Table 3.1 shows an example of information gain values. The second
and the third columns are the occurring times of the specific term in the “Helpful” and
“Not Helpful” domains, respectively. We will calculate the information gain values

for all the terms that have occurred in the review documents.

3.2.3 Prediction Computation

From the discussion above, the Gain value could represent the words’ ability of cor-
rectly predicting if a document belongs to “Helpful” or “Not Helpful” reviews. We
use the summation of the Gain values of all words in a review to indicate the review’s
helpfulness. In our approach, a review’s content (words) will be analyzed and the
Gain value will be calculated for each word (excluding stop words) of the review. As
a result, to calculate the helpfulness of a review d;, we propose the score calculation

equation as follows:

Score(d;) = Z Gain(t;) = f(di, t;) (3.2.8)

where Gain(t;) is the j stemmed word’s Gain value; M is the total number of

stemmed words in review d;, and

1 if term ¢; occurrs in d;, or

Fldity) = (3.2.9)

0 if term ¢; does not occurre in d;.

Equation (3.2.8) can be seen as the total helpfulness information delivered by
review d;. This equation can be used as a model to predict the helpfulness. All the
score values of reviews d; € R will be calculated. As a result, tuples of the form
< d;, Score(d;) > will be returned by this approach where d; is an online product

review and Score(d;) is the review d;’s helpfulness value. Finally, online product
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reviews are ranked based on their corresponding Score(d;) values as reviews with
higher Score values are more helpful than others. With a set T of training reviews
of a specific product category, and a set T’ of test reviews, the helpfulness prediction

process will be as follows:

1. Find the Gain values for every non-stop word from T.
2. Calculate the Score value for every review of T’ by equation (3.2.8).

3. Sort T” in descending order based on their Score values.

3.3 Experimental Evaluation

In this section we begin by introducing the evaluation method used in our experi-
ments. We go on to describe the dataset and the experimental steps before analyzing
the experimental results and evaluating the performance of our approach for classifi-

cation and ranking.

3.3.1 Evaluation Method

In order to evaluate the performance of our model, precision and recall rate are used.
Precision and recall are commonly used in evaluating information retrieval systems.
Precision is defined as the ratio of retrieved helpful reviews to the total number of
review retrieved. Recall is defined as the ratio of the number of retrieved helpful
reviews to the total number of helpful reviews. “Precision and recall are thought
of as some degree of correction and completeness of result” [Euzenat, 2007]. In our
helpfulness discovery scenario, precision is defined as the number of helpful reviews
obtained by an algorithm divided by the total number of reviews returned by an

algorithm as helpful; recall is defined as the number of helpful reviews obtained by
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an algorithm divided by the total number of reviews which is labeled as helpful in

the dataset. The precision and recall in our case can be formulated as:

Reviews found and help ful (3.3.1)

Precision =
Total reviews found

Reviews found and help ful
Recall =

3.3.2
Total helpful reviews ( )

There exists trade-off between these two metrics. The increase of precision leads
to the decrease of recall and the increase of recall will lead to the decrease of pre-
cision [Yuwono and Lee, 1996]. The other commonly-used performance measure is
F-Measure or F-Score. F-Measure is defined as the harmonic mean of the above two

measures and is calculated by

B 2 % Precision * Recall

F = (3.3.3)

Precision + Recall

F-Measure can evaluate the overall performance of an information retrieval ap-
proach. A higher value of F-Measure indicates a better performance of an algorithm.

We also apply Spearman’s Rank Correlation Coefficient [Brazdil and Soares,
2000] between ranks to evaluate the ranking performance of our model. The list of
test reviews in descending order of the percentage of positive votes is considered as
a benchmark for our experiments. Rank correlation coefficient is one of the most
common methods to compare two rankings on the same set of items in statistics. If
the correlation between two rankings is perfect, the value is 1. If the two rankings
are totally diverse from each other, the value is -1. This method will assess the
relationship between predicted rankings and real rankings. The correlation of two

variables X and Y can be calculated by:

6 (i — )
p=l- (3.3.4)
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where n is the number of values in each set, x; and y; are the benchmark rank
and generated ranks of the review 7 in the testing set respectively.

To determine the statistical significance of the Spearman’s Rank Correlation
Coefficient, a t-test can be performed to test the null hypothesis of zero correlation

(p =0). The t-value is given by the following formula:

(3.3.5)

3.3.2 Dataset

We crawled 9955 GPS and MP3 player reviews from Amazon.com. Each of the reviews
have been evaluated by at least four consumers as “Helpful” or “Not Helpful”. We
define that if the helpfulness of a review (percentage of helpful votes) is greater than
60 percent, the review will be marked as helpful, otherwise it is not helpful. 720
GPS reviews and 800 MP3 player reviews were randomly selected to perform the
experiment.

After removing all stop words, the parsing and stemming to all the training
reviews, a document term matrix is returned. Information gain is calculated for each
term and is assigned a plus or minus sign based on the helpfulness. We refer these
processed features as non-stop terms. Thus, the document term matrix associated
with the Gain value of each stemmed word can be generated. With the Gain value,
features and their corresponding importance can be discovered.

We use a basic test to evaluate the performance of our method. In the basic
testing stage, 300 “Helpful” GPS reviews and 300 “Not Helpful” GPS reviews are
randomly chosen to form the training dataset. Moreover, 60 “Helpful” GPS reviews
and 60 “Not Helpful” GPS reviews are randomly selected to be utilized as the testing
dataset. We also apply 10-fold cross-validation in evaluating the performance. In
the 10-fold cross-validation, collected reviews are randomly divided into ten equal-

sized folds. 10-fold cross-validation works as follows: we fit the model on 90% of
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the reviews and then predict the helpfulness of the remaining 10% (the test reviews).
This procedure is repeated 10 times and the performances on all 10 experiments is
considered together to compute the overall performance. We apply all of the 1520
GPS and MP3 online reviews in the 10-fold cross-validation.

3.3.3 Results and Analysis

Figure 3.1 and Figure 3.2 show the distribution of review score values from the exper-
imental result. Most of the “Helpful” reviews and “Not Helpful” reviews concentrate
on the two ends of the score value space. “Helpful” online reviews will have greater
scores and “Not Helpful” online reviews will have smaller scores. This distribution
highly indicates that our Score function can model the helpfulness of online prod-
uct reviews. Therefore, with the ranking of scores, most of helpful reviews can be
retrieved on the top of the sorted review list.

The goal of our proposed algorithm in Section 3 is to calculate the helpfulness
score for reviews. In order to categorize the sorted reviews into “Helpful” and “Not
Helpful” with the scores returned by our algorithm, a Helpfulness Threshold is needed
to be selected to build a classifier. Let N be the number of helpful reviews in the
training set (where a review is said to be helpful if the percentage of helpful votes is
greater than 60% as we defined above). Suppose we calculate the score values of all
reviews in the training set and sort the set in descending order of the score values.
Then, we define the Helpfulness Threshold to be the score value of the N review in
the sorted training set.

Table 3.2 is the confusion matrix of the result from the basic test. It shows the
performance of our model in the basic test. In this test, 41 out of 60 “Helpful” reviews
are classified as “Helpful” and 56 out of 60 “Not Helpful” reviews are classified as
“Not Helpful.” This is the first try to evaluate our model. Only a small number of

online reviews were involved to do the training and testing. In order to achieve overall
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Figure 3.2: Score values of reviews

precision and recall, we perform 10-fold cross validation on a larger online review set
which is described in the above subsection.

Table 3.3 presents the classification performance of our model by 10-fold cross
validation. The classification precision for GPS reviews is 77.7% for “Helpful” reviews
and 77% for “Not Helpful” reviews. Among the MP3 Player Reviews, the precision
is 69.7% for “Not Helpful” reviews and 72% for “Helpful” reviews. It shows that the
classification performance of our approach is efficient to categorize the online product

reviews into “Helpful” and “Not Helpful.”
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Table 3.2: Confusion matrix (basic test)
(a) Training Data (300 helpful reviews, 300 (b) Test Data (60 helpful reviews, 60 not

not helpful reviews)

helpful reviews)

Not Helpful

Helpful

Not Helpful

Helpful

Helpful

Not Helpful

234
74

66
226

Not Helpful
Helpful

o6
19

4
41

Table 3.3: Precision, recall and F-measure (10-fold cross-validation)

Precision

Recall

F-Measure

MP3 Player

GPS

MP3 Player

GPS

MP3 Player

GPS

Not Helpful
Helpful

69.7%
2%

7%
77.7%

73.5%
68%

78.1%
76.7%

71.5%
69.9%

77.5%
77.2%

Table 3.4: Performance of various classification methods and our model for GPS
reviews (10-fold cross-validation)

Precision Recall F-measure

Helpful | Not Helpful || Helpful | Not Helpful || Helpful | Not Helpful
Naive Bayes || 0.747 0.768 0.778 0.736 0.762 0.752
SMO 0.796 0.749 0.728 0.814 0.761 0.78
Decision Tree || 0.77 0.714 0.681 0.797 0.723 0.753
Our Model 0.777 0.77 0.767 0.781 0.772 0.775
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Table 3.5: Performance of various classification methods and our model for MP3
reviews (10-fold cross-validation)

Precision Recall F-measure

Helpful | Not Helpful || Helpful | Not Helpful | Helpful | Not Helpful
Naive Bayes || 0.669 0.69 0.708 0.65 0.688 0.669
SMO 0.655 0.666 0.678 0.643 0.666 0.654
Decision Tree || 0.611 0.619 0.633 0.598 0.622 0.608
Our Model 0.697 0.72 0.735 0.68 0.715 0.70

Table 3.4 is the result comparison between 10-fold cross validation performed
by our model and other classification methods for GPS reviews. We compare the
precision, recall, F-measure and model for Naive Bayes, Decision Tree, Sequential
Minimal Optimization (SMO) and our entropy based model. The experimental result
reveals that our model performs at a higher or equally compatible level as other
machine learning classification methods.

For example, our approach outperforms Naive Bayes and Decision Tree. In com-
parison with SMO, our approach is 1% lower for the F-measure of “Not Helpful”
reviews and 1% higher for the “Helpful” reviews. Table 3.5 is the result compari-
son between 10-fold cross validation performed by our model and other classification
methods for MP3 reviews. The experiment results show that our model outperforms
the Naive Bayes, Decision Tree, and SMO algorithm. The F-measure evaluation re-
sulted by our algorithm for Helpful reviews is at least 6.5% higher than the other
three algorithms that we compared with.

To evaluate a generated ranking, the Spearman’s rank correlation coefficient
is adopted to estimate the correlation between the predicted ranking and the real

ranking in the dataset. Table 3.6 reports the ranking quality tests of Spearman rank
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Table 3.6: Performance evaluation of our model ranking reviews of GPS and MP3
Players (10-fold cross-validation)

Collection | Metric SMO Regression | Our Model
Spearman Rank Order Correlation | 0.4953 0.5977

P t-value 4.9253 6.4544
Spearman Rank Order Correlation | 0.3831 0.5201

P t-value 3.7253 5.4262

order correlation coefficient with t-value. It shows the correlation between the ranking
manually voted by consumers and the ranking predicted by our model on the two
categories, namely MP3 players and GPS. The rank correlation coefficient between
the ranking generated by our model and the ranking voted by consumers is 0.5977
for GPS and 0.5201 for MP3 Player, over the 10-fold cross-validation. The t-values of
6.4544 (for GPS) and 5.4262 (for MP3) are significant at the 0.005 probabilistic level.
The coefficients and t-values presented in the table suggest a significant correlation
between the predicted helpfulness ranking and the original helpfulness ranking. We
also compare our model with SMO Regression. It is evident from Table 3.6 that our
model outperforms SMO Regression for both the GPS and MP3 reviews.

Although, in comparison with other classification and regression algorithms, our
model obtains the best performance, we observe that the classification and ranking
performance of our model (and also of other algorithms we compared with) for GPS
reviews are better than the performance for MP3 reviews. A possible reason is that
the document-term matrix of MP3 reviews is sparser and contains more noise data
than the document-term matrix of GPS reviews. As a result, the information gain
values of the terms in GPS reviews is greater than the information gain values of
the terms in MP3 reviews. This means that the terms in GPS reviews, for which a

greater information gain values are available, are more likely to appear in “Helpful”
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reviews than the terms which have greater information gain values in MP3 reviews.
Accordingly, the variances of the helpfulness scores of GPS reviews are larger than the
variances of the helpfulness scores of MP3 reviews. The performance of classification
and ranking for GPS reviews are better than that for MP3 reviews. To mitigate
this problem, some external knowledge might be introduced to find the relationship
between terms.

We note that the complexity of our approach is O(|D| * W), where |D| is the
number of reviews in the training set and W is the number of non-stop words in the
training set. Therefore, the system developing time for our approach is significantly

lower than the other algorithms compared in our study.

3.4 Discussion and Conclusion

Traditional centralized recommender systems that are located at certain e-commerce
stores, and recommend products and services local to those stores no longer serve
the increasing needs of today’s consumers. Consumers in our day would like to take
advantage of the social web to make more informed and more effective purchasing
decisions by considering the opinions of other users prior to their purchase. More and
more e-commerce web sites provide facilities for users to review products and exchange
opinions. User-generated product reviews have formed a rich source of information
based on which satisfactory purchase decisions can be made. The entropy-based
approach presented here serves as a basic step towards the goal of recommending the
most useful product reviews to consumers.

The collaborative filtering approach works well to recommend ranked products
by making use of user profiles. However, for our model, which is to recommend
helpful reviews, the data for performing collaborative filtering experimentation is
not available even if reviews are considered as a “product.” The profiles of users

who have voted for reviews are not available to us. The only available data are the
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review documents themselves and the number of “Helpful” and “Not Helpful” votes
for each review. Our model is based on the examination of the terms in a review,
which reflect more “insight” of the opinions of users on the review. Whereas the
collaborative filtering approach is based on the similarity and dissimilarity between
user profiles. This difference allows our model to avoid some well-known disadvantages
of the collaborative filtering approach, like the cold start problem and the early rater
problem.

Today’s online customers are also known to be more impatient and demanding
than ever before. On the one hand, they would like to make the best possible purchase
decisions based on as much information available. On the other hand, they want to
complete their purchases in as little time as possible. In other words, customers want
to receive satisfactory products and services, but they are not willing to spend much
time and effort for their purchases. Therefore, we believe that our proposed model,
aiming to automate the process of analyzing and ranking online product reviews to
recommend the most helpful ones to consumers, is desirable.

We note that our proposed model can be tuned to process not only product re-
views but also other sources of product and service related information such as user
ratings, opinions and comments that can be obtained from different online user clubs,
communities or forums across the Internet. It should be clear from the description
of our model that it can serve as a core component in a complete and intelligent
recommender system. The output of our model, i.e. the most helpful user reviews of
products or services, can be used to feed as input to the second component of the sys-
tem, which will then recommend the most suitable products (or services) and vendors
to consumers based on the useful reviews. In fact, such a recommender system can be
configured to make recommendations of either useful reviews (or similar information),
or products/services and vendors, or both, depending on the user preferences.

From an online store’s perspective, a recommender system can be developed

based on our proposed model. This system would make use of user reviews and
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similar sources of information that are available within the store’s boundaries such as
the store’s member clubs. From a wider and across-organization perspective, different
related businesses or organizations can join together to build more versatile and useful
recommender systems by using our proposed approach, by accessing much larger
sources of product reviews and similar information from multiple organizations as
well as many available user communities and forums across the Internet.

We have proposed an entropy-based approach for modeling the helpfulness of
online product reviews. The empirical results show that our model can effectively
classify and rank online product reviews based on the “helpfulness score” generated
by the model. Reviews with high “helpfulness scores” will be found and recommended
to consumers. This review recommending system can be used to help consumers reach
helpful reviews more easily and a recommender system that incorporates the function
of recommending useful reviews would be more useful and attract more potential
buyers.

We compared our model with other state-of-the art algorithms for classifying and
ranking, and found that our model is comparable with those algorithms in GPS and
MP3 reviews. In comparison with other helpfulness assessment methods, our model
is simplified, easier to understand and simpler to implement. The time complexity
of our model is O(|D| * W), where |D| is the number of reviews in the training set
and W is the number of non-stop words in the training set. Therefore, the proposed
model can classify and rank reviews significantly faster than other algorithms.

One limitation of this approach is the extendability of the algorithm. We mainly
focus on the feature set of non-stop terms when modeling the helpfulness for online
reviews. This can cause the model to not easily be extended so that a generalized
framework is expected to model the helpfulness of review documents.

The other limitation of this approach is the compatibility of the algorithm. It is
not reliable to make use of the positive vote fraction as the benchmark for a training

purpose when a review is voted by very few voters. Not only our model, but also
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other existing helpfulness assessment algorithms are utilizing review documents with
a large number of voters as the training data. In reality, most of the reviews are only
voted by a small number of voters which limits the compatibility of our model.

Our entropy-based approach is relatively simple, efficient and suitable for appli-
cations having fully-voted reviews available and requiring the recommendation engine
to be rapidly developed. In the next chapter, we will present a more robust formula-
tion of review helpfulness with precise mathematical principals suitable for learning
from both sparsely-voted reviews and fully-voted reviews to overcome the compati-
bility and extensibility of existing approaches. We treat user opinions (reader votes)
in a probabilistic manner, naturally taking into account the uncertainty arising from
“words of few mouths”. We also develop a probabilistic approach and demonstrate

that it significantly outperforms prior arts in this setting.



Chapter 4

Declarative Probabilistic Model

This chapter presents a rigorous probabilistic framework for inferring the “helpful-
ness” of consumer-generated reviews which can build a “helpfulness” model from
consumer votes and consumer-generated reviews. Under this framework, the “help-
fulness” of a review document is given a precise mathematical meaning. Also, we
introduce a new quantitative helpfulness metric as the benchmark for the “helpful-
ness” of consumer-generated review documents. Our experimental results show that it
performs superior to the existing helpfulness metric. This framework, by formulating
helpfulness inference as an optimization problem, provides a natural methodology for
evaluating and comparing helpfulness inference algorithms. Furthermore, the frame-
work is not limited to a low number of votes on a review document, a situation that
can hardly be handled by existing models. In addition, we develop, under this frame-
work, a probabilistic graphical model and an Expectation Maximization algorithm
for helpfulness inference, to demonstrate the versatility by specifying dependencies
between framework components. Our algorithm is compared experimentally to other
existing helpfulness discovering algorithms and the experimental results show that
our framework can effectively model the helpfulness of consumer-generated reviews

better than other existing approaches, and therefore, indicate the capability of our
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framework to recommend helpful consumer-generated reviews to the potential con-
sumers. Although this framework primarily considers the problem of review helpful-
ness prediction, the presented probabilistic methodology is in general applicable for

developing other recommender systems based on voter opinions.

4.1 Introduction

One of the characteristic features of an electronic shopping environment is that there
exists a vast amount of information available when making purchase decisions [Parra
and Ruiz, 2009]. The consumer-generated review is more and more prevalent in most
of the electronic commerce web sites, like Amazon.com, that provide not only products
and services, but also online reviews or consumer-generated reviews, composed by
previous purchasers. It is well known that consumers need to find out the trustable
experiences from all kinds of consumer-generated reviews [Duan et al., 2008]. By
taking the advantages of the increasing availability of rich information, consumers
enjoy a greater number of experiences than ever before. Still, the quality of the online
reviews varies significantly and such a large amount of information may overburden
any consumer and due to the unavailability of the helpfulness of consumer-generated
reviews. Currently, many opinion sharing platforms provide a function to let readers
vote for helpful or not about a review or opinion post. Potential consumers can make
use of this information to estimate the helpfulness of the review and decide to read it
or not. As the vote collection process takes time and newly posted reviews always get
fewer votes, a system that can easily discover helpful online reviews is much needed
to reduce the time of acquiring helpful reviews.

To automatically recommend helpful consumer-generated reviews to potential
buyers, a number of helpfulness assessment approaches have been developed to model
the helpfulness value of consumer-generated reviews [Kim et al., 2006; Liu et al., 2008;

Zhang and Varadarajan, 2006]. These helpfulness assessment approaches utilize the
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positive vote fraction as the helpfulness benchmark and focus on applying different
machine learning tools to learn a helpfulness function which is a mapping Score :
D — R, where D is the space of all review documents and R represents the set of
real numbers. The major limitation of the conventional approaches is the utilization
of the positive vote fraction based benchmarking methodologies. Particularly when
only a limited number of votes are available, the positive vote fraction is unable to
significantly represent the true helpfulness of a review document.

Aware of such a limitation, most existing approaches solely attempt to analyze
the consumer-generated reviews for which a relatively large number of votes are avail-
able. However, even when a large number of voters’ opinions are available for each
consumer-generated review, the same helpfulness value of positive vote fraction can
come from different sizes of voter population and this fraction fails to capture the
confidence of the helpfulness estimates. Furthermore, as we discussed in Chapter 1,
the “words of few mouths” is a widely existing phenomenon in the context of recom-
mender system development based on user opinions, namely, most of online consumer
reviews receive very few votes (see Figure 1.2 for the histogram of the number of votes
on a set of review documents taken from Amazon.com). This phenomenon presents
additional challenges for developing machine-learning algorithms in recommender sys-
tems, since the very few users’ opinions, if treated improperly, are either un-utilized,
leading to lack of resources for learning, or becoming an additional source of “noise” in
the training of the algorithms. The applicability of the existing approaches therefore
is significantly limited to a small part of available information.

In our approach, instead of considering user opinions on “unpopular items” un-
reliable and throwing them away, we treat user opinions in a probabilistic manner,
naturally taking into account the uncertainty arising from “words of few mouths”.
Specific to the review helpfulness prediction problem, we develop a probabilistic ap-
proach and demonstrate that it significantly outperforms prior arts in this setting.

In this chapter, we present a more robust formulation of review helpfulness with
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precise mathematical meaning, and a more principled probabilistic helpfulness as-
sessment framework for inferring the helpfulness distribution of consumer-generated
review using the distribution of helpfulness conditioned on the feature of the docu-
ment to characterize the dependency of the helpfulness and the review. Furthermore,
we introduce a new quantitative helpfulness metric to capture the uncertainty of the
helpfulness estimates and a new probabilistic helpfulness metric based on which our
model can rank consumer-generated reviews by the obtained helpfulness distribution.

Moreover, there are currently no standard evaluation metrics to judge the perfor-
mance of review helpfulness assessment algorithms. In this chapter, we also discuss
the evaluation aspects of the review helpfulness modeling framework and propose
a uniformed evaluation measurement for assessing the success of helpfulness pre-
diction models. Experiments on review data sets of three product categories from
Amazon.com suggest that our algorithm in fact outperforms the previously reported
prediction algorithms and show that the algorithm can effectively predict the helpful-
ness distribution of consumer-generated review and recommended the most helpful
contents to potential consumers.

The remainder of this chapter is organized as follows. Section 2 introduces our
framework to estimate the helpfulness distribution of a review and how to evaluate the
performance of a helpfulness assessing model. Section 3 delivers a graphical model
based approach under our framework. Section 4 presents experimental evaluation
of our framework. Finally, Section 5 will discuss the advantages of our proposed

framework and conclude this chapter.
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Table 4.1: Table of notations

the space of all review documents

the set of real numbers

the finite indexing set of available reviews
the set of all available reviews

a review document

the finite indexing set of available votes

the set of all available votes

a voter opinion

the set of all votes concerning review d;

the positive (i.e., HELPFUL) votes on review i
the negative (i.e., UNHELPFUL) votes on review
positive vote fraction

random variable of votes

random variable of review documents

value of V

value of D

the space of all consumer-generated reviews
the population of readers

a family of functions mapping D to {0, 1}

a probability measure on R

a rule of voting

the probability that document d will be voted positively
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4.2 Probabilistic Framework of Review Helpful-
ness

This section presents a helpfulness discovering model by utilizing the graphical model
and an expectation maximization (EM) algorithm under our proposed framework.
The graphical model is used to represent the dependencies between components in
the helpfulness discovering model and EM algorithm is applied to estimate the pa-

rameters.

4.2.1 Problem Statement and Conventional Approaches

The problem of predicting the helpfulness of an online review may be simply phrased
as the following problem: Given a relatively large set of online reviews generated by
the users and a collection of online readers’ votes (in terms of HELPFUL or UNHELPFUL)
on the reviews, determine how “helpful” a new review would be to the users when
no readers’ votes are yet available. For readers’ convenience, Table 4.1 lists complete
notations used in Chapter 4 and 5.

Formally, we use d; := {d; : i € I} to denote the set of all available reviews,
where set [ is a finite indexing set and each d;, i € [ is a review document. Similarly,
we use vy = {v; : j € J} to denote the set of all available votes, where set J is
another finite indexing set and each v;,7 € J, is {0,1}-valued variable, or a vote,
with 1 corresponding to HELPFUL and 0 corresponding to UNHELPFUL. The association
between votes and reviews effectively induces a partition of index set J into disjoint
subsets {J(i),7 € I}, where for each ¢, J(i) indexes the set of all votes concerning
review d;. In particular, each set J(i) naturally splits into two disjoint subsets J* (i)
and J~ (i), indexing respectively the positive (i.e., HELPFUL) votes on review i and the
negative (i.e., UNHELPFUL) votes on review .

The helpfulness prediction problem of the interest of this paper can then be
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rephrased as determining how helpful an arbitrary review d, not necessarily in dy,
would be, given d;, v; and the partition {J(i) : i € I}.

To arrive at a mathematical formulation of the problem, what remains to char-
acterize is the meaning of “helpfulness”. Conventional approaches (see, for example,
[Kim et al., 2006] [Weimer, 2007] [Liu et al., 2008], ... etc) characterize the helpfulness
of review ¢ as the fraction of votes indexed by J(7) that are equal to 1. This measure,
which we call positive vote fraction of review ¢ and denote it by «a;, may be formally

defined as follows.

(4.2.1)

where | - | denotes the cardinality of a set.

Built on this measure of helpfulness, conventional approaches, including for ex-
ample, SVR and ANN, start with extracting the positive vote fraction «; for each
review in d; and attempt to infer the dependency of positive vote fraction « on a
generic document d. These approaches are deterministic in nature, since they all as-
sume a functional dependency of a on d. The methodology of these approaches boils
down to first prescribing a family of candidate functions describing this dependency
and then, via training using data (dy,v;,{J(i) : i € I}), selecting one of the functions
that best fit the data.

Despite promising results reported for several cases, these approaches are fun-
damentally limited due to the improper characterization of “helpfulness”. To see
this, we first note that the helpfulness of a review should only depend on the review
document itself and on the statistics of the readers (characterized by an unknown
distribution over the family of all possible ways that a reader may use to decide on
his vote). Although the positive vote fraction may approximate, to a certain degree,
the helpfulness of a review document and this approximation may be justified un-
der asymptotic assumptions, in real-life scenarios where the number of votes on a

review can be very low (see Figure 1.2 for a histogram of number of votes on reviews
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from Amazon.com), characterizing helpfulness as a positive vote fraction is highly
unreliable.

In addition, we remark that positive vote fractions are not sufficient statistics
of voting data. For example, a positive vote fraction of g resulting from 3 positive
votes out of a total of 5 votes are clearly less meaningful than the same positive vote
fraction resulting from 30 positive votes out of a total of 50 votes, and it is hardly
justifiable that in this case, the two documents have the same “helpfulness” value.

At this end, we see the need of a more robust formulation of review helpfulness
and a more principled approach to helpfulness prediction. Prediction algorithms
deviating from the conventional positive vote fraction based methodology are clearly

desirable.

4.2.2 Probabilistic Framework

In this section, we introduce a probabilistic framework for the inference of review
helpfulness. Throughout this chapter, a random variable will be denoted by a bold-
font capitalized letter, for example V, D; and any value the random variable may
assume will be denoted by its corresponding lower-cased letter, for example v, d.
The distribution (either probability mass function or probability density function) of
a random variable, say, X, will be denoted by px. Following the above mentioned
notational convention, when px is treated as a function, we also write as px(z) when
necessary, namely using the lower-cased letter “z” as the argument of the function.
We will often encounter a collection of random variables, say, {X; : k € K} for
some index set K. In this case, we may write the set of random variables collectively

as X, and its corresponding (vector) value as x .
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Probabilistic formulation of helpfulness

We will use D to denote the space of all consumer-generated reviews and use W to
denote the population of readers who may vote on the documents in D. We argue
that the “helpfulness” of any document d € D is not only a property of document
d itself, but it, in fact, also depends on W. Specifically, a given document d may
be more helpful with respect to one population VW than it is with respect to another
population W',

To rigorously define “helpfulness”, we characterize W as a pair (R, P), where R
is a family of functions mapping D to {0,1} and P is a probability measure on R.
Here, each function r € R specifies a rule of voting, whereby r(d) = 1 indicates that
the document d will be voted positively (ie, as HELPFUL) under rule r. In this setting,
we define the helpfulness of a document d, denoted by a(d), as the probability that

document d will be voted positively by a random reader in VW, namely,
a(d) = Pr[R(d) = 1],

where R is drawn at random from probability space (R, P). Equivalently, the help-
fulness of document d can be characterized by the conditional probability distribution
pvip(v|d), where D is a random document from D and V is the {0, 1}-valued opinion
of a random voter from (R, P). We are particularly concerned with the probability
measure on D from which the random document D is chosen since D is always condi-

tioned upon throughout the chapter. It is then clear that pyp(v = 1|d) = a(d) and
pvip(v = 0[d) = 1 — a(d).

The helpfulness inference problem

Under this formulation of helpfulness, the objective of inferring the helpfulness is to
learn a(d), or pyp(v|d) for every d € D, based on a sample of documents drawn from

D and a collection of votes on these documents.
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Let D; be a random set of documents drawn from D, where each element in [
is the index of a document in D;. For each i € I, let J(i) C W denote the set of
readers who have voted on document i. Denote by J := U,;crJ(7) the set of all voters
that have voted on at least one document in /.

In the helpfulness inference problem, we wish to determine pyp(v|d) when Dy

is given as some d; and V is given as some v;.

Probabilistic formulation of helpfulness inference

We now present a probabilistic framework of this problem. Essential to this frame-
work is the creation of a model that describes the relationship between documents,
their helpfulness and the voter opinion. Here, a model is a sensible family ©vp of
conditional distributions of V given D. The objective of helpfulness inference is to
select a distribution pyp from the family ©yp such that pyp(vs|d;) is maximized.

That is, the problem translates to determine:

P%D = argmax logpvip(v,|dr)
PviDEOV|D

= argmax longV|D vy |di), (4.2.2)

PviDEOV|D el

where the latter equality is due to the fact that given document 7, voters opinion on
the document is independent on their opinions on any other documents.
Furthermore, we assume voters in each J(i) are chosen independently, giving rise

to:

pvip (vsylds) = H pvip (v;]d;) (4.2.3)
JeJ (@)

Applying our definition of helpfulness, when a document D is drawn from D

(under any probability measure) and a random voter V' is chosen from W under P, it
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is easy to see that random variables D, H and V form Markov chain! D —H -V,

where

H:=a(D). (4.2.4)
Specifically,
pvp (|, k) = py(v|h) = A= — p)=0l] (4.2.5)

where [P] (known as Iverson’s convention) for any Boolean proposition P evaluates
to 1 if P is true, and to 0 otherwise.

Putting together Eq.(4.2.2), Eq.(4.2.3) and Eq.(4.2.5), we have:

Pyp = argmax 1ogH H /pVH|D vj, hi|d;)dh

pV\Deev\D i€l jeJ (@)

=  argmax {logH IT [ 2@ = b)) ppyp (hildi)dhi |, (4.2.6)

pviDEOV|D il jeJ(i)

where the final equality follows from:
pvip(v|d) = /pV,H|D(U7 h|d)dh
= /pVIH(U|h)pHID(h|d)dh
_ / B — ) p i (h|d)dh. (4.2.7)

We note Eq.(4.2.7) also implies that determining p3,p(v[d) boils down to deter-
mine piyp (hld) from a family Omjp of conditional distribution of H on D which are
sensible and may induce the family ©yp under Eq.(4.2.7). Then we reformulate the

helpfulness inference problem as finding:

Pyp = argmax {logH 11 /h[v]_l )" = pryo (hy|di)dh; | (4.2.8)

PH|DEOH|D iel jeJ(i)

'Random variables X, Y and Z are said to form Markov chain X-Y-Z if X and Z are independent
conditioned on Y
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for some properly defined family Oup.

It is worth noting that H depends on D functionally (as given in (4.2.4)). The
nature of the problem is that neither VW nor P is known. This lack of knowledge
necessarily implies that an appropriate dependency model of H on D is to assume that
H depends on D probabilistically. This need is further amplified when a numerous

amount of votes are not available for some documents.

Helpfulness Ranking
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Figure 4.1: The probability density function of the review helpfulness. J(i)" and

J (i)~ denote the number of positive and negative votes for each review in the data

set. (a) Positive vote fraction is 2. (b) Positive vote fraction is 1.
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Once helpfulness distribution pgp(h,|d;) in the above mentioned framework is
determined, a question which naturally arises is how to rank document according to
puDp (hs|d;). We define the probability of a review being helpful is greater than 0.5 as

a ranking metric:

1

0.5

We label this metric as helpfulness bias, which describes the helpfulness distri-
bution bias towards 0 or 1. Intuitively, this conditional probability, r;, can be chosen
as a quantitative metric to measure the helpfulness of consumer-generated review.

Suppose the “Oracle” is accessible to the learning machine, the learning machine
should take prjv(hs|vy)) as the “best guess” for the helpfulness distribution; yet,
an assumption we may make here is that without access to the “Oracle”, pg(h;) is
uniformly distributed. The pav (hs|v,a)) is the estimated density of h; under learning
with the “Oracle” and it is clear that:
pvia(vslhi)

bv (UJ(i))

_ pV|H(UJ(i)|hz‘) (4 9 10)

/ Pvia (UJ(i) ‘hi)dhi

7

pH\V(hi|UJ(z‘)) =

Figure 4.1 describes the conditional probability density function pev (hs|v@))
given by six different v;(;) examples. It can be observed that with the same help-
fulness value, the degree of certainty (the width of the distribution) is completely
different. When a small number of voters are given, the distribution of helpfulness is
highly uncertain. When large sufficient voters voted on a document, we expect the
helpfulness distribution is narrow and highly concentrated on the value of positive
vote fraction.

The helpfulness bias of the “Oracle”, with the prior knowledge of voter opinion,

can be formulated as the integral of the posterior density over [0.5, 1], namely,
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prpp (hi > 0.5|d;) = /1 [ »¥ (= h)'~dh. (4.2.11)
05 e

The helpfulness bias of the “Oracle” equals the area under the probability curve
bounded by 0.5 and 1 (as indicated by the shaded area in Figure 4.1 which shows the
helpfulness distribution in different circumstances). Figure 4.1(a) demonstrates the
helpfulness values for consumer-generated review that hold the same positive fraction
of % It can be observed that the helpfulness distributions of consumer-generated
review vary significantly although the positive vote fractions are same. Figure 4.1(b)
demonstrates the helpfulness values for consumer-generated review that hold the same
positive fraction of 1. Conventional helpfulness formulation will fail to capture the
difference between the helpfulness of those consumer-generated reviews and declare
that they are the same helpful under this circumstance. In considering the problem of
limitation of the positive vote fraction based benchmarking methodology, we advocate
the helpfulness bias of “Oracle” to serve as the learning target for machine learning
algorithms and regard it as a benchmark to compare against. With the proposed
helpfulness bias as the ranking metric, the probability of the consumer-generated

review being helpful is identified and is ordered by this probability.

Feature as sufficient statistics for helpfulness inference

Since this function characterizing the dependency of helpfulness on a consumer-
generated review d; is difficult to be determined in a learning framework, instead
of considering helpfulness as depending on the review functionally, we may consider
helpfulness as depending on a set of extractable features of the review probabilisti-
cally. Let F denote the set of all features relevant to voter opinion. That is, there
is a function f mapping D onto F such that for every d € D and every v € W,
v(d) = u,(B(d)) for some function u, on F. It then follows that for a randomly

drawn document D from D (under any probability measure), random variables D, F
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and H form a Markov chain, where F := 3(D) namely, given the feature (D) of D,
the helpfulness of D is independent of the document D itself.

We can regard features as a sufficient statistic of the document, i.e.

pH\D(hi|di) = pH|F,D(hi|fia di) = pH|F(hi|fi)-

The objective of determining the helpfulness of the consumer-generated reviews
then can be formulated as finding:
pvip = argmax log [H H /hi[vjl}(l - hi)[ijO]pH|F(hi|fi>dhi (4.2.12)
PH|FEOH|F i€l jeJ(i)

In other words, we seek to determine pyp from properly defined family of Oy p which

maximize the logarithm of pv g (vs|fr).

Evaluation of Model and Estimated Parameters

Under our proposed helpfulness framework, we can design different models to find
the probability distribution of voters’ opinions given a feature set. It is necessary
to introduce a criterion to evaluate the goodness-of-fit for these algorithms/models.
As defined in Eq.(4.2.2), the logarithm of the likelihood of observing all votes collec-
tively given the features of all documents can be seen as how the model fit the data.
Therefore, the objective of building a helpfulness model in our framework is to choose
parameter values that achieve the best representation of the observed data. In other
words, the criterion for choosing parameters from candidate distribution parameters
is to find the one that best fits the training set.

For the “Oracle” learning machine, which has the prior knowledge of voters’ opin-
ions, pujv(hilvsa)) is the best possible estimate for pgw(hs|f;). Such, the goodness-

of-fit for the “Oracle” learning machine can be formulated as:

pvip(vslf) = [ pvim(vielh = of)

el
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= II II es™="@ - ap)t=2l (4.2.13)
)

€l jed(i
Accordingly, the difference between the logarithm of papv (h;|vs@)) of our algo-
rithm and the Oracle estimation indicates the fitness of the algorithm for consumer-
generated review documents.
The log-likelihood can also assist us to measure the goodness-of-fit for different
models. The log-likelihood function is the logarithm of the model formulation. In
our case, the fitness of a model/algorithm can be formulated as log pvr(vs|fr), where

pvir(vs]fr) is the marginal probability distribution learned by an algorithm.

4.3 Helpfulness Distribution Discovering Model

4.3.1 Graphical Model

“Graphical models are a marriage between probability theory and graph theory. They
provide a natural tool for dealing with two problems that occur throughout applied
mathematics and engineering — uncertainty and complexity — and in particular they
are playing an increasingly important role in the design and analysis of machine
learning algorithms. Fundamental to the idea of a graphical model is the notion of
modularity — a complex system is built by combining simpler parts” [Jordan, 1999].
A graphical model represents the random variables by nodes and the conditional
independencies between random variables by edges.

Bayesian Network [Heckerman et al., 1995] is a probabilistic graphical model
and is represented as directed graph while the notation of directionality arcs denotes
the dependency of nodes. In order to state the conditions for the parameters of
the model, the conditional probability distribution should be specified for each node.
Thus, the knowledge is encoded into the model design and this directed acyclic graph

model translates qualitative knowledge into a quantitatively representable graphical
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structure. Also, the model built with this approach has physical interpretations. It
can reduce the dimensionality by simplifying the complexity of the joint distribution
through the independency specified in the graph. The learning/inference processes
and results can be interpreted in a probabilistic sense. As the ability of modeling
stochasticity and representing dependencies between variables, we make use of the

Bayesian Network to construct the helpfulness discovery model.

4.3.2 Generic EM Algorithm

This subsection describes the expectation maximization (EM) algorithm [Demp-
ster et al., 1977b], that maximizes the incomplete likelihood function. Let X :=
(X1, X5, ..., Xn) be the set of observed random variables, Z := (Z1,Zs, ..., ZN) be
the set of missing data or so called hidden random variables, and 0 := (01,03, ... ,0Mm)
be the set of unknown parameters. Suppose that we are given the parametric form
of p(x, z|6), and we want to estimate 6 based on the observation z. That is, we want

to find  which maximizes the incomplete log-likelihood of:
l(x;0) =log p(z|0) = log Zp(x, z|6).

where p(z|) is the probability of = given parameter 6 and p(zx, z|#) is the joint dis-
tribution of x and z given 6.

In fact, with the EM algorithm, we can obtain the estimates of both 6 and z.
Let ¢(z) be an arbitrary distribution of z, that does not carry any physical meaning

but only serves to “unfold another dimension” for function [(#;z). We then have

1(0;2) = long(z)p(f;;) > Zq<z) log p(z, 2)

q q(z)

z

= L(q,0).

The EM algorithm is essentially a coordinate ascent algorithm on £. That is, in
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the E-step, we fix # and find ¢ to maximize £; and in the M-step, we fix ¢ and find 6
to maximize L. The following two steps formulate the process of the EM algorithm.

E-Step:

¢ = argmax L(q, 0) = p(z]z,0")
q

M-Step:

0"t = argmax L(¢',0) = argmaxz g log p(z, 2|6)
0

q

In [Dempster et al., 1977b], Dempster et al. provide the proof of the convergence
property of EM algorithm. Also, justified by the equations above, the monotonic
increasing objective function gives rise to the sub-optimal solution of the optimization
problem.

The algorithm under our framework proposed in this chapter makes use of a
graphical model to model the dependency between the random variables of our model

and Expectation Maximization (EM) algorithm to learn the parameters.

4.3.3 A Graphical Model Fitting with Our Framework

Figure 4.2 provides the graphical representations of the consumer-generated review
helpfulness model. f; denotes the feature set of consumer-generated reviews, h;
denotes the set of helpfulness, and v; denotes the votes submitted by the readers.
We suppose that each feature appears independently in a review document. Then, h;

can be calculated by the following linear summation model:
hi = f;AT + 2, (4.3.1)

where the variances of the Gaussian noise term z ~ N(0, o2).
Let us denote the parameters A and o2 by #. Then the helpfulness distribution

can be written in the form of pmr(hs|fi;0). Consider the generative process for a
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(a) Overall graphical model represen- (b) Detailed graphical model represen-

icl

tation tation

Figure 4.2: Graphical model representation

consumer-generated review containing features f;, the probability density function of
hz’ is:
1 (hi — iAT)?
eop(— I
V2o 20

From the graphical model specified in Figure 4.2(b), it can be easily discovered

puyr(hilfi;0) = )- (4.3.2)
that:

pH|V(hi7 UJ(i)|fz‘) = pV\H(UJ(i)|hi)pH|F<hi|fi)
and

(ool f) = / pvist (0o [ho)pee (il ).
h;

By the integration over the continuous hidden variable h;, we obtain the marginal

distribution in the form of

pvieloslf) = [ TLome(ulfi6) TT pvintoslbods, (433)

I iel JeJ (i)
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Derived from Figure 4.2(a) and Figure 4.2(b), and taking the product of the
marginal probabilities of the helpfulness of single document, we obtain the probability
of observing all documents’ helpfulness collectively given the features of all document
and a set of parameters:

prpw(hal f1;0) = | [ prye (hal 5 0). (4.3.4)
el

Given the helpfulness of h;, the distribution of v is given by:

pviu(vs|hr) = HPV|H(UJ(i)|hi)- (4.3.5)
el

Considering the conditional joint distribution of votes v; and helpfulness h;, we

have:

pvaFE (s, b f1;0) = paw(hlfr;0)pviar(vslhs, f1;0)

= pH|F(h1|fI;¢9)pV|H(UJ|h1)

= [H pur (il fi; 9)] [H pvia (V@) |h1>]

icl el
= HPHIF(hi\sz O)pvie (v hi). (4.3.6)
icl

Based on Eq. (4.3.4), Eq. (4.3.5) and Eq. (4.3.6), for a given value of parameters

0 and features f;, the distribution of v; is then obtained by integrating over h;:

pV|F(UJ\fI;9) = /pV,H|F(UJahI|fI§9)th
h

= / H pH|F(hi ’fi; Q)PV|H (UJ(Z‘) \hi)dhf
hy

il

iel
Our goal in adapting the feature vectors is to obtain a model of the helpfulness

distribution of consumer-generated reviews. As can be seen from the discussion above,
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the optimization problem leads to the following maximization problem:

~

0= arggnaxpV‘F(vﬂfI; 6)
= arggnax log pvir(vs| f1; 0)
el hi

In other words, we need to find # which maximize

Zlog/ g1 hzyfzy H g2 Uj)

el JeJ(3)

There is no close form solution for . The function g1(ay, fi,0) is concave in 6, so the
problem is a concave optimization problem.

By the optimization, we can find the 6 which locally maximizes pvir(vs|f1;0) by
the coordinate ascent method. In this work, we apply EM algorithm to estimate the

parameters of the entire model.

4.3.4 Learning Algorithm

We make use of Expectation Maximization(EM) algorithm [Dempster et al., 1977a]
to solve the optimization problem to find the 6 which maximizes pvir(vy|f1;0) for
our proposed model. In variational inference for h, each coordinate can be optimized
analytically. However, Maximum Likelihood is required when optimizing for 6.

This iterative optimization method can find a local maximum of the likelihood
of given training data according to the parameters of our probabilistic model. It is
easy to show that:

t+1(h1) = argf]nax L(q, 0" ) = pH\F,V(hI|f17UJ; et)

and:

9! = argmax / ¢"" (h1) log pv mye (v, hal fr; 0)dhy.
hr
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The following statements show how to do the maximization of estimating the
parameters.

E-Step:

¢ (hr) = puap v (hi| fr,vg;6°)

= HPH|F,V(hi!fi, vy(0); 0") (4.3.9)

iel
We denote pup v (hil fi, vs); 0") := qi(hs), Then, ¢ (k) is completely specified
by {qi(h;) :i € I}.

qt—l—l(a ) pH,VIF(hia VJ (i) |fi; Qt)
’ ' PV|F(UJ(i)|fz’; et)

X pH,‘,VJ(,.)|Fi(hia V() |fz‘; Qt)

= prr (il fi. ) vy (Vi) i, v, 6°)
= par(hil fi; 0")pvim (v | hi)

=01 hz:fl: H 92(vj, h

JjeJ(9)
(4.3.10)
M-step:
et = argmax/ qt+1(h1)10ng,H|F(UJ7hI’fI§9>dh1
0 hy
= argmax/ I_Iqt+1 )log {H g1(hi, fi;0) H g2(vj, hy :|th
hr icl icl JjeJ (1)
= argmax/ l_Ithrl Z{log g1 hz7f17 H g2 Ug, ]d@l
hi ier iel JjEJ(3)

= argmax/ Hqt+1 Z loggl h27f27 Z ]"Ogg2 U], dh[

hr icl icl jeJ (@)
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= argmaXU T (ha)) > log gi(hi, fi,6)dh

icl il
+ / TIar mnD_ Y logga(vyh dhl}
hr ier i€l jeJ(i)
= argmax/ Hth i)]Zlogf(hi,fué’)th
hi el icl

= argmaxZ/ 7 (hi) log f(h, fi, 0)dh

el
= argmaXZ/ L(h) (ki — f;AT)dh (4.3.11)

i€l

In summary, the procedure for our EM algorithm consists of the following steps:

1. Initialize 6! = 6°, =1 = 0°, where 6° is the initial estimate of the parameter
and the superscript represents the index of iteration. For helpfulness prediction,

we set 00 = 1
2. Calculate ¢!(h;) by following Eq.(4.3.10) with respect to 1.
3. Update ¢! (h;) by Eq.(4.3.9).
4. Update 6" by Eq.(4.3.11).
5. Set t =t + 1. If convergence condition is not satisfied, go to step 2.

Note that in the M-step of the algorithm, we fixed ¢ for each iteration and then
o can be deducted during calculating the maximum 6. For an evaluation at algorithm
level, we choose the most probable ¢ for each consumer-generated review, namely, to
find a 0 to maximize the log-likelihood of pvir(vs]fr;0). We predefine a o candidate
set of {0.1,0.2,0.3,...,1.0} and iteratively go through this algorithm. As a result, 10
pairs of 0, A is learned by the EM algorithm.

As discussed before, the parameter o can be globally optimized by 4.2.2. This

forces the width of the distribution to be the same for every document. Therefore, we
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choose the ¢ and its corresponding A which maximize the probability of observing the
training data. When a new consumer-generated review content arrives, the parameter
¢ which maximizes log pvr(v,@)| fi; @) is chosen to calculate the helpfulness distribu-
tion of this consumer-generated review content. Afterwards, the helpfulness bias of
consumer-generated reviews will be calculated and consumer-generated reviews are

ranked according to their corresponding helpfulness bias.

4.4 Experimental Results

To demonstrate the effectiveness of the our proposed approach, we apply our proba-
bilistic approach to the real consumer-generated review set, in form of online product
reviews, obtained from Amazon.com and compare it with the most commonly used
machine learning method Support Vector Regression (SVR) and Artificial Neural
Networks (ANN). This section also presents our method of evaluation, experimental

setups.

4.4.1 Dataset

Our experiments explicitly focus on the categories of electronic products and books.
We crawled 1002 HDTV reviews, 1492 camera reviews, and 2408 book reviews from

3 have been evaluated by

the website of Amazon? at August, 2009. These reviews
at least 10 consumers as helpful or not helpful. We utilized the bag-of-word approach
to build the language model. Each feature is a “non-stop, stemmed word” # and the

value of this feature is a boolean value of the occurrence of the word on the review.

’http://www.amazon. com

3The complete dataset is available at our web set at http://www.site.uottawa.ca/~rzhan025/
helpfulness.html

4“stop words” mean common words that provide no real descriptive content; “stemmed words”
mean words have been normalized to their roots (base words), for example, “products” and “produc-
tion” will be normalized to “produc”. “non-stop, stemmed word” means the word is not a stop word
and it also has been stemmed. From now on, whenever we use the term word, we mean “non-stop,
stemmed word”.
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We make use of the vocabulary of “word” or “terms” as the feature set of the model to
build a document-term matrix. Fach the matrix has been normalized to zero-mean.

There are more than 15,000 identical terms in each of the consumer-generated
review corpus, so the term-document matrix of the document set is sparse and we need
to reduce the document dimensions. After normalizing the document-term matrix, we
performed principal component analysis (PCA) [Jolliffe, 2002] to reduce the dimension
of term-document matrix. Therefore the top 200 components, which dominate about
70 percent of the total variance, are selected in the later on experimentation. We
compute the principle eigenvectors of the covariance matrix for each training set and

project the original document-term vector to a 200-dimensional space.

4.4.2 Results and Analysis
Evaluation of the Probabilistic Helpfulness Metric

First, we investigate the advantages of making use of the proposed probabilistic help-
fulness metric as the learning target. To evaluate the performance of our proposed
probabilistic helpfulness metric, we compare the rank correlation coefficient resulting
from SVR with the conventional helpfulness metric and the probabilistic helpfulness
metric.

The SVR is a commonly used machine-learning algorithm successfully used for
assessing review helpfulness [Kim et al., 2006; Zhang and Varadarajan, 2006]. The
SVR is applied in this study to compare the effectiveness with our probabilistic help-

fulness metric. In this evaluation process, we conduct the following two experiments:

e SVR with positive vote fraction as helpfulness metric, which will be denoted by

SVR-A

e SVR with proposed probabilistic helpfulness metric, which will be denoted by
SVR-B
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In order to evaluate the performance of our proposed helpfulness metric on
“words of few mouths”, we construct a “few-vote” dataset from the whole collected
data set by randomly selecting k (a small number) user’s votes for each review and
removing all other votes. In our study, for the diversity of the generated data, we
choose a small number £ = 5 uniformly, at random for each review when building the
few-vote data set. Noting that the few-vote data set and the many-vote data set con-
tain the same collection of reviews and that their difference is that in the many-vote
data set, each review is voted by no fewer than M users and in the few-vote dataset,
each review is voted by k users.

We partition the set of reviews into training reviews and testing reviews, where
2/3 of the reviews are training reviews and 1/3 are testing reviews. The partitioning is
performed repeatedly using random sub-sampling, namely, that a random 1/3 fraction
of the reviews are selected as testing reviews and the remaining 2/3 are selected as
training reviews. A total of 50 random partitions are generated for this study.

After each experiment using any algorithm, the testing reviews are ranked ac-
cording to their predicted helpfulness metric. Then Spearman’s rank correlation
coefficient p between the helpfulness ranks of these reviews and the corresponding
helpfulness ranks obtained by comparing the positive vote fractions of these reviews

the many-vote dataset is computed. The definition of p is given below.

p=1-— 6 ier (i — yi)2
ITI(7)P-1) -

where z; is the rank of review ¢ according to the helpfulness metric predicted by an

(4.4.1)

algorithm and y; is the rank of review ¢ according to the positive vote fraction of
review ¢ obtained from the many-vote dataset.

For simplicity, we refer to p as the helpfulness ranking correlation and will use it
as the main performance measure.

The average p of helpfulness correlations may be computed across all random
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partitions to obtain the overall performance of an algorithm. In addition, the cor-
relation values can be used in a t-test to determine whether an algorithm, say Al,
performs significantly differently from another algorithm, say A2. For example, if
helpfulness correlation values are used as the statistics for the test, the t-value is

defined as
| (A — p(42)
= 5 ,

where S is the standard deviation of p(Al) — p(A2). The p-value may be computed

(4.4.2)

from the t-value using the student-t distribution and serve as a measure of significance
(the lower the p-value, the higher the significance, commonly accepted p-value being
lower than 0.05). Similar ¢-test may be carried out using helpfulness rank correlation

as the test statistics.
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Figure 4.3: Comparison of helpfulness rank correlation using SVR-A and SVR-B on
HDTYV reviews.

Figure 4.3, 4.4 and 4.5 shows a set of scatter plots that compare the helpfulness
correlation between SVR-A, and SVR-B for HDTV, camera and book data in few-
vote and many-vote experiments. Each point in any plot corresponds to one result
of a single run of the experimentation. It is visually apparent that the points in each

of these plots primarily scatter below the y = = diagonal line, suggesting that there
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Figure 4.4: Comparison of helpfulness rank correlation using SVR-A and SVR-B on
camera reviews.
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Figure 4.5: Comparison of helpfulness rank correlation using SVR-A and SVR-B on
book reviews.

is a significant performance advantage of SVR-B over SVR-A.

We also perform the significance tests for the rank correlation coefficient to eval-
uate if there is a statistically significant difference in the correlation coefficients re-
sulting from SVR-A and SVR-B. The p-values of the t-test are all smaller than 0.005.

These results confirm that our proposed probabilistic metric is more suitable for the
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learning purpose, even when only a small number of votes available in the training
set.

Since the proposed helpfulness metric outperforms the positive vote fraction,
we will use our helpfulness metric as the learning target of the machine learning

approaches that we compare with in the following experiments.

Experiment Setup

To validate the ranking performance of our model, we compare our probabilistic
model with Support Vector Regression (SVR) [Burges, 1998], Artificial Neural Net-
work (ANN) [Bishop, 1996], and Linear Regression.

As mentioned above, the SVR is a commonly used machine-learning algorithm
successfully used for assessing review helpfulness [Kim et al., 2006; Zhang and Varadara-
jan, 2006]. We use the LibSVM [Chang and Lin, 2001] tool to perform the Support
Vector Regression. The parameters of the SVR, C and g, were chosen by applying a
10-fold cross-validation and a grid search on a logarithmic scale. A linear regression
model has also been used for scoring the utility of reviews in [Zhang and Varadarajan,
2006]. Basically, linear regression is to find parameters which minimize the sum of the
square deviations of all observed data. We applied multiple linear regression model
to predict the helpfulness of reviews and examined the ranking performance of this
technique.

The ANN is one of the most popular machine-learning algorithms to solve mod-
eling and predicting problems. We implement a three-layer error back-propagation
(BP) ANN in this study. The number of neurons in its hidden layer is chosen to
be 10. Each node utilizes sigmoid transfer function. The output node makes use of
log-sigmoid transfer function. The training progress is set to be stopped after 1000
iterations of learning, or when present error value less than 0.001 is reached.

For all of these models, we use the PCA projected review data as the training
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data and test data. The learning target for these algorithms is the helpfulness bias
of the “Oracle”. The helpfulness predictions from these models are evaluated by
computing and comparing the Spearman’s Rank Correlation Coefficient between the
predicted rankings and the “Oracle” rankings.

In order to investigate the effectiveness of models towards consumer-generated
reviews with different voters population sizes, we separate each categories of docu-
ments into datasets according to the number of voters associated with each document.
“Many-vote” set contains all consumer-generated reviews and the corresponding voter
opinions. We randomly choose 5 opinions for each consumer-generated review from
“many-vote” set to form “few-vote” set.

To obtain a fair comparison, we perform 10-fold cross-validation on our proba-
bilistic model, SVR, ANN, and linear regression algorithm and compare the cross-

validation performances.

Goodness-of-Fit Tests

Figure 4.6 demonstrates the goodness-of-fit of the “Oracle” (straight line) and our
model (curve) with varying ¢ from 0.1 to 1 with the training data. As described
in our proposed EM algorithm, the ¢ which maximizes the likelihood of model and
the corresponding parameter set 6 is chosen to be the final parameter to build our
helpfulness model. We make use of a Gaussian distribution to model the relationship
between h; and f;. With this Gaussian distribution, if a document is associated with
a small number of votes, the o will be greater than the one with large number of votes.
If o is selected as a large number, the distribution of pgg (k| f;; 0) will run out of the
range of (0,1). Therefore, in practice, one more consideration in choosing appropriate
o is desired. The value of ¢ can not be too big, so that most of the Gaussian
distribution stays between (0,1). In addition, based on the knowledge of the training

dataset (as illustrated in Figure 4.6), o can not be too small to maximize the likelihood
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Figure 4.6: The goodness-of-fit of our model and “Oracle” on the training data.

of our model. We examine our model with three categories of consumer-generated
reviews by varying ¢ from 0.1 to 1 and find that a value of o = 0.2 is a satisfactory

choice that meets these requirements and is used for the following experimentation.
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Table 4.2: The goodness-of-fit of our probabilistic model, SVR, ANN and linear
regression for the testing data (10-fold cross-validation). “Few-vote” and “many-
vote” dataset contain review documents which have been voted by 5 voters and more
than 10 voters respectively.

Online Reviews | Algorithm Few-vote | Many-vote
Oracle -9096 -9096
Probabilistic Model | -14155 -13013

HDTV SVR -19194 -18757
BP-ANN -19960 -22841

Linear Regression | -15602 -16072

Oracle -8513 -8513

Probabilistic Model | -16880 -15723
Camera SVR -19584 -19101

BP-ANN -17541 -18774

Linear Regression | -19656 -19574

Oracle -36814 -36814

Probabilistic Model | -43777 -43621
Books SVR -47447 -47076

BP-ANN -52223 -127160

Linear Regression -54467 -57468

Table 4.2 demonstrates the difference of the log-likelihood between the “Ora-

29

cle”, our algorithm, SVR, linear regression and ANN with the testing data. It can
be seen that the goodness-of-fit of our model consistently outperforms SVR, ANN
and linear regression for reviews for all the three categories and both datasets of
consumer-generated reviews. This result indicates that our model fits the observed

data better than other algorithms no matter the available voter population for the
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training purpose is big or small. The log-likelihood of the prediction results maybe
not perfect for evaluating the effectiveness of non-probabilistic algorithms. Therefore,

we introduce the rank correlation coefficient to evaluate the ranking performance of

different algorithms, probabilistic and non-probabilistic.

Table 4.3: Spearman’s rank correlation of our probabilistic model, SVM Regression,
ANN and linear regression (10-fold cross-validation). “Few-vote” and “many-vote”
datasets contain review documents which have been voted by 5 voters and more than

10 voters respectively.

Online Reviews | Algorithm Few-vote | Many-vote
Probabilistic Model | 0.62 0.65
SVR 0.56 0.58
HDTV
BP-ANN 0.54 0.57
Linear Regression 0.50 0.54
Probabilistic Model | 0.47 0.49
SVR 0.41 0.40
Camera
BP-ANN 0.44 0.46
Linear Regression 0.40 0.40
Probabilistic Model | 0.50 0.51
SVR 0.42 0.47
Books
BP-ANN 0.39 0.45
Linear Regression 0.42 0.46

Ranking Performance

In order to compare the obtained helpfulness bias from different learning algorithms
with the helpfulness bias of “Oracle”, we evaluate the prediction accuracy of helpful

rankings in terms of Spearman’s ranking correlation coefficient which has been defined
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in Eq.(4.4.2).

The ranking performance of different approaches is analyzed by 10-fold cross-
validation. Table 4.3 shows the experimental results of our probabilistic model, SVR,
ANN; and Linear Regression algorithm on HDTV, camera and book reviews. The
results demonstrate that the effectiveness of our probabilistic model and indicate that
our model consistently outperforms SVR, ANN and linear regression for reviews with
any voter population size.

For the reviews from all three review categories, compared with the other existing
approaches, a significant improvement of the Spearman’s rank correlation coefficient
is obtained by our model. In each dataset, the results show a close correlation between
the “Oracle” and our probabilistic model. For instance, the correlation coefficients
of our model and the “Oracle” for each set of reviews are 0.62 and 0.65 respectively
for HDTV reviews, 0.47 and 0.49 for camera reviews, and 0.50 and 0.51 for book
reviews. This result shows that our probabilistic model has a significant performance
advantage over SVR, ANN and linear regression.

Furthermore, as the rank correlation coefficients listed are averaged values of the
10 runs of experimentations, we perform t-test to evaluate the difference between
the 10 resulted ranking correlations by our algorithm and other algorithms’ ranking
correlations of 10 runs. We find that the difference is significant at the 0.05 proba-
bilistic level. These results strongly indicate that our model can consistently learn
the helpfulness model under any voter population size and outperforms than SVM
Regression, ANN and linear regression.

As we expected, SVR, ANN and Linear Regression with the reviews that are
voted by more than 10 voters for all the two types of reviews performs better than
the reviews voted by 5 voters. This is because that the confidence of the point
prediction is low when voter population size is small. When more votes are available
for a consumer-generated review, the benchmark helpfulness value, which is used for

training the point estimate model, is more certain and the ranking performance is
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improved by the increased certainty of data. Whereas our probabilistic approach,
that estimates the distribution of the voter opinion and estimate the helpfulness bias
based on the estimated helpfulness distribution, is less likely to be affected by the

shortage of voter opinions.

4.5 Discussion and Conclusion

In this chapter we have investigated the disadvantage of the conventional helpfulness
definition, particularly in the case of “words of few mouths”, and proposed a proba-
bilistic framework to analyze the helpfulness distribution of online product reviews.

The main contribution of this study is a novel probabilistic framework for mod-
eling the helpfulness of consumer-generated reviews. Methodologically, we first create
a probabilistic framework, or a family of hypotheses, to characterize the statistical
dependency between “items”, users, and their opinions. Such a model is typically
characterized by a set of parameters, and some of these parameters or their derived
quantities are made to reflect the objective of the recommender system. We then
select a parameter setting of the model, or a single hypothesis, that “best” explains
the available dataset in some well-principled sense of optimality.

This probabilistic framework provides a theoretical interpretation and a math-
ematical estimation technique to model the helpfulness distribution of consumer-
generated review. We have utilized the graphical modeling and EM algorithm to
build a helpfulness assessment model under the proposed framework. Both of the
mathematical inference and experimental results validate our framework. Our frame-
work is clearly explained by the helpfulness inference. We experimentally compare
the probabilistic method with the Support Vector Regression (SVR) method and ar-
tificial neural network (ANN), the current state of the art for such applications, and
demonstrate the superior performance of the probabilistic method. the experimental

results show that a model under our framework can efficiently rank online reviews as
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our algorithm outperforms the existing helpfulness assessment approaches by a clear
margin.

We have also proposed a probabilistic helpfulness metric for the conventional ma-
chine learning based predictors. Previous studies simply make use of the positive vote
fraction as the benchmark to evaluate the helpfulness of consumer-generated reviews.
As this benchmark hardly represents the true helpfulness value in the presence of
“words of few mouths” phenomenon, existing approaches only take ones which have
been voted by a large number (such as >10) of readers. However, in reality, most
of consumer-generated reviews are only associated with a small number of available
voter opinions and the votes need time to be collected. The available data for train-
ing the helpfulness model will be limited to a small amount of consumer-generated

reviews.

9

Furthermore, the traditional helpfulness definition will treat the fraction of 5,

18

20> and % as the same helpfulness value whereas the confidence of these helpful-

ness estimates varies a lot depending on voter population size. Our approach solves
this problem by estimating the helpfulness distribution instead of a single value. We
proposed a helpfulness metric as a benchmark to justify the helpfulness of a consumer-
generated review document from the available voter opinions and evaluate the true
helpfulness value from the helpfulness distribution. We show that SVR with the pro-
posed probabilistic helpfulness metric outperforms SVR with conventional helpfulness
metric (positive vote fraction).

The dynamic nature of the user opinions make it desirable that the recommender
systems be capable of adapting itself in real time to the continuously arriving informa-
tion. This challenges the design of the such recommender systems, particularly when
the computation resources allocated to the recommender system are not abundant.
The model proposed in this Chapter is unable to handle the online learning problem.
In next chapter, we study the problem of designing a real-time predicting model for

discovering helpful user-generated reviews.



Chapter 5

Logistic Regression-Based

Probabilistic Model

This chapter studies the problem of designing a logistic regression-based probabilis-
tic models that are used to predict whether user-generated contents (i.e. consumer-
generated reviews) are helpful based on the readers’ opinions (helpful /unhelpful votes)
on previous consumer-generated reviews. In some circumstances, an algorithm may
not see all the data in advance and decisions must be made make on the basis of
partial information about the studied problem instance. In light of this we intro-
duce approaches that incrementally update the parameters of the model. Building
on the definition of helpfulness and the proposed framework set forth in Chapter 4,
we first develop a logistic regression-based helpfulness prediction model and estimate
parameters of this model by a batch (off-line) algorithm. We see that this batch
algorithm can be easily extended to an online algorithm and the rate of convergence
can be increased by intermittently running batch algorithm on collected data off-
line. Experiments on data from Amazon.com suggest that our proposed model in
fact outperforms the previously reported prediction algorithms. Then we extend the

batch algorithm into an online algorithm to support the real-time helpfulness pre-
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diction requirements for recommender system. Finally, an efficient hybrid algorithm
is provided to increase the convergence rate and prediction precisions. The online
and hybrid algorithm are tested on real-life consumer-generated reviews; experimen-
tal results illustrate that the hybrid approach efficiently processes incoming data and

generates a reliable helpfulness prediction for users compared to existing approaches.

5.1 Introduction

Existing helpfulness prediction approaches [Kim et al., 2006; Weimer, 2007; Liu et al.,
2008] are all off-line algorithms which require complete knowledge of the input. Once
the helpfulness model learns from a set of observed consumer-generated reviews and
votes, the parameters will not be changed except to rebuild the model. In practice,
however, consumer-generated reviews and voter opinions accumulate in a dynamic
sense. As additional new consumer-generated reviews become available, there is a
need to improve the model based on this incoming data. The computational com-
plexity of existing approaches mentioned above also makes impossible the applicabil-
ity of implementing a real-time system. In this chapter we focus on designing online
algorithms to process incoming consumer-generated reviews incrementally under the
helpfulness prediction framework proposed in the previous chapter. We use the prob-
abilistic definition of consumer-generated review helpfulness presented in Chapter 4
which defines the helpfulness of a consumer-generated review as the probability that a
random reader will vote the consumer-generated review positively. This definition, in-
tuitively sensible, allows a probabilistic formulation of helpfulness prediction in which
the learning machine, instead of attempting to simulate the functional dependency of
the helpfulness value on a document, attempts to simulate a probabilistic dependency
between the two quantities.

We first demonstrate this by presenting a batch algorithm similar to a logistic

regression algorithm for classification and present its superior performance over the
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conventional algorithms. This batch algorithm can be intermittently executed in the
hybrid model to increase the rate of convergence. We then implement the logistic
regression-based model by an online algorithm and the subsequent experimentation
illustrates the applicability of this online algorithm to consumer-generated review
streams. Finally, we propose a practical hybrid algorithm for consumer-generated
review streams which takes the best of online and batch algorithms and improves the
convergence rate and the prediction precision.

The remainder of this chapter is organized as follows: section 2 presents a proba-
bilistic formulation of helpfulness and helpfulness prediction and derives a prediction
algorithm resulting from a logistic regression model; section 3 presents an experimen-
tal evaluation of our approach. This chapter ends with some discussion and brief

conclusions.

5.2 Helpfulness Prediction: Probabilistic Formu-

lation and Logistic Regression

5.2.1 Problem Statement

Within this chapter we focus on designing online helpfulness discovering algorithms
that process consumer-generated reviews sequentially as they become available. The
problem of incrementally predicting the helpfulness of consumer-generated reviews
may be simply phrased as the following problem: given a set of observed consumer-
generated reviews and a collection of online readers’ votes (in terms of HELPFUL
or UNHELPFUL) on the consumer-generated reviews, determine how “helpful” a new
consumer-generated review would be to the users when no reader votes are yet avail-
able. At the same time, given an incoming voter opinion, the system should update
the parameters of the model.

We formally define the online helpfulness prediction problem as follows. At
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a specific time ¢, we use dye := {d; : ¢ € I'} to denote the set of all observed
consumer-generated reviews where set I' is a finite indexing set and each d;, i € I
is a consumer-generated review. Similarly, we use vy := {v; : j € J'} to denote
the set of all available votes where set J' is another finite indexing set and each
vj,j € J', is {0, 1}-valued variable, or a vote, with 1 corresponding to HELPFUL and
0 corresponding to UNHELPFUL.

The stochastic gradient procedure is the most wildly used online algorithm. We
will start by formulating the problem on the whole observed dataset and then extend
the problem to be solved by a stochastic gradient procedure. We use I and J to
represent all the observed consumer-generated reviews and voter opinions. The asso-
ciation between votes and consumer-generated reviews effectively induces a partition
of index set J into disjoint subsets {J(i),7 € I}, where for each i, J(i) indexes the
set of all votes concerning consumer-generated review d;. In particular, each set J(7)
naturally splits into two disjoint subsets J7 (i) and J~ (i), indexing respectively the
positive (i.e. HELPFUL) votes on consumer-generated review i and the negative (i.e.
UNHELPFUL) votes on consumer-generated review i.

The helpfulness prediction problem of interest in this chapter can then be rephrased
as determining how helpful an arbitrary consumer-generated review d, not necessarily
in d;, would be given d;, v; and the partition {J(i) : i € I}.

The helpfulness prediction framework proposed in Chapter 4 provides a math-
ematical formulation of this problem. We will discuss how to build helpfulness pre-
diction by the stochastic approach under our proposed framework in the following

section.

5.2.2 Probabilistic Formulation

The helpfulness definition we proposed in Chapter 4 allows for a probabilistic formu-

lation of the helpfulness prediction problem: given the data (dj,vs,{J(i) : i € I})
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generated from the above procedure, determine the distribution py|p.

An experienced reader should have identified an apparent similarity between
this problem formulation and the probabilistic formulation of standard classification
problems in machine learning literature. In classification problems under probabilis-
tic formulation, a classifier can be obtained by determining pvp, and each d € D
is labeled with 1 if pyp(1|d) > pvp(0|d), and labeled with O otherwise. There is
also, however, a distinction between this problem and the classification problems.
In classification problems each “document” in d; would be associated with only one
“vote” (or equivalently |J(i) = 1| for all i € I). Nevertheless, the similarity between
this problem and classification problems immediately enables rich families of proba-
bilistic classification methodologies and algorithms to be useful or relevant for solving
helpfulness prediction problems.

Although one may consider various options when adopting a classification method-
ology to solve the formulated problem, here we advocate a model-based principled
approach. In this approach we first create a family ©vyp of candidate conditional
distributions to the model pyp, and then we choose one of the candidates under
which the (log)likelihood of the observe data (dj, vy, {J(i) : i € I}) is maximized.

That is, after prescribing the family ©vp, we solve for

pyvip = argmax logpy,p,(v,s|dr) (5.2.1)

PvIDEOV|D

Under the assumption specified in the data generation process in which both

documents and voting functions are drawn i.i.d., it follows that

pyp = argmax logH H pvp(v5]d;)

PviDEOV|D i€l jeJ()

= argmax Z Z log pv|p (vj]d;) (5.2.2)

PviDEOV|D i€l jeJ(i)
As is common in many machine-learning problems, the huge dimensionality of

space D makes solving problem Eq.(5.2.2) infeasible. A widely-used technique to



5.2. Helpfulness Prediction: Probabilistic Formulation and Logistic Regression 87

reduce the dimensionality is via mapping each document to a low dimensional feature
vector. Formally, let F be the image of a given choice of feature generating function
s: D — F. That is, F is the space of all feature vectors. The joint distribution pyvp
induces a joint distribution pyg on the cartesian product {0,1} x F which further
induces a conditional distribution pyr of a random vote V given a random feature
F. The objective of helpfulness prediction as specified in (5.2.2) is then modified to
finding

pye = argmax » > logpyie(v;|fi), (5.2.3)

PVIFEOVIF el je (i)
where Oy r is a family of candidate distributions py g which we create to model the
unknown dependency of V on F.

At this end, we have not only arrived at a sensible and well-defined notion of
helpfulness, we also have translated the problem of helpfulness prediction to an opti-
mization problem. In the remainder of this chapter we present a prediction algorithm
similar to the logistic regression algorithm [Hosmer and Lemeshow, 2000] developed
in classification literature. The reason of choosing logistic regression algorithm is be-
cause that logistic regression can directly model the probability of a voter giving a
positive vote for a review document. In addition, logistic function has a range of 0, 1

which also justify the valid use of logistic regression.

5.2.3 Logistic Regression for Helpfulness Prediction

Central to solving the optimization problem specified in Eq.(5.2.3) is the specification
of model Oy g. A good choice of Oy will not only serve to reduce the problem
dimensionality yet containing good candidate solutions, but it will also facilitate the
development of principled optimization algorithms. Logistic regression model is one
of such models.

Using logistic regression we model the probabilistic dependency of V on F using
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the logistic function [Jordan, 1995]. This model is applicable to the helpfulness pre-
diction framework because the output takes value from the range of (0,1) which can
be used to predict the odds ratio of an event.

More precisely, we define

pvie(1]f) = n(n), (5.2.4)
where p(n) is the logistic function defined by

B 1
Cl4e

p(n) :

and 1 := 07 f for some vector § having the same dimension as feature vector f !
We note that since pvig(1]f) + pvir(0]f) = 1, Eq.(5.2.4) completely defines model

Ov|r, namely,

1 m

Ovr = {pvr satisfying pvip(1|f) =
where we have assumed that each feature vector is m-dimensional.

It is known in the context of binary classification that as long as the conditional
distribution of feature given class label is from the exponential family, the conditional
distribution of class label given feature is a logistic function. This fact, together
with the richness of the exponential family, renders our choice of Oy a robust and
general model that is insensitive to the exact form of the distribution governing the
dependency between document feature and vote.

For the reader familiar with graphical representation of probability models, Fig-
ure 5.1 is a Bayesian network [Neapolitan, 2003] representation of the model.

Now using model Oy defined in Eq.(5.2.5), the optimization problem of Eq.(5.2.3)
reduces to solving

0 = argmax > Y [vjlog pu(fi) + (1 —v;)log (1 — p(f:))], (5.2.6)
)

OER™ el jea(

'Tn this chapter, all vectors are by default taken as column vectors.
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Figure 5.1: Graphical Model Representation

where we have, by a slight abuse of notation, written p as a function of f, namely,

that u(f) denotes pu(n(f)).

Denoting the objective function in this optimization problem by [(6), we have

dl ) 1 dulfi)
D SPIC +(1_%)1—/1(12) i

el jeJ(i)

= Z Z (fl))fz

i€l jeJ(i)

+uww%@mmWww

=Zth/zzmmwm

i€l jeJ(i)

= > > filw f) (5.2.7)

€l jeJ(i)

We will show possible implementations to maximize the likelihood of observed

data by making use of the gradient (Eq.(5.2.7)).
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5.2.4 Predicting Models

This logistic regression-based model can be implemented as a batch or an online al-
gorithm, where the batch algorithm updates on all existing data simultaneously and
the online algorithm updates the estimate as new data is received. As the batch algo-
rithm identifies models using recursive updating and the online algorithm processes
one sample at a time, that the computational load of the batch algorithm is clearly
higher than the online one and the prediction performance of the online algorithm is
surely lower than the batch one. To combine the performance advantage of the batch
algorithm and the efficiency advantage of the online algorithm, we then propose a
practical hybrid approach which learns online helpfulness model on incoming data

and run batch algorithm intermittently on aggregated reviews off-line.

Batch Algorithm

Eq.(5.2.7) allows a gradient ascent algorithm to optimize the objective function in
which the value of the objective function can be incrementally increased via updating

the configuration of 6 according to

O =08+ A > filvy — u(fi). (5.2.8)

i€l jeJ(i)

where A is a choice of step size. This update rule leads to a gradual increase in the
log-likelihood.

Note that when we take I and J as all the available consumer-generated reviews
and voter opinions at a specific time ¢, namely I* and J*. Eq.(5.2.8) then leads to a

batch update rule which iteratively updates 6 until a predefined equation is achieved.

O = 0 XD TN filwy — () (5.2.9)

ielt jeJt(i)

where A is a choice of step size.
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We will define a convergence condition so that if the gradient of the objection
function becomes small, the parameter is then close to the optimum. We note that in
this algorithm we allow the step size A to decrease gradually. This is due to the fact
that a large step size allows a gradient ascent algorithm to hop away from the local
optimums but suffers from large oscillation in the value of the objective function,
whereas a small step size allows the algorithm to converge with small variation in the
value of the objective function but suffers from a higher chance of getting trapped at

local optimums.

Online Algorithm

When we consider the arrival of each voter opinion as one time step, Eq.(5.2.8)
can be extended to an online gradient ascent algorithm. Each time a new vote on
a consumer-generated review arrives, the algorithm takes this incoming consumer-
generated review and corresponding available votes to update 6.

Given an existing logistic function-based model which has been learned from
existing consumer-generated reviews and votes, and given a new incoming vote, the
parameters of the helpfulness model can be updated. We consider the following
update rule:

0 = 0"+ M fi(olT — p(f), (5.2.10)

where v/ is the incoming voter opinion and X is a heuristically chosen small

J
number.

It can be noted that the online algorithms depend solely on current parameters
and the incoming data; there is no need for additional information. Moreover, as the

simplistic of the update function, this type of algorithm is efficient and can meet the

real-time calculation needs.
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Hybrid Algorithm

As the online approach only takes into account current incoming voter opinions, it
is necessary to intermittently apply a batch algorithm into the online algorithm to
collectively infer over the existing available data. As such, the convergence speed and
the prediction precision would be increased. We introduce a hybrid approach that
takes the best of the above two algorithms. In this hybrid algorithm, online phase
and off-line phase perform online and off-line training respectively. In particular,
the online algorithm is a light-weight algorithm, which instantaneously processes the
newly arrived user opinion, and updates the training results. The off-line algorithm,
which implements more sophisticated and computationally costly training algorithms,
is only invoked when the system is lightly loaded or has sufficiently computation
resources.

The hybrid algorithm can be summarized in this way: at the beginning of each
time step t, the online algorithm will process the incoming votes and corresponding
consumer-generated reviews between time step ¢t — 1 and ¢. If a run batch algo-
rithm condition are met, a batch algorithm will be activated over all of the collected
consumer-generated reviews and votes during time step 1 and ¢. The batch phase
can catch a more detailed statistics of the overall helpfulness model and improve the
performance of the online prediction. In practice, the criterion can be defined as the
system is lightly loaded or has sufficiently computation resources.

We articulate this algorithm as follows:
1. Set ConditionforRunBatchAlgorithm (CRBA)

2. Initialize ¢ := 0, set 6" to a random configuration, and set A and A to a relatively

small value.
3. Set t:=t¢t+1.

4. Update 6" using Eq.(5.2.10).
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5. If CRBA is satisfied, update 6" using Eq.(5.2.9).

where CRBA denotes the batch algorithm running condition.
Note that the initialized 8! can also be learned from a small set of observed

consumer-generated reviews and voter opinions in order to improve the performance.

5.3 Performance Evaluation

5.3.1 Dataset

There is no standard consumer-generated review corpus available. We utilize the
web service provided by Amazon.com to collect user-generated reviews. We crawled
23,9705 anonymous voter opinions on 7,665 consumer-generated reviews, which in-
clude reviews on HDTVs, cameras, laptops and books. Table 5.1 lists the number of
voter opinions and consumer-generated reviews in each category of data. We use the
bag of words model to represent text and to build our language model. Each feature
is a stemmed word and the value of this feature is a Boolean value of the occurrence
of the word on the review. After the parsing and stemming, a document term matrix
is returned associated with the helpfulness value of each document.

As in the previous experimentation for batch algorithms, we compute the princi-
ple eigenvectors of the covariance matrix for each training set and project the original

document term vector to a 200 dimension space.

5.3.2 Evaluation Metrics
Goodness-of-Fit Tests

As discussed in Chapter 4, the objective of our framework is to find a distribution
that will maximize the probability of observing the voter opinions. Therefore, our

proposed framework naturally provides a methodology for evaluating the fitness of
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Table 5.1: The statistics of collected dataset.

Dataset | # of positive votes | # of negative votes | # of reviews
HDTV | 20908 6387 751

Camera | 55929 8176 1453

Laptop | 24274 28145 2193

Book 58913 36977 3268

helpfulness inference algorithms by their likelihood to be helpful. The log-likelihood
function is the logarithm of the model formulation. In our case, the fitness of a
model/algorithm can be formulated as log pyvr(vs|f7), Where pyip(vs|fr) is the re-
sulted marginal probability distribution learned by an algorithm.

We suppose that it is possible for a learning algorithm M to determine py g
under a particular p%D, where M can be regarded as a model, either probabilistic
or non-probabilistic. In the probabilistic sense M is essentially a set of parameters
completely specified the distribution of p{‘f‘F. Then for any two algorithms M; and
M,, a natural metric to compare their overall performance is to compare the log-

likelihood of observation for the resulted model

S(My, My) = log pyrje — log py/-
If S(My, Ms) > 0, then the algorithm M1 is better then M2. Otherwise, the algorithm
M?2 is better than M1.

Ranking Performance

As in Chapter 4, helpfulness rank correlation is used to evaluate the performance of
the compared algorithms. Two performance metrics are used to evaluate the per-

formance of the compared algorithms. It is essentially Spearman’s rank correlation
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coefficient p between the helpfulness ranks of the testing reviews predicted by an

algorithm and that from the dataset

6ZjeT (i — yi)2
717> —1) °

where z; is the rank of review i according to helpfulness predicted by an algorithm

p=1-— (5.3.1)

and y; is the rank of review i according to the helpfulness of review ¢ obtained from
the many-vote dataset.

The average p of helpfulness rank correlations may be computed across all ran-
dom partitions to obtain the overall performance of an algorithm. In addition, the
correlation values can be used in a t-test to determine whether an algorithm, say
Al, performs significantly different from another algorithm, say A2. For example, if

the helpfulness correlation values are used as the statistics for the test, the t-value is

defined as
| PUAD) — p(42)
: 3 ,
where S is the standard deviation of p(Al) — p(A2). The p-value may be computed

(5.3.2)

from the t-value using the student-t distribution to serve as a measure of significance
(the lower the p-value, the higher the significance, commonly accepted p-value be-
ing lower than 0.05). Similar ¢-test may be carried out using the helpfulness rank

correlation as the test statistics.

5.3.3 Method of Evaluation

To validate the ranking performance of our proposed models we will consider Sup-
port Vector Regression (SVR) [Burges, 1998] and artificial neural network (ANN) for
comparison.

The reason we consider SVR algorithms as the primary targets for comparison
is because SVR is a widely adopted machine-learning algorithm in many applications

and it has also been used for assessing consumer-generated review helpfulness in [Kim
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et al., 2006] and [Zhang and Varadarajan, 2006]. We use the LibSVM [Chang and
Lin, 2001] tool to perform the Support Vector Regression. The parameters of the
SVR, C and g, were chosen by applying a 10-fold cross validation and a grid search
on a logarithmic scale.

We implement a three-layer back-propagation (BP) ANN. The number of neurons
in the hidden layer is chosen to be 10 and each node utilizes sigmoid transfer function.
The output node makes use of a log-sigmoid transfer function and the training of the
ANN is terminated after 1000 training iterations or when the error term is less than
0.001.

To evaluate the performance of batch algorithm we partition the set of reviews
into the set A/ of training reviews and the set 7 of testing reviews where 3/4 of
the reviews are training reviews and 1/4 are testing reviews. The partitioning is
performed repeatedly using random sub-sampling, namely, that a random 1/4 fraction
of the reviews are selected as testing reviews and the remaining 3/4 are selected as
training reviews. A total of 50 random partitions (N, 7)’s are generated in our study.

In this setting, two types of experiments may be performed.

Few-Vote Experiment: For each real dataset and each partition (N,7) of the
reviews, we simultaneously train the three algorithms using the training reviews N
where the user votes on these reviews are taken from the few-vote dataset. The
trained algorithms are then simultaneously applied to the testing reviews.
Many-Vote Experiment: A many-vote experiment is identical to the few-vote
experiment except that the user votes on the training reviews are taken from the
many-vote dataset.

We then randomly choose one of the random partitions (N, 7) as the real-time
review accumulating simulation set. We examine the goodness-of-fit and ranking
performance of our proposed batch algorithm (bLRM), online algorithm (oLRM) and
hybrid algorithm (hLRM) in our experiments.
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5.3.4 Batch Algorithm Performance
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Figure 5.2: Comparison of helpfulness rank correlation using 5-vote datasets. Left
column, HDTYV dataset; right column camera dataset. Top row, LRM vs SVR; bottom

row, LRM vs ANN.

To verify the performance of the batch algorithm we examine only HDTV and

camera reviews. Figure 5.2 shows a set of scatter plots that compare the helpfulness

rank correlation between the proposed batch algorithm (LRM), SVR, and ANN for

HDTYV and camera data in few-vote experiments. Each point in any plot corresponds

to one partition (N,7). It is visually apparent that the points in each of these

plots primarily scatter above the y = = diagonal line thus suggesting that there is

a significant performance advantage of LRM over SVR and ANN. This can also be



5.3. Performance Evaluation

98

verified by the average of helpfulness rank correlation, p, of the compared algorithms

and the p-values of the t-tests (all smaller than 0.005).
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Figure 5.3: Comparison of the performances of each algorithm between 5-vote data

and many-vote data.

Although the proposed LRM algorithm is motivated by the “words of few mouths”

phenomenon, nothing in fact would prevent its use as a general helpfulness predic-

tion algorithm even in absence of such a phenomenon. To demonstrate this we also

performed many-vote experiments for the same set of random partitions and in fact

a similar performance advantage of LRM as those shown in Figure 5.2 is obtained
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(data not shown). It is of interest to compile the results obtained in the two set
of experiments and to investigate how differently an algorithm performs in few-vote
experiments and in many-vote experiments. Figure 5.3 compares the performances
of each algorithm between 5-vote data and many-vote data. It can be seen from (a)
and (b) that the scattering of the points in the LRM algorithm are tightly around the

4

diagonal line. This indicates that the algorithm is quite robust against the “words
of few mouths” phenomenon. In particular, the performance of the algorithm under
“words of few mouths” and that in the absence of “words of few mouths” is quite
close and this similarity in performance is not only in the average sense but also in the
“almost-everywhere” sense. In contrast, as shown in (c) and (d), the performances of
SVR and ANN are quite sensitive to the “words of few mouths” phenomenon. Under

“words of few mouths” scenarios not only the average performance degrades, but the

performances of SVR and ANN also suffer severely from large stochastic variations.

0.4
0.3
0.2

0.1

0 .

2-vote 5-vote many-vote

Figure 5.4: Comparison of the performances of LRM 2-vote, 5-vote and many-vote
data. Empty bar: average of correlation values; solid bar: standard deviation of
correlation values.

To further investigate and stress-test the robustness of the LRM algorithm, we
also performed few-vote experiments with & = 2. Figure 5.4 compiles the performance
results of LRM in many-vote experiments and few-vote experiments with £ = 5 and
k = 2 using the camera dataset. It can be seen from the figure that in fact even with

only two votes on each review, the algorithm has the same average performance and



5.3. Performance Evaluation 100

performance variation as the case using the many-vote dataset!

Finally, we would like to remark that the proposed batch algorithm is the most
computationally efficient among the three algorithms. Compared with ANN, LRM
runs slightly faster, and compared with SVR, LRM is much faster.

5.3.5 Online Algorithm Performance
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Figure 5.5: The goodness-of-fit of batch and online algorithm.

To demonstrate the performance of oLRM and hLRM, we perform the following
steps. At the beginning the experiments have no knowledge of consumer-generated

reviews and voter opinions. oLRM operates on every 10 voter opinions arrival. We
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randomly choose 10 voter opinions into the system and the performances of algorithms

are evaluated after each new data arrivals. After the incoming data’s arrival, the

parameters of o)LRM are updated and the performance on the testing set is evaluated.

We also investigate the performance of bLRM and SVR with all the voter opinions

available and the results are a constant when compared with the dynamic results from

oLRM and hLRM.

Goodness-of-Fit Performance
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Figure 5.6: Spearman’s rank correlation coefficient of oLRM.

Figure 5.5 demonstrates the goodness-of-fit of oLRM and hLRM as voter opinions

incrementally arrive. SVR is not in the same probabilistic framework as oLRM, hLRM
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and bLRM and so it is not included in this part. It can be seen that the log-likelihood
of the testing set continues to increase as new data arrives. After accumulating enough
voter opinions, oLRM and hLRM can reach the similar level of goodness-of-fit as the
batch algorithm.

Moreover, as shown in Figure 5.5, the likelihood of hLRM is always greater than
the likelihood oLRM as the sequence of voter opinions become available for all four
categories of consumer-generated reviews. At the end of the consumer-generated
review stream, hLRM can perform the same level of goodness-of-fit as bLRM, but for
some categories of data oLRM does not perform at the same level. This fact confirms
that introducing a batch phase in oLRM can improve the convergence rate of the

online algorithm.

Ranking Performance

We analyze the helpfulness rank correlation obtained from bLRM, oLRM, hLRM and
SVR to verify the ranking performance. The Spearman’s rank correlation coefficient
sequences as the consumer-generated review stream incrementally becomes available
is shown in Figure 5.6. We can observe that the rank performance of bLRM is better
than SVR over all four categories of consumer-generated reviews. This confirms the
advantages of our probabilistic formulation and of our helpfulness modeling approach.

Figure 5.6 also shows that the ranking performances of hLRM are better than
oLRM in terms of rank correlation and reach the performance level of bLRM faster
than oLRM. This is because the batch phase of the hLRM increases the prediction
performance of the online logistic regression. It can also be observed that the log-
likelihood of helpfulness is consistent with ranking performance.

Based on above experiments, we have observed improvements for the helpfulness
prediction problem with both online and off-line approaches. We may conclude that

our proposed logistic regression model can effectively determine the helpfulness of
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user-generated reviews. In practice, hLRM can start by collecting a small amount
of voter opinions and the parameters of the model can be initialized by the batch
algorithm, so that the performance will be further improved. We also would like to
remark that the proposed algorithms are more computationally efficient then other

existing approaches.

5.4 Discussion and Conclusion

In general, probabilistic modeling based inference and learning algorithms are partic-
ular suitable for handling uncertainty, errors and missing information in the dataset.
In this chapter we have proposed probabilistic approaches to formulate the helpful-
ness of consumer-generated reviews in order to show the versatility of our helpfulness
prediction framework, especially for the online helpfulness modeling.

In particular, we have introduced a batch algorithm and extended it to an online
algorithm under the probabilistic modeling approach. To the best of our knowledge,
this is the first online model which is built to assess the helpfulness of consumer-
generated reviews. We have executed an empirical study on the consumer-generated
reviews of Amazon.com and the experimental results show that our model can ef-
fectively and efficiently predict the helpfulness of consumer-generated review both
online and off-line. Furthermore, we have designed a practical hybrid algorithm to
start working with little or no knowledge of consumer-generated reviews and voter
opinions to refine the model as it goes along. This hybrid algorithm learns online
helpfulness models as new reviews enter into the system and intermittently runs a
batch helpfulness model on the aggregated documents off-line. Such a hybrid model
is useful for real-time applications; empirical studies show improvement on both the
convergence rate and ranking performance of this hybrid model. By applying this
model more helpful consumer-generated reviews can be found thus providing them

helpful information.



Chapter 6

Conclusion and Future Work

6.1 Conclusion

Today’s online customers are impatient and demanding while striving to ensure the
best purchasing decisions. Meanwhile, they are not willing to spend much time and
effort in comparing their potential products. The availability of consumer-generated
reviews provides an immense amount of information that can assist consumers in
making purchasing decisions. Consumers are willing to read others consumers’ ex-
periences and opinions; however, there is no formal format to sort through all the
consumer-generated review contents available on the Internet. This collection of re-
views is free-styled and consists of unstructured text and information. This fact
renders consumers unable to find useful contents easily and thus they must spend
more time surfing for helpful opinions and experiences.

The helpful consumer-generated reviews recommendation approaches proposed
in this work can surely assist consumers in making purchasing decisions. An online
store providing a review filtering system will certainly help potential consumers to find
quality reviews and reduce their purchase decision making time. An online community

that incorporates this review recommendation system can significantly increase their

104
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usability and attract more users. One important and interesting extension of our
model would be to integrate consumer-generated reviews from different sources or
online communities. This would provide consumers with additional opportunities to
benefit from other people’s experience.

In this thesis, we have proposed a simple and efficient entropy-based approach to
predict the helpfulness of consumer-generated reviews. This approach is suitable for
applications which require the recommendation engine to be rapidly developed based
on fully-voted reviews.

In addition to this, we have uncovered a widely existing phenomenon which we
call “words of few mouths”. This phenomenon presents additional challenges for
developing machine-learning algorithms in recommender systems since the very few
user opinions, if treated improperly, are either un-utilized (leading to lack of re-
sources for learning), or are an additional source of “noise” in the training of the
algorithms. The main philosophy advocated in this work is the use of probabilistic
approaches to tackle such challenges where “words of few mouths” are treated as a
sparse sampling of some distribution. Through developing a probabilistic learning
algorithm for the review helpfulness prediction and comparing it rigorously against
other machine-learning algorithms, we demonstrate the power of probabilistic meth-
ods in the presence of “words of few mouths”.

Furthermore, we have proposed a logistic regression based-approach to learn help-
fulness prediction model in real-time. We implement this model by a batch and an
online algorithm. We compare the performance of the logistic regression-based batch
algorithm (LRM) with two other popular machine learning algorithms - Support Vec-
tor Regression (SVR) and Artificial Neural Network (ANN). The experimental results
show that LRM outperforms SVR and ANN. We also extend this model to an online
algorithm to incrementally update the parameters of the helpfulness model from the
incoming consumer-generated reviews. Finally, a hybrid algorithm for real-time help-

fulness prediction systems is presented which learns online helpfulness models as re-
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views are submitted and intermittently executes a batch algorithm on the aggregated
reviews. The online component can ensure that the system is building a helpfulness
model in real-time and the batch component can improve the model thoroughly on
all the collected reviews off-line.

Although this thesis primarily focuses on helpfulness prediction for consumer-
generated reviews, the general methodology presented in this thesis is applicable
to the development of algorithmic engines for other recommender systems utilizing
scaling and voting from users. In general, probabilistic modeling based inferences
and learning algorithms are particular suitable for handling uncertainty, errors and
missing information in the data set. The superior performance and robustness of the
presented algorithm in review helpfulness prediction is merely one demonstration of
the power of probabilistic algorithms.

This thesis uses unigram bag-of-word models however we note that probabilistic
modeling frameworks in fact allow the use of more sophisticated features and more
complex probabilistic models to describe the dependency between the compontents
of our framework. The last two chapters in this thesis have shown the versatility and

compatibility of the proposed framework.

6.2 Future Work

The helpfulness modeling of consumer-generated reviews is a relatively new research
area in the domain of text mining and knowledge discovery. A number of techniques
can be studied to further improve the effectiveness of our framework. In this section

we discuss some possible future research directions.



6.2. Future Work 107

6.2.1 Feature Set and Feature Selection

Feature selection is a step that reduces the set of features utilized in the learning pro-
cess. Until now we have provided an algorithm that utilizes terms as the feature set,
but we have not examined how our framework used with other feature sets can improve
the existing method. Bag-of-N-grams model, where we create a vector that represents
a document based on pairs, triples or even N-tuples of words, has been widely used in
the natural language processing approaches to represent documents and information.
We plan to investigate whether bigrams and n-grams will enhance the helpfulness
discovering ability of our model as they have been employed by previous works [Tan
et al., 2002; Mason et al., 2009] to improve the categorization performance of web
pages. We have done a preliminary empirical study on comparing the performance of
different commonly-used machine learning algorithms by using n-gram features and
the results are listed in Appendix A. Constructing a domain specific dictionary for
each learning domain might be used to reduce the feature dimensions and increase
the performance of our algorithms.

Another direction would be to incorporate into our algorithms other factors that
may affect the helpfulness of a review, such as semantic features, therefore improving
the precision of recommendations.. In this thesis we assumed that all consumers have
similar preferences for online reviews and did not consider individual differences such
as personality, age, gender, education, interests and other aspects. Consequently, we
would like to investigate the issue of personalization and consider the similarity and
dissimilarity of consumers in our model in order to generate personalized recommen-

dations of helpful reviews for different consumers.

6.2.2 Future Research on Helpfulness Modeling

We note that more complex probabilistic models are required to describe the depen-

dency between different features and the dependency between features of “items”,



6.2. Future Work 108

users and user opinions. For this purpose, there are several well-known graphical
languages, such as Bayesian networks [Neapolitan, 2003] and Markov random fields
[Kindermann, 1980], which one may use to build complex probabilistic models. In
addition, there are families of well-established algorithms in these graphical modelling

frameworks that allow for a principled approach to developing learning algorithms.

Helpfulness Modeling

A proper choice of distributions will enhance the ability of inferring helpfulness and so
we have proposed a Gaussian-based approach to build the helpfulness model. Some-
times, only one distribution cannot be supplemented to give a deterministic theory.
In order to investigate whether other distributions are more proper to be utilized, a
richer class of density functions for modeling the helpfulness of a review document is
needed. We plan to make use of other distributions or other combinations of distribu-
tions, like the Gaussian Mixture Model (GMM) [Duda and Hart, 1973], to simulate
the relationship between the features and voter opinions in an attempt to improve
the performance and accuracy of the helpfulness distribution prediction. Appendix
B is an example under our proposed probabilistic framework and shows a helpfulness

inference process by GMM.

Evaluation Metrics

As we discussed before, the proper selection of distribution is very important for
inferring helpfulness. The goodness-to-fit becomes a strong indicator for choosing
one distribution or combination of distributions over others.

We have proposed the log-likelihood based methodology to demonstrate the
goodness-of-fit difference of different algorithms. In information theory the Kull-
back Leibler divergence (KL-Divergence) [Kullback and Leibler, 1951] is a measure

of the dissimilarity between two determined probability distributions. Akaike’s Infor-
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mation Criterion (AIC) [Bozdogan, 2000] is another popular selection model criterion
based on KL-Divergence. We would like to investigate the possibility of using these
two model selection metrologies to improve our likelihood ratio based model selection
criterion.

Alternative metrics for measuring review helpfulness will also be explored, in-
cluding how our ranking metric can be improved to decide which helpfulness ranking
metric is optimal for our helpfulness discovering problem. Even though we currently
derive our ranking metrics by calculating a Bayesian estimation of the probability of
a review document being a helpful one at a predefined degree, this scale needs further
investigation. For instance, we can incorporate different helpfulness thresholds, like
the mean helpfulness value in the training set, in order to discover the performance
of a review recommendation algorithm.

In our probabilistic framework we evaluate the ranking performance by comput-
ing the Spearman’s Ranking Correlation between algorithms. Other popular ranking
performance evaluation measures including MAP (Mean Average Precision) [Turpin
and Scholer, 2006] and NDCG (Normalized Discounted Cumulative Gain) [Jérvelin
and Kekaldinen, 2002] are more frequently used as ranking performance evaluation
metric for information retrieval systems. These two retrieval measures might be ex-
amined in future studies to compare the ranking performance with other algorithms.
We would like to do more thorough comparisons of our models to other state-of-the

art text mining algorithms.

6.2.3 Possible Extensions

Applying social network information to the electronic commerce and social media
domains definitely will discover more consumer behavior patterns and make services
more user-friendly. Therefore, our approaches may be extended by incorporating the

consumer social network information for generating more accurate recommendations.
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One possible extension of our models is to introduce user clustering approaches
which map users with common interest and similar behavioral patterns. Users’ in-
formation may be used to split users of common interest into the groups to enhance
their experience in interacting with other users further engaging the users, to recom-
mend to each user cluster the items that they may be interested in consuming and to
recommend to each user’s potential friends and groups he/she may be interested in.

In addition, to incorporate item clustering models into our models, in conjunction
with user clustering, will further improve the helpfulness discovery models’ ability
to intelligently discover potential items that a consumer may be interested in and

recommend to the potential consumers.



Appendix A

A Preliminary Research on

Incorporating N-Gram Features

N-gram is a subsequence of n words of a given document. As an example for n=2,
the review document t,“it was considered the top of the line and it was expensive
too”, can be represented by a set of bigram features {it was, was considered, consider
the, the top, top of, of the, the line, line and, and it, it was, was expensive, expensive
too}.

We implement a three-layer error back-propagation (BP) ANN in this study. The
number of neurons in its hidden layer is chosen to be 10. Each node utilizes sigmoid
transfer function. The output node makes use of log-sigmoid transfer function. The
training progress is set to be stopped after 1000 iterations of learning, or when present
error value less than 0.001 is reached. We use the LibSVM [Chang and Lin, 2001] tool
to perform the Support Vector Regression (SVR) learning algorithm. The parameters
of the SVR, C and g, were chosen by applying a 10-fold cross-validation and a grid
search on a logarithmic scale. We also apply the multiple linear regression (MLR)
algorithm to find the mathematical relationship between features. The philosophy of
MLR is to create a straight line that best approximates all input data points.
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Table A.1: Spearman’s rank correlation of the helpfulness prediction using different
feature sets for different categories of review documents (10-fold cross-validation).

SVR | ANN | MLR

GPS Reviews

Unigram 0.4503 | 0.4238 | 0.4473
Bigram 0.3271 | 0.2243 | 0.4173
Trigram 0.3855 | 0.2567 | 0.2247
Unigram+-Bigram 0.4631 | 0.3652 | 0.4545

Unigram+Bigram+Trigram | 0.4632 | 0.3913 | 0.4541
LCD TV Reviews

Unigram 0.5763 | 0.5083 | 0.5265
Bigram 0.3929 | 0.3368 | 0.4675
Trigram 0.0469 | 0.2498 | 0.2120
Unigram+-Bigram 0.5627 | 0.5414 | 0.5450

Unigram+Bigram+Trigram | 0.5651 | 0.4828 | 0.5476

Digital Camera Reviews

Unigram 0.4533 | 0.4363 | 0.4200
Bigram 0.3150 | 0.2426 | 0.2810
Trigram 0.2420 | 0.2911 | 0.1936
Unigram+Bigram 0.4491 | 0.4446 | 0.4378

Unigram+Bigram+Trigram | 0.4441 | 0.4420 | 0.4389
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Table A.1 shows that the ranking performance of support vector regression
(SVR), artificial neural network (ANN) and multiple linear regression (MLR) by
applying to three different categories of online reviews. The 10-fold cross-validation
process was used for the evaluation experiments. In this process, we use unigram,
bigram, trigram, and the combination of these n-grams to represent the online prod-
uct reviews. The results show that unigram features representation outperforms the
bigram and trigram of features across all these machine learning algorithms. The rea-
son why unigram outperforms bigram and trigram is that there are no sufficient data
for training the model in our corpus and the sparsity of the resulted document-term

matrix is very high.



Appendix B

Model the Dependency of Voter
Opinions and Review Features by

the Gaussian Mixture Model

Gaussian Mixture Model (GMM) assumes that the data follow a Gaussian Mixture
distribution. In our case, we suppose that review features is generated for several
Gaussian distributions. Each Gaussian distribution will be assigned a weight. Under
our proposed helpfulness prediction framework proposed in Chapter 4, we model
the dependency of features F on voter opinion V by the Gaussian Mixture Model.
Figure B.1 is a Bayesian network [Neapolitan, 2003] representation of this model.

More specifically, we define:

fZ‘U] - 1 ZW’L fz;,uz; z 9 (BOl)
and

fl‘/Uj - O Zﬂ-] fl;/’b’m ’L (B02>

where k; and ky are the number of dlstrlbutlons, p; and p; are the means of

distribution and ¥; and X; are the variances.
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Figure B.1: Graphical model representation of the Gaussian Mixture Model

As we assume each review documents are independent, the objective function of
the helpfulness prediction problem becomes to find a distribution which maximizes

the observed data. It follows that:

fl‘vJ - 1 HZWZ fza,uz; (BOB)

i€l 1

From Bayes’ Theorem, the posterior density of voters’ positive and negative

opinion given review features is:

p(v=1|f) = x p(flv=1)p(v = 1), (B.0.4)

p(v=0lf) = p(flv = 0)p(v = 0), (B.0.5)

and
p(vslf1,0) o< p(vg, f110) = p(filvs; 0)p(vs). (B.0.6)
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EM Algorithm

We use Expectation Maximization algorithm to find parameters which maximize B.0.1

and B.0.2. Expectation Step:

Maximization Step:

2?—0—1 —

1

E(zi;) =

M
szl pr(fplﬂéa E;;)

1 N
mt = N > E(z)
j=1

N
1
1
pit = Nt ;E(Zij)fj

JR— t t
N Z EG){(fy — ut) (i — ity

(B.0.7)

(B.0.8)

(B.0.9)

(B.0.10)



Bibliography

G. Adomavicius and A. Tuzhilin. Toward the next generation of recommender sys-
tems: A survey of the state-of-the-art and possible extensions. IEEE Transactions

on Knowledge and Data Engineering, 17:734-749, 2005.

L. AlSumait, D. Barbara, and C. Domeniconi. On-line lda: Adaptive topic models for
mining text streams with applications to topic detection and tracking. In ICDM "08:
Proceedings of the 8th IEEE International Conference on Data Mining, December
15-19, 2008, Pisa, Italy. IEEE Computer Society.

A. Anagnostopoulos, A. Z. Broder, and K. Punera. Effective and efficient classification

on a search-engine model. Knowledge and Information System, 16(2):129-154, 2008.

D. Andrzejewski and X. Zhu. Latent dirichlet allocation with topic-in-set knowledge.
In SemiSupLearn ’09: Proceedings of the NAACL HLT 2009 Workshop on Semi-
Supervised Learning for Natural Language Processing, pages 43-48, Morristown,

NJ, USA, 2009. Association for Computational Linguistics.

M. Balabanovic. An adaptive web page recommendation service. In Agents’97: Pro-
ceedings of the First International Conference on Autonomous Agents, pages 378~

385, New York, 1997. ACM.

I. Biré, D. Siklosi, J. Szabd, and A. A. Benczir. Linked latent dirichlet allocation in
web spam filtering. In AIRWeb ’09: Proceedings of the 5th International Workshop

117



BIBLIOGRAPHY 118

on Adversarial Information Retrieval on the Web, pages 37-40, New York, NY,
USA, 2009. ACM.

C. M. Bishop. Neural Networks for Pattern Recognition. Oxford University Press, 1
edition, January 1996.

D. M. Blei and J. D. Lafferty. Dynamic topic models. In ICML °06: Proceedings of
the 23rd international conference on Machine learning, pages 113-120, New York,

NY, USA, 2006. ACM.

D. M. Blei, A. Y. Ng, M. 1. Jordan, and J. Lafferty. Latent dirichlet allocation.
Journal of Machine Learning Research, 3:993-1022, 2003.

H. Bozdogan. Akaike’s information criterion and recent developments in information

complexity. Journal of Mathematical Psychology, 44(1):62-91, March 2000.

P. B. Brazdil and C. Soares. A comparison of ranking methods for classification
algorithm selection. In FCML °00: Proceedings of the 11th European Conference
on Machine Learning , pages 63-74, Barcelona, Catalonia, Spain, 2000. Springer-
Verlag.

J. S. Breese, D. Heckerman, and C. Kadie. Empirical analysis of predictive algorithms

for collaborative filtering. pages 43-52. Morgan Kaufmann, 1998.

W. L. Buntine. Graphical models for discovering knowledge. Advances in Knowledge

Discovery and Data Mining, pages 59-83. MIT Press, 1995.

C. J. C. Burges. A tutorial on support vector machines for pattern recognition. Data

Min. Knowl. Discov., 2(2):121-167, 1998.

D. Cai, Q. Mei, J. Han, and C. Zhai. Modeling hidden topics on document manifold. In
CIKM °08: Proceeding of the 17th ACM conference on Information and knowledge
management, pages 911-920, New York, NY, USA, 2008. ACM.



BIBLIOGRAPHY 119

S. Castagnos, A. Brun, and A. Boyer. Probabilistic association rules for item-based
recommender systems. In STAIRS °08: Proceedings of the jth Starting AI Re-
searchers’ Symposium, pages 36-46, Amsterdam, The Netherlands, The Nether-
lands, 2008. IOS Press.

C. C. Chang and C. J. Lin. LIBSVM: a library for support vector machines, 2001.

URL http://www.csie.ntu.edu.tw/~cjlin/libsvm.

K.-W. Cheung and L. F. Tian. Learning user similarity and rating style for collabo-

rative recommendation. Information Retrieval, 7:395-410, 2004.

C. Danescu-Niculescu-Mizil, G. Kossinets, J. M. Kleinberg, and L. Lee. How opinions
are received by online communities: a case study on amazon.com helpfulness votes.
In WWW °09: Proceedings of the 18th international conference on World Wide
Web, pages 141-150, Madrid, Spain, April 20-24, 2009. ACM.

S. R. Das and M. Y. Chen. Yahoo! for amazon: Sentiment extraction from small talk

on the web. Management Science, 53(9):1375-1388, 2007.

K. Dave, S. Lawrence, and D. M. Pennock. Mining the peanut gallery: opinion extrac-
tion and semantic classification of product reviews. In WWW ’03: Proceedings of
the 12th international conference on World Wide Web, pages 519-528, New York,
NY, USA, 2003. ACM.

G. N. Demir, A. S. Uyar, and S. G. Ogiidiicii. Graph-based sequence clustering
through multiobjective evolutionary algorithms for web recommender systems. In
GECCO ’07: Proceedings of the 9th annual conference on Genetic and evolutionary
computation, pages 1943-1950, New York, NY, USA, 2007. ACM.

A. P. Dempster, N. M. Laird, and D. B. Rubin. Maximum likelihood from incom-
plete data via the em algorithm. Journal of the Royal Statistical Society. Series B
(Methodological), 39(1):1-38, 1977a.



BIBLIOGRAPHY 120

A. P. Dempster, N. M. Laird, and D. B. Rubin. Maximum likelihood from incom-
plete data via the em algorithm. Journal of the Royal Statistical Society. Series B
(Methodological), 39(1):1-38, 1977b.

W. Duan, B. Gu, and A. B. Whinston. Do online reviews matter? — an empirical

investigation of panel data. Decision Support Systems, 45(4):1007 — 1016, 2008.

R. O. Duda and P. E. Hart. Pattern Classification and Scene Analysis. John Willey
& Sons, New Yotk, 1973.

J. Euzenat. Semantic precision and recall for ontology alignment evaluation. In
IJCAI °07: Proceedings of the 20th International Joint Conference on Artificial
Intelligence, pages 348-353, Hyderabad, India, 2007.

D. Goldberg, D. Nichols, B. M. Oki, and D. Terry. Using collaborative filtering to
weave an information tapestry. Communications of the ACM, 35(12):61-70, 1992.

V. Hatzivassiloglou and K. R. McKeown. Predicting the semantic orientation of
adjectives. In FACL °97: Proceedings of the 8th conference on European chapter
of the Association for Computational Linguistics, pages 174-181, Morristown, NJ,
USA, 1997. Association for Computational Linguistics.

D. Heckerman, D. Geiger, and D. M. Chickering. Learning bayesian networks: The
combination of knowledge and statistical data. Machine Learning, 20:197-243,
1995.

T. Hofmann. Probabilistic latent semantic indexing. In SIGIR ’99: Proceedings of the
22nd annual international ACM SIGIR conference on Research and development

in information retrieval, pages 50-57, New York, NY, USA, 1999a. ACM.

T. Hofmann. Probabilistic latent semantic analysis. In UAI99: In Proceedings of
Uncertainty in Artificial Intelligence, pages 289-296, Stockholm, Sweden, 1999.

Morgan Kaufmann.



BIBLIOGRAPHY 121

D. W. Hosmer and S. Lemeshow. Applied logistic regression (Wiley Series in proba-
bility and statistics). Wiley-Interscience Publication, 2 edition, 2000.

M. Hu and B. Liu. Mining and summarizing customer reviews. In KDD ’0}: Proceed-
ings of the tenth ACM SIGKDD international conference on Knowledge discovery
and data mining, pages 168-177, New York, NY, USA, 2004. ACM.

Y. Huang and L. Bian. A bayesian network and analytic hierarchy process based
personalized recommendations for tourist attractions over the internet. FExpert

Systems with Applications: An International Journal, 36(1):933-943, 2009.

Z. Huang, D. Zeng, and H. Chen. A comparison of collaborative-filtering recommen-

dation algorithms for e-commerce. IEEE Intelligent Systems, 22:68-78, 2007.

K. Inui, S. Abe, K. Hara, H. Morita, C. Sao, M. Eguchi, A. Sumida, K. Murakami,
and S. Matsuyoshi. Experience mining: Building a large-scale database of per-
sonal experiences and opinions from web documents. In WI-IAT ’08: Proceedings
of the 2008 IEEE/WIC/ACM International Conference on Web Intelligence and
Intelligent Agent Technology, pages 314-321, Washington, DC, USA, 2008. IEEE
Computer Society.

T. Iwata, T. Yamada, Y. Sakurai, and N. Ueda. Online multiscale dynamic topic
models. In KDD ’10: Proceedings of the 16th ACM SIGKDD international con-
ference on Knowledge discovery and data mining, pages 663-672, New York, NY,
USA, 2010. ACM.

K. Jarvelin and J. Kekalainen. Cumulated gain-based evaluation of ir techniques.

ACM Transactions on Information System, 20(4):422-446, 2002.

T. Jebara. Machine Learning : Discriminative and Generative (The Kluwer Interna-

tional Series in Engineering and Computer Science). Springer, December 2003.



BIBLIOGRAPHY 122

T. Jebara and M. Meila. Machine learning: Discriminative and generative. The

Mathematical Intelligencer, 28:67-69, 2006.
I. T. Jolliffe. Principal Component Analysis. Springer, 2nd edition, October 2002.

M. Jordan. Why the logistic function? a tutorial discussion on probabilities and

neural networks. Technical report, Massachusetts Institute of Technology, 1995.
M. Jordan. Learning in graphical models. MIT Press, Cambridge, MA, USA, 1999.

M. Karimzadehgan, C. Zhai, and G. Belford. Multi-aspect expertise matching for
review assignment. In CIKM ’08: Proceeding of the 17th ACM conference on
Information and knowledge management, pages 1113-1122, New York, NY, USA,
2008. ACM.

S.-M. Kim, P. Pantel, T. Chklovski, and M. Pennacchiotti. Automatically assessing
review helpfulness. In EMNLP 06°: Proceedings of the 2006 Conference on Em-
pirical Methods in Natural Language Processing, pages 423—-430, Sydney, Australia,

July 2006. Association for Computational Linguistics.

R. Kindermann. Markov Random Fields and Their Applications (Contemporary
Mathematics ; V. 1). American Mathematical Society.

R. Krestel, P. Fankhauser, and W. Nejdl. Latent dirichlet allocation for tag recommen-
dation. In RecSys '09: Proceedings of the third ACM conference on Recommender
systems, pages 61-68, New York, NY, USA, 2009. ACM.

S. Kullback and R. A. Leibler. On information and sufficiency. Annals of Mathematical
Statistics, 22:49-86, 1951.

C. Lee and G. G. Lee. Information gain and divergence-based feature selection for ma-
chine learning-based text categorization. Information Processing and Management,

42(1):155 — 165, 2006.



BIBLIOGRAPHY 123

J. Lee, D.-H. Park, and I. Han. The effect of negative online consumer reviews on

product attitude: An information processing view. Electronic Commerce Research

and Applications, 7(3):341 — 352, 2008.

W. Lin, S. A. Alvarez, and C. Ruiz. Efficient adaptive-support association rule mining
for recommender systems. Data Mining and Knowledge Discovery, 6(1):83-105,
2002.

Y. Liu, X. Huang, A. An, and X. Yu. Modeling and predicting the helpfulness of online
reviews. In ICDM ’08: Proceedings of the 8th IEEE International Conference on
Data Mining, pages 443-452, Pisa, Italy, 2008. IEEE Computer Society.

Y. Lu and C. Zhai. Opinion integration through semi-supervised topic modeling. In
WWW °08: Proceeding of the 17th international conference on World Wide Web,
pages 121-130, New York, NY, USA, 2008. ACM.

Y. Lu, C. Zhai, and N. Sundaresan. Rated aspect summarization of short comments.
In WWW °09: Proceedings of the 18th international conference on World wide web,
pages 131-140, New York, NY, USA, 2009. ACM.

J. E. Mason, M. Shepherd, and J. Duffy. Classifying web pages by genre: An n-gram
approach. In WI-IAT ’09: Proceedings of 2009 IEEE/WIC/ACM International
Conference on Web Intelligence and Intelligent Agent Technology , pages 458-465,
Milan, Italy, 2009. IEEE Computer Society.

Q. Mei, X. Ling, M. Wondra, H. Su, and C. Zhai. Topic sentiment mixture: modeling
facets and opinions in weblogs. In WWW °07: Proceedings of the 16th international
conference on World Wide Web, pages 171-180, New York, NY, USA, 2007. ACM.

R. J. Mooney and L. Roy. Content-based book recommending using learning for text
categorization. In ACM DL °99: Proceedings of 15th ACM Conference on Digital
Libraries, pages 195-204, Berkeley, CA, USA, 1999. ACM.



BIBLIOGRAPHY 124

N. Hu, L. Liu and J. J. Zhang. Do online reviews affect product sales? the role of
reviewer characteristics and temporal effects. Information Technology and Man-

agement, 2008.
R. E. Neapolitan. Learning Bayesian Networks. Prentice Hall, April 2003.

H. S. Nielsen-Online. 81 percent of online holiday shoppers read online customer
reviews, according to nielsen online, 12 2008. URL www.nielsen-online.com/pr/

pr_081218.pdf.

N. J. Nnadi. Applying relevant set correlation clustering to multi-criteria recom-
mender systems. In RecSys '09: Proceedings of the third ACM conference on Rec-
ommender systems, pages 401-404, New York, NY, USA, 2009. ACM.

A. Palmer. Web shoppers trust customer reviews more than friends. Online,
9 2009. URL http://www.managesmarter.com/msg/search/article_display.
jsp?vnu_content_id=1004011176.

B. Pang, L. Lee, and S. Vaithyanathan. Thumbs up?: sentiment classification using
machine learning techniques. In EMNLP ’02: Proceedings of the ACL-02 conference
on Empirical methods in natural language processing, pages 79-86, Morristown, NJ,

USA, 2002. Association for Computational Linguistics.

D.-H. Park and S. Kim. The effects of consumer knowledge on message processing
of electronic word-of-mouth via online consumer reviews. Flectronic Commerce

Research and Applications, 7(4):399 — 410, 2008.

D.-H. Park and J. Lee. ewom overload and its effect on consumer behavioral in-
tention depending on consumer involvement. FElectronic Commerce Research and

Applications, 7(4):386 — 398, 2008.



BIBLIOGRAPHY 125

D.-H. Park, J. Lee, and I. Han. The effect of on-line consumer reviews on consumer
purchasing intention: The moderating role of involvement. International Journal

of Electronic Commerce, 11(4):125-148, 2007.

J. F. Parra and S. Ruiz. Consideration sets in online shopping environments: the
effects of search tool and information load. FElectronic Commerce Research and

Applications, 8(5):252-262, 2009.

I. Pollach. Electronic word of mouth: A genre analysis of product reviews on consumer
opinion web sites. In HICSS ’06: Proceedings of the 39th Hawaii International
Conference on Systems Science, 3:51C, Kauai, HI, USA, 2006. IEEE Computer
Society.

A. Popescul, L. H. Ungar, D. M. Pennock, and S. Lawrence. Probabilistic models for
unified collaborative and content-based recommendation in sparse-data environ-
ments. In UAI ’01: Proceedings of the 17th conference on Uncertainty in artificial
intelligence, pages 437-444, 2001.

P. Resnick, N. Tacovou, M. Suchak, P. Bergstrom, and J. Riedl. Grouplens: an open
architecture for collaborative filtering of netnews. In CSCW °9/: Proceedings of
the 1994 ACM conference on Computer supported cooperative work, pages 175-186,
New York, NY, USA, 1994. ACM.

B. B. Robert M. Schindler. Online Consumer Psychology: Understanding and Influ-
encing Consumer Behavior in the Virtual World. Lawrence Erlbaum Associates,

Inc., 2005.

M. Rosen-Zvi, T. Griffiths, M. Steyvers, and P. Smyth. The author-topic model
for authors and documents. In UAI °04: Proceedings of the 20th conference on
Uncertainty in artificial intelligence, pages 487-494, Arlington, Virginia, United
States, 2004. AUAI Press.



BIBLIOGRAPHY 126

B. M. Sarwar, G. Karypis, J. A. Konstan, and J. Reidl. Item-based collaborative
filtering recommendation algorithms. In WWW ’10: Proceedings of the 10th Inter-
national World Wide Web Conference, pages 285-295, Hong Kong, China, 2001.
ACM.

C. E. Shannon. A mathematical theory of communication. ACM SIGMOBILE Mobile

Computing and Communications Review, 5(1):3-55, 2001.

C.-M. Tan, Y.-F. Wang, and C.-D. Lee. The use of bigrams to enhance text catego-
rization. Information Processing and Management, 38(4):529-546, 2002.

P. Turney. Thumbs up or thumbs down? semantic orientation applied to unsuper-
vised classification of reviews. In ACL ’02 Proceedings of the 40th Annual Meeting
on Association for Computational Linguistics, pages 417-424, Philadelphia, Penn-

sylvania, USA, 2002. Association for Computational Linguistics.

A. Turpin and F. Scholer. User performance versus precision measures for simple
search tasks. In SIGIR ’06: Proceedings of the 29th annual international ACM
SIGIR conference on Research and development in information retrieval, pages

11-18, New York, NY, USA, 2006. ACM.

[. E. Vermeulen and D. Seegers. Tried and tested: The impact of online hotel reviews

on consumer consideration. Tourism Management, 30(1):123 — 127, 2009.

X. Wang, A. McCallum, and X. Wei. Topical n-grams: Phrase and topic discovery,
with an application to information retrieval. In ICDM °07: Proceedings of the 17th
IEFEFE International Conference on Data Mining, pages 697 =702, Omaha, Nebraska,
USA, 2007. IEEE Computer Society.

M. Weimer, I Gurevych. Predicting the perceived quality of web forum posts. In
RANLP 07: Proceedings of the Conference on Recent Advances in Natural Language



BIBLIOGRAPHY 127

Processing, pages 643-648, Borovets, Bulgaria, 2007, Association for Computational

Linguistics.

M. Weimer, I. Gurevych, and M. Miihlhduser. Automatically assessing the post
quality in online discussions on software. In ACL ’07: Proceedings of the 45th
Annual Meeting of the Association for Computational Linguistics, pages 125128,
Prague, Czech Republic, 2007. Association for Computational Linguistics.

T.-L. Wong and W. Lam. Learning to extract and summarize hot item features from
multiple auction web sites. Knowledge and Information System, 14(2):143-160,
2008.

X. Wu, V. Kumar, J. R. Quinlan, J. Ghosh, Q. Yang, H. Motoda, G. J. McLachlan,
A.F. M. Ng, B. Liu, P. S. Yu, Z.-H. Zhou, M. Steinbach, D. J. Hand, and D. Stein-

berg. Top 10 algorithms in data mining. Knowledge and Information System, 14
(1):1-37, 2008.

Y. Yang and J. O. Pedersen. A comparative study on feature selection in text cat-
egorization. In ICML ’97: Proceedings of the 14th International Conference on
Machine Learning, pages 412-420, San Francisco, CA, USA, 1997. Morgan Kauf-

manin.

H. Yu and V. Hatzivassiloglou. Towards answering opinion questions: separating facts
from opinions and identifying the polarity of opinion sentences. In EMNLP '05:
Proceedings of the 2003 Conference on Empirical methods in natural language pro-
cessing, pages 129-136, Morristown, NJ, USA, 2003. Association for Computational

Linguistics.

B. Yuwono and D. L. Lee. Search and ranking algorithms for locating resources on the

world wide web. In ICDE ’96: Proceedings of the Twelfth International Conference



BIBLIOGRAPHY 128

on Data Engineering, pages 164—171, Washington, DC, USA, 1996. IEEE Computer
Society.

Z. Zhang and B. Varadarajan. Utility scoring of product reviews. In CIKM ’06: Pro-
ceedings of the 15th ACM international conference on Information and knowledge

management, pages 51-57, New York, NY, USA, 2006. ACM.

Z. Zhang, Q. Ye, R. Law, and Y. Li. The impact of e-word-of-mouth on the online
popularity of restaurants: A comparison of consumer reviews and editor reviews.

International Journal of Hospitality Management, 29(4):694 — 700, 2010.

D. Zhou and Y. He. A hybrid generative/discriminative framework to train a seman-
tic parser from an un-annotated corpus. In COLING ’08: Proceddings of the 22nd
International Conference on Computational Linguistics, pages 1113-1120, Manch-

ester, UK, 2008. Association for Computational Linguistics.

F. Zhu and X. M. Zhang. Impact of online consumer reviews on sales: The moderating
role of product and consumer characteristics. Journal of Marketing, 74(2):133-148,

2010.

L. Zhuang, F. Jing, and X.-Y. Zhu. Movie review mining and summarization. In
CIKM °06: Proceedings of the 15th ACM international conference on Information
and knowledge management, pages 43-50, New York, NY, USA, 2006. ACM.



