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Abstract – Our project aims to enlighten the people running an election campaign about how popular they are
and how their campaign is, based on reviews fetched from various social media platforms such as Twitter,
Facebook, Instagram and so on. The idea behind this project is to give the election contestants a fair idea
about how well they are faring and also get an understanding of what they need to work on based on the
comments from the social media sites. The project is very user friendly and simple to use as it requires only
keywords that must be input into the machine and the algorithm will do the rest. We provide a visual, graphic
representation of the output so that it is simpler to understand.
Keywords –– Machine Learning, NLP
I.
INTRODUCTION
Sentiment information mined using machine learning models is one of the most accurate predictor of election
outcomes. Social network information is stable despite sudden surges in political discussions. Methods
combining sentiment and volume information, or sentiment and social network information, are effective at
predicting smaller vote shares, for e.g. vote shares in the case of independent candidates and regional parties.
Millennials are the majority users of all popular social media channels. For example, among the Internet users,
the total percentage of Facebook users is 72% of which 82 % of them are within the age group of 18-29. This
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fact can help candidates target the millennials. If a candidate can have an impact on this age group, they are most
likely to share the message with others in their networks. When candidates share their message supported with
photographs and videos, it makes them memorable to this audience.
Presidential elections to assess whether use of social media for political information promoted endorsement of
falsehoods about major party candidates or important campaign issues. Results indicate that social media use had
a small but significant influence on misperceptions about President Obama in the 2012 election, and that this
effect was most pronounced among strong partisans. Social media had no effect on belief accuracy about the
Republican candidate in that election. The 2016 survey focused on campaign issues. There is no evidence that
social media use influenced belief accuracy about these topics in aggregate, but Facebook users were unique.
Social media use by this group reduced issue misperceptions relative to those who only used other social media.
These results demonstrate that social media can alter citizens‟ willingness to endorse falsehoods during an
election, but that the effects are often small.
This paper can help the election candidates understand the effect of not only their own campaign but also the
presence of their opposition on social media and how well they are doing. This gives the user a clear view of
what is to be done to strengthen their hold in this election and act accordingly.
II.
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III.

PROCESS

The process can be split into three halves:
1) Mining Social Data - Social data is information that is collected from social media platforms. It shows how
users view, share and engage with your content. On Facebook, social media data includes numbers of likes,
increases in followers, or number of shares. On Twitter, results include numbers of impressions or retweets.
On Instagram, hashtag usage and engagement rates are included in the raw data. Once this information is
mined, you can begin marking trends, measuring engagement and drawing insights that will help you
accurately and efficiently understand the popularity of your campaign. In this project, the mined data is
stored in a CSV format.
2) Cleaning Social Data – The data which was mined has to be first cleaned before it can be processed.
Cleaning includes removing punctuation marks, removing unnecessary spaces and so on. Tokenization is the
task of chopping it up into pieces, called tokens, perhaps at the same time throwing away certain characters,
such as punctuation. A token is an instance of a sequence of characters in some particular document that are
grouped together as a useful semantic unit for processing. We then have to remove stopwords, which are the
most common words in any natural language. For the purpose of analysing text data and building NLP
models, these stopwords might not add much value to the meaning of the document. We also use Stemming,
where words are reduced to their word stems along with Lemmatization which involves resolving words to
their dictionary form. In fact, a lemma of a word is its dictionary or canonical form.
3) Processing Social Data – We process data using the LSTM ( Long Short Term Memory ) Algorithm. To be
concise, in the LSTM Algorithm we have time steps but we have extra piece of information which is called
“MEMORY” in LSTM cell for every time step. This gives a more clearer understanding of the sentiment of
the word during processing.

IV.
ALGORITHM
1. The required social data is mined using the necessary keywords such as: „2020 United States presidential
election‟, in an Excel sheet in the CSV format.
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2.

Punctuation marks are removed

3.

Tokenization is performed

4.

Stemming and Lemmatization is done to the cleaned data
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5. The result is published in a graph

V.

EXPERIMENTAL RESULTS

Figure 1: The comparison between three different election candidates.

VI.

FUTURE ENHANCEMENT

We can enhance this project in the future by allowing the comparison of election results of the candidate from
different years and compare it to the current campaign to show the strengths and weaknesses that they have
picked up over the years. We can implement AI to make the project smarter and proactively keep giving the
candidates tips on how to strengthen their campaign. Another enhancement will be the ability to understand
social media posts of different languages and use them to add onto the total effectiveness of this project.

© 2020, IJCSMC All Rights Reserved

14

Ashwin Ramdas et al, International Journal of Computer Science and Mobile Computing, Vol.9 Issue.5, May- 2020, pg. 10-15

VII.

CONCLUSION

This paper can affect how campaigns are run in the future. Candidates will start to look at exploiting their
strengths, addressing their shortcomings and it can have a huge impact on their end result. Sentimental analysis
can be used not only in predicting election results but also in a variety of other fields that can make a difference.
Although, we cannot assure that the prediction by this machine is a 100% accurate as the people can portray a
mixture of emotions through their social media handles and those can be difficult to analyse, we can say with
certainty that this paper can be a huge boost to all election candidates around the global.

REFERENCES
[1]. Probabilistic Algorithms for Election Result Prediction, 2014, Shibu kumar K.B., V. Susheela Devi, Rajeev
K.K., Arun Bhatia.

[2]. On Using Twitter to Monitor Political Sentiment and Predict Election Results, 2011, Adam abermingham,
Alan F. asmeaton.

[3]. Election Results Prediction System based on Fuzzy Logic, 2012, Harmanjit Singh , Gurdev Singh, Nitin
Bhatia.

[4]. Two Simple and Effective Ensemble Classifiers for Twitter Sentiment, 2017, Yeqing Yan , Hui Yang ,
Hui-ming Wang.

© 2020, IJCSMC All Rights Reserved

15

