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Extracting Product Comparisons from Cosmetic Reviews
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In recent years, CGM(Consumer Generated Media) have huge information of users’ opinion. Especially in product
reviews, users often compare different products, from viewpoints of their favorite, the reasons why they chose,etc.
In this paper, we have investigated the relation among shopping items, especially the same shopping items of
other brands, in consumers’ reviews. We show a case study of extracting information about comparisons among
cosmetics, and visualize the relation among cosmetic brands.
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