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ABSTRACT

Social networks such as Twitter contain billions of data of users, and in every second, a large number of 
tweets trade through Twitter. Sentiment analysis is the way toward deciding the emotional tone behind 
a series of words that users utilize to understand the attitudes, thoughts, and emotions that are enunci-
ated in online references on Twitter. This chapter aims to determine the user preference of Bitcoin and 
Ethereum, which are the two most popular cryptocurrencies in the world by using the Twitter sentiment 
analysis. It proposes a powerful and fundamental approach to identify emotions on Twitter by considering 
the tweets of these two distinctive cryptocurrencies. One hundred twenty thousand (120,000) tweets were 
extracted separately from Twitter for each keyword Bitcoin/BTC and Bitcoin/ETC between the period 
from 12/09/2018 to 22/09/2018 (10 days).
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Twitter Sentiment Data Analysis of User Behavior on Cryptocurrencies
 

INTRODUCTION

The footstep in big data analysis is to accumulate the data. This is called “data mining” (Hewage et al., 
2018). Those data can be from any source. There are lots of data sources where we can collect a huge 
number of data. Twitter is one of the best sources used in data science. It is also free social networking 
media that allows users to broadcast tweets. These tweets are known as short messages used to send 
tweets (short messages) for all kind of reasons such as pride, attention, dullness, help, to become famous 
etc. The vast majority of users use Twitter for fun, giving a shout out to the world and ensure to distrib-
ute ideas within communities. Unlike other social platforms, every user’s tweets are entirely public and 
able to retrieve. Twitter data can be accessed by general public perception and how they sense topics. 
Twitter’s API allows developers to pull data. However, some limitations are included (Wu et al., 2011).

Sentiment analysis is the process of determining the emotional tone behind a series of words that can 
be used to understand the attitudes, thoughts, and emotions articulated in online references. It is very 
beneficial in monitoring social media (Singh et al., 2018; Hewage et al., 2018) since it enables us to 
present broader public opinion about specific topics. It can also be a significant part of market research 
and approach to customer service.

Cryptocurrency is a digital or virtual currency designed to work as a medium of exchange that uses 
cryptography for security. Cryptocurrency is also an equivalent electronic currency (Bohr et al., 2018). 
Bitcoin has a rapid rise in the price of a virtual currency over the past few months. The basis for creating 
Bitcoin and all subsequent virtual treaties is to address some perceived deficiencies by way of payment 
being made from one party to another. The most famous cryptocurrency is bitcoin which makes everyone 

Figure 1.  
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