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Abstract

This study explores the development of an opinion mining and sentiment analysis system targeting 

customer comments on the X platform for a selected bank in Zimbabwe. Utilizing Natural Language 

Processing (NLP), the system classi�es sentiments into positive, neutral, and negative categories, aiming to 

enhance customer satisfaction by addressing the identi�ed sentiments. The research employs a design 

science methodology, focusing on constructing an effective and sustainable system. Key �ndings indicate 

that 90% of the participants found the system effective, with a 100% reliability score and 70% cost-

effectiveness score. The system's ability to analyse unstructured data demonstrates its potential in 

improving decision-making processes for the bank by providing insights into customer sentiments. Future 

recommendations include the implementation of multi-linguistic analysis and real-time sentiment polarity 

assignments to enhance performance. The study underscores the importance of leveraging social media 

data to understand customer opinions and improve service delivery, positioning sentiment analysis as a 

critical tool for customer relationship management and business intelligence.
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Figure 1: The design methodology and design science research methodology adopted from 
(A1-Qablan et al., 2023; Peffers et al., 2007)
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Figure 2: Framework for opinion mining for a targeted company handle
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Figure 3: Use Case for modelling opinion mining for a target handle
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Figure 4: User Input Search Query

IV. Findings and Results
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Figure 5: Shows the output of the text �le of the fetched tweets

Figure 5: Output of summarised X sentiments
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Table 1: Accuracy results of fetched tweets
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Table 2: Effectiveness of the system

Table 3: Observation for the Service Provider Tweets
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Figure 6:Sample negative response

Table 4: Six-day observation of customer-related tweets
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Table 1: Accuracy results of fetched tweets

Figure 7: Example of negative sentiments from the customer side
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V. Discussion of Results

VI. Conclusions and Reccomendations
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