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ABSTRACT  

 

 Online shopping and opinion mining have gained more and more importance due to the emergence of 

the world wide web and a lot of e-commerce web sites. As we as a whole realize that clients are attempting to 

buy every single thing through online as opposed to visiting the shops legitimately for those things. Online 

business is becoming quicker than anticipated all things considered up over 98% analyzed before. As clients 

have the simplicity to purchase things without investing a lot of energy there are additionally a few hoodlums 

who attempt to extortion and get benefit in unlawful manners. As individuals are getting a charge out of the 

focal points from web based exchanging, programmers are additionally taking favorable circumstances to 

achieve criminal operations against certified clients so as to get deceptive benefit. In this paper we mainly 

design a online model which can able to detect and identify the user reviews in early manner based on users 

individual reviews and opinions for the products. Finally we show that this model can probably distinguish 

primitive e-commerce sites and current site and extensively decrease customer complaints which are based on 

real-world online fraud detection. 
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I. INTRODUCTION 

 In the present at any point associated world, the manner in which individuals shop has changed. 

Individuals are purchasing increasingly more over the Internet as opposed to going customary shopping. Web 

based business gives clients the chance of perusing unending item inventories, looking at costs, being 

persistently educated, making list of things to get and getting a charge out of a superior assistance dependent on 

their individual advantages. This expanding electronic market is profoundly serious, including the opportunities 

for a client to handily move from one online business when their necessities are not satisfied [1], [2]. As an 

outcome, web based business investigators require to know and comprehend buyers' conduct when those 

explore through the site, just as attempting to recognize the reasons that persuaded them to buy, or not, an item 

[3], [4], [5]. Getting this conduct information will permit online business sites to convey a more customized 

administration to clients, holding clients [6] and expanding benefits [7]. Be that as it may, finding client' 

conduct and the reasons that direct their purchasing procedure is an exceptionally mind boggling task [3].  

 

 Web based business sites furnish clients with a wide assortment of navigational alternatives and 

activities: clients can unreservedly travel through various item classifications, follow numerous navigational 

ways to visit a specific item, or utilize various instruments to purchase items, for instance. As a rule, these client 

exercises are recorded in the web worker logs [3], [8]. Web worker logs store, in an arranged way, the grouping 

of web occasions created by every client (regularly known as clickstreams). The truly significant clients' 

conduct is covered up in these logs, which must be found and examined [9]. A right examination can be in this 

way used to improve the site substance and structure [10], to adjust and customize substance [11], [12], [13], to 

suggest items [14], [15], or to comprehend the enthusiasm of clients in specific items [16], for example.  

 

Information mining methods have demonstrated their convenience for finding designs in log files (when 

applied to the investigation of web worker logs the term web use mining [17] is utilized). Its principle objective 

is to find utilization designs attempting to clarify the clients' advantages. Various strategies have been 

effectively utilized in the field of web based business, for example, classification methods, grouping, affiliation 

rules or consecutive examples [18], [19]. In numerous application spaces these procedures are utilized related to 

process mining strategies. Such methods are a piece of the business insight space and apply specific calculations 

to find shrouded examples and connections in huge informational collections [20]. A web based business site is 

an open framework where practically any client conduct is conceivable. This flexibility makes the revelation of 

a procedure arranged model speaking to clients' conduct a difficult task [21]. This is so in light of the fact that 

there are such a significant number of various potential connections that the final procedure flower model [20], 

from which no helpful investigation should be possible.  
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 The objective is to dissect the use of web based business sites and to find clients' mind boggling 

personal conduct standards by methods for checking transient rationale equations portraying such practices 

against the log model. Toward the start, web worker logs are preprocessed to remove the definite follows 

(groupings of occasions of a client meeting). Occasions can be client or framework activities performed when a 

customer visits an item or item classification page, when the person adds an item to the list of things to get, 

when the web crawler is utilized, and so forth. The business examiner can utilize a lot of (predefined) transient 

rationale examples to plan inquiries that could assist him with discovering and comprehend the manner in which 

customers utilize the site. Considering the site structure and substance just as the various kinds of client's 

activities, these questions can check the presence of complex causality connections between occasions 

contained in the customer meetings.  

 

II. LITERATURE SURVEY 

 

In this section we will mainly discuss about the background work that is carried out in order to prove the 

performance of our proposed Method. Now let us discuss about them in detail 

 

MOTIVATION 

The fundamental significant issue in the online is extortion/deficiency that is caused in web based 

shopping. There are numerous articles on sites which show individuals how to maintain a strategic distance 

from online sale misrepresentation sorts sell off extortion into a few kinds and proposes methodologies to fight 

them. Some Reputation frameworks are utilized widely by sites to recognize closeout fakes, albeit a 

considerable lot of them utilize credulous methodologies. Summed up a few key properties of a decent notoriety 

framework and furthermore the difficulties for the cutting edge notoriety frameworks to evoke client input. 

Other agent work associating notoriety frameworks with online closeout extortion recognition incorporate 

where the last work presented a Markov irregular field model with a conviction proliferation calculation for the 

client notoriety.  

 

In this paper we treat the extortion identification issue as a double classification issue which has two 

prospects. The most habitually utilized models for double classification incorporate calculated relapse, probit 

relapse, bolster vector machine (SVM) and choice trees. Highlight determination for relapse models is regularly 

done through presenting punishments on the coefficients. Run of the mill punishments incorporate edge relapse 

(L2 punishment) and Lasso (L1 punishment). Contrasted with edge relapse, Lasso shrivels the superfluous 

coefficients to zero rather than little qualities, which gives both instinct and great execution. Stochastic inquiry 

variable determination (SSVS) utilizes "spike and chunk" earlier so the back of the coefficients have some 

likelihood being 0.  
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III. EXISTING METHODOLOGY 

  

 In the existing system all the online e-commerce try to provide the products based on the user search 

keyword. But no e-commerce site is providing a feature like suggesting a best product based on the users search 

history. There is no single technique or method to identify the fraud which is available in E-commerce websites. 

 

LIMITATIONS OF THE EXISTING METHODOLOGY 

  

        The following are the limitation of existing system. They are as follows: 

1. All the e-commerce sites just display the products if the user specific search keyword is found in their 

database. 

2. No site is taking the user logs and identify the best option from various searched users. 

3. All the search results may be or may not be accurate. 

4. It takes a lot of time for the end users to decide which one is best and which one is not best. 

IV. PROPOSED  METHODOLOGY 

  In today’s ever connected world, the way people shop has changed. People are buying more and more 

over the Internet instead of going traditional shopping. —Online reviews have become an important source of 

information for users before making an informed purchase decision. Early reviews of a product tend to have a 

high impact on the subsequent product sales. In this paper, we take the initiative to study the behavior 

characteristics of early reviewers through their posted reviews on two samples of some products taken from 

Amazon. In specific, we divide product lifetime into three consecutive stages, namely early, majority and 

laggards. A user who has posted a review in the early stage is considered as an early reviewer. The proposed 

method gained a lot of user’s attention in purchasing all products through online rather than direct shopping. 

The proposed system greatly brings the feature like online shopping as well as fraud avoidance by considering 

the features which are posted by the end users. Here we try to launch a product rating graph which is operated 

dynamically based on user’s reviews. This graph will be displayed individually for each and every product at 

the time of user search and the  user can easily take a decision about that product by observing the rating graph. 

 

ADVANTAGES OF THE PROPOSED SYSTEM 

 The following are the advantages of the proposed system. They are as follows: 

1) All the search result is accurate  

2) The proposed e-commerce sites try to provide a filtered result for the end users. 

3) By collecting the early reviews information of each and every user, we try to identify the best products 

among several categories. 
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4) Here all the review complaints are individually categorized into any of the 4 categories specified by the 

admin. 

5) Here if any customer feels negative about the product, he can post the query comment based on one of the 

category which he don’t like. 

 

IV. IMPLEMENTATION STAGE 

 
 Implementation Stage is where the hypothetical structure is changed over into automatically way. In this 

stage we will partition the application into various modules and afterward coded for arrangement. The 

application is separated essentially into following 3 modules. They are as per the following:  

1) Admin Module 

2) Seller Module 

3) User Module 

 Now let us discuss about each and every module in detail as follows: 

 

1) ADMIN MODULE 

 The admin is the one who can able to login with his valid credentials and he can see list of sellers and 

users who try to register. He can see list of complaints which are posted by the end users based on the individual 

complaint and he can take an action on the seller. He can activate the seller or de-activate the seller if needed. 

 

2) SELLER   MODULE 

 He is the one who initially registers and take permission from the admin.Once he is authorized he can 

add a set of products based on cost, discount, offers and images. If any customer/user face any problem with the 

products he can receive a warning or alert from the admin.If still he don’t rectify the problem, the admin will 

block the seller and now the seller can’t able to login from his end. 

 

3)  USER   MODULE 

 Here the user or customer is one who can enter into the system and try to login and search for various 

products uploaded by several sellers. Each and every product purchase has a feature to give feedback and if any 

customer feel that product is not genuine then he/she can post the comment based on the type of problem he is 

suffering with. This will be sending to the admin and in turn passed to the seller and the rating chart will be 

automatically reduced based on the user comment or feedback. 
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V. EXPERIMENTAL REPORTS 

 

CUSTOMER VIEWS ALL OFFER DETAILS 

 

 
 

Figure. Represents the Offer Details 

 

CUSTOMER CAN SEE THE TRUST ABILITY CHART 

 
Figure. Represents the Chart 
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CUSTOMER VIEWS THE PRODUCTS AND GIVE COMPLAINT 

 

 
 

Figure . Represents the Complaint 

 

ADMIN VIEWS THE RATING CHART 

 

 
 

Figure . Represents the Rating Chart by the Admin 
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VI. CONCLUSION 
 

 In this project, we for the first time have implemented a concept an online model which can able 

to detect and identify the user reviews in early manner based on users individual reviews and opinions for the 

products. Finally we show that this model can probably distinguish primitive e-commerce sites and current site 

and extensively decrease customer complaints which are based on real-world online fraud detection. We also 

plan to extend the set of studied patterns in order to analyze more behavioural patterns and to facilitate their 

automatic discovery. For that, a side-by-side work with specialists of the problem domain is required in order to 

define a set of interesting queries as wide as possible. Additionally, extending the web server logs with 

information about users or online customer reviews is going to be studied. User’s information would allow us to 

study multi session patterns and correlate results with demographic information; while, online reviews would 

allow us to analyze customer’s feedbacks in order to recommend products. 
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