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1 Purpose and aims

The main aim of this project is to analyse the sentiment value of two emojis
when used together and when used separately. By looking up tweets that con-
tain these emojis and classifying them as positive, neutral/objective or negative,
I will try to prove that the meaning of the combination of these emojis is non-
compositional, and could not be inferred from the meaning of its components.
This would mean emojis could possibly behave as multi-word expressions, which
would be an interesting hypothesis to study.

Emojis are unicode characters whose number is increasing with each new uni-
code version (Pavalanathan and Eisenstein, 2016, p.1). They do not only in-
clude faces, but also concepts and ideas such as weather, objects, or activities
(Pavalanathan and Eisenstein, 2016, p.1) and I believe these ”concept” emojis
are not always used just as a literal representations, but that there are many
instances of their use as indicators of a certain emotion or intention. I have

chosen to study two of these ”concept” emojis, the frog emoji and the hot

beverage emoji .

This choice of emojis is based on what has been observed in different social
media sites such as Facebook, Twitter and Tumblr. The users of these sites
seem to use the two aforementioned emojis with a definite emotion and inten-
tion in mind. I believe this is mainly due to a popular internet meme, commonly
known as ”But That’s None of My Business”. In this context, memes are ”units
of popular culture that are circulated, imitated, and transformed by individual
Internet users, creating a shared cultural experience in the process” (Shifman,
2013, p. 363). The website Know Your Meme dates its origins to 2014 and
describes the meme represents ”a sarcastic expression used as a postscript to
an insult or disrespectful remark said towards a specific individual or group”
(2016, para. 1). Thus, this is the kind of sentiment I expect to find in tweets
that include both the frog and the hot beverage emoji. When analysing tweets
that only include the frog emoji, I expect the sentiment to be neutral. For the
hot beverage emoji, I also predict a neutral sentiment, though I would not be
surprised if there were a slight positive feeling to them, since I think this emoji
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Figure 1: An example of the ”But That’s None Of My Business” meme. Re-
trieved from Know Your Meme (2016)

can commonly appear next to words of comfort, warmth and general content-
edness.

2 Survey of the field

In recent years, sentiment analysis has found in social media an invaluable source
of material and information. Because of their prevalence in microblogging sites
and social media in general, emoticons became the focus of many sentiment anal-
ysis studies. Kouloumpis, Wilson and Moore (2011) wrote about ”the utility
of linguistic features for detecting the sentiment of Twitter messages” and they
found out that, in the microblogging domain, using emoticons to collect training
data was more useful than using part-of-speech features. Research shows that
emoticons do not only represent affective stances, but also intention and identity
and can also be used to strengthen a message (Derks, Bos, and Von Grumbkow,
2008, p. 843). I believe this is true also of emojis, and I want to study it in depth.

Nowadays, thanks to smartphones supporting them, emojis are extremely pop-
ular in social media, and they have started substituting emoticons for conveying
emotions (Pavalanathan and Eisenstein, 2016, p.1). Moreover, Kelly and Watts
(2015) talk about the ”appropriation” of emoji. In other words, appropriation
is the usage in a way that was not intended or envisaged by the designer (Dix,
2007, p. 27). This means emojis are being used in unexpected ways and becom-
ing an integral part of the way people interact on-line. Chin, Zappone and Zhao
(2016, p. 1) have used emojis to expand on positive or negative sentiment and
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classified tweets into five emotions: happy, sad, fear, laughter, and angry. This
shows that emojis can help us be more precise in our sentiment analysis. Emojis
also appear to have ”a useful role in either controlling a conversational thread
or in encouraging playful behaviour” (Kelly and Watts, 2015, p. 2), which is
related to my interests in how the semantics of emojis work.

In summary, even though emojis are not the most common object of study, they
have certain interesting characteristics that make them worthy of being inves-
tigated and they are probably going to become a useful feature when analysing
the sentiment of social media texts.

3 Programme description

For this project, I will first use Python to access the Twitter API to search for
tweets in English that contain the emojis that are going to be studied. Initially,
the plan is to collect 1500 tweets for each separate emoji and also for the com-
bination of frog and hot beverage emojis. This is not a very big sample, but I
trust the results will be enough to prove that all these tweets do not just happen
to coincidentally use these emojis in a similar way, or at least show there is a
certain tendency that should be further studied. If time allows for it, I will try
to work with a bigger number of tweets.

A Python sentiment classifier will be written and it will be trained using senti-
ment analysis corpora, such as the Twitter Sentiment Corpus by Niek Sanders.
This will be used to classify the tweets that have been collected and tokenised.
After this classification, I will manually check a random sample of 300 tweets
for each emoji and for the combination, to see if the classification seems to be
accurate, and finally the results will be analysed.
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