




Traditional time-series models of predicting future sales of a 
product or service only relied on the past historical and seasonal 
sales, and often provided unreliable prediction outcomes (Ahn 
et. al., 2014).
Sentiment about companies and products affect buying behaviors 
and future sales by words-of-mouth effects (Ahn et. al., 2014).
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where pt is the number of comments with positive sentiment in the quarter t, 
and nt is the number of comments with negative sentiment in the quarter t,. 
The score is normalized to 0-1 range



Number of Brands Training datapoint for each brand test datapoint for each brand

7 18 5







can make an accurate prediction on a new 
product after training on few historical sales samples.

Model-Agnostic Meta-Learning (MAML) (Finn et al., 2017) to 
simulate learning process that minimizes the prediction error by utilizing the 
historical training samples.


















