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ABSTRACT 

Technological evolution has recognized the potential of online social media channels in 

building strong brand reputation. Companies are leveraging analytical methods like Sentiment 

analysis to monitor the brand reputation. With an increase in digitalization, E-commerce has 

become the need of the hour and has compelled many industries to go digital. Cosmetic Industry 

being one, rightly leveraging the use of digital technologies to tailor its products based on 

consumer’s demands. 

 The objective of the paper is to study the consumer's reviews and feedback on the 

cosmetic brand over different social media platforms and further analyzing the impact of 

positive, negative, or neutral sentiments over brand reputation using sentiment analysis.  

This study is based on an Indian cosmetic brand, Nykaa. Three diverse social media 

platforms are utilized for data collection and gain insight on customer reviews by conducting 

sentimental analysis on the user-generated reviews thereby, further concluding the impact over 

brand reputation. 

 

1. Introduction 
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Social networking websites have upgraded the delivery of information to 

customers, shifting from a traditional one-to-many to one-to-one 

communication, thus becoming more customer-centric [1]. Such real-time 

engagement in the digital world works the same as face to face communication, 

thereby enhancing the speed of marketing operations [2]. We spend most of our 

time attached to our devices surfing through the internet generating a 

tremendous amount of data that can be utilized to understand a customer’s 

perspective towards a brand, product, or service. Reviews and ratings by 

customers are playing an important role for the companies to know where their 

product stands and finally to predict the purchasing decision of the customers. 

Monitoring Social media activities is a process to stay connected to our 

customers and with the metrics generated, we can measure the customer 

sentiment towards services offered [3]. Sentiment Analysis helps to interpret 

and classify emotions and opinions into positive, negative, and neutral 

sentiments within text data, using Natural Language Processing. Analysis of 

feedback and comments through social media can help businesses to maintain 

Customer Relationship and enhance Customer Experience [4]. It can also be 

useful while introducing a new product or service in the market, by doing 

competitor analysis and analyse where they stand by making an informed 

decision. 

Internet has now become a mainstream platform for conducting business. 

People are avoiding visiting any physical store as everything is easily 

accessible virtually and at very good deals [5]. Cosmetic being a nascent 

industry of this e-commerce business is gaining a lot of consumer interest and 

is tending to grow at a faster pace. These businesses are making proper use of 

social media by keeping their customers updated and providing timely replies 

to the frequent questions asked. Consumers are actively participating in 

discussions and sharing knowledge with other consumers about the products or 

services. This active behaviour is changing the marketing approach of 

companies as consumers are invading the marketing sphere of many companies 

[6]. 

 

Objective of research:  

Hence the objective of this paper is to study the consumer's reviews and 

feedback on cosmetic brands over different social media platforms and further 

analysing the impact of positive, negative, or neutral sentiments over brand 

reputation using sentiment analysis. Thus, helping the brand to understand the 

product popularity and take appropriate action to improve product services. 

This study is based on an online cosmetic brand Nykaa. Nykaa, an Indian brand 

launched in 2012 is very proactive in managing its social media handles. In this 

research paper we will look into an alternate approach where Nykaa can work 

to gain more customers and know their weak points. This analysis will be done 

using Sentiment Analysis of social media reviews and feedbacks of consumers 

over posts. The two best social media applications used to collect data are 

Facebook and Twitter. 
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2. Literature Review 

2.1) Social Media: 

Today it is more important to maintain customer relationships at an individual 

level to engage them for a longer period. Social media plays a vital role here by 

decreasing the gap of communication between a company and a customer and, 

by doing so, facilitates increased revenue, cost reduction, and efficiencies. 

Social media has become the lens through which observing human behaviour is 

easier and better [7]. According to [8], the management of different social 

media changes the way we gather information and utilize it, for communication 

or collaboration. Thus, researchers employ social media to attain a deeper 

insight into human behaviour. The article by [9] claims that customer 

experience expectations are moving in upward trajectory motion. It stated that 

in 2019, 84% of customers responded that experience a company provides is as 

essential as the product or the service it offers. By actively updating and 

responding on social media channels companies are trying to maintain a real-

time relationship but eventually, it is the customers who are driving the 

conversation and creating a highly influential virtual network amongst 

themselves. Such a conversation can trump a company’s marketing, sales, and 

service efforts with its modern and active reach [10]. 

 

2.2 Sentiment Analysis: 

Sentiment analysis is a technology that can help in quantifying the sentiment of 

a text by using natural language processing, computational linguistics, text 

analytics, and classifying the polarity of the opinion into positive, negative, and 

neutral sentiments. These opinions can be about any product, individual, event, 

topic, or any kind of service, thus collecting text data over these entities can 

help in understanding the sentiments of people. The text data are majorly the 

reviews that are helpful for the management to take business decisions. The 

paper by [11] explains the value of consumer reviews which is a part of the 

purchase decision and acts as a nudge to make the customer buy any product. It 

can be about what product to buy, which vacation to book, which movie to 

watch and many more, people tend to turn towards the internet to read what 

their fellow consumers want to comment on that purchase. Sentiment Analysis 

is not only limited to product or service but can also be applied to the stock 

market, news article, political debates, new regulations, or any current event 

which affects the life of people. The main source to collect these text data are 

social networking or microblogging sites because people share and discuss 

very freely on these sites. [12] 

 

2.3 Previous Studies: 

 A study [2] how social media can be utilized to engage more customers before 

the festive season. The paper explains how e-tailers namely, Flipkart, Snapdeal, 

Amazon India, e –Bay India, and Jabong develop their customer engagement 

strategies, and the main focus was on the big billion-day sale. Sample frame of 

100 was selected separately from platforms like Facebook, Quora, YouTube, 
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and Twitter and social media analytics tools like Text Clouding and sentiment 

analysis is used for the research. The outcome was that social CRM adopted by 

the mentioned companies can be improved and the e-tailers need to pull up 

their sock and improve delivery system, customer engagement, and logistic 

systems with utilizing technology properly. The paper also tells that customers 

have different sentiments on different social media platforms and accordingly 

the marketing strategies should be adopted. By understanding the sentiment of 

people using social media analytics, companies can rethink their business 

strategies and personalize marketing messages for the target audience. 

Sentiment analysis is beyond the interaction of the public and the brand, it is 

the perception a customer has about the brand [13]. So, to make the social 

media strategy more effective and productive we should clearly define the 

objective and evaluate the opportunities thus making the right use of the web 

for communication [14]. The firms have to be very clear about the content that 

should be posted and have to be regularly active with their social presence. It 

can be promotions, advertisements, news, or any other information. The 

consumers act as the major dissemination today, more they engage with the 

posts more are the chances of our product or service being bought. By 

increasing the views and comments and thereby making the product visible to a 

larger population [15]. [16] investigate twitter sentiment analysis of real-time 

feedbacks by customers on Indian Telecom companies. In total 153,651 

distinct tweets for 5 months were extracted for five popular telecom companies 

in India. The need for research was to develop a prediction model for telecom 

subscriber addition using the sentiment score obtained. The results were 

validated by correlation analysis later, and the predicted and actual growth rate 

showed a high correlation thereby validating the experiment. The paper also 

shows that Reliance Jio had the highest revenue generation amongst the Indian 

operators and gained the highest number of new subscribers which was a result 

of customer churn of subscribers, shifting to new operators from pre-existing 

ones, who failed to monitor the customer sentiments timely. The paper 

concludes that a positive sentiment must be maintained for companies to 

maintain their lead and reduce customer churn. Twitter is one of the most 

popular micro-blogging sites, with millions of active users sharing data every 

minute. The paper by [17] says twitter gives the most interactive user 

experience and a person can tweet about 140 characters, it is easy to connect 

with like-minded people using twitter and thereby, sharing information. Even 

government officials update their twitter account from time to time to keep 

their voters updated and gain more voters. E-commerce is making the right use 

of twitter by maintaining the brand image, flash important sales, talk to 

customers, and learn what other businesses are doing. These companies study 

user sentiment and reply to them according to their needs [18]. The study by 

[19] was done after implementation of Goods and Service Tax (GST) in India, 

wherein by using twitter, opinions were collected, and its sentiments were 

analysed using supervised machine learning. According to the authors GST has 

always been a debatable topic with a lot of confusion among the citizens. The 

result of the experiment gave a 73.28% accuracy of the binary classifier 
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created. The paper says that by doing manual analysis author found that people 

still have a state of confusion amongst them about GST, so in future authors 

will perform multiclass classification to get an improved result. 

Web contains an ocean of data that is unstructured and has to be cleansed first 

to derive useful information, thus helping in taking proper decisions. In 

sentiment analysis the texts which are not useful are also omitted, it can be a 

reply by the business personnel or repeated comments [20]. In the paper by 

[21] sentiment analysis is done for stock market prediction which is the most 

challenging field in Finance. The author collected data for a period from Really 

Simple Syndication (RSS) and stock market for the analysis of sentiment for 

just one company. The correlation between the Sensex points and sentiment in 

RSS news feeds were established for the prediction of stock market rates. The 

paper concludes that Sensex points for the stock market were calculated using 

the moving average stock level indicator, and thus by combining sentiment 

polarity news and the Sensex points provide an efficient result to stock market 

forecasters regarding the right time to buy or sell the stocks. Sentiment analysis 

is not only limited to text of audio but can be used on the emoticons also. [22] 

in her study says that users use electronic emotions thereby marking up their 

text. This marked-up text can be used to indicate the sentiment of users using a 

classifier where a smile indicates positive sentiment whereas a frown may 

indicate a negative sentiment. A corpus of text marked with emotions was 

collected and by many supervised approaches, the authors concluded that by 

just using unigram a result can be obtained but it can be improved using a 

combination of both unigram and bigram. So, we can say that if sentiment 

analysis of customer reviews and comments is done properly the business can 

have the benefit of giving more personalized services by understanding 

consumer behaviour and gaining their trust. Customer satisfaction is the key to 

maintain loyalty and by giving personalized services one can encourage the 

belief of customers towards the firm [23]. Thereby, mining customer 

sentiments from social media can support in marketing and consumer service 

activities. Companies can understand the viewpoint of the customer and 

enhance their services, and also know what the competitor is doing [24]. E-

commerce is one industry which is promoting itself using social media and 

other online means and adding a good percentage of customer each year as 

consumers expect more from e-commerce in fulfilling their needs and 

preferences. Fortunately, the unique point of implementing e-commerce is the 

ability to tailor personalization which is can be developed by easily changing 

some content according to the customer preference [25]. The paper by [26] 

focusses on the price prediction of house property and electronic products 

using the filtered news collected on sale from a website and sentiment analysis 

is done to get a result. According to the author, the model proposed by them 

was better than traditional and they can forecast better pricing using sentiment 

factors affecting them and also considering the time series. 

3.  Research Method  

The nature of the research was descriptive, and two social media platforms 

were used for the analysis. The data was collected from Facebook and Twitter 
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through web scrapping tools. The rationale behind selecting only two platforms 

was Twitter being the best social media for engagement having the most 

diverse audience and Facebook being the oldest platform with nearly 2.5 

billion monthly active users currently, who everyday comment, like, and share 

without any restriction. The period of sample collection was from May 2020 to 

June 2020, during the post lockdown period of COVID-19, for analyzing how 

customers are considering online cosmetic shopping as an option. Nykaa is an 

e-commerce that not only sells cosmetics but also essential items, so it had 

operational rights since phase 1 of lockdown. The analysis was made to see 

how people are responding to the services provided by Nykaa. Using the 

Facebook page of Nykaa comments were collected on each post, similar 

comments, links, mentions, and Nykaa comments were omitted from the data 

collected. Twitter data was collected using three popular hashtags for Nykaa 

i.e., #nykaa, #mynykaa, and #nykaabeauty. The tweets or comments by Nykaa 

employee accounts were eliminated for genuine analysis. The data was filtered 

after the collection and modified for better analysis, for example, all the 

repeated data and some irrelevant comments were removed during the data 

cleaning process. 

A total of 520 comments were collected from the Facebook page of Nykaa and 

162 tweets were being extracted from Twitter using the mentioned hashtags. 

The sampling technique involved in the research was Judgemental Sampling 

where the researcher included comments and tweets according to judgment. 

Two web scrapping tools were used to collect data from social media 

platforms. One was Facepager that was used to scrape data from Facebook and 

a google extension tool Data Miner was used to collect data from Twitter, in 

each case a CSV file was generated which was later transformed for better 

analysis. The motive behind using Nykaa for the research was that it being the 

leading cosmetic e-commerce of India and has been continuously functioning 

during the lockdown period. The analysis was done using R programming 

language, where the CSV file was fed to the code and 10 sentiments in the 

form of bar graphs were generated. The results were visualized using the 

GGplot2 package and a color-coding was given to each emotion 

The analysis is presented in the form of a bar graph and a table of high-

frequency words from the data file. Graph 1 shows the result of sentiment 

analysis done on Facebook data and 10 sentiments are plotted on the graph, 

similarly, Graph 2 shows sentiment analysis of Twitter data. Diagram 1 

presents a table of words from both the social media platform with high 

frequency, for analyzing what are the important words that customers are 

talking about currently. 

4. Results And Discussions 
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Figure 1 Sentiment analysis on Facebook 

 The above sentiment analysis is obtained by the Facebook sample, the result is 

presented in the form of a bar graph. It can be observed that the customer has a 

leading positive sentiment towards the services offered by Nykaa, post 

lockdown. With not much difference, negative sentiment is next among 

customers and that can be an obstacle for Nykaa if not worked upon properly. 

According to the Graph 1 the anticipation sentiment is also powerful, showing 

the customer expectation about any service or product, Nykaa can find what are 

customers expecting from them so that their needs can be met, and they can be 

satisfied. The graph also shows that the customer has trust in Nykaa which is a 

leading factor to understand the products or service which the customer likes 

the most. 

 
Graph 2 Sentiment Analysis on Twitter 

Twitter analysis obtained demonstrates a very high positive sentiment of the 

sample, thus we can say that customer tweeting or commenting under Nykaa 

hashtags are more positive towards the service given to them, it can also be 

observed that the negative sentiment is very low in Twitter as compared to 

Facebook. Nykaa can take advantage of it by observing customer closely and 

try to maintain this graph difference between these two sentiments. In the 

above Graph 2 we can see that customer has high trust in Nykaa which can 

help in building strong image of the brand in front of new customers. Like 

Facebook here also anticipation is high thus showing that the customer is 

expecting more from Nykaa and by meeting customer needs Nykaa can make a 

whole new different image. 
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Table 1 High Frequency words 

 The table above helps in understanding the words which are occurring most 

frequently in the data collected, it can be useful to know what the customer is 

discussing so that sentiment around those words can be generated and an 

analysis can be done to provide better customer solution. We can analyze from 

the above table that most frequently occurring words are order and customer, it 

clearly states that people are talking about the orders done on Nykaa and are 

sharing their experience related to it. The customers are also talking about 

lockdown and COVID and sharing their experience with Nykaa during this 

period.  

5. Limitations of The Study 

1. The Sample size – Issues with sample collection like the sample size too 

small for the research, or only two social media platforms are considered for 

the research, so we are not clear about what customers are commenting on the 

other platforms. 

2. Lack of available and reliable data – Some users are not present on social 

media so their data cannot be collected for the research, and there might be 

anonymous users who are making false comments to tamper the data. 

3. Lack of previous research studies on the topic – There was no strong 

research paper found on the topic of research for the reference. 

4. Limited access to data – The brand might have deleted or hidden some 

comments which they do not want to show to their other customers. 

6. Managerial Implications 
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The study will prove helpful to the brand by providing customers insight and 

the major areas they can focus on to provide a better service to consumers 

thereby, earning the trust. This study can also be used by competitors for 

analysing their rival and know their weak and strong points. The managerial 

implication for this research can be, utilizing the findings to generate more 

effective strategies for marketing and promotions. 

7. Conclusion 

The sentiment analysis of Nykaa Brand during the post lockdown period shows 

a high positive sentiment of customers on both the social media i.e., Facebook 

and Twitter. Nykaa has been fully functional during lockdown as most of its 

products come under essential goods and have been working to maintain its 

positive image for the customer by constantly replying to queries and 

comments. The general reaction of the customer is towards the order and 

delivery, Nykaa can investigate these comments and suggestion of customer 

and work on it with providing better customer service. The customer has trust 

in Nykaa which is an icing on the cake and Nykaa should promote itself by 

showing the existing customer’s trust and thereby gaining many new 

customers. With people shifting their preference towards online products, 

Nykaa needs to align its marketing strategies with technology and advertise 

more personally. The results showed that customer has high anticipation about 

the brand and Nykaa need to find what customer is expecting by analyzing 

their feedbacks meet up customer expectation and make them satisfied with the 

service even in these hard times. The competitor analysis of Nykaa is omitted 

from the study and only two social media platforms are taken for the data 

collection, hence overall sentiment analysis of the brand may vary by taking 

such factors in consideration. 
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