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Abstract 

Black Friday, as a significant global retail phenomenon, provides substantial insights into consumer 

behavior and the effectiveness of marketing strategies. This study explores into the dynamics of consumer 

engagement by analyzing user-generated content (UGC) on Instagram, focusing on the 2021 Black Friday 

promotions by key technology companies in Turkey. Utilizing an advanced three-step text mining methodology, 

the research commences with Latent Dirichlet Allocation (LDA) for organizing data into distinct thematic clusters 

pertinent to Black Friday promotions. This is followed by a sentiment analysis, executed using Python, to evaluate 

the emotional nuances of the UGC in relation to these themes and the corresponding company promotions. The 

concluding phase involves an exhaustive textual analysis (TA) to extract actionable insights, which are 

instrumental in refining promotional strategies and deepening the comprehension of consumer interactions on 

social media platforms. The results reveal a predominantly positive reception of exclusive promotions and 

smartphone deals, highlighting their effectiveness as strategic elements in social media marketing. In contrast, 

themes linked to perceived fraud, negative feedback, misinformation, and customer service issues elicited adverse 

reactions from consumers. These contrasting responses emphasize the imperative for brands to develop 

transparent, authentic marketing communications and robust customer support systems. The study not only offers 

strategic recommendations for brands aiming to enhance their social media campaigns but also contributes a 

theoretical framework for future research in digital consumer behavior, especially in the context of significant 

promotional events like Black Friday. 
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Black Friday Promosyonlarının Değerinin Değerlendirilmesi: Instagram Kullanıcılarının Duyguları ve 

Davranışsal Tepkilerinin Analizi 

Öz 

Black Friday, önemli bir küresel perakende olgusu olarak, tüketici davranışları ve pazarlama 

stratejilerinin etkinliği hakkında önemli içgörüler sunmaktadır. Bu çalışma, Türkiye'deki önde gelen teknoloji 

şirketlerinin 2021 Black Friday promosyonlarına odaklanarak, Instagram'daki kullanıcı tarafından oluşturulan 

içerikleri (UGC) analiz ederek tüketici etkileşiminin dinamiklerine derinlemesine bir bakış sunmaktadır. İleri 

düzey üç aşamalı metin madenciliği metodolojisi kullanılarak, araştırma, Black Friday promosyonlarıyla ilgili 

verileri belirgin tematik kümeler halinde düzenlemek için Latent Dirichlet Allocation (LDA) ile başlamaktadır. 

Bunu, bu temalar ve ilgili şirket promosyonlarıyla ilişkili UGC'nin duygusal nüanslarını değerlendirmek için 

Python kullanılarak yapılan duygu analizi takip etmektedir. Son aşama, kapsamlı bir metin analizi (TA) içermekte 

olup, bu analiz, promosyon stratejilerini geliştirmeye ve sosyal medya platformlarındaki tüketici etkileşimlerini 

daha derinlemesine anlamaya yönelik eyleme geçirilebilir içgörüler çıkarmaktadır. Sonuçlar, özel promosyonlara 

ve akıllı telefon fırsatlarına karşı çoğunlukla olumlu bir tepki gösterildiğini, bunların sosyal medya 

pazarlamasında etkili stratejik unsurlar olarak öne çıktığını göstermektedir. Buna karşılık, algılanan 

dolandırıcılık, olumsuz geribildirim, yanlış bilgilendirme ve müşteri hizmetleri sorunlarıyla ilişkili temalar 

tüketicilerden olumsuz tepkiler almıştır. Bu çelişkili yanıtlar, markaların şeffaf, otantik pazarlama iletişimleri 

geliştirmelerinin ve sağlam müşteri destek sistemleri oluşturmanın zorunluluğunu vurgulamaktadır. Bu çalışma, 

sosyal medya kampanyalarını geliştirmeyi hedefleyen markalar için stratejik öneriler sunmanın yanı sıra, özellikle 

Black Friday gibi önemli promosyon etkinlikleri bağlamında dijital tüketici davranışları üzerine gelecekteki 

araştırmalar için teorik bir çerçeve katkısında bulunmaktadır. 

Anahtar Kelimeler: Black friday, Instagram, Duygu analizi, Tepkisel davranış.  
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1. Introduction 

For decades, the nexus between companies and consumers has been a focal point of academic 

inquiry, particularly within the field of online interactions (Okdie et al., 2011). The advent of social 

networks has catalyzed a transformation in user-brand dynamics, establishing a foundational platform 

for research into digital consumer relations. User-generated content (UGC) on these networks provides 

a rich tapestry of data, from which researchers can glean insights and discern patterns within the digital 

milieu (Daugherty et al., 2008). Social media platforms are known to facilitate a dialogical space where 

users engage with brands, creating a symbiotic relationship. 

The burgeoning digital landscape has emerged as a fertile ground for bidirectional 

communication, bridging brands with their clientele (Cailleux et al., 2009). This online interplay not 

only offers a trove of user behavior data but also sheds light on how these interactions can be leveraged 

by companies to fortify customer relationships and amplify user engagement (Sbaraini Fontes et al., 

2023). Black Friday, in particular, presents an exemplar case study of such interactions (Cachia et al., 

2007). It is an event that sees some of the world's preeminent technology brands offering substantial 

discounts and promotions, aiming to surge sales and bolster brand perception (McEnally & De 

Chernatony, 1999). Existing literature has extensively covered the Black Friday phenomenon, analyzing 

user behaviors and the efficacy of marketing strategies deployed during this period (Noble & Mokwa, 

1999). 

In light of this, our study redirects the focus towards Instagram's ecosystem, examining the 2021 

Black Friday campaign within Turkey's unique market. The year 2021 presented unique market 

dynamics, potentially different from 2020 or 2022. For example, 2020 was the initial year of the 

pandemic with more stringent lockdowns and consumer uncertainty, while 2022 might reflect a more 

'normalized' post-pandemic market behavior. The choice of 2021 provides insights into a transitional 

period in consumer behavior and marketing strategies as the world was adapting to a new normal. This 

research aims to elucidate the subtleties of consumer sentiment and behavioral responses elicited by the 

promotional activities of prominent technology companies. Through an in-depth examination of user-

generated content (UGC) on Instagram, this study endeavors to offer a modern perspective on the 

dynamics between Turkish consumers and leading global technology brands during periods of intense 

commercial activity. Notably, Black Friday has evolved into a significant event within Turkey, attracting 

considerable consumer attention and competing with traditional shopping holidays. A notable segment 

of the Turkish population now emphasizes this event for their year-end purchases. 

However, recent trends have illuminated a challenge: several businesses have engaged in 

questionable marketing practices, such as inflating prices pre-Black Friday only to later present these 

adjusted prices as 'discounts' (Elsbree, 2022). This manipulation has not gone unnoticed on social 

platforms, leading to user dissent and, consequently, potential brand damage and financial repercussions 

for the companies involved (Farenga, 2012). Given this backdrop, social networks have ascended as 

primary conduits for brand-consumer interactions (Rohm et al., 2013). This study pivots to focus on the 

digital marketing and promotional strategies employed by major technology companies on Instagram 

during the Black Friday 2021 event in Turkey. 

User-generated content (UGC) on social networks is a window into consumer perceptions, 

reflecting their opinions on products, services, and brands (De Chernatony et al., 1999). This content, 

published in the public domain, often guides prospective customers in their purchasing decisions (Haubl 

& Trifts, 2000). Traditional market research methods can tap into this wealth of data, but they are 

typically resource-intensive and costly (Ross et al., 2008). Recent advancements have shown that 

pertinent analyses of UGC can aid corporate decision-making (Li et al., 2021). 
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Our study utilizes advanced data analysis methodologies to discern the predominant themes in 

interactions between users and companies on Instagram, specifically during the Black Friday period in 

Turkey. Departing from conventional Support Vector Machine (SVM) methodologies, this research 

adopts Neural Network Analysis (NNA), a technique more aptly suited for the contextual nuances of 

our dataset. The primary research question addressed is: 'What are the principal themes characterizing 

user-company interactions on Instagram throughout the Black Friday period in Turkey?' (RQ1). 

Literature acknowledges the importance of understanding consumer sentiment in shaping 

effective marketing strategies (Giannakis et al., 2022). Comprehending these sentiments, derived from 

UGC such as comments and critiques, empowers marketers to craft strategies grounded in actual 

consumer feedback (Sobh & Martin, 2011). Thus, our second research question is: What sentiments 

(positive, negative, or neutral) are associated with the primary UGC themes regarding Black Friday on 

Instagram? (RQ2). 

Further studies suggest that corporate communication on social networks ought to prioritize user 

engagement to foster long-standing customer relationships (Li et al., 2021), which in turn can lead to 

positive online endorsements (Chung & Cho, 2017). Insights into consumer behavior, preferences, and 

tendencies are invaluable for brands striving to comprehend and cater to their audience (Wang et al., 

2021). Hence, our third research question investigates: Research Question 3 (RQ3) investigates the 

potential for establishing causal links between the sentiments expressed in user-generated content 

(UGC) on Instagram and the efficacy of the marketing and promotional strategies employed by the 

companies. This inquiry aims to discern if and how the emotional tones reflected in UGC correlate with 

the success of these strategies. 

To address these research questions, our study conducts a comprehensive analysis of the 

communication strategies employed by companies on Instagram, with the aim of unraveling the 

underlying motivations and behaviors of users on the platform. The objective is to evaluate the 

effectiveness of marketing strategies used on social networks and assess the quality of interaction 

between companies and consumers. Furthermore, this research seeks to identify key themes and 

associated sentiments prevalent in Instagram-based user-generated content (UGC), and to ascertain 

which companies have implemented the most and least effective promotional strategies, along with the 

reasons for their effectiveness or lack thereof.  

The analytical approach adopted in this study is systematically divided into three distinct phases. 

Initially, topic modeling is conducted using Latent Dirichlet Allocation (LDA). This technique 

categorizes the collection of Instagram posts, tagged with 'Black Friday' and associated with various 

companies, into separate thematic groups. Subsequently, sentiment analysis (SA) is employed to 

determine the emotional tone prevalent within these thematic categories. The final analytical phase 

involves an examination of the sentiments associated with specific topics in the user-generated content 

(UGC). This step aims to assess the effectiveness of the promotional strategies implemented by the 

individual companies. A key aspect of this study's significance is its innovative use of a knowledge 

discovery framework, which is applied to scrutinize the Black Friday event within the context of the 

Turkish market. 

1.1. Literature Review 

The exploration builds on a substantial body of research that examines marketing promotions 

during specific events, such as Black Friday, within the field of social media. Previous research has 

established social media platforms like Twitter and Facebook as new media categories, distinct from 

traditional forms. Their capability for rapid information dissemination is unparalleled, owing to the 

unrestricted nature of posting, which is not bound by time or location. Users frequently share their 
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emotional reactions, providing a rich dataset for sentiment analysis. However, the vast and varied nature 

of social media data presents analytical challenges, leading researchers to often focus on specific 

domains to manage the scale of data. This study hones in on sentiment flow and tweet frequency changes 

between November and December 2009, utilizing a dataset of 110 million tweets from Stanford 

University and employing LIWC for sentiment analysis (Choi & Kim, 2013). Consistent with 

psychological theories, findings suggest people exhibit less happiness in the afternoon but increased 

happiness at night. The analysis also pinpointed the exact dates of major events, reinforcing the idea that 

Twitter is a valuable resource for real-time news tracking worldwide. 

The study explores into the driving factors and core values behind consumers' participation in 

Buy Nothing Day (BND), a day dedicated to abstaining from purchasing (Paschen et al., 2020). The 

research is distinctive in its application of a hybrid content analysis approach, which combines the 

analytical strengths of artificial intelligence with the nuanced understanding of human analysis, to 

evaluate a substantial dataset of Twitter conversations over three years. The findings reveal diverse 

motivations for consumer restraint, ranging from critiques of consumerism and personal welfare 

concerns to environmental considerations and anti-capitalist sentiments. Notably, human values 

associated with 'openness to change' and 'self-transcendence' were prevalent in the discourse around 

BND. This study not only validates the hybrid methodology but also enriches the understanding of 

consumer behavior regarding consumption restraint, offering valuable insights for businesses seeking to 

engage with this phenomenon. The research fills a gap in academic discussions by shedding light on the 

reasons 'everyday' consumers choose to limit their consumption, moving beyond the typical focus on 

consumer activists. 

The intersection of sustainable fashion and Black Friday sales has presented a unique challenge 

for eco-conscious brands that participate in this global shopping event. As they promote their deals on 

social media platforms like Instagram, there is a tendency for some to employ greenwashing or 

bluewashing strategies to appear more sustainable or socially responsible than they are. This study 

conducted a dual-phase analysis: initially, it involved a content analysis, both quantitative and 

qualitative, of Instagram posts by sustainable brands to identify the strategies in play, resulting in a 

research-based model encompassing nine distinct tactics of greenwashing/bluewashing (Sailer et al., 

2022). Subsequently, the study explored factors that influence consumer perceptions of these brands' 

Black Friday promotions through an online survey and stepwise multiple regression analysis. 

Interestingly, the results indicated that while a critical attitude towards Black Friday and skepticism 

towards advertising could lead to favorable views of such campaigns, actual sustainable purchasing 

behaviors tended to predict a less positive evaluation. These findings highlight a dichotomy where 

environmentally themed Black Friday campaigns might resonate with those who are generally eco-

conscious, but not necessarily with those who practice what they preach in terms of sustainable 

consumption. 

The study harnesses an extensive dataset, which includes over three million public posts from 

influencers on Instagram (de Oliveira & Goussevskaia, 2020). Employing a methodology centered 

around hashtags to discern topics and track thematic shifts over time, the analysis differentiates between 

actionable features for content creators (He et al., 2016), like the incorporation of trending hashtags, and 

less controllable factors such as the overarching popularity of topics. The study's findings suggest that 

both categories of features significantly influence a post's success, with the impact varying in relation 

to the influencer's follower count. These insights offer a deeper understanding of influence mechanics 

on social media and could inform strategies for content personalization and engagement enhancement 

on these platforms. 
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The article presents an in-depth examination of the use of #ShopSmall and related hashtags by 

fine artists on Instagram (Amicucci, 2022), focusing on a specific community to understand the artists' 

use of rhetorical strategies to align with shared values. This study reinforces the notion that hashtags 

serve a more complex rhetorical function than merely categorizing content, as established in prior 

hashtag research. It further extends the discourse by revealing the varying degrees of rhetorical 

performance enacted by hashtags. The research uncovers how certain hashtags embody a 'Shop Small' 

ethos that resonates with individual values, while clusters of hashtags collaborate to project a communal 

'Shop Small' ethos, thereby surpassing the pursuit of personal sales to resonate with the collective values 

of the small arts economy. The study concludes by outlining how these findings have been integrated 

into an online course module for a senior-level Rhetoric of Social Media course, thereby applying the 

research concepts to an educational setting. 

The methodological framework of this research is systematically organized into three distinct 

phases. The initial phase involves topic modeling using Latent Dirichlet Allocation (LDA). This step 

categorizes a comprehensive corpus of Instagram posts tagged with 'Black Friday' and associated with 

various companies, segmenting them into well-defined thematic clusters. The subsequent phase entails 

sentiment analysis (SA), aimed at discerning the emotional tone prevalent within these themes. The 

concluding phase of analysis entails an in-depth exploration of the sentiments associated with specific 

topics in the user-generated content (UGC), with the goal of critically evaluating the impact and 

effectiveness of the promotional strategies utilized by the companies included in the study. The 

significance of this research lies in its innovative deployment of a knowledge discovery framework, 

designed to thoroughly investigate the intricacies and dynamics of the Black Friday event, specifically 

within the Turkish market context. 

In synthesizing the findings from these varied studies, it becomes evident that the interaction 

between social media dynamics and consumer behavior, especially during major retail events like Black 

Friday, is complex and multi-layered. The emergence of Social Commerce and its interplay with 

traditional e-commerce practices highlights a rapidly evolving landscape where consumer perceptions 

and behaviors are influenced by a myriad of factors, ranging from technological advancements to ethical 

considerations in marketing practices. This review underlines the necessity for brands to adapt to these 

evolving paradigms, where success in digital marketing is not solely determined by the visibility or 

attractiveness of promotions but also hinges significantly on ethical marketing practices, authenticity, 

and consumer trust. The studies referenced reveal a trend towards a more conscientious consumer base, 

one that values authenticity and ethical practices over mere promotional appeal. Therefore, this research 

posits that the future trajectory of digital marketing, particularly in the field of social media, will likely 

demand a heightened focus on transparency, ethical practices, and genuine engagement with consumer 

values and concerns. 

Table 1. Prior research on black friday employing sentiment analysis techniques 

Authors Description 

Choi & Kim (2013) This study analyzes the dynamic changes in sentiment and 

tweet frequency from November to December 2009, using a 

large dataset of 110 million tweets. It demonstrates the 

unique ability of social media platforms like Twitter to 

rapidly disseminate information and track global events, 

providing insights into public sentiment and behavior. 

Paschen et al. (2020) This study investigates the motivations and values behind 

consumer participation in Buy Nothing Day (BND), using a 

hybrid content analysis of three years' worth of Twitter data. 

It reveals common themes like consumerism and personal 

welfare, and values like openness to change. This research 
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offers insights into consumer behavior regarding 

consumption restraint, a topic not extensively explored in 

existing literature. 

de Oliveira & Goussevskaia (2020) This research examines the relationship between social 

media post engagement and the choice of topics and trends 

on Instagram. Analyzing over three million posts from 

influencers, it differentiates between controllable factors 

like the use of trending hashtags and uncontrollable factors 

like global topic trends. The study reveals the significance 

of both factors in determining post success, with varying 

impacts based on the influencer's follower count. These 

findings offer insights into the dynamics of influence and 

content personalization strategies on social media. 

Sailer et al. (2022) This study explores into the strategies used by sustainable 

fashion brands on Instagram, particularly during Black 

Friday. It investigates their use of greenwashing and 

bluewashing to maintain a sustainable image and examines 

how consumer attitudes towards Black Friday and 

skepticism of ads influence their perception of these brands. 

The research finds that while critical consumers view these 

campaigns positively, those with genuine sustainable 

purchasing habits tend to view them negatively, highlighting 

a complex relationship between consumer perceptions and 

sustainable branding on social media. 

Amicucci (2022) This article explores into the use of #ShopSmall and similar 

hashtags on Instagram by fine artists, exploring how these 

hashtags facilitate rhetorical identification with small 

business values. It expands upon previous research by 

demonstrating the varied rhetorical roles of hashtags, from 

promoting individual values to aligning with broader 

community ethos in the small arts economy. The study 

culminates in a proposed online course module for senior 

undergraduates, applying these insights to the Rhetoric of 

Social Media. 

2. Methodology 

In this study, a refined three-step methodological framework, initially introduced by Li et al. 

(2018), is employed. This framework utilizes data analysis algorithms and data mining techniques 

tailored for user-generated content (UGC) from social networks. The robustness and precision of this 

methodology have been validated by various studies, demonstrating its efficacy. In alignment with the 

evolving field of machine learning, Neural Network Analysis (NNA) is adopted in place of traditional 

Support Vector Machines (SVMs), echoing recent advancements in the field 

The primary aim of our study is to identify and interpret patterns and insights within the 

collected dataset. Our approach is fundamentally exploratory, prioritizing the discovery of new insights 

over the confirmation of pre-existing hypotheses. This methodological stance aligns with the qualitative 

research principles outlined by De Lisle (2011), and it involves integrating three distinct investigative 

elements. These elements collectively contribute to a comprehensive understanding of the data, enabling 

us to uncover nuanced patterns and draw meaningful conclusions from the UGC. 

Our analysis encompassed a selection of 10 leading technology companies operating in Turkey. 

These companies are at the forefront of the Black Friday event, which has gained global traction largely 

due to the enticing offers and promotions by the tech sector. The dataset consists of user interactions 

with these companies on Instagram over a 7-day period encompassing Black Friday 2021 in Turkey, 

including 3 days preceding the event, the day of Black Friday itself, and the 3 subsequent days. 

Data collection occurred from 20 to 27 November 2021. Through access to the Instagram API, 

a total of 14,597 comments were harvested, reflecting the engagement between Instagram users (UGC) 
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and the companies under study, marked with the hashtag #BlackFriday. In the data analysis process, 

duplicates were removed to ensure dataset uniqueness, resulting in 12,361 unique shares. The 

examination was confined to text-based content, employing Natural Language Processing (NLP) 

techniques; hence, images and videos were excluded. Additionally, 'reposts' were treated as unique 

instances, as they signify endorsement by different users, in line with the approach suggested by Jin & 

Ryu (2020). 

2.1. Data Analysis 

Our research approach is divided into three sequential phases. The first phase of analysis 

incorporates the LDA model, following the guidelines established by Basilio et al. (2020). This model 

was executed using Python, specifically applying the LDA 2.0 library, which employs Gibbs sampling 

as an optimization technique (Levine & Casella, 2006). The LDA model is designed to sort various 

textual data, including documents, comments, and reviews, into distinct topics and was first proposed 

by McAuley and Leskovec in their 2013 study. 

This approach quantifies word frequency and recurrence within a corpus. The resulting word 

frequency database is subsequently partitioned into topics (Van Heuven et al., 2014). These topics are 

then labeled by synthesizing the most frequent terms into coherent descriptors (Zimmer, 2006). The 

subsequent phase involved a sentiment analysis (SA) algorithm underpinned by machine learning 

techniques. This algorithm categorizes the range of topics into three emotional sentiments: positive, 

negative, and neutral, as delineated by Kralj Novak et al. (Kralj Novak et al., 2015). 

The third step included validation of the results' reliability through Krippendorff's alpha value 

(KAV) (De Swert, 2012). This metric emerges from training a machine learning algorithm and is 

indicative of the algorithm's success rate, shaping the assertiveness of the drawn conclusions (Delamater 

and Mcnamara, 1986). The efficacy of this methodology is a standard evaluation metric when utilizing 

algorithms such as SVM (Recuero-Virto & Valilla-Araspide, 2022). 

A KAV of 0.667 or higher is deemed necessary for confirming that the algorithm has undergone 

adequate training. However, Krippendorff's work, as cited by Reyes-Menendez et al. (2020), advises 

adjusting this threshold when the significance of the conclusions warrants it. A KAV surpassing 0.800 

is indicative of high reliability, whereas a KAV falling between 0.667 and 0.800 can be considered 

sufficient for tentative conclusions, as detailed by Saura et al. (2022). Adjustments to the KAV values 

for each category of sentiment, along with the corresponding conclusions based on these KAVs, are 

summarized in the updated Table 2. 

Table 2. Correlation between krippendorff's alpha value and sentiment assessment 

Sentiment KAV Conclusions Reliability 

Positive 0.860 High 

Negative 0.840 High 

Neutral 0.810 High 

Average KAV 0.850 High 

The reliability of the coding process in our study was assessed using Krippendorff's alpha value 

(KAV), which measures inter-coder consistency. The fundamental formula for KAV is the ratio of 

observed disagreement to expected disagreement, as shown in Equation (1). While this ratio may seem 

straightforward, its computation is complex and involves intensive computation, including the use of 

resampling techniques such as bootstrapping for accuracy and reliability (Phinzi et al., 2021). The 

intricacies of this calculation are extensively detailed in the work of Krippendorff (Krippendorff, 1995). 
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Following the confirmation of the reliability of the coded dataset, the study advanced to the third 

phase of the methodology: textual analysis (TA). TA incorporates data mining techniques to extract 

insights from complex datasets, aiming to identify patterns, trends, or anomalies within the textual data 

(De la Torre-Abaitua et al., 2021). These processes of knowledge discovery are essential for companies 

looking to refine their marketing strategies or analyze data from diverse analytical perspectives. 

A pivotal step in TA is the categorization of the dataset into 'nodes.' These nodes act as manually 

classified information containers, enabling the organization of the dataset into clusters based on 

associated sentiments. Furthermore, nodes facilitate the computation of Weight Percentage (WP), a 

metric derived from the frequency of word occurrences within the overall dataset (Bullinaria & Levy, 

2007). This quantitative measure offers a weighted perspective on the prominence of specific topics or 

sentiments within the corpus, thereby contributing significantly to the substantive analysis of UGC. 

2.2. Research Ethics 

This work is original; I have acted by scientific, ethical principles and rules from all stages of 

the study, including preparation, data collection, analysis, and presentation of information; I have cited 

all data and information not obtained within the scope of this study and that I have included these sources 

in the bibliography; I declare that I have not made any changes in the data used and that I abide by the 

ethical duties and responsibilities by accepting all the terms and conditions of the Committee on 

Publication Ethics (COPE). 

3. Results 

In the intricate landscape of social media sentiment during Black Friday, our study utilized 

Latent Dirichlet Allocation (LDA) to unearth a spectrum of topics from user-generated content (UGC). 

Table 3 encapsulates the diversity of these themes and their corresponding sentiments, as well as the 

reliability of sentiment classification through Krippendorff's alpha values (KAV), and their prevalence 

as indicated by Weight Percentage (WP). Promotional Deals emerged as a neutral yet dominant topic 

with the highest WP, reflecting its prevalence in discussions. Time-limited Offers were met with positive 

sentiment and a strong reliability score, suggesting a favorable consumer perception of urgency in sales. 

Deceptive Practices and Negative Feedback, both laden with negative sentiment, underscored user 

concerns and skepticism, with a moderate to high reliability in sentiment detection. Mobile Device 

Discounts were positively received, resonating well with users, as indicated by the highest KAV. 

Computing Gear Discounts were neutrally perceived, and Consumer Service Feedback, which had the 

lowest WP, highlighted the critical area of post-purchase interactions. These findings offer a nuanced 

view of the various dimensions of Black Friday conversations on social media, providing actionable 

insights for businesses looking to refine their marketing strategies. 

Table 3. Outcomes of topic modeling via lda and corresponding kav 

Topic Description Sentiment KAV WP (%) 

Promotional Deals Neutral 0.752 5.20 

Time-limited Offers Positive 0.815 3.85 

Deceptive Practices Negative 0.760 4.00 

Negative Feedback Negative 0.720 3.30 

Mobile Device Discounts Positive 0.835 3.70 

Computing Gear Discounts Neutral 0.702 2.65 

Consumer Service Feedback Negative 0.728 1.25 
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In our analysis of Instagram user engagement with Turkish companies during Black Friday, we 

observed a significant volume of comments expressing a mixture of sentiments. As detailed in Table 4, 

a prominent electronics retailer (A) led with a total of 3200 comments, showcasing a wide array of 

customer reactions, albeit with a predominance of negative sentiment which might suggest areas for 

improvement in customer satisfaction or perception of the deals offered. Another major electronics 

brand featured prominently with 1500 comments, reflecting a balanced sentiment distribution that 

underscores the brand's impact and high engagement levels with its promotions. The largest number of 

comments, totaling 4000, was observed for a well-known electronics and home appliance retailer, 

indicating a substantial level of consumer interaction which also skewed towards negative sentiment, 

potentially highlighting consumer expectations not being met. Notably, a major telecom provider 

maintained a significant share of comments and achieved the highest KAV score of 0.845, suggesting a 

highly reliable sentiment analysis outcome. This mix of positive, negative, and neutral sentiments 

provides valuable insights into consumer attitudes towards these categories of brands on Instagram, 

which can guide future marketing and customer service strategies to enhance consumer engagement and 

brand reputation during such high-profile sale events. 

Table 4. Findings from sentiment analysis and average krippendorff's alpha value on instagram 

Companies Comments Positive Negative Neutral KAV 

Electronics Retailer A 3200 1000 1500 700 0.810 

Computer Store B 2200 700 1100 400 0.830 

Global Electronics Brand C 1500 500 700 300 0.785 

Electronics-Appliance Retailer D 4000 1300 1900 800 0.820 

Home-Appliance Manufacturer E 1300 400 600 300 0.765 

Major Telecom Provider F 2000 650 900 450 0.800 

Telecommunications Company G 3000 900 1400 700 0.845 

Telecom Services Brand H 2700 800 1300 600 0.825 

Telecommunications Firm I 2500 750 1200 550 0.815 

Mobile Services Provider J 1800 600 800 400 0.790 

The results from the textual analysis, leveraging opinion mining and data mining techniques, 

reveal a nuanced landscape of consumer sentiment around Black Friday deals as shared on social media. 

According to Table 5, Limited-Time Offers (LTO) are especially effective, evidenced by a WP of 4.15, 

indicating that consumers place high value on deals that are both exclusive and time-sensitive. Mobile 

Devices (MD) also resonate positively, with a WP of 3.25, suggesting that promotions in this category 

are particularly well-received by the audience. 

Table 5. Assessment of topics viewed favorably through textual analysis 

Updated Topic Key Indicators WP 

Limited-Time Offers 

(LTO) 

Black Friday deals that are perceived as genuine due to their limited availability 

and exclusivity. 

4.15 

Mobile Devices (MD) Positive feedback is concentrated on promotions related to mobile phones and 

their accessories. 

3.25 

On the flip side, Table 6 presents a more critical view from consumers. Deceptive Practices 

(DP) by companies have a significant WP of 3.65, highlighting the negative impact of perceived 

dishonesty on brand reputation. Negative Feedback (NF) due to perceived insincere or misleading 

promotions is also notable, with a WP of 2.88, pointing to the potential backlash from unfulfilled 
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customer expectations. Support Deficiencies (SD), with the lowest WP of 1.25, indicate that while 

customer service efforts are recognized, they are not always meeting the needs of the customers 

effectively. 

Table 6. Analysis of topics viewed critically via textual analysis 

Updated Topic Key Indicators WP 

Deceptive Practices 

(DP) 

Discussions center around perceived deceptive behaviors by companies, impacting 

their digital reputation. 

3.65 

Negative Feedback 

(NF) 

Brands face backlash and negative public perception when promotions are seen as 

insincere or misleading. 

2.88 

Support Deficiencies 

(SD) 

Despite attempts at online support, customer grievances suggest improvements are 

necessary. 

1.25 

Table 7. Examination of neutral topic indicators through textual analysis 

Updated Topic Key Indicators WP 

Promotional Deals 

(PD) 

General deals and discounts are a staple of Black Friday but do not always translate 

to positive reception. 

4.35 

Computing Gear 

(CG) 

Deals concerning computer peripherals and accessories garner a moderate level of 

consumer interest. 

2.75 

Table 7 encapsulates the neutral sentiments where Promotional Deals (PD) carry the highest WP 

of 4.35, suggesting that while these are commonplace and expected on Black Friday, they don't always 

excite or disappoint consumers in a significant way. Finally, Computing Gear (CG) deals garner a 

moderate level of interest with a WP of 2.75, showing that while there is some consumer attention in 

this area, it may not be as fervent as for other categories. 

4. Discussion 

The investigation into consumer sentiment towards Black Friday deals on Instagram revealed 

distinct patterns in responses to the marketing efforts of prominent Turkish technology retailers and 

service providers. The analysis identified topics related to exclusive offers and smartphone promotions 

that received positive feedback. These findings are in alignment with previous research, such as Bolos 

et al. (2016), which suggests that such promotions are effective in engaging consumers. 

This analysis also delineated seven primary topics within the Instagram communications of the 

companies under study. Notably, 'Electronics Retailer (A)' and 'Computer Store (B)' focused their 

strategies on highlighting product deals and time-sensitive offers. While these strategies succeeded in 

drawing attention, their efficacy in fostering long-term user engagement is debatable, echoing the 

insights of Zheng et al. (2015). 

Negative sentiment was especially strong regarding promotions that users perceived as 

misleading or fraudulent (Hu et al., 2012:678). This was particularly detrimental to the online reputation 

of brands when consumers used Instagram as a platform to express their dissatisfaction and perceived 

deceit, as was the case with some of Global Electronics Brand (C) TR's and Electronics and Appliance 

Retailer's (D) promotions. Our sentiment analysis revealed that brands like Samsung and 

Telecommunications Company (G) were especially adept at cultivating a positive brand image through 

their interactive and personalized promotions on Instagram. These brands demonstrated an 

understanding that creating rapport with customers on social media translates into positive brand 

sentiment (Gupta et al., 2016). 

Conversely, strategies that appeared to be unrealistic or deceptive were met with negative 

reactions. The strategies of Global Electronics Brand (C) TR, in particular, were perceived negatively 
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when their promotions were seen as insincere, reflecting a broader need for authenticity in social media 

marketing strategies. The active Instagram user communities showcased their capability to rally against 

brands that put forth dubious promotional tactics. This highlights the importance of maintaining integrity 

in marketing campaigns on social media, where consumers are increasingly vigilant and ready to 

challenge perceived dishonesty. 

Reflecting on these findings, it becomes evident that consumer engagement on social media, 

particularly during high-stake events like Black Friday, is multifaceted and influenced by various 

factors. The positive reception of certain promotional strategies, notably those involving exclusive offers 

and smartphone deals, underscores the effectiveness of tailored and perceived high-value offerings in 

digital marketing. This aligns with the broader marketing literature emphasizing the significance of 

perceived value and personalization in consumer engagement (Kinanti et al., 2020:9813). On the other 

hand, the strong negative sentiment towards promotions deemed misleading or fraudulent points to a 

growing consumer awareness and sensitivity to marketing authenticity. This observation aligns with the 

increasing emphasis on ethical marketing practices in the digital age (Hollebeek & Macky, 2019). It 

suggests that contemporary consumers are not only discerning but also proactive in holding brands 

accountable, a trend that calls for a strategic shift towards more transparent and authentic 

communication by companies. This shift is not merely a response to consumer expectations but also a 

strategic imperative in an era where brand reputation is increasingly shaped by consumer voices on 

social platforms. 

In conclusion, the study suggests that Black Friday promotions should be genuine and 

transparent to resonate positively on social media. Companies like Electronics Retailer (A) and 

Computer Store (B) should focus on offers that are perceived as valuable by the consumer, avoiding any 

semblance of deceit. Furthermore, brands should consider the types of products they choose to promote, 

as not all categories elicit the same level of enthusiasm. Samsung and Telecommunications Company 

(G) exemplified the benefit of targeting their promotions effectively, by focusing on products that 

consumers are eager to engage with, such as smartphones and related accessories. 

5. Conclusions 

The investigation entailed the development of an innovative analytical approach, specifically 

designed to parse user-generated content (UGC) on Instagram, concentrating on Black Friday 2021 in 

Turkey. This approach facilitated a detailed examination of the promotional strategies employed by ten 

major Turkish technology companies. As a result, valuable insights were unearthed regarding effective 

digital marketing practices applicable to large-scale sales events. 

Our findings are threefold, addressing the research questions posited at the study's outset: 

• Topic Identification (RQ1): The study successfully pinpointed and categorized the principal 

topics that elicited user engagement with the brands. These topics varied widely, encompassing 

exclusive deals and smartphone promotions that received enthusiastic responses, to more 

contentious issues such as perceived fraud and poor customer service, which led to user 

discontent. 

• Sentiment Analysis (RQ2): The study's most pivotal revelation lies in the ability of a company 

to cultivate enduring relationships with its clientele via social media. In times of crisis or 

communication breakdowns, the critique from online communities should be addressed with 

utmost sincerity. Failure to engage in a neutral or positive manner can significantly tarnish a 

company's social media presence. The sentiments of the user base, as evidenced by the UGC, 

can swiftly propagate, potentially leading to a reputational decline if the feedback is 

predominantly adverse. 
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• Strategy Evaluation (RQ3): The analysis conducted provides substantial insights into the 

promotional tactics utilized by the companies on social media platforms. The findings 

emphasize the critical need for authentic and transparent marketing approaches, particularly 

during significant events such as Black Friday. It is imperative for companies to extend their 

focus beyond mere surface-level metrics, embracing strategies that cultivate trust and deliver 

genuine value to consumers. 

Ultimately, our study contributes actionable strategies and cautions for companies aiming to 

leverage social media for promotional events. The ability to align marketing strategies with consumer 

expectations on platforms like Instagram is crucial. As the digital landscape evolves, so too must the 

approaches companies take to engage with, satisfy, and retain their customer base. 

5.1. Theoretical Implications 

The theoretical implications of this study are significant for academic research in the field of 

digital marketing and consumer behavior analysis. The identification of three topics—exclusive 

promotions (EP), product sentiments (PS), and offer dynamics (OD)—as potential independent variables 

or constructs paves the way for future quantitative studies. These topics can be incorporated into 

predictive models using advanced statistical methods enabling researchers to forge a deeper 

understanding of the statistical relationships between social media content and consumer behavior. 

Moreover, the exploratory nature of our research, based on the discovery of topics, makes a substantial 

contribution to the theoretical knowledge base. It underscores the importance of inductive approaches 

in identifying and understanding the nuances of user-generated content in digital marketing. The study 

also introduces innovative perspectives on brand reputation management in social media settings by 

considering user reactions and behaviors within UGC. The methodological approach adopted here, 

leveraging machine learning techniques and Support Vector Machines (SVM), can serve as a blueprint 

for future research aimed at extracting deeper insights from UGC and big data analytics. Academic 

researchers should take note of the rapid advancements in machine learning technologies. As these 

technologies evolve, they offer new methodologies and approaches that can enhance the reliability and 

depth of findings in social media analytics. The growth of such technologies beckons continuous 

methodological innovation to keep pace with the dynamic nature of social media and the wealth of data 

it generates. 

5.2. Managerial Implications 

The managerial implications of this study offer practical insights for business leaders and 

marketing executives, particularly in the technology sector. Buckley and Casson highlight the crucial 

role of decision-making in marketing, while emphasize the need for strategies tailored for digital 

environments. With these considerations in mind, the findings of our research are instrumental for 

several reasons: 

• Understanding User Behavior: Executives can glean insights into consumer behavior on social 

networks such as Twitter, and leverage these findings to shape their promotional activities. 

• Strategic Development: The results can guide the development and implementation of 

marketing strategies on Twitter, enhancing the way companies interact with users to foster 

positive engagement. 

• Crisis Avoidance: By understanding the main topics that resonate with users, companies can 

steer clear of potential crises or scenarios that may tarnish their reputation within these digital 

ecosystems. 
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• Sector-Wide Application: While focused on technology, the insights from this study can be 

generalized to a wider array of industries participating in social network events, helping them 

to understand and capitalize on the main discussion topics. 

The study also underscores the importance of context and specificity in digital marketing strategies. 

The limitations noted, such as the sample size and geographic focus on Spain, indicate that there is room 

for broader research. Future studies could apply the same methodology to examine user-generated 

content from other European Union countries or conduct comparative analyses across different nations. 
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