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ABSTRACT 
 

 

DEVELOPMENT OF SENTIMENT ANALYSIS OF INSTAGRAM COMMENTS 

FOR SOCIAL MEDIA INFLUENCER ONLINE MARKETPLACE 

 

By 

 

Davega Putra Prasisto 

James Purnama M.Sc, Advisor 

Dipl.-inf. Kho I Eng.,M.Sc., Co-Advisor 

 

SWISS GERMAN UNIVERSITY 

 

Influencers is increasingly being utilized in word of mouth social media marketing 

and various online platforms has appeared that serves as a marketplace that connect 

clients with influencers and offering various services, including assessing the general 

perception of the marketing campaign. Such assessment is made by analyzing the 

comments affiliated with the social media posts by influencers of the marketing 

campaign, which could be difficult to perform manually due to the potentially large 

amount of comments. As such, this research proposes the development of a lexicon-

based sentiment analysis system for social media influencer online marketplace. The 

sentiment analysis system would be able to differentiate Instagram comments that are 

irrelevant to the Instagram post and would be able to classify the sentiment polarity. 

The sentiment analysis system is developed based on waterfall software development 

life cycle model and subjectivity measurement is adopted as an approach to measure 

its performance as indicated by four different metrics: Accuracy, Precision, Recall, 

and F1-measure. The result show that the proposed sentiment analysis system could 

reliably classify Instagram comments that is relevant to its affiliated Instagram post 

and express positive sentiment, but improvements need to be made on the 

classification on other categories. 

 

Keywords: Sentiment Analysis, Influencer, Waterfall Methodology, SentiStrength, 

Lexicon-based Approach. 
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