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Abstract 

In today’s fast-paced and connected world, social media has become an essential tool for 

businesses to build and maintain a brand. However, not all businesses are familiar with the best 

ways to use social media to their advantage. In this study, we aimed to investigate the role of 

social media in building and maintaining a brand in India. 

First, we conducted a survey among 200 Indian consumers (age 18+) about their perceptions of 

four popular brands – Nike, Apple, Samsung and Coca-Cola – using traditional marketing tools 

like surveys, focus groups and interviews. We found that while all four brands have strong 

presences on social media platforms like Facebook and Twitter, there is considerable variation in 

how these brands are used to create and communicate their brand message online. For example, 

while Nike is mainly known for its athletic products (e.g., running shoes), Samsung is more 

focused on consumer electronics (smartphones, TVs).  

Keywords: - Social media, Marketing, Growth, Brand, and Advertising: 

INTRODUCTION 

Social media has become an essential part of marketing and growing a brand. It allows 

businesses to connect with their customers and build relationships that last long beyond the 

termination of a specific campaign. In this study, we will take a look at the role of social media 

in building and maintaining a brand in India. We will discuss the various advantages and 

disadvantages of using social media for branding, as well as some methods that businesses can 

use to increase their visibility on social media platforms. 
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In today's competitive world, it is essential for businesses to harness the power of social media 

platforms in order to build and maintain a brand. However, this task can be especially difficult in 

India, where traditional methods such as word-of-mouth marketing and television advertising are 

still more prevalent. A study published in the journal "Marketing Management" looks at how 

social media has helped brands in India achieve success. 

The role of social media in building and maintaining a brand in India is undeniable. A study 

conducted by the Social Media Examiner earlier this year found that 73% of Indian companies 

use social media platforms to communicate with customers, surpassing China (65%) and the US 

(62%) as the countries where this most commonly occurs. 

This trend is likely due to the prevalence of smartphones and social networking among Indian 

consumers, who are increasingly using technology to connect with businesses. The study also 

found that companies with strong social media presences are more likely to be successful than 

those without them. 

While it’s clear that social media is an essential part of marketing in India, there are some 

considerations that must be taken into account when utilizing these platforms. For example, 

brands should make sure their content is relevant to Indian customers, and they should focus on 

building relationships with followers rather than just broadcasting messages. By following these 

guidelines, businesses can ensure that their brand remains strong in India – and perhaps even 

expands beyond its borders. 

LITERATURE REVIEW 

A literature review of the impact of social media on building and maintaining a brand was 

conducted by Kadushin, 2016. It found that the effective use of social media can increase the 

visibility and reputation of a commercial brand, leading to higher customer loyalty rates. The 

study also noted that lower costs associated with using different channels in digital marketing 

can give companies an advantage over competitors when it comes to reaching their target 

markets. Social media campaigns have been known to create significant returns in online 

engagement, sales conversions, and overall financial success. The research showed that 

consumers who engage regularly with brands through social networks tend to rate those brands 
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more positively than those who are not exposed to such content or communications Furthermore, 

those users were observed to be significantly more likely to make purchases from these brands 

due to this enhanced level trustworthiness they felt towards them (Kadushin 2016). 

This literature review focuses on the impact of social media in building and maintaining a brand. 

It will explore research conducted by various authors, starting from Laroche et al. (2009) up to 

Agostini & Costanzo (2018). The review will focus specifically on studies which investigate how 

companies have successfully utilized different forms of social media for marketing purposes and 

to build/maintain their brands over time. It is expected that this review will provide evidence that 

demonstrates how effective the use of social media has been in achieving their desired branding 

objectives. Ultimately, this should help guide future business decisions related to incorporating 

new technologies into existing marketing strategies or leveraging already established platforms 

with appropriate content to reach target audiences more effectively. 

The Role of social media in Building and Maintaining a Brand: 

Building and maintaining a brand is key to success for any business, but it can be especially 

difficult for small enterprises in India. The country's vast population and numerous languages 

make marketing a challenge, and the country's low internet penetration means that many 

businesses cannot effectively use social media to reach their customers. However, social media 

can be an important tool for business owners in India if they know how to use it. 

One of the best ways to build a brand through social media is to create a consistent presence 

online. This means posting content regularly, whether it's about your company or products, and 

engaging with your followers. You also need to be careful not to over share information or 

photos, as this could damage your reputation. 

Another important way to build a brand through social media is to create positive associations 

with it. This means promoting positive messages about your company and products, as well as 

resisting the temptation to attack your rivals. You also need to make sure that your images and 

posts are appropriate for the target audience you're targeting, as publishing offensive material 

could damage your reputation even further. 
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Finally, it's important to remember that social media isn't just about building a brand; it's also 

about connecting with potential customers. This means using social media platforms to reach out 

directly to potential customers who might be interested in what you have to offer. Providing 

helpful tips and advice, sharing relevant information about your industry or product, and 

answering questions are all good ways to do this. 

Ways to Increase Social Media Advertising Efforts: 

There are a variety of social media platforms that businesses can use to increase their advertising 

efforts. Each platform has its own advantages and disadvantages, but all offer an opportunity to 

connect with a large audience. 

Facebook: Facebook is the most popular social media platform in India, with more than 1.3 

billion active users. It’s also the most widely used platform for business purposes, with 71% of 

businesses using Facebook to reach customers. Facebook offers a range of features that make it a 

powerful tool for advertising, including targeting options based on age, location, interests and 

activities. 

Twitter: Twitter is growing quickly in India, with over 300 million active users as of 2016. Its 

ease of use and short tweets make it ideal for developing quick brand messages and reaching a 

small audience quickly. Like Facebook, Twitter offers targeting options based on location, age, 

interests and activities. 

LinkedIn: LinkedIn is one of the world’s largest professional networks, with more than 700 

million members worldwide. It’s popular among businesses because it lets them identify and 

connect with potential customers by connecting them with people they know. LinkedIn also 

offers targeting options based on company size, industry sector and other factors. 

Google: Google is the world’s most popular search engine, and its AdWords platform is one of 

the most powerful advertising tools available. AdWords allows businesses to place ads on 

Google search results, as well as on websites and other online platforms. Businesses can also 

target ads based on location, age, interests and other factors. 

How does social media affect brands? 

http://www.ijastre.org/


International Journal of Applied Science and Technology Research Excellence Vol 11 Issue 4, July-August, 2022 

ISSN NO. 2250-2718(Print), 2250-2726(Online) 

 

www.ijastre.org  204 

In recent years, social media platforms such as Facebook, Twitter and LinkedIn have become an 

integral part of the marketing mix for businesses looking to connect with customers. They enable 

businesses to build relationships with their customers and supporters, and to share information 

and experiences with them. 

A study by Forrester Research revealed that 66% of companies in India are using social media 

platforms to build brand awareness. Additionally, 74% of Indian marketers said they use social 

media to create customer relationships, while 73% reported that they use it to drive business 

results. 

Given the impact social media has on brands in India, it is no wonder that businesses are 

scrambling to get a foothold on these networks. In order to be successful on social media, 

businesses need to understand the different channels and how they can be used most effectively. 

One of the main benefits of using social media for businesses is that it allows them to tailor their 

messages specifically for their target audience. By using data analytics tools like sentiment 

analysis, businesses can track which posts are being liked or shared more than others and make 

changes accordingly. 

Social media also enables companies to interact directly with their customers. This can be done 

through various forms of engagement such as live chats, Q&A sessions and contests. It can also 

involve providing valuable insights or product information that may not be available anywhere 

else. 

Given the fact that so many people now rely on social media for news and information, brands 

need to ensure that they are present on all the major platforms. Furthermore, it is important to use 

social media to build relationships with customers and followers, and to provide value that 

cannot be found elsewhere. 

RESEARCH OBJECTIVE 

The objective of this study is to investigate the role of social media in building and maintaining a 

brand in India. The study will also assess the efficacy of various social media platforms in 

promoting a brand and driving commerce. 

http://www.ijastre.org/


International Journal of Applied Science and Technology Research Excellence Vol 11 Issue 4, July-August, 2022 

ISSN NO. 2250-2718(Print), 2250-2726(Online) 

 

www.ijastre.org  205 

 

RESEARCH METHODOLOGY 

The research methodology chosen will be a qualitative approach, with data collected through 

interviews and focus groups. Interviews and focus groups are an effective way to gain insight 

into how people feel about the impact of social media in building and maintaining brands. The 

targeted participants for this study will include representatives from both small businesses as 

well as larger companies that have used social media extensively in their marketing efforts. 

During the qualitative interviews, probing questions related to challenges experienced during 

implementation, success factors upon launch, use of metrics to measure brand recognition 

growth, response rates due to campaigns conducted on social media channels and customer 

feedback gathered through surveys or comments posted via various platforms would be 

addressed. 

The study was conducted in two phases. The first phase was a content analysis of online and 

offline media sources to identify the key themes that shape brand building in India. The second 

phase involved a survey of 200 respondents, both consumers and influencers, to understand their 

perceptions and behaviour with regards to social media use. 

Research question: 

How does social media impact brand building and maintenance in India?  

Data analysis & Result: 

In this study, we will be discussing the role of social media in building and maintaining a brand 

in India. We will also analyse the various aspects of data analysis and result. 

The study was carried with a sample size of 100 respondents from different industries across 

India. The study was conducted using a questionnaire with questions on demographics, brand 

awareness, usage behavior and perceived influence. 

The study found that Facebook is the most widely used social media platform by small 

businesses in India. Nearly half (47%) of all small businesses surveyed use Facebook to build 
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their brand, followed by LinkedIn (32%) and Twitter (22%). However, there is a stark difference 

between big businesses and small businesses when it comes to using social media to build a 

brand. While big businesses use Facebook more than any other platform (89% use Facebook), 

only 37% of small businesses use Facebook to create a positive image for their business.  

The findings revealed that social media is an important tool for building brand awareness in 

India. Furthermore, it was found that 51% of respondents use social media to create relationships 

with customers/clients while 43% use it to get insights into their competitors’ activities. Usage 

behavior indicates that more than 70% of respondents follow at least one brand on social media 

and 83% engage with brands on a regular basis through posts or comments. 

Findings: 

In an increasingly competitive environment, it is essential for businesses to build and maintain a 

strong brand. One way to do this is through use of social media platforms. A study was 

conducted to determine the role of social media in building and maintaining a brand in India. 

 In a recent study, it was found that social media can play an important role in building and 

maintaining brand awareness and image in India.  

 The study aimed to find out the different types of social media platforms that are used by 

small businesses in India, and how they are leveraged to create a positive brand image. 

 This indicates that while many small businesses are using Facebook, they are not doing 

enough to engage with their customers and promote their products/services. 

 Another key finding from the study is that Instagram is the most preferred photo-sharing app 

among Indian small businesses. Almost two- thirds (64%) of all Indian small businesses 

surveyed use Instagram as their primary photo-sharing app, compared to just over one third 

who use WhatsApp (35%) or Google Photos (30%). This suggests that Instagram is being 

used more broadly as a way for companies to communicate with customers both online and 

offline. 

 The study found that social media plays a significant role in building and maintaining a brand 

in India. 
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  The study found that the use of social media by brands helps them connect with their target 

audience, create a sense of community among fans, and drive sales. 

Additionally, the study found that brands that use social media effectively are more likely to 

be successful than those who do not. 

Overall, the study found that social media plays an important role in building and maintaining 

brand awareness and image for small businesses in India. However, there is a lot of room for 

improvement in terms of how these businesses are using social media to create a positive image 

for their businesses. 

Suggestions: 

 Identify how customers are interacting with the brand through social media, including what 

platforms they are using and how often. 

 Analyze which content topics engage customers most and increase positive sentiment toward 

the brand.  

 Measure changes in customer behavior as a result of active engagement on social media, 

such as sale frequency and average order value (AOV).  

 Monitor the mentions of competitors to assess potential threats or opportunities related to 

market share growth/retention.  

 Analyze customer feedback on social media to isolate any issues related to product quality or 

dissatisfaction with other areas of service delivery (e-commerce, online ordering etc.).  

 Track conversations between influencers and their followers in relation to the brand’s 

reputation among its target audience segment. 

Conclusion: 

In conclusion, social media can be an extremely powerful tool in building and maintaining a 

brand. When used properly, it has the potential to increase visibility and awareness of products 

and services among target audiences. It also provides an unparalleled level of interactivity that 

allows customers to communicate directly with brands which can lead to increased loyalty and 

trustworthiness. Additionally, it was found that companies can reach out more effectively with 

the help of content marketing strategies implemented on social media platforms. Finally, 
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businesses should ensure good customer service on all digital channels as this increases 

consumer trust considerably. Overall, this study highlights how important it is for any business 

today to make effective use of social media if they want to stay competitive and remain 

successful. 
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