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ABSTRACT

India being 2nd largest in population, 3rd largest by purchasing power parity and 7th largest in the economy
by nominal GDP is a significant destination for all marketers to generate revenue. Brand plays a very significant
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role in generating sales. Different marketing strategies are adopted by marketers to create brand. In the information age, the companies
try to exploit every possible avenue to create their brand image. No longer are today’s techno consumers contented with the traditional
marketing communication channel hence social media marketing has become the essential part of their marketing communication. Also
the demographic shift in India is in favor of young population, forcing the companies to adopt new marketing strategies for creating
brand. As majority of young population uses one or other social media networking site, it presents a unique opportunity to companies to
reach a million of potential customers in a fraction of the cost as compared to traditional communication mix. The objective of this paper
is to identify the role of social media marketing in brand building and influencing consumer buying behavior while making a purchase
decision in buying a product. This study has used primary data collected from 265 respondents through survey method using structured
questionnaire. Convenient sampling method was used to analyze significant factors through ANOVA and factor analysis which differ
across different demographic variables such as age, income, education and occupation. From the factor analysis, five factors were identified
as [1] brand impact [2] brand recognition [3] brand approval [4] brand association and [5] brand reliability. These findings highlight the

utility of social media marketing in building brands.

1. Introduction

Building a brand in competitive market is a prolonged pro-
cess that not only consumes time and money but also re-
quires a proper strategy to give intangible outputs to the
company. With a paradigm shift in the demography and
growing competition, the approach to communicate with
customers have changed drastically from traditional to
modern marketing with Social Media Marketing (SMM) be-
ing the latest stratagem.

Brand awareness is quoted as the highest priority for
marketers in both business-to-business and business-to-
consumer fields. According to the United Nations agency
which superintends international communications, over 3
billion people are currently using the Internet. In accord-
ance with a new report from the International Telecommu-
nication Union, the number of Internet users has boosted
from 738 million in 2000 to 3.2 billion in 2015. Nearly 2.1
billion people possess social media accounts which is just
over 2/3" of the active internet users. Hence it's easy to
apprehend why business and consumer marketers almost
in unison believe that social media is vital to building a
brand.

According to Elisabeta Ioands and Ivona Stoica in their
paper “Social Media and its Impact on Consumers Behav-
iour” by making use of social media, consumers have the
supremacy to influence other buyers through appraisals of
products or services used. Consumers are also swayed by
psychosocial physiognomies like revenue, purchase moti-
vation, company presentation, firm or brand’s presence on
social networks, demographic variables such as age and
gender, workplace, method of payment, type of stores (on-
line or physical), etc. While business owners cannot make
customers operate social media, they can influence the type
of things a social media connected shopper discovers. For
this reason it's eminent to establish a social media presence.

SMM provides an opportunity to engage and interact with the
current and potential consumers and encourage a better sense
of intimacy of the customer relationship; thereby improving the
brand. A variety of branding and social media marketing activi-
ties can be conducted to help achieve the anticipated brand po-
sitioning and building brand equity. Marketers are progressively
embracing alternative forms of brand-building undertakings. In
particular, greater emphasis is being placed on “social media
marketing,” crafting emotion-laden experiences, creating “buzz”
among consumers, and establishing real-world online communi-
ties.

SMM is the way of promoting a website, brand or business by
interacting with or attracting the interest of current or prospec-
tive customers through the channels of social media. Facebook,
Twitter and YouTube are the most popular social media that are
widely used by the companies and the celebrities in promot-
ing themselves and their brands. With the number of users ris-
ing each day in Facebook and other social networking sites, it
is bound to bring in more customers for the business and much
more promotions and marketing thus making social media the
better platform for marketing as said by M. Saravanakumar and
T.Suganthal.akshmi in lifescience.com.

2. Literature Review

Online marketing has a plethora of strengths; the speed of ac-
cessing the information is very fast and extremely cost effective,
besides that internet has no geographical boundaries (Chaffey et
al, 2004) as mentioned by Simona Vinerean et al. (2013) in their
paper “The Effects of Social Media Marketing on Online Con-
sumer Behavior”

Social networking sites can be explained as networks of friends
for professional or communal interactions (Trusov et al. 2009).
Undeniably, online social networks have intensely changed the
broadcast of information by making it unbelievably simple to
share and absorb information on the internet (Akrimi & Khe-
makhem, 2012).
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Jothi et.al in their research paper mentioned that Smith
(2010) studied Facebook is gaining popularity and is becom-
ing the greatest source of communications of people. Many
companies are trying to emulate Facebook’s success/chal-
lenge it in one geography or another. Facebook has proven
that the core asset on which all of its services are built, the
social graph — is much more defensible and powerful than
many others once anticipated. Ricadela (2007) says, Coca-
Cola has been running promotions on Myspace for the past
two years for brands including Cherry Coke and Fanta and
has promoted Diet Coke and other drinks on Google’s You-
Tube.

Weber (2009) studied Promoting a community is just like
as promoting a new brand product or service to the con-
sumers. Social media is used to communicate people in
the promotional aspect and inclin d to involve the peo-
ple. Traditional advertising and direct marketing in so-
cial media is to send people to the digital community to
be informed, entertained and heard. Users find appeal-
ing, a value high enough to encourage them to partici-
pate.

According to Jacqueline Simard Ireton, in her blog “Social
Media Marketing Influences Consumer Behavior” (www.
blastmedia.com), Social media toughens the relationship
amongst businesses and consumers. Through these net-
works, brands can correspond with consumers on a more
recurrent and more individual level than formerly possible.

Brent Gleeson in his blog “6 Ways Brands Build Trust
through Social Media” (www.forbes.com) said that in to-
day’s digital world, transparency is an inborn reality, as
people will be speaking about issues linked with the brand
online. In a report from e-Marketer, 77% of buyers said
they are more likely to buy from a company if the CEO
uses social media, and 82% trust the company more. This
is impressive, and telling of how consumers want to en-
gage with brands and top-level executives.

Sczmigin (2010) focused on the commercial evolution of the
World Wide Web which has resulted in an environment
where consumers engage directly with business in a vari-
ety of ways. The internet has become an indispensable tool
for today’s businesses. Every business organization is using
in some way or another. Marketing companies or managers
who are failing to use internet as marketing strategy will
be at disadvantages.

Hamed Karamian et al (2015) in their paper “Do Social
Media Marketing Activities Increase Brand Equity?” Inter-
national Journal of Economy, Management and Social Sci-
ences concluded that Social media marketing aids compa-
nies and consumers discover new communication routes.
Firms can use social media marketing to set up relation-
ships with loyal consumers and influence their personal
perception of the product, advertise their own information
and also study from and about their customers. So by us-
ing social media marketing, companies can magnify com-
munication with customers and augment customer loyalty
day by day.

From the literature review, it is clear that intensive work
has been done in social media and brand building. But
there is not enough contribution aligning Social Media and
brand building. This study helps to bridge the gap and to
identify the relationship between them.

2.1 Objectives of the study
e To figure out the role of SMM in building brand.
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e To analyze the impact of social media marketing in
consumer buying behavior.

e To offer suggestions to the marketers.

2.2 Hypothesis

Related to the above objectives, the following null hypoth-

eses were formulated for testing:

H,: There is no significant relationship between respond-
ent’s age and influence of social media marketing.

H,: There is no significant relationship between respond-
ent’s gender and influence of social media marketing.

H,: There is no significant relationship between respond-
ent’s income and influence of social media marketing.

H,: There is no significant relationship between education
and influence of social media marketing.

H_: There is no significant relationship between lifestyle
and influence of social media marketing.

H,: There is significant relationship between dependent
variable and independent variables.

3. Research Methodology

From literature review and informal discussion with
people and marketer helped to form the basis of the
study. For this research, primary and secondary data
were used. A questionnaire survey method was adopt-
ed to find the role of social media marketing in the re-
spondents view. An interview was conducted to 265
respondents to collect primary data with no discrimina-
tion on the basis of Age, Gender, Education or Income.
The respondents opinion were being gauged by using a
questionnaire containing close-ended question, which
were designed to ascertain satisfaction level of the re-
spondents using a five point Likert scale with follow-
ing options: Highly Satisfied, Satisfied, Neither Satisfied
nor Dissatisfied, Dissatisfied and Highly Dissatisfied. The
sample broadly fulfills the purpose of cross sectional sur-
vey. The research and statistical tools employed in this
study are frequency analysis, factor analysis, ANOVA
(Analysis of variance) & Regression. SPSS 22 was used
to perform statistical analysis. The reliability of the
data was carried out by using Cronbach’s Alpha Value.
ANOVA was employed to find the association between
demography and relevant attributes. The third major
analysis carried out was factor analysis to reduce the
clustering effects of the similar attributes. Both Bartlett’s
test of Sphericity and measure of sampling adequacy
(MSA) were also carried out to ensure that the require-
ments of factor analysis were met. In addition, regression
analysis was performed to derive a predictive model.

4. Analysis and Interpretations:
The analysis of this data was divided into following sec-
tions:

Demographic profile Respondents : Table 1
Social Media profile : Table 2
Factor Analysis : Table 3
ANOVA : Table 4
Regression Analysis : Table 5
Proposed Model : Figure 1

5. Limitations of the study:
1. The study was restricted to Delhi-NCR alone.
2. The data were collected only from Social Media user.
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Table 1: Demographic Profile of Respondents

Variable Characteristics [Frequency |Percent
Less than 30 133 50.2
31- 35 65 24.5
Age 36-40 39 14.7
Above 40 28 10.6
Male 138 52.1
Gender
Female 127 479
Less than 5
lakhs/year 72 272
5-10 Lakhs 102 385
Income Per 10 - 20 Lakhs |67 25.3
Annum 20-30 Lakhs |18 6.8
Above 30 lakhs |6 2.3
HSC 18 6.8
Graduation 109 41.1
Educational Post-
Qualification Graduation 109 411
Professional
Degree- 29 10.9
Others
Self-Actualizers |61 23.0
Innovators 59 22.3
Lifestyle Strivers 39 14.7
Esteem Seekers |37 14.0
Openness to
change 69 260

Source: Primary Data Collected and Compiled by authors

The demographic profile of the respondents shows that the re-
spondents below 30 years are 50.2%. This age group represents
majority of respondents who are the frequent users of SNS. Further
it is revealed that 38.5% of respondents are in income group be-
tween 5-10 lakhs whereas 27.2% of the respondents belonging to
the lowest income group of less than 5 lakhs. The composition of
the sample according to education is 41.1% graduates, 41.1% Post-
Graduates. Whereas if we look the life style statistics reveals that
23% actualizers, 22.3% innovators and 26% openness to change.
This is an ideal demographic profile for statistical analysis.

The table below mentions the Social media users and marketers
profile.

Table 2: Social Media Profile

SM Pro-
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Reliability and Validity: To undergo the research, reli-
ability and validity analysis was done to measure the
consistency between survey scales. Since, the value of
Cronbach’s alpha (Ca) can get inflated by multiple vari-
ables in the data set so there is no interpretation as to
what is the acceptable limit. (Zhang, 2005). The value of
Ca can be anywhere between 0 and 1, where the higher
value denotes greater consistency. In many situations the
following ranges: Ca > 0.9 denotes excellent, 0.9> Co>0.8
denotes good, 0.8> Ca>0.7 as acceptable, 0.7> Co>0.6 ques-
tionable, 0.6> Ca>0.5 as poor, and less than that unaccep-
table. The score of Ca calculated for all 32 attributes was
0.798 which is considered to be acceptable. A reliability of
0.798 means the variability is about 79.8 % true ability and
20.2% error. Hence the research can be carried out on this
data set.

6. Factor Analysis

Factor analysis is a statistical approach that addresses
the problem of analyzing the structure of the interrela-
tionships (correlations) among a large number of vari-
ables. Once these dimension and explanation of each
variable are determined, the two primary uses for fac-
tor analysis -Summarization and data reduction can be
achieved (Hair et al, 1998). The Kaiser-Meyer-Olkin
(KMO) measure of sampling adequacy is an index used
to examine the appropriateness of factor analysis.
Overall, the set of data meets the fundamental require-
ments of factor analysis satisfactorily (Hair et al, 2006).
In analyzing the data given, a set of 19 statements were
reduced to 16 on the basis of correlation. These attributes
describe various factors items which were considered to
be important in building brand and influencing consum-
er purchase. These were subjected to a factor analysis
using the principal component method. As in common
practice, a Varimax rotation with Kaiser Normalization
was performed to achieve a simpler and theoretically
more meaningful factor solution. The Cronbach’s alphas
score for all the factors were above the cutoff point (0.7)
recommended by Nunnally’s (1978). The KMO value
for the selected 16 attributes is .828 (sig: 0.000) which is
quite above the standard value.

Applying SPSS, the principal component analysis was car-
ried out to explore the underlying factors associated with
16 items. The table below shows 61.56% of variation in
brand building with the help of new age marketing strat-
egy — Social Media is explained by 5 factors.
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Table 3: Factor Analysis: Components Extracted

Name |[Fac- |% of
F. . of Di- |tor Variance
No Variables men- |Load- |Ex-
sion ing plained
SMM helps in generatin
positive a}ztitudge 8 0590
SMM helps in generating
attachment with the brand to 0.677
lovalty
SMM helps in comparison of
F1 informatign P Brand- 0.695
SMM and the brand Impact 16.856
displayed influence your 0.715
purchase
SMM and the brand Ads 0.752
influence your decision. .
SM helps in creating brand 761
awareness .
SM marketing helps to recall
and recognizg bragd 794
Frequency of brand exposure 1],3;‘?(1; d__ 754
F2 leags to brand recognition niti 0%1 : 15.659
Visual ads with favorable
endorser leads to brand as- .549
sociation
SMM helps in creating like-
ability ach))ut the bran%i Brand- 0.761
F3 |SMM helps in social approval | Ap- .695 1277
SMM makes consumer feel a |proval 594 '
sense of pride .
SMM helps in creating a
F4 |sense of g)rand commgnitv irand.— 669
SMM engages consumer to ssocl- 10.392
VL 838 ) ation |.739
visit brand related website
SMM helps in establishin,
5 trustworthiness 5 Eﬁ;‘_i' 0.808
SMM of the brand enhances bilit 0.501 7.376
your reliability Y |

Discussion of the extracted factors

1. Brand Impact:

It's the most significant factor. It explains 16.856 % of total
variance. The consumer purchase decisions are influenced
by SMM which has an impact on the brand. This can be
seen from The Deloitte report which noted that consumers
who use social media in the course of their shopping pro-
cess are four times more liable to spend more on purchases
than those who do not. Another important variable is SMM
helps in creating connection between the brand and loyalty
of customers. This is in association with the philosophy of
Wharton Associate Professor Dr. Americus Reed and his
Persona Partners co-founder, Samuel Botts, which says “all
brands want loyal customers but building that community
can be challenging.

2. Brand Recognition:

This is also a momentous factor showing 15.659 % of total
variance. It says SMM helps in creating brand awareness
and brand recognition. This is very well explained in Niels-

Table 4: Computation of ANOVA
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en’s Global Online Survey on “How social media impacts
brand marketing” which articulates that Social media plays
an important role in how consumers discover, research,
and share information about brands and products. 60 per-
cent of consumers researching products through multiple
online sources learned about a specific brand or retailer
through social networking sites. Research of Shankar et al.
(2011) has concluded that retailers can intensify awareness
of their brand by being innovative when involving custom-
ers on social media sites. He stated, “As more shoppers are
using social media e.g., Facebook, Twitter, MySpace and
LinkedIn and depend on them for marketing and shopping
decisions, promotion through these modes has become sig-
nificant”

3. Brand Approval:

This factor combines three factors SMM helps in creat-
ing the likeability about the brand, SMM helps in social
approval and SMM makes consumer feel a sense of pride
with total variation of 11.277 %. The factor identified is
Brand Approval which is approved by the respondents af-
ter seeking approval from the social networking sites such
as Facebook which reinforces the findings of Keller (2003).

4. Brand Association:

Brand association is an essential factor indicating 10.392 %
of total variance. The allied variable specifies that SMM
helps in creating a sense of brand community. Nielsen’'s
Global Online Survey portrays the interest of consumers
to act as ambassadors and advocates for brands through
social media. According to Lisette de Vries a, and Sonja
Gensler a and Peter S.H. Leeflang in their research “Popu-
larity of Brand Posts on Brand Fan Pages: An Investigation
of the Effects of Social Media Marketing Brand Reliability”,
brand fan pages reflect part of the customers’ relationship
with the brand (McAlexander et al. 2002), broaden the
brand-customer relationship (Mufiz and O’Guinn 2001),
and provide a source of information and social benefits to
the members (Bagozzi and Dholakia 2002; Dholakia et al.
2004).

5. Brand Reliability:

This factor shows 7.376 % of total variance. The significant
variable indicates that SMM helps in establishing trustwor-
thiness. This is proved by Brent Gleeson who in his blog
“6 Ways Brands Build Trust through Social Media” (www.
forbes.com) mentioned, “As humans, without trust, our re-
lationships can never go past a certain level. The same goes
for brands building relationships with consumers. What
some companies don’t realize is social media sites like Fa-
cebook, Google+, Twitter, LinkedIn, and Pinterest have
become search engines themselves. Instead of going to a
traditional search engine, consumers might go directly to
a social media channel to search for content and to learn
more about products or services.

Items Age Gender Income Education Lifestyle Impact of SMM

F SIG F SIG F SIG |F SIG F SIG F SIG
SMM helps in
creating brand 10.88 0.001 0.001 0.973 1.17 |0.33 |(3.28 [0.021 0.259 0.904 11.9 .000
awareness
SMM helps
to recall and
recognize the 6.443 0.001 0.045 0.832 0.4 0.81 (232 [0.76 0.312 0.87 8.276 .000
brand
Frequency of
brand exposure 13704 19912 0954  [0.33 129 (028 |[3.84 [0.029 [1.841 [0.121  [5515  |.000
leads to brand
recognition
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Visual ads in

SM with favorite
endorser leads to
brand association

0.448 0.719 0.04 0.841 1.04

0.39 [5.32 |0.001 0.586 0.673 3.080 .017

SMM helps in

trustworthiness
about the brand

establishing 0211 0889 |0471 0493 |031

0.87 [0.55 |0.66 0.37 0.83 2.657 .033

SMM helps in

about the brand

creating likeability [1.103 0.348 0.178 0.674 0.57

0.69 |2.56 [0.05 0.176 0.951 2.579 .038

SMM helps in

product

social approval of |2.51 0.049 0.455 0.501 1.96

0.1 1.02  ]0.384 0.219 0.928 2.582 .038

SMM makes
consumer feel a

accomplishment
and fulfillment of
needs

sense of pride, 15551 lgg4s 0250|0611 (172

0.15 |2.66 [0.049 0.911 0.458 7.628 .000

SMM helps in

brand community

creating a sense of [0.612 0.608 0.012 0.912 0.99

042 0.2 0.895 1.331 0.259 13.516  |.000

SMM engages s

brand related
website

customer to enter 1y 503 19307 |1559  [0.216  [0.31

0.87 ]0.23 |0.875 1.023 0.396 4.721 .001

SMM helps

positive attitude
about the brand

in generating 0212 |0.888 |0.466 0495 |0.97

042 [0.65 |0.586 1.1 0.357 7.179 .000

SMM helps

attachment with
the brand-loyalty

in generating 072 lo541  [1.194 |0276  [091

0.46 |1.51 |0.212 0.58 0.678 14.297  {.000

SMM and the

influence your
purchase

brand displayed |1 574 19196 |1.020 [0311  |0.19

094 |1.01 (0.39 1.695 0.152 15.96 .000

SMM helps in

information

comparison of 0.584 0.626 0.372 0.543 1.26

029 (093 |0.427 1.117 0.349 13.98 .000

SMM and the
brand Ads
influence your
decision.

0.779 0.506 1.663 0.198 1.58

0.18 |0.74 (0.53 1.775 0.134 13.65 .0001

SMM of the brand

reliability

enhances your 1.277 0.283 0.096 0.757 1.25

029 (2.01 ]0.113 0.903 0.463 7.309 .000

7. Regression Analysis

To investigate the relationship between dependent variables
and independent variables, regression analysis is done for hy-
pothesis H, The dependent variable is: Impact of SMM on
brand building. The independent variables are: SMM helps in
establishing trustworthiness, SMM helps in creating likeabil-
ity about the brand, SMM helps to recall and recognize brand,
SMM engages consumer to visit brand related website, SMM
and the brand Ads influence your decisions. The error is denot-
ed by ‘e’& ‘a’ is constant.

Figure 1: Proposed model to evaluate Impact of SM on
Brand Building
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Hypothesis H,
The  basic model tested in the study is:

Y =a+b,(x) +b,(x) +b,(x) +b,(x,) + ---rmmrmmeemme —-+b x te
As factor analysis describes the existence of clusters of large
correlation coefficients with measured dimensions as factors,
these factors do not have the predictive strength of any order
on the measured phenomenon. However, multiple linear re-
gression describes the relationship between the dependent
and independent variables. Hypothesis is tested with the help
of ANOVA at 5% significance. The attributes used are the out-
comes from the factor analysis. Thus, we get independent vari-
ables. The dependent variable is the Impact of SMM which has
been asked separately from the respondents.

Table 5: Regression Model

Coef- |Std. . R, R?, Adj
Source ficient |Error Sig R?
Constant -0.469 10.293  [0.009
SMM and the ads
have an influence on [0.415 [0.056 [0.001
your decision EZ=—0(5769363,.
SMM helps to recall -
and recognize brand 0117 10.05 0.021 6"25 2=
SMM helps in creat- )
ing likeability about 10.031 (0.051 (0.543 |4¢_5 958
the brand Yy

f=24.15,

SMM engages con- sig = 0.00
sumer to visit brand [0.159 |0.054 [0.004 ’
related website
SMM helps in gener-
ating positive attitude 0.047 |0.055 0393
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From the ANOVA analysis we find that the significance
value is <0.05. This denotes that the dependent variable has
significant relationship with the independent variables. So
our hypothesis H6 is accepted.

8. Findings

As per the model summary table R=0.796, Adj R*=0.613
and R? is 0.633 — which means 63.3% of the variance of the
dependent variable is explained by independent variables.
Adjusted R?is 0.613, model account for 61.3% variance, it is
f a good model as the concept of brand development is a
persistent exercise by the marketer with various marketing
tactics. Since, there are several communication mix used by
marketer and if SMM is contributing nearly 63%, the mar-
keter should be happy to keep promoting brands through
it. From the table, except SM marketing helps in generating
positive attitude , SMM helps in creating likeability about
the brand, all the other independent variables have signifi-
cant value <0.05. The group of independent variables shows
statistically significant relationship with the dependent
variable which implies that the marketer should advertise
in social networking sites helping the marketer to influence
consumer decision and also involve consumer for acquiring
information from their official website to build trust and
recognize brand.

9. Results and Discussion
Therefore, we present the modified regression equation to
measure the impact of SMM on consumers as:

Impact of SMM (Y) = -0.469 + 0.415(SMM influences your
decision) + 0.159(SMM engages consumer to visit brand re-
lated website) + 0.117(SMM helps to recall and recognize
brand).

This means that today’s consumer not only uses social net-
working sites for their personal use but also keeps an eye
on the ads getting displayed and if they like the brand they
gather information from the website and while purchase it
is easier for them to recall and recognize the brand.

10. Hypothesis Testing

In order to analyze the role of social media marketing on
demographic elements we carried out ANOVA on the cus-
tomers’ response. The results of ANOVA is given in Table
4. Based on the level of significance value of 0.5 from Table
4, it indicates that SMM has significant impact on the age
of the respondents and hence we reject H,. However for
hypothesis H,, H, and H,, it can be seen that all the values
are significantly higher than 0.5, so there is no significant
relationship between respondent’s gender, income &life-
style. Hence we accept H,, H, and H,

From the demographic table it is clear that majority of re-
spondents are graduates or post graduate and are the ma-
jor users of internet. Hence it is obvious that the impact of
social media marketing is significant in this demographic
factor and we reject H,

The relationship between dependent and independent vari-
ables were found to be significant and therefore we accept
H(7

11. Conclusion

The findings of the study clearly signifies that Social Me-
dia Marketing influences brand building as the consumers
are regular user of the various networking sites. The adap-
tation of social networking sites would always be a handy
exercise for the marketer to build brand and influence sales
as majority of the user uses Facebook or LinkedIn more
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often than other networking sites. Factor analysis have
brought five factors representing various elements consid-
ered by the respondents. These factors are brand impact,
brand recognition, brand approval, brand association and
brand reliability. Gender, income and lifestyle of respond-
ents have no significant impact of social media marketing
whereas age and education has significant impact of SMM.
Further Regression analysis shows that 63% of the respond-
ents are getting impacted by various networking sites.
Hence, this new age marketing strategy should be used to
enhance brand building.
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