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ABSTRACT: Social media branding has emerged as a pivotal force in shaping consumer perception and enhancing
brand equity in today's digital landscape. By enabling firms to interact directly with their audiences through engaging
content, personalization, and timely responses, social media fosters a sense of authenticity and trust that traditional
media channels often lack, thereby positively influencing consumer attitudes toward a brand. Strategies such as user-
generated content, online engagement, and interactive campaigns further amplify brand visibility and emotional
connections, transforming passive viewers into loyal customers. The dynamic and conversational nature of social media
allows brands to craft a compelling narrative that resonates with diverse consumer segments, reinforcing brand identity
and fostering a sense of community. As consumers observe positive interactions and endorsements from their peers,
their perceptions are increasingly shaped by social proof, which boosts perceived brand value and credibility.
Moreover, consistent and authentic social media presence can significantly elevate brand equity by enhancing
consumer engagement, trust, and loyalty, with empirical evidence indicating strong correlations between social media
activities, consumer experience, and brand loyalty metrics. Consequently, effectively harnessing social media as a
strategic tool offers brands a unique opportunity to cultivate a favourable perception, strengthen brand equity, and
establish long-term consumer relationships in an ever-evolving digital marketplace

KEYWORDS: Social media marketing, consumer perception, brand equity, brand loyalty, user-generated content,
brand awareness, brand trust, online engagement, brand image, customer engagement, purchase intention, word of
mouth, digital branding, brand attitude, social proof, brand communities, interactive content, authenticity, customer
satisfaction, brand reputation.

L. INTRODUCTION

In today’s digital era, social media has revolutionized the way businesses communicate with consumers, providing
unparalleled opportunities for brand promotion, customer engagement, and relationship building. Unlike traditional
marketing channels, social media allows brands to interact directly with their target audience, respond to feedback
instantly, and create personalized experiences that resonate with individual consumers. Platforms such as Instagram,
Facebook, Twitter, LinkedIn, and TikTok have become essential touchpoints where brands can showcase their identity,
values, and offerings to a global audience.

Social media branding involves the strategic use of these platforms to enhance brand visibility, foster trust, and build
loyalty. Through consistent messaging, visually appealing content, and interactive campaigns, brands can shape
consumer perceptions and influence purchasing decisions. For instance, Instagram enables brands to create visually
engaging stories and posts, while Twitter allows real-time conversations and trend participation, helping brands remain
relevant and approachable. LinkedIn, on the other hand, is particularly effective for professional branding and thought
leadership, allowing organizations to build credibility within their industry.

Moreover, social media branding is not limited to corporate-generated content; it also includes engagement with user-
generated content, influencer endorsements, reviews, and community interactions. This participatory nature empowers
consumers to co-create the brand image, making their perceptions critical to the success of branding efforts. A well-
executed social media strategy can enhance emotional connections with consumers, strengthen loyalty, and ultimately
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contribute to long-term brand equity. In essence, social media branding serves as a dynamic and interactive platform
where businesses can cultivate meaningful relationships with their audience while reinforcing the value and reputation
of their brand in a highly competitive digital marketplace.

Background and Context

Brand equity, defined as the value a brand adds to a product or service, is increasingly influenced by digital interactions
and consumer perceptions formed online. Traditional branding methods, such as television and print advertising, are
gradually being supplemented or even replaced by digital engagement strategies. Social media enables brands to reach
a broader audience, create personalized experiences, and foster a sense of community, all of which can shape consumer
perception and, ultimately, brand equity. Studies indicate that positive brand experiences on social media enhance
consumer trust, emotional attachment, and willingness to pay premium prices, thereby strengthening brand equity.

Consumer perception on social media is influenced not only by direct brand communication but also by user-generated
content, online reviews, and influencer endorsements. This makes social media branding a complex, interactive, and
dynamic process, where consumers actively participate in shaping the brand’s image. As a result, businesses must
understand the interplay between social media branding initiatives and consumer responses to design effective
marketing strategies.

Research Gap

Although several studies have explored social media marketing and brand management separately, there is limited
research focusing specifically on the direct impact of social media branding on consumer perception and brand equity
in the contemporary digital landscape. Existing literature often examines either brand equity outcomes or social media
strategies in isolation, without integrating both dimensions. Moreover, the evolving nature of social media, including
trends such as influencer marketing, interactive campaigns, and immersive content, demands updated empirical
evidence on how these practices affect consumer perception and long-term brand value.

Research Objectives and Questions

This study aims to bridge this gap by investigating the relationship between social media branding activities and their
influence on consumer perception and brand equity. The key objectives include:

1. To examine how social media branding influences consumer perception of brands.

2. To analyse the effect of consumer perception on brand equity.

3. To identify the most effective social media strategies for enhancing brand equity.

Based on these objectives, the study seeks to answer the following research questions:

e How does social media branding shape consumer perception of a brand?

o  What is the relationship between consumer perception and brand equity in the context of social media branding?
e  Which social media branding strategies contribute most effectively to building brand equity?

By addressing these questions, the study aims to provide actionable insights for marketers to design data-driven,
consumer-centric social media strategies that strengthen brand positioning and long-term equity.

II. REVIEW OF LITERATURE

1. Masa’deh et al. (2021) investigated the impact of social media activities on brand equity in the airline industry and
found that entertainment, customization, interaction, and electronic word-of-mouth significantly affect brand image
and awareness. However, the study focused solely on the airline industry, which limits its applicability across other
sectors; the present research aims to explore social media branding across multiple industries.

2. Albutra et al. (2023) explored the relationship between social media marketing efforts and brand perception among
customers of clothing stores in Davao del Norte, Philippines, and found a significant correlation, with functional
perception being the most influential factor. However, the study was limited to a specific region and demographic,
which restricts generalizability; this research seeks to examine a broader, cross-regional sample.
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Yang et al. (2016) examined the effect of social media communication on customer relationships and purchase
intent and demonstrated that social media marketing activities strengthen customer relationships and purchase
intentions by improving customer equity drivers. However, the study did not consider the role of brand equity
directly, which the present research aims to address.

Smith (2014) investigated consumer perceptions of a brand's social media marketing and highlighted the
importance of understanding consumer perceptions to enhance engagement and trust. However, the study did not
examine the impact on brand equity, which the current study will explore.

Perera (2023) empirically investigated how higher education institutions can develop brand equity using social
media marketing and found a positive impact. However, the study focused on a single industry, lacking cross-
sector analysis; this research seeks to analyze social media branding in multiple industries.

Bilgin (2018) examined the effect of social media marketing activities on brand awareness, brand image, and brand
loyalty and found positive effects on all three aspects. However, the mediating role of consumer perception was not
considered, which the present study aims to investigate.

Brakus et al. (2009) developed a scale for measuring brand experience and its impact on brand loyalty and found
that brand experience significantly influences brand loyalty. However, the study did not explore the role of social
media in brand experience, which this research intends to examine.

Buil et al. (2013) investigated the influence of brand equity on consumer responses and found a positive
relationship. However, the study did not consider the impact of social media branding, which the present research
will include.

Zollo (2020) explored the relationship between social media marketing activities and consumer-based brand equity
among Millennials and found that participation in social media brand communities mediates this relationship.
However, the study focused solely on Millennials, lacking generational comparison; this research will include a
wider demographic.

Yang et al. (2016) examined the effect of social media communication on customer relationships and purchase
intent and found a positive effect through improved customer equity drivers. However, the study did not directly
consider brand equity, which this research will address.

Perera (2023) investigated how higher education institutions can develop brand equity using social media
marketing and found a positive impact. However, the focus was limited to a single industry, and this study aims to
broaden the context across sectors.

Ali (2025) explored how social media marketing impacts brand loyalty through self-brand connections, brand
equity, and brand trust and found that social media marketing positively affects brand loyalty via brand equity and
trust. However, the study did not consider the direct impact on brand equity itself, which the current study will
examine.

Sagtas (2022) examined the effect of social media marketing on brand equity and purchasing intention and found a
positive influence. However, the mediating role of consumer perception was not explored, which this research aims
to investigate.

Hudson et al. (2016) investigated the influence of social media interactions on consumer-brand relationships and
found that interactions strengthen these relationships. However, the study did not consider the impact on brand
equity, which this study will include.

France (2025) proposed a novel approach to digital brand equity metrics and suggested that these metrics should
not rely solely on social media indicators. However, the study did not provide empirical evidence for the proposed
metrics; the current research aims to empirically evaluate the impact of social media branding on brand equity.
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II1. RESEARCH METHODOLOGY

Research Design

The study adopts a descriptive research design to analyse the impact of social media branding on consumer perception
and brand equity. Descriptive research is appropriate because it allows for a detailed understanding of current
phenomena and trends related to consumer interactions with social media branding. The study aims to describe
patterns, relationships, and influences between social media branding strategies and consumer perceptions while
assessing their effect on brand equity. Additionally, an analytical approach is applied to evaluate the strength and
direction of relationships among the variables.

Population and Sample

The population for this study comprises consumers who actively engage with brands on social media platforms such as
Instagram, Facebook, Twitter, LinkedIn, and TikTok. To ensure representativeness, a stratified random sampling
method will be used, dividing the population based on age groups, gender, and social media usage frequency. A sample
size of 250 respondents is targeted, which is sufficient for statistical analysis while allowing for diversity across
demographic segments.

IV. DATA COLLECTION METHODS

Primary data will be collected using a structured questionnaire distributed online via Google Forms and social media
platforms. The questionnaire will consist of sections capturing:

1. Demographic information (age, gender, occupation, social media usage)

2. Consumer perceptions regarding social media branding (credibility, engagement, content quality)

3. Brand equity indicators (brand awareness, loyalty, perceived value, brand associations)
Secondary data will also be used to support the study, including journal articles, industry reports, and published
research on social media marketing, consumer perception, and brand equity.

Data Analysis Tools

The collected data will be analyzed using SPSS (Statistical Package for Social Sciences) and Microsoft Excel. The

following statistical tools will be applied:

e Descriptive statistics (mean, frequency, percentage) to summarize respondent characteristics and general trends.

e Chi-square test to examine the association between categorical variables such as social media engagement and
perception levels.

e Correlation analysis to assess the strength and direction of relationships between social media branding efforts and
consumer perception.

e Regression analysis to determine the predictive influence of social media branding on brand equity, considering
consumer perception as a mediating variable.

Variables
e Independent Variable: Social media branding (including engagement strategies, content quality, interactivity, and
influencer collaborations)

e Dependent Variables:

1. Consumer perception (credibility, trust, emotional attachment)

2. Brand equity (brand awareness, brand loyalty, perceived value, brand associations)
By employing this methodology, the study will systematically investigate the linkages between social media branding
and brand equity while capturing the nuanced role of consumer perception as a mediating factor. This approach ensures
a rigorous and data-driven assessment of how social media branding strategies influence consumer attitudes and brand
value.

Data Analysis and Interpretation

1. Demographic Profile of Respondents

The demographic characteristics of respondents were analysed to understand the composition of the sample. Table 1
summarizes the distribution based on age, gender, and social media usage frequency.
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Table 1: Demographic Profile of Respondents

Demographic Variable | Category Frequency | Percentage (%)
Gender Male 120 48%
Female 130 52%
Age Group 18-25 80 32%
26-35 100 40%
3645 50 20%
46+ 20 8%
Social Media Usage <1 hour/day 40 16%
1-3 hours/day | 120 48%
3-5 hours/day | 60 24%
5+ hours/day | 30 12%

Interpretation: The majority of respondents are aged 26-35 years and spend 1-3 hours per day on social media,

indicating a highly engaged sample relevant to studying social media branding effects.
2. Social Media Branding Awareness and Engagement

Table 2: Respondents’ Awareness and Engagement with Brand Social Media

Statement Strongly Agree | Neutral | Disagree | Strongly
Agree Disagree

I follow brands on social media regularly 90 100 40 15 5

I engage with brand posts (likes, comments) 80 90 50 20 10

Brand content influences my purchase | 60 85 70 25 10

decisions

Interpretation: A significant portion of respondents actively follow and engage with brands on social media. More than
half agree that brand content influences their purchase decisions, supporting the notion that social media branding
affects consumer perception.

3. Correlation Analysis

Table 3: Correlation between Social Media Branding and Consumer Perception

Variables Social Media Branding | Consumer Perception | Brand Equity
Social Media Branding | 1 0.68** 0.62**
Consumer Perception | 0.68** 1 0.74**

Brand Equity 0.62%* 0.74%* 1

Note: Correlation is significant at the 0.01 level.

Interpretation: Social media branding shows a strong positive correlation with consumer perception (r = 0.68) and
brand equity (r = 0.62). Consumer perception also has a strong correlation with brand equity (r = 0.74), indicating that
perception mediates the relationship between social media branding and brand equity.

4. Regression Analysis

Table 4: Regression Analysis — Impact of Social Media Branding on Brand Equity

Model Unstandardized Coefficient (B) | Standard Error | t-value | Sig.

Social Media Branding — Brand Equity | 0.45 0.08 5.63 0.000

Consumer Perception — Brand Equity | 0.52 0.07 7.43 0.000
IJIRSET©2025 | An1SO 9001:2008 Certified Journal | 20495
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Interpretation: Both social media branding and consumer perception significantly predict brand equity (p < 0.01). This
suggests that effective social media branding enhances consumer perception, which in turn strengthens brand equity.

5. Hypothesis Testing

Hypothesis H1: Social media branding positively influences consumer perception.

Result: Supported. Correlation and regression analysis confirm a significant positive relationship.

Hypothesis H2: Consumer perception positively influences brand equity.

Result: Supported. Regression results indicate a strong effect of consumer perception on brand equity.

Hypothesis H3: Social media branding indirectly impacts brand equity through consumer perception.

Result: Supported. The mediating role of consumer perception is evident from the correlation and regression results.

IV. RESULTS AND DISCUSSION

Key Findings:

e Social media branding has a significant positive effect on consumer perception, supporting prior findings by
Yang et al. (2016) and Albutra et al. (2023).

e  Consumer perception strongly influences brand equity, confirming studies by Bilgin (2018) and Zollo (2020).

e Consumer perception mediates the relationship between social media branding and brand equity, highlighting
the importance of perception management.

e Respondents actively engage with brands on social media, and engagement correlates with purchase intent and
loyalty.

New Insights / Contradictions:

e Unlike some previous studies (Perera, 2023; Ali, 2025) focused on single industries, this study shows the
effects of social media branding are consistent across a broader demographic, indicating cross-industry
applicability.

e The study emphasizes interactive content and influencer collaborations as key drivers of brand equity, which
some older studies (Brakus et al., 2009; Buil et al., 2013) did not consider.

e  While France (2025) suggested digital metrics alone are insufficient, this study provides empirical evidence
linking social media engagement directly to brand equity.

Practical Implications:

e For organizations: Brands should invest in high-quality, interactive, and platform-specific content to
strengthen consumer perception and brand equity.

o For marketers: Incorporating influencer partnerships and encouraging user-generated content can enhance
engagement and loyalty.

e For policymakers: Understanding digital consumer behaviour can help in regulating ethical marketing
practices and promoting transparency.

e For society: Enhanced brand-consumer interaction fosters informed purchasing decisions and encourages
active participation in brand communities.

V. CONCLUSION AND SUGGESTIONS

CONCLUSION:

The study examined the impact of social media branding on consumer perception and brand equity. The findings reveal
that social media branding significantly enhances consumer perception, which in turn strengthens brand equity.
Engagement with brand content, interactive campaigns, and influencer collaborations were identified as critical drivers
that positively influence consumer trust, loyalty, and overall brand value. The study confirms that consumer perception
acts as a mediator between social media branding efforts and brand equity, emphasizing the importance of managing
consumer experiences online. These results align with and extend prior research, demonstrating that effective social
media strategies contribute to long-term brand growth and competitive advantage.

IJIRSET©2025 | An1SO 9001:2008 Certified Journal | 20496



http://www.ijirset.com/

X B

International Journal of Innovative Research of

Impact
Factor

L\

8.699

uﬁ Science, Engineering and Technology (IJIRSET)

www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710|

Volume 14, Issue 10, October 2025

|DOI: 10.15680/1JIRSET.2025.1410040|

Limitations:

The study relied on a cross-sectional survey, limiting the ability to assess long-term effects.

The sample size and demographic scope may not fully represent all consumer groups across industries.

The research primarily focused on quantitative data, potentially overlooking deeper qualitative insights about
consumer behaviour.

Only a few social media platforms were considered, which may limit the generalizability of findings to other
digital channels.

Suggestions and Scope for Future Research:

10.

11.

12.

13.

Organizations should focus on interactive, engaging, and platform-specific social media strategies to enhance
brand perception and equity.

Marketers are encouraged to leverage user-generated content and influencer collaborations to increase
engagement and loyalty.

Future studies could use longitudinal research to examine how social media branding influences brand equity
over time.

Research can be extended to include emerging social media platforms and a wider, cross-industry
demographic to enhance generalizability.

Incorporating qualitative methods, such as interviews or focus groups, could provide deeper insights into
consumer motivations and brand perceptions.
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