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Abstract

Social media facilitates connections among individuals and the exchange of views. Visual and video
content on social media serves as an effective means of entertainment akin to television, hence acquiring
significant relevance in the marketing domain. Many firms are increasingly interested in engaging with
their clients through social media and advertising their products across various social media platforms.
This study examined the function of social media in generating brand awareness among users and sought
to determine if the degree of brand awareness affects customers' purchase intentions. The findings
suggest that the creative material shared by companies, the pre/post-purchase help they give online, user
engagement, brand perception, and brand offers might incentivize users to engage with brands on social
media and enhance brand recognition. The degree of brand awareness can affect customers' buying
intentions.

Keywords: Social media marketing, Brand awareness, Brand building, Customer interaction with
brands.

1. Introduction

The contemporary world is propelled by innovation, with social media platforms serving as avenues
for businesses to access a diverse client base and exhibit their initiatives to attract additional shoppers.
According to Chi (2011), social media serves as a conduit between brands and consumers. The
remarkable proliferation of social media has enabled firms to adopt novel methods for engaging with
consumers; hence, organizations must ascertain how to integrate social media effectively into their
marketing strategies (Mangold and Faulds 2009).
Prior to utilizing social media as a marketing instrument, a store must comprehend each component of
it. Social networking may be succinctly described by describing site 2.0: a method by which end users
engage with the internet, while site administrators continuously modify their material to enhance
communication and facilitate sharing. (Kaplan & Haenlein, 2010). Campbell et al. (2011) indicated that
individuals are leveraging innovation not just for data recovery, but are also enhancing its use, thus
augmenting the value of the sites. He also stated that Web 2.0 has evolved from data retrieval to
intelligence, interoperability, and collaborative effort.

Kaplan and Haenlein (2010) defined social networking as a collection of Internet-based apps that
function similarly to Web 2.0, enabling the creation and exchange of user-generated content. Sinclaire
and Vogus (2011) assert that social media serves as programming tools that enable users to create and
distribute information from their perspective.

C.F. Hofacker and D. Belanche (2016) identified eight problematic areas of social media for
marketers, which are: The liquefaction of the economy, Reactive marketing management, customer
acquisition and engagement, multisided marketplaces, evolving customer purchase process,
transforming marketing skill set, dynamic consumer-to-consumer sender-receiver system, gamified
interaction.
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Online networking has become a means to connect with acquaintances and express our opinions on
global news and events. The proliferation of visual material renders social networking a remarkable
means of leisure, equivalent to watching television. The most prominent social networking platforms are
Facebook, Twitter, Instagram, Reddit, Tinder, YouTube, and Snapchat, among others.

A multitude of platforms exists that offer diverse functionalities and appeal to consumers in various
manners. Facebook is ubiquitous as users may connect with and follow acquaintances or individuals
they like, therefore being informed about events in their lives. Twitter is renowned for the hashtag and
serves as an excellent platform for following persons and swiftly accessing information about events, as
tweets are limited to 140 characters. Instagram permits all postings to include a photo or video
accompanied by a caption. Snapchat allows users to communicate via ephemeral images and videos that
are temporarily visible before disappearing permanently. Each stage possesses a distinct interface;
nonetheless, they predominantly share the characteristic of serving as open online platforms for users to
engage and maintain communication.

This study examined brand awareness via social media and the characteristics that incentivize people
to engage with companies on these platforms. To address the research questions, the following
hypotheses have been formulated.

Hypothesis 1

HO: Social media significantly contributes to brand recognition.

H1: Social media does not significantly contribute to brand recognition.

Hypothesis 2

HO: Brand awareness exerts a favorable and significant influence on customers' purchase intentions.

H1: Brand knowledge does not exert a considerable beneficial influence on customers' purchasing
intentions.

The growing significance of social media in formulating marketing strategies and the rising utilization
of various social media platforms at different phases of the purchasing process by consumers has
prompted the current study. Numerous researchers have examined the significance of social media across
various sectors and how companies utilize user-generated information to enhance product quality, as
well as how customer relationship management (CRM) can be improved through social media, thereby
augmenting brand loyalty among consumers. Extensive studies have revealed a significant research gap
regarding brand recognition via social media. Most academics have examined this problem across many
sectors; however, no studies have assessed the extent of brand awareness and its impact on client
purchasing decisions. My own experiences with several brand-related social media accounts have
inspired the current study. This research examined the role of social media in generating brand awareness
and identified the characteristics that drive consumer interaction with various brands, which
organizations can leverage to enhance brand promotion and foster improved customer relationships.

2. Review of literature

Given that social media has grown integral to contemporary lifestyles, its data is being analyzed
across all fields. Stefan Stieglitz et al. (2018) examined the issues encountered in social media analytics
and determined that the volume of data posed significant difficulties for researchers. According to Afra
Putri Ghaisani et al. (2017), an individual's incentive to disseminate information on social media is
consistent regardless of the nature of the content, whether sensational, political, or personal, and is
influenced by user responses. Socialization is the primary mechanism that incentivizes users to
disseminate information on social media.

According to the results of Aizhan Tursunbayeva et al. (2017), social media plays a role in both
actively and passively listening to citizens' thoughts. The primary purpose for which social media was
utilized by e-Government predominantly aligns with Bertot et al.'s (2010) categories of transparency,
accountability, and democratic engagement, with comparatively less focus on cooperation and
assessment. Radhika Sharma et al. (2017) planned to investigate the influence of material produced by
five online fashion businesses on Facebook in fostering consumer trust. The results illustrate the positive
correlation between trust and the number of posts, comments, and responses.

According to Alev Kocak Alan and Ebru Tumer Kabadayi (2016), Generation Y exhibits a greater
propensity for social media engagement. Extroverted individuals are more likely to utilize social media
for social interaction, whereas those with elevated levels of neuroticism, agreeableness, and
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conscientiousness are less inclined to embrace social media. Companies must comprehend the
psychological characteristics of Generation Y's social media engagement to refine their market offers.

C.F. Hofacker, D. Belanche In his 2016 research, he identifies eight domains within social media
marketing that provide issues for marketers, which must be contextualized within the framework of
enhancing social media use and information dissemination. Utilizing social media for campaigning
enables marketers to enhance awareness more effectively.

G. Sampogna et al. (2016) discovered that between 2009 and 2014, knowledge was heightened and
mental health stigma diminished in England.

Rendan Liu and Ayoung Suh (2017) discussed the notion of self-branding via social media, revealing
that these platforms offer enhanced chances for individuals to cultivate their brands and promote
themselves, particularly benefiting women in raising awareness of their rights.

Nur Syakirah Ahmad et al. (2015) discovered that contemporary enterprises have included social
media into their marketing strategies to enhance brand recognition and promote their products to
consumers. Social media content marketing plays a significant part in branding tactics that enhance
organizations' brand health scores. Furthermore, it has become imperative for corporations to have an
online presence and monitor developments in social media. The World Wide Web and social media are
enhancing global convenience for all participants, transcending linguistic, cultural, and economic
boundaries. Cultural disparities regarding trust are minimal or occasionally nonexistent.

Dr. Klaus Nicholas Schmidt, Ms. Kamakshi S. lyer. 2015 social media have become more significant
in the healthcare field, influencing decisions made by both patients and experts.

According to Alma Pentescu et al. (2015), the advantages of social media in healthcare include
providing patients with timely responses to their inquiries and facilitating interactions among individuals
with similar health issues, therefore offering emotional support.

Efthymios Constantinides (2014) delineated the current state of social media and elucidated its two
primary functions within marketing strategy, utilizing it as distinct marketing instruments. He proposed
two potential marketing strategies: 1. as a source of customer feedback and marketing intelligence, and
2. as a direct marketing channel.

Christos Giannakis-Bompolis and Christina Boutsouki (2014) discovered that active corporate
presence on social media correlates with heightened consumer satisfaction levels.

Ruohan Li and Ayoung Suh (2015) investigated the elements affecting an individual's perception of
information credibility on social media, identifying interaction, medium reliance, and argument strength
as primary predictors of credibility.

In an effort to examine the influence of social media content marketing on marketing strategies, Nur
Syakirah Ahmad et al. (2015) identified that it can enhance the brand health score, serving as a metric
for assessing brand awareness.

Zulkifli Abd. Latiff and Nur Ayuni Safira Safiee (2015) conducted a study on the branding of home-
based businesses established on Instagram, revealing that Instagram is currently the optimal platform for
aspiring entrepreneurs prior to transitioning to offline operations, and it yields anticipated profits.

Cerchia Alina Elena 2015 sought to examine the role of social media in enhancing customer
relationship management, highlighting that organizations employing social CRM can cultivate stronger
relationships with customers and foster trust. Additionally, information shared by customers online can
aid in product development.

Luisa Struriale and Alessandro (2013) attempted to investigate the role of social media actions within
the agrifood system and discovered that it serves as a medium for sharing purchase experiences,
contingent upon the environment, whether online or offline.

In her 2012 study, Melanie E. Zaglia examined the presence of distinct brand communities inside
social networks, revealing their existence and demonstrating that social media facilitates brand
management by enabling the establishment of brand communities with less time and financial
investment.

3. Research Methodology

Figure 1 illustrates the procedures undertaken in the study.

To evaluate the suggested hypothesis, a self-administered questionnaire was created based on the
literature review findings, encompassing inquiries on specific factors related to consumer purchasing
behaviour, such as exposure, alternative seeking, and brand awareness.
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Interpretation of results
Figure 1: Stages in the process include entertainment, opportunity identification, need recognition,
purchase intention, brand contact, and communication, all pertaining to social media, with answers
measured using a Likert scale. The included demographics were age, occupation, income, and education.
The sampling frame for the research comprises frequent users of social media networks. The analysis
utilized a sample size of 200, with responses gathered from all 200 respondents and subsequently
analysed.
The null hypothesis, HO, posits that brand awareness positively and significantly influences consumer
purchase intention, whereas the alternative hypothesis is rejected.
4. Conclusion
Social media is regarded as a technological advancement, hence social presence is highly valued.
Contemporary companies are striving to utilize social media as a medium to enhance client interactions
and strengthen existing connections. Marketers utilize social media as a platform for product promotion.
Studies indicate that consumers are increasingly drawn to adverts and promotional content on social
media rather than conventional mass media. The current study indicates that social media significantly
contributes to brand awareness among users, which in turn has a substantial effect on the formation of
purchase intentions. Factors that drive consumers to engage with brands include pre/post-purchase help
from brand page administrators, innovative content from brands, decision-making about purchases,
brand offers, brand perception, user responsiveness, and brand attitude. Regression study of the seven
elements identified through factor analysis reveals that only five aspects significantly contribute to brand
awareness: pre/post-purchase assistance by administration, user response, creative material by
companies, brand offers, and brand attitude. The majority of respondents are regular social media users;
therefore, promoting on Facebook can enhance brand awareness.
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