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IMPACT OF SOCIAL MEDIA ON

BRAND IMAGE BUILDING

—Suma R

Abstract

A brand image is an imog
products. Iis ihe fecogmition
products Duilding the
by every oy

inary personality of Lumpany or orpanization that the
worecollection of the audience whep they sce or hear
corporate bramd ang rewining itin the mings ol the present un
anizition. With (he cmergence of inleret ang mobile phones, socia
S5 as well s marketing personnel fir building corporate brand ima
anstommed the world iy 21 century, Social networking media has B
vommerce between corporates ang

. | Fconsumers, In this article, he sipnific
AR is being discussed based on secondary data,

customers feel about a particular product or
about a company logo, advertisement or name or
d prospective customer is o challenging task faced
L media is being considered as an important ool by
e, Technological innovation in social netw orking media
ained sipnificance for new forms of communication and
ance of social media marketing and its role in creating brand

the busine
has u

Key Terms: Tyl Image, Social media, Atiwde towards advertising,

Introduction

Social media advertising significant com
Performance. Social media plattorms such ag Facebook, twitter
level that they e highly significant in our day today life,
more than 4 billion hits and the
sellers around the world are actively online. The interne
products and brands (Cova and White, 2
captire attention of the buy
thotoughly monitor the

and brand image ure ponents for the improvement of business
» Pinterest, Google+ have advanced 1o such a
‘Googling the term *social media® currently yields
ting has got more than 2 billion hits. Both buyers and
U has changed the way the consumers interact with the
010) Companies increase their investment on online adve
e brand image and 10 create more customers.
time and money it invests in social media activity.
study is being conducted on (he significance of social media in building
cliective channel o deliver (he message 1o the present and prospective
of internet advertising through social media wil help marke
This study tries 1o analyze the impact of social medi

term social media marke

rtisement to
crs 1o creg

Hence, a company should
In this paper, a detailed literature
brand image. Social media is an
customers. Thus studying
ters 1o understand more on wh
ain building by
soctal media advertising and brand image influence on the purchase
towards advertising and brand image of the product or service

the impact
at consumers want.,
and image in the minds of consumers,
mtention of the consumers and attitude
among persons using social media.

Online advertisements adopt the “pull’
compare brands more casily and quickly than 1
social mteraction, using highly accessibl
web-based and mobile technologie

advertising concept, which allows the online
aditional shopping (Chaffey,
¢ and scalable communication lee
S ot communication into interactiy

customers to
2007). Social media are media for

hniques. Social media is the use of
¢ dialogue,

Andreas Kaplan and MichealHaenlein (2010) de
applications that build on the ideological
and exchange of user-generated conte
media, But social media is not only

fines social media as i group of Internet-based
and technological foundations of Web 2.0. which allows the creation
nt. Businesses may also refer 1o social media as consumer generated
about communication, it includes as well interaction between users. The
mostimportant characteristics that social media has are participation, openness, communily
The main benefit of adding social media to overall marketin
that attracts the attention of clients and prospects of produ

share their views on a topic of common interest

and connectedness,
£ communication strategy is to create g platform

cls, services and capabilities or prompts them to
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