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consumer relationships in an increasingly connected world.
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. INTRODUCTION

Social media is a phenomena that has attracted much
attention to both businesses and individuals communicating
on the communication terrain. Yet, there is a different way
we can name it as social media based on usage platforms.

Social media is an online medium, where the users can
just participate, share, and create any content like banner,
posters, videos and advertisements. The majority of
companies use these social media as a medium to creating
image on products, create awareness among clients with their
product quality. But all companies do not promote their
items and create their items are at their client or user
satisfactions.

The outcome of this proposal is to determine the
interaction on online media communications sales
improving with companies’ image consciousness on digital
media. The research proposal of this is counting the no of
papers. This proposal collects information with explanative
research type that determines the relation between two
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Attributes. The outcome of this proposal is to prove that
Promotional Messaging in a company has impact to
company's image quality. In this research also need to show
that social media promotions can deliver an effect to
company's growth. At the end result of this research is to
gain substantial data about the effect of digital media
towards companies’ image promotions to utilizing
quantitative and explanative research method since social
media is grown.

Online media gives a versatile effect of the product
image of a company in society. This will be depends on
result analysis by correlation where digital media versatilely
affect any irrelevant variables with their quantities. Online
media gives a versatile effect on the growth of the item
appeal to the item advertisement flows through the media.
The Digital Communities may bring lot of clients because
the people who are on Digital Communities are likely to be
in the ad shown.

The inspire process of Digital Communities has the
advancement of new items Awareness. For corporate offices
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that need to introduce a new item, they could advertise their
items through Digital Communities, because it has a
versatile inspire on the public knowledge of an item. It means
it possesses significant association between company
product image promotions and social media Future studies
can employ other variables concerning brand awareness of a
image promotions, such as auditioning office items in
Corporate Equity & Debt Flow Ecosystem.

Business competition through social media is becoming
increasingly intense. This trend is evident from the rise in the
number of social media users. This surge can be observed in
the relatively short timeframe. Initially, in 2002, the first
social media platform called Friendster was launched by
British programmer Jonathan Abrams, who made it popular in
Asia. However, Friendster unfortunately could not endure. In
2004, Facebook was established by Mark Zuckerberg, who
successfully influenced the globe with what is known as The
Facebook Effect, rendering Friendster obsolete. Two years
later, another social networking platform emerged, called
Twitter.

Twitter was created by American programmer Jack
Dorsey. The platform was launched and, by 2008, had
outperformed Facebook in terms of revenue. A few years
later, in 2010, a social media platform named Instagram
gained popularity, becoming well-known by 2013; it was
founded by Massachusetts programmer Kevin Systrom.
Instagram attracted the interest of many, including
celebrities and entrepreneurs like Justin Bieber and Katy
Perry, who use the platform to promote their new music.
Additionally, another social media network called Path
emerged in 2011, with its shares owned by Bakrie. Path,
developed by San Francisco programmer Dave Morin, is
currently undergoing further development.

With the fast growth of social media, most companies
view this as their opportunity to introduce their products to
the public. Therefore, the company must have a better
marketing strategy to draw the attention of social media
users, particularly for corporate marketing communication
division. The outcome of existing studies indicates that the
function of a company's marketing communications on
social media has an influence on social media users'
awareness toward a company brand. The finding indicates
the adoption of an integrated marketing communications has
the ability to create a corporate brand in customers' or
consumers' minds. The process starts creating customers'
awareness of the company's products and afterwards it will
provide effect to customers' satisfaction and create
customers' loyalty towards the company.

Even though social media has been used extensively by
most companies as a facility to expose their products to the
social media users, there are still numerous companies that
fail to market their products in social media. The outcome
indicates that it is because the information managed by
companies is less appealing so that people do not react.
Here, the significance of social media as a marketing
innovation trend will be analyzed further in order to enhance
the customer consciousness of a brand of an enterprise. This
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study will be able to make a highest possible contribution
based on the presumable time span for the earnings earned by
social media's impact on the branding knowledge of the
products of the company, from the date 27th of May, 2014,
through to July 31st, 2014.

¢+ Supporting Theories

A. Social Media

Social media is a group of platform applications on the
basis of advanced web and it enables the subscribers has to
use it. The characteristic of social media is that the message
is communicated not just to an individual but to many
people. The delivery of the message is typically faster than
through other media due to the dynamic interaction with a
large audience. Social media encompasses various
platforms, including forums, microblogging, social
networking, social bookmarking, and wikis.

The purpose of this research is to examine how social
media influences brand awareness for a company's products.
The results of this research will provide recommendations
for the company or organization's management on
enhancing its marketing strategy, especially through social
media.

B. Marketing Communications

Marketing communications serves as a mechanism
through which a business informs, influences, and reminds
customers, whether directly or indirectly, about its brand
and offerings. It acts as the "voice" of the brand and the
company, enabling dialogue and the development of
relationships with customers. Marketing communications
reflect the manufacturer of the product as well as the
objectives of both the company and brand. They facilitate
the connection between a brand and individuals, locations,
experiences, emotions, and other elements. These
communications enhance product visibility by establishing
brand awareness in consumers' minds. They create a brand
identity, boost sales, and can even impact shareholder value.

C. Advertising

Advertising is a paid approach for the non-personal
display and marketing of concepts, products, or services,
with a distinct sponsorship behind it.

D. Brand Awareness

The capacity of a prospective customer to recall and
recognize a brand as being associated with a specific
product category is known as brand awareness. In order for
a buyer to believe that a product is the exclusive brand of a
certain group, brand awareness necessitates continuity that
is distinct from the uncertainty that a particular brand has
been known previously. There are four stages of brand
awareness: top of mind, recollection of the brand, brand
recognition, and brand ignorant. Brand recognition, often
known as levels of assisted recall, is the most fundamental
level of brand awareness. Since customers can remember the
brand without assistance, the second stage is known as
unaided brand recall. Measuring unaided brand recognition
is more challenging than measuring aided brand recognition.

WWW.ijisrt.com 1805


https://doi.org/10.38124/ijisrt/25apr586
http://www.ijisrt.com/

Volume 10, Issue 4, April — 2025
ISSN No:-2456-2165

Ads, posters, videos, banners, and social media can all help
promote brand identification. The second level is referred to
as top of mind (conscious top of mind) and is a brand that is
first introduced in supported brand recognition. In addition
to the many other brands that consumers are aware of, the
most well-known brand is at the top of their minds.

E. Online Media

Digital media, another name for online media, is media
that is displayed online. There are two ways to define online
media. Online media is often defined as any kind of
material, including text, images, videos, and audio, that is
exclusively accessible over the internet. Another way to
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think of online media is as a form of online communication.
Consequently, online media includes email, mailing lists,
websites, blogs, WhatsApp, and social media.

» Social Media Marketing for Businesses

Businesses of all sizes may effectively contact
prospects and consumers through social media marketing.
Social media is where people find, research, follow, and
purchase from brands, so if you are not active on sites like
Facebook, Instagram, and LinkedIn, you are losing out!
Effective social media marketing can help your company
achieve amazing success by generating loyal brand
supporters and even increasing leads and revenues.

SOCIAL MEDIA MARKETING PLATFORMS

PEOPLE CONTENT

Photos & links

« 25-34
« Boomers

Information
Live video

» How-tos
+» Webinars
« Explainers

+ 25-34,35-49
+ Educated/
wealthy

« Long-form
content
« Core values

« 46-55
« Professionals

STRATEGIES

Local mkting
Advertising
Relationships

» Weak organic
reach

Organic
SEO
Advertising

« Videois
resource-heavy

Customer
service
Ads for males

B2B
Organic
International

Ad reporting &
custom audience

L LOCALD

Fig 1 Social Media Marketing Platforms
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» Social Media Marketing Statistics

Regarding the aforementioned benefits, do not just
trust us. Let us examine some data related to social media
marketing. which amply demonstrate its strength:

e The typical American adult uses social media for 2.25
hours each day.

e More than 70% of people who have a good experience
with a business on social media will tell their friends and
followers about it.

e 12 Facebook ad clicks are averaged out per month by
Facebook users.

e 81% of users look for goods and services on Instagram.

e When a business receives a response to their tweet,
nearly 80% of Twitter users have a more positive
opinion of it.

o Four out of five LinkedIn users decide what to buy.

o 46% of TikTok users do not have any other distractions
when using the app.

The key components of an effective social media
marketing strategy A social media marketing strategy that is
successful will seem. specific to each and every business,
with these are the particulars they will all have same:

Understand your audience's location, time, and
purpose, as well as the kinds of content they interact with
and the other people they are seeing. etc.

SOCIAL MEDIA STATS SNAPSHOT

MONTHLY HOURS ACCESS
ACTIVE SPENT PER SOCIAL SITES
USERS DAY ON MOBILE

Fig 2 Social Media Stats Snapshot

» Existing System

Today, Digital Communication services are the
primary method of advertisement for companies to promote
their goods and make their brands famous. The companies
use numerous digital marketing strategies, such as ads,
influencer collaboration, and content marketing, to attract
customers. However, all these strategies function in a
different way considering numerous factors such as the
quality of the content, degree of audience engagement,
and competitiveness.

o Traditional Method of Advertising

v Typed online ads on platforms like Facebook, Instagram,
and Twitter are employed by businesses to engage a
wider audience.

v Targeted advertisements and sponsored posts help
businesses find potential customers based on
demographics and interests.
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e Influencer Promotion

v A lot of companies work with influencers to market their
goods.

v' Influencers create engaging content that intrigues their
fans, thereby indirectly promoting products.

o Content-Driven Marketing

v Firms use social media to post interesting content such
as videos, blogs, posters, and banners to divert the
attention of customers.

v' Viral marketing strategies help to increase brand recall
and customer interaction.

o Effectiveness of Social Media Marketing

v Studies have shown that companies using integrated
marketing strategies have higher customer engagement
and brand recall.

v" However, businesses that fail to optimize their
campaigns or target the right audience often struggle
with lower visibility.

1. LITERATURE REVIEW

[1] Chu (2011) investigated the relationship between
brand-related Facebook group participation, ad responses,
psychological measures of self-disclosure, and the views of
Facebook group members and nonmembers. According to
the study, users of Facebook groups are more prone than
non-members to divulge personal information. Because
users voluntarily divulge information about their
membership in Facebook groups and endorse brands or
items when they forward adverts to friends, Chu (2011) 10
explains that group activities and involvement with online
advertisements demand more personal information. When
customers want to place themselves in a product category,
Facebook groups and viral brand material sent to their social
networks are helpful channels (Chu 2011, 40).

[2] Further research was conducted by Di Pietro and
Pantano (2012) using the TAM with the objective of
determining that enjoyment is the biggest factor that
motivates consumers to use social networks as an outlet to
contribute toward purchasing decisions. They found that the
fun value drawn from Facebook, and the liberty it affords the
consumers to ask for recommendations in an easy and joking
way, stimulates individuals to take even more notice of
products sold on Facebook."Facebook is facilitating
consumer-to-consumer behavior, used by consumers to offer
comments and obtain a shared comprehension of goods and
services; on the other hand, it is providing managers with an
instant forum to interact with customers via a business-to-
consumer approach” (Di Pietro and Pantano 2012, 20).
Online retailers can make their Facebook page more inviting
by adding games, contests, and interactive applications to it,
which can attract more users (Di Pietro and Pantano 2012).

[3] Taylor, Strutton, and Thompson (2012) found,
however, that self-enhancement needs are also accountable
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for social media consumers' message sharing
actions. When customers see an online ad as consistent with
their identity, they will tend to forward the message to others
since it represents who they are and what they like. Thus,
"advertisers should pay attention to the symbolic and self-
expression qualities of their online advertisements and align
them with self-conceptualized targeted consumers™ (Taylor,
Strutton, and Thompson (2012, 13). That is, the interest of the
target market of a firm should have similar characteristics as
the firm's marketing. All the findings of these studies indicate
the significance of CGA and its impact on internet marketing.

> Problem Statement

e Addiction is simple, and studies reveal that kids who use
social media excessively may have a variety of
problems, including eye fatigue, poor sleep, bad body
image, depression, anxiety, cyberbullying, and more.

e A rise in utilization. Spending too much time on social
media might result in exposure to inappropriate content,
depression, social anxiety, and cyberbullying.

I1. METHODOLOGY

Research methodology is a technique for solving the
problem it can be described as a science of researching the
way in which research is being carried out scientifically. "A
scientific and systematic search for pertinent knowledge on
a given issue" is one way to describe research. In both
organizational and human life, research is important.
Research is essential in today's world since it allows us to
learn about and comprehend issues in all spheres of life and
their corresponding solutions. Research is just the pursuit of
real and authentic knowledge; it may undoubtedly be done
for a variety of reasons, including corporate, societal, and
personal ones.

Descriptive, correlational, causal-comparative/quasi-
experimental, and experimental research are the four main
types of quantitative research. attempts to ascertain the
factors' cause-and-effect correlations. With a few essential
exceptions, these design types are similar to actual large-
scale studies. | am conducting experimental research using a
sample of respondents who are interviewed in order to
collect and analyze data.

» Tools for Data Collection

The most important component of any research project
is gathering data. Any study's goal is to collect valid,
trustworthy, and pertinent data. All scientific research is
built on data. Obtaining high-quality data is essential for
giving unbiased information about the issues under study,
allowing for the development of more insightful analyses
and, ultimately, better solutions. Making decisions based on
poor quality data is always dangerous and can have
disastrous results because it may skew the problem and
provide a weak basis for all further analysis and decision-
making.

The basic goal of any data collection strategy is to incr
ease a decision maker's ability to make decisions and to coll
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ect information to keep on file, make decisions about import
ant issues, or share with others.

e Primary Data:

Speaking with business representatives and making
observations are other ways to obtain primary data. This
main data is used to fill in the blanks in the report's
preparation and to understand the company's present
practices. It has aided in the process of making deductions
and conclusions.

e Secondary Data:

The study relies on Secondary data. Data collected for
the Social media users in the Nagpur district served as the
project's main source of data, and an evaluation of the
available resources was used to conduct firm marketing and
brand awareness analysis.

e Sampling plan:

The act of selecting a representative subset of the
population in order to determine parameters or features of
the total population.

e Sample Size:
The number of individual samples tested or observations
used in an experiment or survey is known as the sample size.

» Proposed System

The proposed system aims to leverage social media as
an effective marketing tool by improving brand awareness,
audience engagement, and business outreach. By addressing
the limitations of the existing system, this system will
integrate automation, data-driven insights, and innovative
marketing strategies to optimize social media marketing's
effects.

e Al-Driven Social Media Marketing

v Utilize Al-based content recommendation systems to
generate engaging and personalized marketing content.

v Implement Al-powered chathots for real-time customer
engagement and support.

¢ Integrated Social Media Platform

v Develop a unified platform that connects different social
media channels for seamless marketing campaigns.

v Enable automatic content posting and scheduling across
multiple platforms (Facebook, Instagram, Twitter,
LinkedIn).

e Enhanced Brand Awareness Strategies

v Implement interactive marketing techniques such as
polls, contests, and user-generated content campaigns.

v’ Use targeted advertisements based on consumer
behavior and interests to improve brand recall.

¢ Advanced Data Analytics & Performance Tracking

v" Provide businesses with real-time analytics and insights
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into customer engagement,
audience demographics.
v' Utilize machine learning models to predict marketing

ad performance, and

trends and optimize campaigns accordingly.

V.

» Data Analysis & Interpretation:
To assess research we carry out a questionnaire process
among 100 individuals of Nagpur Market area.

IMPLEMENTATION

e Gender
Table 1 Gender
Gender Response
Male 30
Female 50
Total 100

Gender

International Journal of Innovative Science and Research Technology
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Age

W 20 to 30yrs
B 30to A0 yrs
w40 to 50 yrs
m 50 yrs & above

Fig 4 Data Interpretation

According to the diagrammatic presentation above, 30
% of people work as shopkeepers, 15% run small businesses
, 10% run large factories, 25% are Academy employees, and
20% are others.

Table 3 Social Media

B Male

B Female

Fig 3 Analysis

> Interpretation:

This leads us to the conclusion that 50% of social media
users are men and 50% are women. The usage of social media
as a marketing strategy is accompanied by both customers.

e Age
Table 2 Age
Age Response
20 to 30 yrs 60
3010 40 yrs 20
40 to 50 yrs 15
50 yrs & above 5
Total 100

IJISRT25APR586

Social Media Response
Yes 80
No 20
Total 100

Social Media

W Yes

= No

Fig 5 Social Media Interpretation

Which social media platform works best for brand
exposure and marketing?

Table 4 Social Media Awareness

Banks Response
FaceBook 30
Instagram 20
‘What's app 15
Snap chat 15

Other 10
Total 100
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more useful media

m Facebook
m instagram

What's app
W Snap chat
» Other

Fig 6 Social Media Awareness
V. RESULTS

This project focuses on using social media as a
marketing tool and raising brand recognition in the
moderately populated Nagpur city area. This study shows
how social media achieves its goals and different aspects of
the principles used for marketing and brand recognition.

e According to this survey, 50-50% of men and women
desire to use social media as a marketing tool.

e This analysis clarifies the age distribution of social
media users, revealing that the largest user base is
between the ages of 20 and 30 and the second-highest is
between the ages of 30 and 40.

e While 20% of consumers are perplexed by social media
use, 80% of all customers are happy with it. People from
different walks of life use social media to improve their
career and abilities.

e Eighty percent of the public is well aware of social
media.

o All working people, including shopkeepers, industrial w
orkers, academics, and others, were using their social me
dia platforms.

e The most widely used social networking site worldwide
is Facebook. Instagram, What is App, and SnapChat are
other highly well-known and likely user-visited
websites.

e The majority of customers are happy with social media
marketing results.

e 90% of users were able to establish the required public ¢
onnection on social media.

o 85% of users on social media reached the required level
of brand awareness.

This survey shows that while many consumers are
utterly illiterate and cannot read the tactics, some are
obtaining instruction, and young to middle-aged consumers
manage social media use with ease.

V1. CONCLUSION
Social media has incredible potential, from its use as a

crucial identifier to its ability to facilitate engagement with
people worldwide. People's usage of social media as a

NISRT25APR586

International Journal of Innovative Science and Research Technology

https://doi.org/10.38124/ijisrt/25apr586

marketing and brand-building tool reflects their shifting
lifestyle, critical values, and interactions with others. By
roaming and making calls, he can converse with various
kinds of clients in various locations. These kinds of working
people, both large and small, are the main target audience
for social media. Since social media generates 100% profit
for our country when compared to other media sources, it
made it simple for the necessary people to associate with it
for the proper development of the work sector. As a result,
social media is an effective tool for people to promote and
raise brand awareness.

FUTURE SCOPE

The future development of the proposed social media
marketing system will focus on enhancing automation,
personalization, and decision-making based on data. As
digital platforms continue to develop, the system can be
expanded in the following ways:

» Al & Machine Learning Enhancements

e Predictive Analytics: Al-driven insights to predict user
behavior and optimize content for maximum
engagement.

e Automated Content  Creation: Al-generated
marketing materials, including videos, images, and
captions.

e Sentiment Analysis: Al-based tools to analyze
customer sentiments and feedback on social media in
real-time.

» Blockchain for Secure Marketing

e Transparent Ad Tracking:  Blockchain-based
verification of social media ad campaigns to prevent
fraud.

e Smart Contracts: Automate influencer payments and
partnerships securely.

» Augmented Reality (AR) & Virtual Reality (VR) Marketing

e AR Filters & Interactive Ads: Brands can create
immersive experiences using AR-powered filters.

e Virtual Shopping Experience: Integration of VR for
product trials and interactive brand experiences.

> Voice Search & Al-Powered Chatbots

¢ Voice Search Optimization: Ensure marketing content is
optimized for voice assistants like Alexa and Google
Assistant.

e Al Chatbots with NLP: More advanced Al chatbots
capable of handling complex queries and personalized
interactions.

> Hyper-Personalized Marketing Strategies
e Behavioral Targeting: Al-basedpersonalized content

recommendations for users.
e Real-Time Ad Customization: Ads that change
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dynamically based on user interests and browsing
behavior.

» Expansion to Emerging Social Media Platforms

¢ Integration with New Platforms: Continuous updates to
incorporate rising platforms such as TikTok, Threads,
and future social networks.
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