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ABSTRACT
Social media is a platform of reflection our society to depicts various views and 
opinions on how society should live. Social media, either it is printed, electronic or 
the web helps community stay connected one way or another and even teaching 
how one should choose a brand. Brand in this article refers to a brand is a permanent 
mark that is hot ‐stamped onto a good or service. This article will look into how 
social media is making an impact of the brand chosen by consumer. This contextual 
discussion will focus on how social media is seen a platform that could stimulate the 
thoughts of consumer in choosing and buying certain brand in a sociological view. In 
discussing the impact of social media and brand, various factors brands familiarity, 
perception, quality and value will be covered. This article therefore will attempts 
to relate the contemporary concept of the brand and also how advertising in social 
media has also changed view on the product descriptions by invoking emotions of 
consumer and position the brand as representing something more than the product.
Keywords: Social media, brand, branding, sociology, consumerism.

INTRODUCTION
Taking the literal meaning of the word and encompassing it in to a universal business 
understanding, a brand is a permanent mark that is hot ‐stamped onto a good or service. 
According to the American Marketing Association (AMA), a brand is composed of several 
elements, such as a name, a logo, and a design. It is often that a brand has all of those elements 
working together in a way that uniquely identifies a company and differentiates it from its 
competitors.

Therefore, a brand can be a logo, a slogan or    catchphrase, a characteristic, etc.  A brand   
is a name that resonates in consumers’ minds, and greatly affects their purchasing behavior 
(Kapferer 2008). It could be said that a brand can act as a verbal and non written mutual 
agreement between any two parties, such as a producer and a consumer. Keeping in mind 
the various definitions of a brand, the hot stamping of a permanent mark onto a product 
or service, is known as branding. A frequently cited epithet is that ‘a product is made in a 
factory; a brand is bought by a customer’ (Wang 2008). 
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Attention given by media on branding is thus a way of highlighting transformation in the 
forms, times and spaces of consumer culture. From a sociological perspective, marketization 
describes the expansion of arrangements for bringing buyers and sellers for self‐advantaging 
exchange. Marketization has intensified in recent years as part of what is sometimes call neo‐
liberalism (Harvey 2005). Due to bigger and better products in the current world, consumers 
have begun to face an important problem: the increased uncertainty about various products 
attributes. Consumers tend to asses certain product attributes in a holistically manner rather 
than a case‐by‐case basis. Therefore, both extrinsic and intrinsic factors must be accounted 
when trying to differentiate a product from its competitors. In these circumstances, brands 
can potentially play many different roles in the consumer decision process.

BRAND AND BRANDING
The phenomenon that are described as brands are diverse. According to McClintock (1994), 
in the second half of the nineteenth century, a climate was created within aggressive 
competition between producers are becoming more intense, due to the stretching of markets 
over national and international space as well as economic competition between nations. In the 
early stages of development, brands were intended to allow the producer to speak ‘directly’ 
to the consumer through presentation, packaging and other media, a capacity that became 
increasingly important as markets grew rapidly. However, branding involves not simply a 
dis‐intermediation of the role of the retailer, but also a re‐intermediation in the development 
of brand logos, identities or personalities to speak for the product and to act as a guarantor 
of quality (Lury 2011).

The historical meaning of the word “brand” is “burn”. This word comes from an Old 
Norse Germanic root or “mark made by hot iron” (Healy 2008:6). It means something being 
burnt in something, for example customers minds. A brand is a name, design, symbol or other 
feature that distinguishes one product from another. It is more than just a tangible product 
or service because it can be packed with the consumer’s feelings and perception towards the 
product. It is a promise to the customer (Kotler & Armstrong 2010). A great brand can be 
something the consumer can trust and hang on with when the world around changes. It can 
reflect you as a person or what you want to be. A brand should provide values, personalities, 
stories, benefits and slogans for consumers (Malik et.al. 2012).

According to Kronberger (2010), the meaning and purpose of a brand has been changing 
over the years. It was suggested that it is better to create something like a mind map of what 
a brand is and might be, instead of trying to find a particular definition for it and establish 
it as the right one (Kronberger 2010). Kronberger (2010) also suggested that a brand may 
be defined as media. It means, that brand is a relation between different parties. A brand 
connects a buyer supplier, final consumer and producer. It connects all the involved parties 
and delivers brands value.

Due to bigger and better products in the current world, consumers have begun to 
face an important problem: the increased uncertainty about various products attributes. 
Consumers tend to asses certain product attributes in a holistically manner rather than a 
case‐by‐case basis. Therefore, both extrinsic and intrinsic factors must be accounted when 
trying to differentiate a product from its competitors. In these circumstances, brands can 
potentially play many different roles in the consumer decision process.
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According to Romani et.al. (2012), it is shown that consumers’ psychological, sociological 
and economic processes are simultaneously involved in choice behavior. In these days, a 
product or a service is almost irrelevant without the brand. Often, consumers will tend to 
choose a brand that they consider congruent with their self‐image. In this particular way each 
consumer at an individual basis will try to reflect his or her own identity through choice. 
When part of a larger social group, consumer choices tend to converge to a certain pattern 
thus forming the basics of an individual social identity (Cătălin & Andreea 2014).

There are various factors identified in choice of brand:

• Brand familiarity ‐ brand familiarity is considered as higher standard of awareness 
and measure consumer understanding as well as knowledge about the brand. 
Normally a well‐known brand is a source of competitive advantage as familiar 
brands are highly salient in the minds of consumers, and the brand has the ability 
to differentiate itself in the clutter of competition When consumers decide to buy 
products, they tend to be affected by brand familiarity (Chen, Chen & Wu 2015: Lee, 
Conroy & Motion 2012).

• Brand awareness – awareness of the brand refers to the ability to recall, recognize 
the brand in various situation and link to the brand name, logo, jingles and so on to 
certain associations in memory. Not only brand awareness is of the main factors to 
create brand value but also it is a key element influences consumer perceptions and 
attitudes. To some extent, products that have high level of awareness are likely to 
result in higher sales because without awareness no communication or transaction 
will be occurred (Aaker, 1996). 

• Brand equity ‐ corporate brand can play an important role and it can represent 
something beyond merely being known by its products or services. Brand equity 
composes of 4 assets: Brand awareness, brand association, brand quality and brand 
loyalty. Brand equity is what makes branded products different from commodity 
products. To gain brand equity, brands must communicate things such as values, 
emotions, lifestyle, status; something more than just a product name and functionality 
(Mohsin 2009).

• Risk perception ‐ if the consumers are familiar with the brand, they perceived less risk. 
It should be noted that consumers’ perceived risk is a crucial determinant in their 
decision making, especially for intangible and heterogeneous products (Soo‐Hyun 
2020). Risk encounters during their purchasing and consumption, which have a 
negative impact on consumer’s attitude. In order to avoid that, consumers reduce to 
buy poor‐quality products and instead, prefer to buy more expensive ones (Yusuf, 
Fatih, & Hayrettin 2013).

• Price perception ‐ Though lower price products are preferred by most consumers 
there are other attributes that consumers take in to consideration that is perception 
of quality and perception of risk. When the price is high, consumers perceive that 
the quality of the product is high. A consumer‐based brand experience and brand 
preference have important roles in explaining the link between price perception and 
repurchase intention (Yasri et.al 2020). 

• Perceived quality ‐ In consideration to taste and ingredient, consumer perceive less 
quality in these attributes compared to package and volume. Objective of quality 
is evaluation of the product based on physical characteristics. While perception of 
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quality considers subjective notation, which is consumer evaluation of the product 
and judgment that based on some attributes. Consumer evaluates the quality in 
association of extrinsic (color, size, flavor or aroma) and intrinsic (package, price, 
advertising and peer pressure) cue (Collins & Lindley 2003).

• Perceived value ‐ Buyers are price seekers – those who look for low price, as a result, 
for some consumers having inexpensive product means achieving high value. 
Consumer will be satisfied and or give high value if the quality–price relationship 
matches their expectation. That is value is low price, value is whatever a consumer 
wants in the product, value is quality consumer get from the product and value 
is what consumer get when consumer give. These attributes were summarized 
and eventually the concept of perceived value is defined as the consumer’s overall 
assessment of the utility of the product based on “what is given” and “what is 
received” (Zeithaml, 1988).

The elements of branding are surrounding as every day. Branding helps to ensure a good 
reputation and encourages a loyalty of the customers and ensures the product quality. 
According to Kotler & Pfoertsch, (2006), branding is considered to be successfully effective 
once it incorporates throughout its operations the elements of:

• Consistency – the ability to demonstrate the constant delivering of the brand’s 
promised values via product/service delivery, marketing distribution channels, and 
even handling customer   complaints. To become consistent organizations should 
leverage this with a holistic approach, far beyond the product or brand. It affects 
each and every single contact point between the organization and the people.

• Clarity ‐ it is situated upon a company’s vision, mission, and values. Clarity makes 
the brand more tangible and understandable. Clarity is based on the vision, mission, 
core values and core competencies of the organization. These should be easy to 
communicate and understand in such a way, that it enables people to position the 
brand relevance in their mind.

• Continuity ‐ explains that a brand should not only be market driven, but a brand 
should strive for being a market driver.  People trust the brand that it will deliver 
whatever it promised based on past experience, they know what to expect. Hence 
continuity is an important principle to develop brand equity and trust on the long 
term. Stable brands and predictable outputs will contribute significant to risk 
reduction.

• Visibility ‐ indicates that a brand must always seek to increase its exposure via 
increasing its     target audience base. Brand visibility is all about increasing brand 
exposure and developing brand awareness.

• Authenticity ‐ meant to stimulate marketers towards original and creative thinking. 
Brand authenticity is the undisputed origin of behaviorism of all organizational 
members with the objective of creating the feeling for the customer to own, use or 
direct a unique valuable product and/or service.

Kotler (2010) explained how branding elements are used as an attribute in order to create 
a particular association in customers’ minds. A successful brad will show, communicate 
and deliver a benefit of its services and company in general towards customers, partners 
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and owners through those elements. The success of a brand depends on the experience that 
the consumer obtains from it. Diallo and Siqueira (2017) found that prior positive brand 
experience affects positive and significant to consumer purchase intention. Consumers’ 
positive emotion on the brand can also generate positive feelings on the brand and it can affect 
their purchase intention (Moreira et al., 2017). In the era of social media, this is becoming 
even more apparent, when communication is becoming more centered on the consumer.

FRAMEWORK FOR SOCIAL MEDIA INFLUENCE
In looking further into the discussion on the influence of social media towards brand and 
branding the Honeycomb model that was developed by Smith in 2007 is used to analyze the 
use and functionalities of social media. Honeycomb model consists of seven building blocks: 
identity, conversations, sharing, presence, relationships, reputation, and groups; detail of 
Honeycomb model can be seen in Figure 1 below (Kietzmann et.al. 2011). Every social media 
platform does not need to have all seven building blocks.

Figure 1: The Honeycomb of Social Media Model 
(Source: Kietzmann et.al. 2011)

According to Kietzmann et.al (2011):

• Identity block – represents the extent to which users reveal their identities in a social 
media setting. This can include disclosing (or withholding) information such as 
name, age, gender, profession, location, and also information that portrays users 
in certain ways. People tie different identities to the context of the different social 
media platforms they use.

• Conversations block – many but not all, social media sites are designed primarily to 
facilitate conversations among individuals and groups. The conversations block of 



94

Jurnal PengaJian Media Malaysia / Malaysian Journal of Media studies 

the framework represents the extent to which users communicate with other users 
in a social media setting. A fundamental implication of conversation are benefits 
and risks in consumer joining and manipulating conversations.

• Sharing block – represents the extent to which users exchange, distribute, and receive 
content. The term ‘social’ often implies that exchanges between people are facilitated 
by a shared object (e.g., a group on, text, video, picture, sound, link, location. Without 
these objects, a sharing network will be primarily about connections between people 
but without anything connecting them together. 

• Presence block ‐ represents the extent to which users can know if other users are 
accessible. It includes knowing where others are, in the virtual world and/or in the 
real world, and whether they are available. Should users prefer to engage in real‐
time, then the social media platform should offer a presence or status line indicator, 
along with a suitable mechanism through which these users can contact each other 
and interact.

• Relationships block ‐ represents the extent to which users can be related to other users. 
By ‘relate,’ it means that two or more users have some form of association that leads 
them to converse, share objects of sociality, meet up, or simply just list each other 
as a friend or fan. In the context of Instagram for example, relationship can be built 
through following each other. An Instagram user could follow certain account to be 
able to see the updates as well as accept others’ follow request to connect with them.

• Reputation block ‐ is the extent to which users can identify the standing of others, 
including themselves, in a social media setting. However, in social media context, 
reputation is built upon opinions through electronic word of mouth; if firms receive 
good electronic word of mouth, their reputation will be increased. Electronic word 
of mouth is in a form of comments and endorsement by other social media users, 
followers, and opinion leaders. Reputation also could be seen in numbers in terms 
of number of likes and followers on Facebook, Twitter, and Instagram as well as 
number of thumbs up or thumbs down and number of views on YouTube (Kietzmann, 
Silvestre, McCarthy, & Pitt, 2012).

• Groups block ‐ represents the extent to which users can form communities and sub‐
communities. It can be assumed that a social media community would enjoy a way 
to group its users, even when the number of likely contacts is low for each member 
initially. However, if a group wants to pursue an agenda and grow its membership, 
then more formal group rules and functions would be required. 

In media theory, the terms ‘frame’, ‘window’, ‘mirror’, ‘screen’ and ‘interface’ are used in 
many discussions of media platform. The most basic definition of frame in media theory 
is ‘a window that opens onto a larger space that is assumed to extend beyond the frame’ 
(Manovich 2001:80). This suggested that brands organize the activities of the market by 
acting as a dynamic frame or interface for communication (between brand and consumer). 
Importantly, the communication of the brand is not only to do with price, but also of emotion, 
or affect, intensity and qualities (Pavitt 2000).
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INFLUENCE OF SOCIAL MEDIA ON BRAND AND BRANDING
Social media can be defined as any website which allows user to share their content, opinion, 
views and encourages interaction and community building (Neti 2011). According to Neti 
(2011), ‘social’ refers to the communication or interaction of individuals within a group 
or community and ‘media’ generally refers to advertising where the communication of 
ideas or information takes place through publications or channels. Social media has come 
with a new form of consumer socialization where the peer communication has significant 
impact on consumer decision making that is social networking.  Social networking sites 
may be an important source of consumer socialization by providing people a virtual space 
to communicate through the internet (Vinerean, Cetina, Dumitrescu & Tichindelean 2013).

The social Web is changing the traditional brand communications that were previously 
controlled and gradually being shaped by consumers. During the social media age, knowledge 
of both the influence of firm‐created communication on consumer perceptions of brands and 
the influence of consumer online content creation on brands is important (Berthon, Pitt & 
Campbell 2008; G. Christodoulides 2009). Social media platforms offer an opportunity for 
customers to interact with other consumers (Li & Bernoff 2011). 

Social media is now seen as an emerging trend among marketers due to its potential 
to influence the marketing elements. It is being used for branding purpose extensively. 
Companies are using social media campaigns to attract the prospects and making the existing 
customers brand loyal. As the usage of social media is increasing at a fast pace private business 
firms and government bodies are also using the platforms as communication tools (Kim & 
Ko 2012). Consumers are losing their interest from traditional media such as TV, radio, or 
magazines and are increasingly using social media platforms for searching the information 
(Mangold and Faulds 2009). 

Social media plays an important role in how consumers discover, research, and share 
information about brands and products. Social media may help to strengthen or change brand 
image, but in order to benefit from the power of social media, brands need to manage and 
enact their presence constantly (Pozin 2014). Brands may seek customer acquisitions by taking 
part in social media activities such as discussions, that promote the brand to be associated 
with relevant themes and brands whose audiences are similar as the target market. The key 
to new customer acquisitions is content that is interesting to the users, and participating on 
discussions on social media as shown in Figure 2.

Visual content may be used to boost user engagement on social media. Posts that include 
pictures or video are shared more often than content that does not include visual elements. 
Having well‐planned “visual branding strategy benefits companies on social media. Search 
engines, print media and social media is among the most useful in terms of advertising. Search 
engines for example show advertising based on keywords while social media advertising 
allows advertisers to target on specific criteria relevant to social media users’ interests.
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Figure 2: Product and service information preferred by users
(Source: Nielsen Media Incite 2011)

Some of the identified impact of social media on the issue of brand and branding includes: 

• Positive effects:
i. Social media consumer advocates ‐ social media platforms are like a megaphone 

for die‐hard customers (Martinez, 2019).
ii. Positive brand and product awareness ‐ this creates an opportunity for a brand or 

product to shine so make sure the information they see is positive and authentic 
(Martinez, 2019).

iii. Social media advertising is worth the investment ‐ brands have seen a hugely positive 
impact of social media advertising and according to Adobe millennials feel that 
social media is the most relevant ad channel (Martinez, 2019).

iv. Social Media plays a key role in protecting brands ‐ social media users say they write 
product reviews to protect others from bad experiences, and they share their 
negative experiences to “punish companies” (Nielsen Media, 2011).

v. Social media helps to increase market insight on various brands ‐ the biggest comfort 
with the social media is that it helps the businesses in marketing their brand to 
the wider ‘global’ community (Kabani & Brogan, 2010)
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• Negative effects:
i. Negative brand and product awareness ‐ people often discuss brands online do 

not follow those brands’ owned profiles. This is usually because the comments 
about the brand are negative. 

ii. Response time is critical ‐ for certain social media platforms, consumers demand 
a fast response time for their concerns. 78% of people who complain to a brand 
via Twitter expect a response within an hour as reported by Lithium.

iii. The wrong online brand system can fate an organization ‐ put at a tremendous 
viral social drawback.

BRAND EQUITY AND ADVERTISING
According to Aaker (1991: 15), brand equity can be defined as “a set of brand assets 
and liabilities linked to a brand, its name and symbol that add to or subtract from the 
value provided by a product or service to a firm and/or to that firm’s customers”. Brand 
communication positively affects brand equity as long as the message creates a satisfactory 
customer reaction to the product in question compared to a similar non‐branded product 
(Yoo et.al., 2000).

Advertising plays an important role in today’s competitive world by which organizations 
communicate with their customers, both current and potential. Advertising is the activity 
of attracting consumer attention. Through advertisement marketers transmit product 
information, differentiate their products from that of competitors and increase their market 
share by persuading consumers. For new or niche brand, recognition is important, thus, using 
advertising is tactical tool to familiarize consumers with new products and create buying 
incentives. It is a fact that developing a brand is difficult and take times, therefore companies 
should make use of advertisement as a technique to enter a branded product.

According to Kotler (1988), advertising consists of non‐personal forms of communication 
conducted through paid media under clear sponsorship. He said that the purpose of 
advertising is to enhance potential buyers’ responses to the organization and its offering.  
Customers are valuable assets for the enterprise, but they can be costly to acquire and retain 
(Kotler, 1988). Advertising increases buying behavior for those who have a positive attitude 
and or trust towards advertised products (Mehta 2000). People learn about the product from 
advertisement. Through advertisement customer associate the product logo with the product 
(taste, price, value). Sometimes the consumer might switch to other brand because of the 
repeated advertisements of the other brands (Fill, 2002).

There are a number of factors that influence advertising effectiveness such as brand 
name prominence, brand image, advertising recall, persuasion, search for information, buying 
intention and the purchase decision process (Jefkins & Yadin, 2000). According to Fletcher 
(1992), no advertiser waits for a year for their advertising to take effect. Advertising must 
work both quickly and residually and must generate a response both today and tomorrow. 
Advertising could not possibly work in the future if it does not work in the present

Advertising plays an important role in increasing brand awareness. Advertising is 
positively concerned with the awareness of the brand association which is increased brand 
equity. This is crucial to the development of brand equity. Ahmed and Zahid (2014) have 
demonstrated that social media and internet technologies facilitate the interaction and 
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communication between a brand and its customers. They also stated that several brands are 
now following social networks in order share information about their products and services. 
Brand equity is will then influence consumer preferences and therefore, building a strong 
brand has become very important for several organizations as it brings various marketing 
advantages for them and enhances their competitive strengths (Khan et.al., 2009).

For brands that has suffered a decline in brand loyalty over time, one of the major 
contributing factors was a lack of advertising support. Therefore, it is very important for 
company’s brand to develop a well‐communicated strategy that would help them gain a better 
brand’s position and protecting them from other rivals or competitors (Makasi et.al. 2014).

CONCLUSION
In light of this discussion, it has look into how social media is making an impact of the 
brand chosen by consumer. The contextual discussion has shown how social media is seen 
a platform that could stimulate the thoughts of consumer in choosing and buying certain 
brand in a sociological view.  Increasing use of social media worldwide has led to the belief 
that this is a valuable tool in supporting consumer engagement. Companies are continually 
looking to new methods for reaching consumers and for shaping consumer behaviors which 
include brand loyalty, brand equity and buying intention. Social media platform has created 
mechanisms for which consumers can develop rapport and create interactions with brand‐
specific content. Strategic approach by companies requires high degree of maintenance and 
they should be prepared to manage well their online customer relationships. In discussing 
the impact of social media and brand, various factors of brands familiarity, perception, 
quality and has also been discussed. Some of the effects of advertising towards branding 
issue are includes how advertisement can be responsible for popularizing brands and also 
creating brand awareness and elicit interest towards a brand. All form of social media has its 
strength in promoting or demoting a brand. Visual media for example can be very expensive 
but frequent insertions are required to popularize a brand

The paper concludes by proposing that companies should invest in marketing and 
branding in order to increase brand awareness, brand visibility, association and perceived 
quality. Brand familiarity could also be improved through advertisement and promotion 
to let consumers know that the brand exists. Social media content therefore can be seen as 
a way to increase consumers’ brand awareness and brand attitudes rather than to compete 
with user‐generated social media content. It is proposed that future discussions will expand 
with other social media platforms coverage including Facebook, twitter, Instagram and others 
in comparing the effectiveness of each of these social media platforms in increasing brand 
equity and brand awareness.
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