PSYCHOLOGY AND EDUCATION (2018) 55(1): 83-90
ISSN: 1553-6939

The Impact of social media on Brand Reputation and Consumer
Behavior: An Analytical Perspective

OMDEEP GUPTA,
Department of School of Management Studies, Graphic Era Hill University,
Dehradun, Uttarakhand, India 248002
DOI1:10.48047/pne.2018.55.1.05

Abstract

Social media has completely changed how individuals interact, communicate, and absorb
information. Additionally, it significantly affected consumer behaviour and brand reputation.
This study offers an analytical viewpoint on how social media affects these two important
domains. The research begins by examining the potential effects of social media on brand
reputation. Social media platforms give customers a simple method to express their thoughts and
share their interactions with brands. Positive or bad social media reviews have a big effect over a
brand's distinction and sway potential customers. The study examines how social media impacts
consumer behaviour. Consumers frequently turn to social media while making purchases because
it is a source of product knowledge. Social media has also enabled the growth of influencer
marketing, which has the power to drastically change consumer behaviour. The study highlights
the significance of social media for both brands and consumers by offering a thorough analysis
of the effects of social media on brand distinction and shopper behaviour.
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Introduction

Social media has largely permeated modern life in recent years. Virtual entertainment stages are
utilized by individuals to interface with brands and organizations, associate with loved ones, and
consume news and amusement. Social Media has in a general sense changed what individuals
impart and has had a major meaning for business. Particularly, social media has changed how
firms communicate with customers and how shoppers engage when making decisions. Social
media platforms offer brands a way to interact with customers, advertise their goods, and
increase brand recognition. Consumers utilize social media at the same time to do product
research, read reviews, and express their opinions about brands and their goods. The
conversation is organised around several major themes, such as how social media affects brand
reputation, how social media affects consumer behaviour, and how influencer marketing has
grown to be a significant force in the corporate world. Additionally, it discusses how social
media platforms have changed how organizations manage their reputations by giving consumers
a powerful voice and examining the effect social media has on company reputation.
Additionally, it considers how businesses might utilize social media to spread uplifting messages
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and respond to unfavorable consumer comments. The effect of this medium on influencing
consumer behavior is the subject of the second segment. Another section look at how social
media has changed the customer decision-making process from contemplation and research
through purchase and post-buy analysis. Social media has both positive and bad effects on a
brand's reputation. While social media can give businesses a platform to interact with customers
and foster brand loyalty, it can also expose businesses to criticism and unfavourable reviews. To
manage their online reputation, brands must be aware of the potential hazards and advantages of
social media. Engaging with customers in real-time is one way that brands may utilise social
media to manage their recognition. Brands might show that they value their purchasers and are
given first class client assistance by promptly answering remarks and messages. Brands that
don't interact with consumers on social media run the danger of losing customers and tarnishing
their brand. Powerhouse promoting is another part of showcasing made conceivable by virtual
entertainment. Powerhouses are individuals with a huge web-based entertainment following who
can showcase labor and products to their crowd. Brands can reach new audiences and increase
brand recognition by using influencer marketing. It also poses difficulties, such as ensuring that
influencers disclose their connections to brands in an open and honest manner. Social networking
has completely changed how consumers do their product research and choose what to buy.
Consumers may now read reviews, compare pricing, and get suggestions from friends and family
via social media. Brands need to comprehend how consumers use social media and create
methods for effectively engaging with them if they want to prosper in the digital age.Last but not
least, social media has given users more influence and authority than before. Brands that don't
consider the input and opinions of their customers run the danger of losing market share and
ruining their reputation. On the other side, businesses that are prepared to engage with customers
on social media and listen to their feedback can forge lasting bonds and increase sales.

The utility of this media by brands to gain some deeper understanding of their target market and
create more successful marketing campaigns is also covered. The study examines how influencer
marketing became a big trend in the corporate world in its concluding portion. It looks at the
difficulties of dealing with influencers as well as how they might impact consumer behaviour
and boost sales. The overall goal of this article is to offer an analytical viewpoint on how social
media affects brand reputation and consumer behaviour. It provides insights into the
opportunities and difficulties that social media brings for businesses and consumers in the digital
era by analysing the most recent research and case studies.

Literature Review

The pervasiveness of social media in our daily lives has grown substantially over the past
decade, transforming the way people interact and communicate with each other. Popular social
networking sites such as Facebook, Twitter, Instagram, and Snapchat have revolutionized
consumer behavior and have been recognized by businesses as a potent marketing tool to reach
their target market. With the widespread availability of information, improved social networking,
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and communication skills, virtual communities and the internet have transformed societies,
consumers, and organizations alike (Kucuk and Krishnamurthy, 2007). Social media websites are
designed to bring millions of users worldwide together who share similar interests, opinions, and
hobbies. Blogs, YouTube, MySpace, and Facebook are some of the examples of popular social
media platforms used by people of different skill levels (Sin et al., 2012). The pervasiveness of
social media in our daily lives has grown substantially over the past decade, transforming the
way people interact and communicate with each other. Popular social networking sites such as
Facebook, Twitter, Instagram, and Snapchat have revolutionized consumer behavior and have
been recognized by businesses as a potent marketing tool to reach their target market. With the
widespread availability of information, improved social networking, and communication skills,
virtual communities and the internet have transformed societies, consumers, and organizations
alike (Kucuk and Krishnamurthy, 2007). Social media websites are designed to bring millions of
users worldwide together who share similar interests, opinions, and hobbies. Blogs, YouTube,
MySpace, and Facebook are some of the examples of popular social media platforms used by
people of different skill levels (Sin et al., 2012). Social media's immense popularity and
distinctive features have revolutionized traditional marketing strategies such as advertising and
promotion. Social media has also transformed consumer behavior, from searching for
information to post-purchase actions like expressing dissatisfaction with a company or product
(Mangold and Faulds 2009; Hanna, Rohn, and Crittenden, 2011). In recent years, businesses
have had a significant impact on online networks. Social media platforms enable companies to
communicate and engage with potential customers, build closer relationships with them, and
develop a more profound sense of intimacy (Mersey et al., 2010). To express their unique
advantages and product positioning, organizations must differentiate themselves by their
corporate identity or brand positioning. According to many marketers, businesses should
aggressively sell just one advantage in the industry in question (Moise, 2011). Using social
networks in the online environment makes companies look more appealing to customers, and
industry leaders have declared that companies must use social media, such as Facebook, Twitter,
and Myspace, among others, to succeed in online environments because social media is far more
effective than traditional communication channels (Kaplan and Haenlein, 2010). When users and
brands interact, it influences how other users perceive them when they read posted information
and take it into account when making decisions or purchases. Depending on the message they
send, customers' perceptions of target brand interaction on social media vary (Shin, 2008). The
perceived risk of purchasing a product and the amount of money they are willing to spend on it
also influence customers' propensity to give a product's quality and usefulness more thought
(loanas, 2012). Consumers use social media every day for a variety of purposes, most of whom
aim to maintain connections with friends, family, and colleagues. Maintaining interpersonal
connectivity among social media users online has several benefits, such as providing social
support, friendship, and intimacy by connecting them to networks of friends (Utpal et al., 2004).
Online communities have a clear impact on consumer behavior, purchase intentions, and
purchase decisions. Shopping has always been a social activity, and social networking sites allow
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customers to communicate with people, many of whom, especially when it comes to online
shopping, are probably strangers. Cultural factors significantly affect customers' intentions to
make online purchases and how they use social media (Pookulangaran et al., 2011). Social media
has made it possible to conduct e-commerce and reach a larger audience of potential customers.
It has been observed that social media has a significant impact on consumer perceptions and
behavior (Williams and Cothrell, 2000), and it has become a focus of attention in several
industries in recent years due to its advantages in connecting businesses directly to end-
consumers, quickly and affordably. Therefore, it is critical for businesses to understand how
social media affects consumer behavior and incorporate it into their marketing plans to remain
competitive. Thus, it is impossible to overstate the extent to which social media has altered
consumer behaviour. Social media has given consumers more power since it has improved their
access to information and altered the way they see brands. It has also impacted consumers' brand
loyalty and shopping patterns. Businesses must understand how social media influences
consumer behaviour and implement it into their marketing strategies if they want to stay
competitive.

Objectives of the study:
To measure the impact of social media on brand reputation and consumer behavior

Research Methodology:

It is an empirical type of study. 210 respondents were contacted in this study to give their review
points on the impact of social media on brand reputation and consumer behavior: an analytical
perspective. Frequency distribution and pie charts are used for the data analysis and therefore the
data was presented.

Data Analysis and Interpretation:
Table 1 Consumers are now buying directly from social media networks

Particulars Agree Disagree Can’t Say Total
Respondents 179 19 12 210
% age 85.0 9.0 6.0 100

Table 1 presents that with the statement consumers are now buying directly from social media
networks, it is found that 85.0% of the respondents agree with this statement.
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Consumers are now buying directly from social media
networks

W Agroe @ Disagroe B Can'tSay

Figure 1 Consumers are now buying directly from social media networks

Table 2 Social media reviews can influence consumers buying behavior

Particulars Agree Disagree Can’t Say Total
Respondents 173 23 14 210
% age 82.0 11.0 7.0 100

Table 2 presents that with the statement social media reviews can influence consumers buying
behavior, it is found that 82.0% of the respondents agree with this statement.

Social media reviews can influence consumers buying
behaviour

W Agree M Disagree ®Can't Say

Figure 2 Social media reviews can influence consumers buying behavior

Table 3 Consumers expect two-way engagement with brands

Particulars Agree Disagree Can’t Say Total
Respondents 182 17 11 210
% age 87.0 8.0 5.0 100
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Table 3 presents that with the statement consumers expect two-way engagement with brands,
it is found that 87.0% of the respondents agree with this statement.

Consumers expect two-way engagement with brands

W Agree M Disagree ®mCan't Say

Figure 3 Consumers expect two-way engagement with brands

Table 4 Helps to reach a larger audience of potential customers

Particulars Agree Disagree Can’t Say Total
Respondents 187 14 9 210
% age 89.0 7.9 4.0 100

Table 4 presents that with the statement helps to reach a larger audience of potential
customers, it is found that 89.0% of the respondents agree with this statement.

Helps to reach a larger audience of potential
customers

® Agree ™ Disagres  ®Can't Say

Figure 4 Helps to reach a larger audience of potential customers

Table 5 Helps to engage with potential customers and build closer relationships
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Particulars Agree Disagree Can’t Say Total
Respondents 175 23 12 210
% age 83.0 11.0 6.0 100

Table 5 presents that with the statement helps to engage with potential customers and build
closer relationships, it is found that 83.0% of the respondents agree with this statement.
Considering all the responses of the statements, it was found that to a good percentage, the
respondents have agreed that social media plays an important role on brand reputation and
consumer behavior.

Helps to engage with potential customers and bulld
closer relationships

Figure 5 HeIpS to engage with potential customers and build closer relationships

Conclusion

Social media has evolved into a potent tool for connecting with customers and establishing a
company's reputation in recent years. Social media sites like Facebook, Twitter, Instagram, and
Snapchat have revolutionised how businesses engage with customers and sell their goods. But
there are also worries about how social media's growth may affect consumer behaviour and
brand reputation. The research study included in this paper emphasises how social media
significantly affects consumer behaviour and brand reputation. Social media has altered the
manner that buyers choose their products. Consumers have more power to make informed
decisions thanks to the availability of information about goods and services, user reviews, and
ratings. As a result, companies must concentrate on giving customers accurate and thorough
information about their goods and services on social media sites. Social media has a huge effect
on consumer behaviour and brand reputation. Social media has changed how people behave and
make judgements about what to buy, as well as how businesses sell their goods and engage with
their clients. As a result, companies must consider social media's effects on their brand and
customers while developing their marketing plans. Effective use of social media by businesses
can boost sales, establish a solid brand reputation, and develop devoted customers. However,
companies who don't take social media seriously run the danger of losing clients and harming
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their brand's reputation. As a result, it is crucial for companies to give their social media strategy
top priority and to take advantage of its potential to enhance brand recognition and boost sales.
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