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Social Media and Strong Brands: Unpacking the Essentials

Shashank HS

Abstract:

This study examines the significant changes in consumer-brand interactions brought about by the digital
age, highlighting the critical role that social media plays in providing a lively atmosphere that fosters the
creation of brand identities. The study, which focuses on the transport company Ola, demonstrates how
well it uses social media to develop an interesting brand narrative and go beyond transactional
communication. Finding the components that influence a brand's online presence and offering a guide
for successful social media branding are two of the goals. Methodologically, a questionnaire and factor
analysis revealed that Brand Interactions, Social Community, Content, and Response Time were the
primary factors accounting for 72.73% of the variation. This study offers insights for firms navigating
brand recognition by utilising Ola's strategies.
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Introduction:

The context of consumer-brand interaction has irreversibly changed with the arrival with the digital age
and technical breakthroughs. A major player in this digital transformation is social media, which acts as
an audience and a test bed developing brand identities. Social media platforms, the beating heart of
today's linked society, have developed into virtual theatres where brands tell their tales and customers
actively participate, offer feedback, and help shape these narratives. This research endeavours to
thoroughly investigate the components that enable the creation of a strong and long-lasting corporate
identity on social media, bearing in mind this dynamic framework.

Consumer behaviour, social media, marketing, and communication all interact in previously unheard-of
ways. Thanks to networks like Facebook, Instagram, Twitter, LinkedIn, and many more, the vast digital
world has expanded into a thriving market where businesses compete for the interest, loyalty, and
resonance among an increasingly smart and connected customer base. Social media poses a dual
challenge to brands due to its dynamic and engaging character. Consequently, businesses are no longer

limited to conventional advertising platforms.
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Due to social media's global reach, geographical and demographic barriers are broken down, creating a
more cohesive global community. The web-based narratives of the companies they interact with,
exchange information with, and observe through feeds are actively shaped and contributed to by users.
Social media is becoming more than just a means for communication; it's a dynamic space where people
observe and interact with brands, constantly building and changing opinions about them.

In the age of social media, traditional ideas of branding have experienced a significant shift. The one-
way approach to communication has been replaced by a shifting, dynamic link because customers now
demand engaging experiences with brands in addition to goods and services. The capacity to handle this
paradigm shift—which requires preserving and strengthening genuine ties with clients while
concurrently getting visibility in the flood of digital content—is what distinguishes a good social media
business. The term "power of a brand on social media” can relate to several other ideas beyond just
visibility. It talks about the kind of relationship a brand has with its target audience, the kind of
interactions it promotes, and the kind of lasting impact it has on customers. Beyond transactional
interactions, a business that understands social media cultivates a following of followers who, in

addition to increasing sales, willingly engage with and help to a brand's narrative.

Ola

Every day, millions of customers use the name Ola, which is linked to affordable and useful
transportation options. Apart from providing transportation options, Ola has adeptly leveraged social
media to cultivate a lively brand identity. Ola has always embraced the interactive aspects of social
media, viewing it as a platform for connection, engagement, as well as resonance for its large user base
in addition to a location for conducting business. In addition to showing up in users' feeds while they
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browse advertisements, Ola offers dynamic information, interactive ads, and real-time interactions. Ola's
dynamic narrative is enhanced by social media interactions, user-generated content, and online
discussions. Determining the components of Ola's potent social media presence necessitates a thorough

examination of the several variables involved.

Ola's success via social media can be attributed in part to her ability to recognise the components that
elevate a business to prominence. Ola tells a story that goes beyond the effectiveness of its transport
system, from the measurable indicators of user engagement, where users actively share their travels
along with experiences, through the high calibre content that is shared, which illustrates the company's
commitment towards security, innovation, and sustainability.Ola has created an ecosystem around its
brand on purpose, moving beyond the transactional aspect of its business. Through campaigns,
competitions, and initiatives, Ola promotes diversity among its clientele, presenting itself as a beneficial
social force in addition to a service provider. This community-focused strategy is partly responsible for
Ola's strong social media presence. Ola maintains a continuous and captivating brand presence through
creative campaigns and clever social media advertising. Influencer partnerships provide Ola an actual

touch that broadens its appeal and helps it connect with a variety of target customers.

Objectives:

The main purpose of the case is to understand as to how a brand has taken a form in the online space
that too social media and what are the determinants that actually make a company a brand in social
media. This study aims to provide useful data that will assist brands in navigating the complexities of
social media and making informed decisions. Additionally, it aims to offer a road map for creating and

sustaining a powerful brand presence in the digital era.
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Review Of Literature:

For the study, 373 smartphone users of the Higher Institute of Business Administration (HIBA)
in the vicinity of Damascus, Syria, provided answers to a standardised questionnaire. The study
fills a knowledge gap about how managers could create an organization's image on social media
by presenting a paradigm for them to follow in the mobile market. Additional variables, such
digital word-of-mouth (E-WOM) and promotional awareness, are found for further research. The
study points out that a number of variables related to brand image have been overlooked, but it
also emphasises how crucial three different forms of awareness include the following: brand,
promotion, and price (Dib, H., & Alhaddad, A. A. 2015).

Businesses still struggle to manage the personal aspect of client connections despite social
media's many benefits. The research offers a study that examines how retailers might use
contemporary media-based brand determinants to build customer-based brand equity in order to
address this problem. With its origins in a range of academic fields, the study seeks to understand
consumer behaviour and apply that understanding to guide the creation of marketing strategies
(Mathur, M. 2018).

The present study aims to determine how consumers use social media, particularly Facebook,
and how it is user-friendly, reasonably priced, and entertaining. The effect of social media use—
specifically, Facebook wuse—on brand image is being investigated in this study
(Jermsittiparsert, K., Sutduean, J., & Sriyakul, T. 2019).

Marketers must find a solution to the challenge of coordinating messaging across numerous
media platforms in order to develop and enhance brand recognition. Evaluating the variables
impacting brand awareness through social media is the study's main objective. The findings
demonstrate the favourable relationships between social media brand recognition, online word-
of-mouth, customer contact, and brand exposure. Interestingly, it is shown that the most
important component is consumer interaction (Shojaee, S., & Azman, A. B. 2013

In the context of social media along with brand management, this study investigates the idea of
brand communities as an alternative to traditional brand communities. Unlike brand
communities, which focus on a specific brand, brand communities are centred upon shared needs
or interests. Through sponsorships or other initiatives, a certain brand uses the community to
promote itself. When community members are aware of the company's assistance, brand owners
gain from enhanced brand loyalty without jeopardising community loyalty. The study makes a

substantial contribution by illustrating why brand communities may help businesses implement
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their sponsorship and social media branding plans and provide sport management with chances
to add value (Popp, B., & Woratschek, H. 2016).

Research methodology:

We have collected the primary data using a questionnaire with 10 independent variables which can be

the best determinants of the brand and we have done factor analysis on the data to combine the

independent variables to understand and segregate them into factors and then can target audience and

see what are their views on our brand ola.

Findings:
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 869
Bartlett's Test of Approx. Chi-Square 635833
Sphericity df 45
Sig 000

KMO tell us the data adequacy, here in our output we have got 0.869 which tell that our data is

sufficient for the analysis. The Bartlett’s Test tell us is the model significant or not and in our case the

sig value is 0.00 which is less than 0.05 hence the model is significant.

Total Variance Explained

Component

Initial Eigenvalues

Extraction Sums of Squared Loadings

Rotation Sums of Squared Loadings

Total

% of Variance | Cumulative %

Total
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Cumulative %
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Cumulative %

@~ E W R =

w

10

3319
1.522
1.317
1115
968
917
387
.289
146
020

33.187
15.224
13174
11.145
9.675
9.169
3.875
2.893
1.458
.200

33187
48.411
61.585
72730
82.405
91.575
95.449
98.342
99.800
100.000

31318
1.622
1.317
1.115

33187
15.224
13174
11.145

33187
48.411
61.585
72.730

2156
1.854
1.741

1.522

21.564
18.535
17.414
15216

21.564
40.099
57.514
72.730

Extraction Method: Principal Component Analysis.

Here the above table shows us how the 10 independent variables have been factored into 4 based on the

similarity in the data. The cumulative % is the total variance explained by the factors when compared to

the whole data. Here from analysis, we see that 72.73% variance is explained the factors which is very

good as now we have only 4 factors that carry the essence of all the 10 independent variables combined.
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Component

3

| frequently engage with
Brands on social media
by liking, sharing, or
commenting on their
posts.

The content shared by
Brands on social media
is of high quality,
considering factors like
relevance, creativity, and
imformativeness.

I am satisfied with my
imnteractions with Brands
on social media

Il am influenced by social
media influencers who
collaborate with Brands.
| frequently recall seesing
advertisements from
Brands on social media,
and | find them effective

| perceive Brands as
authentic in its
communication and
imnteractions on social
media

| feel a sense of
cormmunity with other
Brands followers on
social media.

I am satistied with the
speed and effectiveness
of Brand's responses to
My inguiries or feedback
on social media

| have created or shared
content related to Brands
on social media.

| believe Brands

846

344

BT2

T39

160

192

310

447

627

-217

-. 609

159

-.291

das

-.334

538

-.260

335

114

-.268

B53

-.230

- 054

-.095

maintains a consistent
brand image, Messaaqing,
and visuals across
different social media
channels.

Extraction Method: Principal Component Analysis.

e The above table shows us which variable is loading on which factor and in our analysis, we can
see that Brand Engagement, customer satisfaction, influencer, authentic, brand strength is been
loaded into First factor and by looking into the variables loaded we can give it a name here the
first factor can be named as Brand Interactions.

e The second factor has variables like Social Media Advertising, community building which talks
about how social media advertising is creating communities or use the already existing
communities as per the need of the company to push the brand. We can name this factor as
Social Community.

e The third factor have variables like Content quality, user generated content which can be named
as Content as we can focus on what type of social media content have to be done and how user

can be motivated to share their content which can help company as testimonials.
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Conclusion

This study delves into the dynamic realm of online consumer-brand interaction, focusing on the
innovative role played by social media in shaping corporate identities. Social media platforms have
transformed into vibrant theatres where consumers actively contribute to brand narratives, and brands
craft compelling storylines. The company Ola serves as a prime example of a company utilizing social
media not just for transportation services but as a platform for fostering resonance, connection, and
engagement. Ola's success lies in its adept recognition of essential components and the development of a
robust community-focused strategy that transcends mere transactional interactions. The study's
objectives were twofold: identifying the integral components shaping a business's brand and
understanding how brands evolve in the digital landscape, particularly within the realm of social media.
The literature review underscores the importance of factors such as brand image, customer-based brand
equity, and the pivotal role of social media in enhancing brand awareness.

In terms of methodology, factor analysis and insights from the questionnaire revealed four key
components: brand interactions, social community, content, and response time, collectively explaining
72.73% of the variance. To sum up, the amalgamation of findings offers valuable insights for businesses
navigating the complexities of social media. Ola's strategic approach and the identified drivers provide a
guiding path for establishing and sustaining a robust brand presence in the digital era, underscoring the
crucial roles of community development, customer interaction, and compelling content in the ever-

evolving landscape of social media branding.

This study examines the significant changes in consumer-brand interactions brought about by the digital
age, highlighting the critical role that social media plays in providing a lively atmosphere that fosters the
creation of brand identities. The study, which focuses on the transport company Ola, demonstrates how
well it uses social media to develop an interesting brand narrative and go beyond transactional
communication. Finding the components that influence a brand's online presence and offering a guide
for successful social media branding are two of the goals. Methodologically, a questionnaire and factor
analysis revealed that Brand Interactions, Social Community, Content, and Response Time were the
primary factors accounting for 72.73% of the variation. This study offers insights for firms navigating
brand recognition by utilising Ola's strategies. Paraphrase the above content and make it look like

human content
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