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Abstract  

This study undertook a comprehensive examination of Instagram's impact on brand identity and consumer 

relationships through surveys and interviews, aiming to unravel the intricate dynamics of user interactions. Analysis 

merging survey responses and interview insights illuminated Instagram's pivotal role in contemporary brand 

management and customer engagement. Survey findings, resonating with expert opinions, emphasized Instagram's 

significance in brand management, particularly among younger demographics aged 18 to 28, urging brands to target 

this age group for robust brand identity and positive relationships. The study underscored Instagram's recognition as 

a channel for capturing attention and fostering audience engagement, even if direct visits to brand profiles before 

purchase are infrequent. Instead, the platform subtly influences consumer decision-making, allowing brands to shape 

perceptions, showcase identity, values, and products. User content preferences, motivations, and feedback 

highlighted the importance of crafting visually attractive and authentic content for building positive brand identities 

and trust. Moreover, the study revealed varying levels of user engagement, emphasizing the need for brands to 

continually refine content strategies. Recommendations were proposed for both Instagram and brands, including 

prioritizing algorithm transparency, combating fake engagement, refining content moderation algorithms, 

maintaining visual consistency, prioritizing engagement, adopting eco-friendly practices, and addressing mental 

health concerns. This study portrays Instagram's transformation from a photo-sharing tool to a potent force in digital 

marketing, highlighting its role as an influential and cost-effective platform for businesses to shape brand identity 

and build meaningful consumer relationships in the dynamic digital landscape. The insights gleaned provide valuable 

guidance to decision-makers seeking to leverage Instagram's potential for effective brand establishment and 

engagement. 

 

 

 

 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 08 Issue: 04 | April - 2024                         SJIF Rating: 8.448                                    ISSN: 2582-3930     

 

© 2024, IJSREM      | www.ijsrem.com                                                                                                                |        Page 2 

Introduction  

A comprehensive exploration of Instagram's influence on brand identity and consumer relationships, this study 

delved into user interactions through surveys and interviews. The primary goal was to unravel the intricate 

dynamics of Instagram's impact on shaping brand perceptions and fostering enduring relationships. The 

study's analysis, blending survey responses and interview insights, sheds light on the platform's role in 

contemporary brand management and customer engagement.Survey outcomes revealed a notable 

alignment with marketing expert insights, emphasizing the paramount importance of Instagram in the 

brand management landscape. The majority of participants, predominantly aged between 18 to 28, 

underscored the platform's popularity among younger demographics, urging brands to focus on this age group 

for robust brand identity and positive relationships. 

Furthermore, the study highlighted Instagram's widespread recognition as a channel for brands to capture 

attention and engage with their audience. While direct visits to brand profiles before a purchase might be 

infrequent, the platform significantly influences consumer decision- making, acting as a subtle space for 

brands to shape perceptions and showcase identity, values, and products. User content preferences, 

motivations, and feedback underscored the importance of crafting visually attractive and authentic content 

for building positive brand identities and fostering trust. The study revealed the diversity in user engagement 

levels, emphasizing the need for brands to continually refine content strategies based on varied user 

preferences. The study suggests strategic measures for both Instagram and brands. For Instagram, 

recommendations include prioritizing algorithm transparency, implementing measures to combat fake 

engagement, and refining content moderation algorithms for a fair and inclusive platform. Brands are 

advised to maintain a consistent visual identity, prioritize engagement, consider eco- friendly practices, and 

address mental health concerns for a more holistic and responsible presence on Instagram. This study paints 

a vivid picture of Instagram's transformative role from a photo- sharing tool to a potent force in 

contemporary digital marketing. It positions Instagram as an influential and cost-effective platform for 

businesses to shape brand identity and build meaningful consumer relationships in the dynamic digital 

landscape. The insights gleaned from this study offer valuable guidance to decision-makers seeking to harness 

Instagram's potential for effective brand establishment and engagement. 

 

Objectives  

● To study the impact of Instagram on brand identity perception. 

● To analyze consumer-brand interactions facilitated by Instagram. 

● To understand strategies for leveraging Instagram to strengthen consumer relationships. 
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Scope  

 

• The study's objective is to investigate the impact of Instagram on brand identity perception, analyzing how 

the platform shapes and molds the way brands are perceived by their audience. 

• The research will encompass the impact on brands from various industries, including but not limited to 

fashion, technology, food and beverage, and lifestyle, providing a comprehensive understanding of 

Instagram's role. 

• The industry scope of the study will cover a broad spectrum, considering the dynamics of brand identity 

and consumer relationships within different sectors, contributing to a nuanced analysis of Instagram's 

influence 

 

 

Review of literature 

According to Yadav & Rahman (2017), Social Media Marketing (SMM) is characterized as a dynamic process where 

companies utilize online marketing offerings via social media platforms. The primary goal is to build and sustain 

stakeholder relationships, ultimately enhancing stakeholder value. This is achieved through facilitating interaction, 

sharing information, providing personalized purchase recommendations, and generating word of mouth among 

stakeholders about both existing and trending products and services. The definition underscores the multifaceted role 

of SMM in creating a meaningful connection between companies and stakeholders through various online 

interactions. 

 Another perspective on Social Media Marketing (SMM) is provided by Tuten (2008), who describes it as the 

execution of advertisements grounded in cultural and social contexts on digital platforms, informative pages, and 

websites. This approach serves the dual purposes of branding and communication. Tuten's definition emphasizes the 

strategic deployment of marketing activities on digital platforms, aligning them with cultural and social contexts to 

effectively convey brand messages. It highlights the dynamic nature of SMM in utilizing various online spaces for 

branding and communication. 

Tuten and Solomon (2017) contribute to the understanding of Social Media Marketing (SMM) by presenting it as a 

bridge for marketers to establish and maintain close connections with customers. Through the implementation of 

marketing activities on digital networks, brands and organizations can actively engage with potential customers. This, 

in turn, enhances stakeholders' values. The holistic view of SMM as a bridge underscores its pivotal role in fostering 

communication and information exchange between businesses and their customers, ultimately adding significant 

value to the overall business strategy. 
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Research Methodology 

The research methodology entailed conducting surveys and individual interviews with Instagram users alongside 

sourcing secondary data. A sample size of 50 individuals was selected to gather diverse perspectives on Instagram's 

influence on brand identity and consumer relationships. Both quantitative and qualitative methods were employed. 

Quantitative data was analysed through graphical representations, while thematic and content analysis were utilized 

for qualitative insights. The research design guided data collection, analysis, and interpretation to effectively address 

research questions. 

Survey Results and its analysis 

1. Age - Please specify your age range 

 

 

The data shows the age distribution of the 50 respondents who participated in survey on the Study of Instagram's 

Influence on Enhancing Brand Identity and Consumer Relationships. 

The largest age group is 18-28 years old, representing 76% (38 out of 50) of the respondents. 

8% (4 out of 50) of the respondents are under 18 years old. 

10% (5 out of 50) of the respondents are 29-40 years old. 

6% (3 out of 50) of the respondents are 40 years old and over. 

Given that the largest portion of the survey respondents, 76%, fall within the 18-28 age group, this demographic 

likely represents a significant segment of upcoming purchase decision makers. This age group is also typically 

associated with a heightened focus on social status and brand image, which can be influenced by flaunting brand 

products on platforms like Instagram. It is important to note, however, that these are generalizations and individual 

consumer behavior can vary. 
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2. How often do you use Instagram? 

  

 

 

The survey data shows that the majority of respondents (62.0%) use Instagram multiple times a day, followed by 

18.0% who use it once a day. A smaller percentage of respondents (10.0% each) reported using Instagram a few 

times a week or rarely or never. These findings suggest that Instagram is a popular social media platform that is used 

frequently by a significant portion of the respondents. This highlights the potential for brands to reach a large audience 

through Instagram marketing. 

3. Before buying anything or when looking into a brand, do you check their Instagram profile? 

 

 

 

 

 

 

 

 

The survey data shows that a significant portion of respondents (46.0%) consult Instagram profiles either "always" 

(16.0%) or "often" (30.0%) before buying anything or researching a brand. This suggests that Instagram can be a 

valuable platform for brands to build trust and credibility with potential customers. 
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It is also worth noting that a sizeable portion of respondents (22.0% each) check Instagram profiles "sometimes" or 

"rarely", indicating that Instagram can still play a role in the customer journey even if it is not the primary source of 

information. Overall, the findings suggest that Instagram is a relevant platform for brands to consider when 

developing their marketing strategies. 

 

4. When following a brand on Instagram, what type of content do you find most appealing? 

 

The data shows that Instagram users find two content types equally appealing: "Behind-the-scenes glimpses" and 

"Product showcases", both receiving 32.18% of the votes. "User-generated content" was found appealing by 25.29% 

of the respondents, while "Contests and giveaways" was the least popular choice, at 10.34%.These findings suggest 

that Instagram users are interested in content that provides them with a deeper understanding of the brand (behind-

the-scenes glimpses) and the products or services they offer (product showcases). They also appreciate seeing content 

created by other users (user-generated content), which can help them feel more connected to the brand and its 

community. Contests and giveaways, while still somewhat popular, were not the most preferred type of content 

among the survey participants. 

 

 

 

56.00%
56.00%

44.00%

18.00%

0

5

10

15

20

25

30

Behind-the-scenes glimpses Product showcases User-generated content Contests and giveaways

Most Followed Content on Instagram

No. of respondents Percentage

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 08 Issue: 04 | April - 2024                         SJIF Rating: 8.448                                    ISSN: 2582-3930     

 

© 2024, IJSREM      | www.ijsrem.com                                                                                                                |        Page 7 

5. How likely are you to engage with branded content on Instagram? 

 

The survey data shows that Instagram users are moderately likely to engage with branded content. The most common 

responses were "Likely" (36.0%) and "Neutral" (30.0%), followed by "Very likely" (30.0%) and "Unlikely" 

(4.0%).These findings suggest that brands can improve their chances of success on Instagram by creating high-quality 

content that is both informative and engaging. 

6. What motivates you to interact with branded posts on Instagram? 

 

The survey data shows that the top three motivators for interacting with branded posts on Instagram are: Reels 

(74.00%), Compelling visuals (46.00%), Interesting captions (36.00%). 

These findings suggest that brands can increase their engagement on Instagram by creating content that is visually 

appealing, informative, and entertaining. They can also experiment with different content formats, such as Reels, to 

see what resonates with their audience. 
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7. Do you think every brand nowadays should have a presence on Instagram? 

 

 

Based on the survey data you provided, 95.90% of respondents believe that every brand should have a presence on 

Instagram, with only 4.08% disagreeing. This suggests a strong consensus among the participants that Instagram is a 

valuable platform for brands. 

8. Which factor influences your decision to follow a brand on Instagram the most? 

 

 

Based on the survey data, the factor that influences the decision to follow a brand on Instagram the most is quality 

of content, with 74.00% of respondents choosing this option. This suggests that users are more likely to follow brands 

that create informative, engaging, and visually appealing content. While other factors such as discounts and 

promotions, brand personality, and recommendations from friends or influencers can also play a role, the survey 

suggests that creating high-quality content is the most important factor for brands to consider when trying to grow 

their audience on Instagram. 
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9. What influences your decision to purchase a product or service promoted by a brand on Instagram? 

 

 

Based on the survey data, the factor that influences the decision to purchase a product or service promoted by a brand 

on Instagram the most is positive reviews and testimonials, with 68.00% of respondents choosing this option. This 

suggests that social proof is a powerful factor for Instagram users, and they are more likely to trust and purchase 

products that are recommended by others. While other factors, such as clear product information, appealing visuals, 

and discounts, can also influence purchase decisions, the survey suggests that positive reviews and testimonials are 

the most important factor for Instagram users. 
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10. How important is authenticity for you when engaging with branded content on Instagram? 

 

Based on the survey data, authenticity is very important for users when engaging with branded content on Instagram. 

66.00% of respondents chose "very important", indicating that they value genuineness and transparency from brands. 

This suggests that brands should strive to create content that is relatable, honest, and reflects their true values. When 

users perceive a brand as being authentic, they are more likely to trust, engage with, and ultimately purchase from 

that brand. 

11. How likely are you to share branded content with your friends or followers on Instagram?

 

Based on the survey data, the most likely option for users to share branded content with friends or followers is 

"Likely" (54.00%). This suggests that users are somewhat selective about the branded content they share, but they 

are still open to sharing content that they find interesting or valuable. It is important to note that these are just general 

trends, and individual users may be more or less likely to share branded content depending on a variety of factors, 

such as their relationship with the brand, the quality of the content, and their own personal brand. 
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12. What type of brand collaborations or partnerships on Instagram are you most interested in seeing? 

 

 

Based on the survey data, users are most interested in seeing co-created content with customers or followers 

(50.00%). This suggests that users appreciate brands that involve their audience in the content creation process. This 

can be a great way for brands to generate authentic content, build stronger relationships with their customers, and 

gain valuable insights into their audience's preferences. 
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13. How important is it for a brand to respond to customer comments and messages on Instagram? 

 

 

Based on the survey data, responding to customer comments and messages on Instagram is very important for brands. 

52.00% of respondents indicated that it is "very important" for brands to do this, and an additional 42.00% said it is 

"important." This suggests that a majority of users expect brands to be responsive and engaged on social media. By 

responding to comments and messages, brands can show their customers that they care about their feedback and are 

willing to engage in a conversation. This can help to build trust and loyalty, and ultimately lead to increased sales. 
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14. On a scale of 1 to 5, how many reliability points would you give to a brand based on its Instagram profile? 

 

Based on the survey data, users on average give a brand 3.56 points out of 5 for reliability based on its Instagram 

profile. This suggests that a brand's Instagram profile can play a role in shaping how users perceive its reliability. 

1-2 points (Low reliability): 5% of respondents 

3 points: 34% of respondents 

4 points: 44% of respondents 

5 points (High reliability): 12% of respondents 

 

Findings 

• The study aimed to explore Instagram's impact on brand identity and customer relationships through a survey 

and interview. 

• Survey results highlight Instagram's crucial role in contemporary brand management, particularly among the 

18 to 28 age group, emphasizing the platform's popularity among younger demographics. 

• The unanimous belief in the necessity for every brand to establish a presence on Instagram indicates 

widespread agreement on the platform's paramount importance. 

• The strong emphasis on brands responding to customer comments and messages aligns with the interactive 

nature of the platform, highlighting the crucial role of active engagement. 
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Conclusion 

Based on the conducted study, it becomes evident that Instagram plays a pivotal role in shaping brand identity and 

cultivating consumer relationships in the contemporary digital landscape. The platform, known for its widespread 

usage on both mobile and web platforms, facilitates global interactions and has emerged as a significant social 

networking site. Instagram's appeal transcends individuals interested in photography, drawing users from diverse 

backgrounds. The study showcases Instagram's evolution from a simple photo-sharing tool to a potent marketing 

instrument. Its innovative use of filters, initially present in various image editing applications, has given rise to a 

unique visual language. This evolution has transformed Instagram into a dynamic space for businesses to engage 

with their audience and enhance brand identity. 

 

Suggestion 

• Instagram should prioritize enhancing algorithm transparency by providing users with clear explanations of 

how the platform's algorithm functions, fostering a greater understanding among users and building trust in 

the platform. 

• To ensure a more authentic user experience, Instagram should implement robust measures aimed at 

identifying and minimizing fake engagement, such as fake likes and followers, thereby maintaining the 

integrity of user interactions. 

• Introducing additional features or tools to combat cyberbullying and harassment is imperative for fostering 

a safer and more positive environment on Instagram. These measures will contribute to a more supportive 

community and mitigate harmful behavior. 

• Brands should prioritize maintaining a consistent visual identity on Instagram, including a cohesive color 

palette and recognizable aesthetic. Consistency reinforces brand recognition, making it easier for consumers 

to identify and remember the brand. 
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