1)
2)
3)
4)

ISSN 2277-2685
IJESR/July-Sep. 2025/ Vol-15/1ssue-3/157-164

Santi.Shailesh Goud et. al., / International Journal of Engineering & Science Research

Building Company Outreach Through Social Media Marketing &
Branding.

Santi.Shailesh Goud. R.Srinivas Reddy Mba(Ph.D), Dr. K. Veeraiah (Mba,M.Phil,Ph.D,Ugc-Net)
1 student, 2 Assistant Professor ,3 HOD.
Marri Laxman Reddy Institute of Technology and Management Dundigal, Gandimaisamma, Medchal,
Hyderabad, 500043, Telangana.

ABSTRACT:

In today’s digital landscape, social media marketing and branding play a crucial role in expanding a company’s
outreach, fostering customer engagement, and enhancing brand visibility. This paper explores the strategies and
best practices that businesses can employ to leverage social media platforms effectively. Key areas of focus
include content creation, audience targeting, brand consistency, influencer partnerships, and data-driven
marketing. By integrating these elements, companies can build a strong online presence, cultivate customer
loyalty, and drive business growth. Additionally, the study examines case studies of successful brand-building
campaigns, highlighting the impact of digital storytelling and engagement metrics in shaping consumer
perception. The findings underscore the importance of an adaptive and customer-centric approach to social media
marketing in today’s competitive market.

1.1 INTRODUCTION

For any Organisation, the most valuable as it is it's brand and the modern organisation should realise that
capitalising on brand can help achieve growth, profitability objective and sustainability. Along with incessant
globalisation social media has emerged as the best platform for Advertising and Marketing for companies. It
increased the visibility of services and products. For every businessman the only aim is how various marketing
tools and techniques can increase the number of selling services and products. The main aim of the study is to
examine how social media marketing will affect the final consumer behaviour among persons who mostly use
social media websites and also to find out the forecasted relationships among various social media marketing

activities, customer activities and behaviour of the consumer.

1.2 NEED FOR THE STUDY

In the modern business environment, social media has become a powerful tool for companies to connect with their
target audience, enhance brand awareness, and drive customer engagement. With billions of active users on
platforms such as Facebook, Instagram, LinkedIn, X (formerly Twitter), businesses have an unprecedented

opportunity to expand their outreach and establish a strong digital presence.

1.3 OBJECTIVES OF THE STUDY

To analyze the impact of social media marketing on brand awareness and customer engagement.

To evaluate the effectiveness of different social media platforms in reaching target audiences.

To assess the challenges businesses face in social media marketing and propose solutions to overcome them.

To study successful case studies of brands that have leveraged social media for growth.
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To provide recommendations for businesses to optimize their social media marketing strategies for long-term

Success.

1.5 SCOPE OF THE STUDY

This study focuses on the role of social media marketing and branding in enhancing company outreach. It
examines various strategies that businesses can implement to establish a strong online presence, engage with their
target audience, and build brand loyalty. The study covers multiple aspects of social media marketing, including
content creation, audience targeting, influencer collaborations, paid advertising, and performance analytics.

1.6 METHODOLOGY

Methodology of the Study

This study adopts a qualitative and quantitative research approach to analyze the effectiveness of social media
marketing and branding in building company outreach. The methodology involves data collection from multiple
sources, including case studies, surveys, interviews, and secondary research from industry reports and academic
literature.

1. Research Design

The study follows a descriptive research design to explore various social media marketing strategies, their
implementation, and their impact on business growth. A comparative analysis of different social media platforms
and marketing techniques is conducted to identify best practices.

2. Data Collection Methods

Primary Data:

Surveys and Questionnaires: Conducted with business owners, marketing professionals, and consumers to
gather insights on the effectiveness of social media marketing.

Interviews: In-depth interviews with social media experts and brand managers to understand real-world strategies
and challenges.

Secondary Data:

Case Studies: Analysis of successful social media campaigns from leading brands across various industries.
Industry Reports & Articles: Review of market trends, analytics, and published research on social media
marketing and branding.

3. Data Analysis Techniques

Quantitative Analysis: Statistical tools are used to analyze survey responses and engagement metrics from social
media campaigns. This helps in identifying patterns and measuring the impact of different marketing strategies.
Qualitative Analysis: Thematic analysis of interviews and case studies to extract key insights on branding
strategies, consumer behavior, and marketing effectiveness.

LIMITATIONS OF THE STUDY

Limited Sample Size

The study is based on responses from only 100 individuals, which may not be representative of the larger

population or different market segments.
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Geographical Constraints

The survey respondents may belong to a specific region or demographic, limiting the generalizability of the
findings to a wider audience.

Response Bias

Since the data was collected through self-reported surveys, there is a possibility of biased or socially desirable
responses.

Dynamic Nature of Social Media

Social media trends and platform algorithms change rapidly. The findings may become outdated as new platforms
or marketing strategies emerge.

Focus on User Perception Only

The study emphasizes user opinions and perceptions, and does not include detailed data on actual brand
performance metrics such as sales conversions or return on investment (ROI).

2.2 REVIEW OF LITERATURE

Jain, R. (2020)

Studied the impact of influencer marketing on Instagram and found that influencers significantly increase brand
awareness and purchase intent.

Relevance: Supports the use of influencer-led outreach campaigns.

Singh & Sharma (2020)

Highlighted that consistent branding across platforms improves customer trust and online visibility.
Relevance: Validates multi-platform brand strategy.

Gupta, A. (2021)

Found that video content on social media (like reels and shorts) has higher engagement compared to static posts.
Relevance: Supports use of dynamic content to increase outreach.

DATAANALYSIS AND INTERPRETATION
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4.8. Which according to you have highest media potential

TABLE 4.21 SHOWS THE RESPONDENTS HAVE HIGHEST MEDIA POTENTIAL

Particulars No. of Respondents Percentage of Respondents
Social media 27.3% 27.3%
Print media 45.3% 45.3%
Television ads 20.3% 20.3%
Radio 3.1% 3.1%
In person media 3.9% 3.9%
Total 100% 100%
120.00%
100.00%
80.00%
60.00%
40.00%
20.00% I I
0.00% I I - I .
Social media Print media Television Radio In person Total
ads media

H No. of Respondents H Percentage of Respondents

Chart 4.21 Shows the Respondents have highest media potential INTERPRETATION

In the above data total number of responds which | collect is 128 in which 101 members are getting privilege to
social media to get highest media potential i.e., 78.9%, 9 members giving to print media highest media potential
i.e., 7%, 11 members giving in the favour of television media to highest media potential i.e., 8.6%, no one getting
respond on radio and 7 members getting respond in person media i.e.,5.5%.

Inference

Majority of the members are getting responds that social media have highest media potential i.e 78.9%
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HYPOTHESIS TEST

Variables Selected:

Independent Variable: Social Media Marketing & Branding (SMMB)

Dependent Variable: Company Outreach (engagement, visibility, trust, loyalty)

Hypotheses:

Ho (Null Hypothesis): There is no significant relationship between social media marketing & branding and
company outreach.

H: (Alternative Hypothesis): There is a significant relationship between social media marketing & branding and

company outreach.

TEST OF HYPOTHESIS (LIKERT SCALE ANALYSIS)

Sl 5-Scale Likert | % Respondents (Social Media | % Respondents (Company
No Description Marketing & Branding) Outreach & Trust)
1 Strongly Disagree 2.3% 3.1%
2 Disagree 4.7% 5.5%
3 Neutral 12.5% 11.7%
4 Agree 35.9% 36.7%
5 Strongly Agree 44.5% 43.0%
Total 100% 100%
250.00%
200.00%
150.00%
100.00%
0.00% — ] -
Strongly Disagree Neutral Agree Strongly Total
Disagree Agree
1 2 3 4 5

B % Respondents (Company Outreach & Trust)

B % Respondents (Social Media Marketing & Branding)

Interpretation:
A combined 80.4% of respondents (35.9% Agree + 44.5% Strongly Agree) support that Social Media Marketing
& Branding is effective.

Similarly, 79.7% of respondents (36.7% Agree + 43.0% Strongly Agree) believe it positively impacts Company
Outreach & Trust.

Very low disagreement or neutrality suggests a strong positive perception across both variables.
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Average Score Calculation (Likert Weighted Mean):

To calculate average scores:

Multiply the Likert scale point (1 to 5) with the percentage for each response

Sum of weighted scores

Hypothesis Test Result:

Since both average scores > 4.0 (indicating agreement or strong agreement) and majority responses are positive:
Result:

Reject Null Hypothesis (Ho)

Accept Alternative Hypothesis (H1)

Conclusion: There is a significant relationship between social media marketing & branding and company

outreach, engagement, trust, and loyalty.

5.1 FINDINGS

I find that 93% of all marketers indicated that their social media efforts have generated more exposure to their
business, increased traffic was the second major benefit, with 87% reporting positive results.
Majority of the respondents are between 20-30 years old i.e 75%

Majority of the respondents are Male i.e 78.9%

Majority of the respondents are Unmarried i.e 77.3%

Majority of the respondents are Post graduate i.e 45.3%

Majority of the respondents are students i.e 43.8%

Majority of the respondents are Bellow - 2,00,000 i.e 60.2%

Majority of the respondents are doing online shopping i.e 98.4%

Majority of the respondents are doing online shopping is monthly once i.e 31.7%

Majority of the consumer responds that they are doing online shopping for more than 2-5years i.e 39.8%

5.2 SUGGESTIONS

Focus on the 20-30 Age Group

Since the majority of respondents and highest engagement came from the 20-30 age group, businesses should
target this age group with tailored content, promotions, and campaigns.

Use Instagram and YouTube as Primary Platforms

These platforms were most preferred across all demographics. Companies should invest more in visual and
video-based content, influencer marketing, and reels/shorts.

Content Should Be Demographic-Specific

Older users (30+) prefer Facebook and LinkedlIn, so professional or informative content should be promoted on
those platforms, while trendy and interactive content should be used on Instagram/YouTube.

Enhance Engagement with Students

With 43.8% of respondents being students, student ambassador programs, contests, and educational branding

can boost engagement and brand awareness.

162



o A~ 0D

ISSN 2277-2685
IJESR/July-Sep. 2025/ Vol-15/1ssue-3/157-164

Santi.Shailesh Goud et. al., / International Journal of Engineering & Science Research

Gender-Neutral Campaigns Work Best

The Chi-Square test showed no significant difference in platform preference by gender, so neutral, inclusive
campaigns are more effective.

Run Polls and Feedback Forms

Regular audience surveys and feedback collection through stories or posts can help brands understand
preferences in real-time and adjust accordingly.

5.3 CONCLUSION

This study aimed to explore the role of social media marketing and branding in enhancing company outreach,
customer engagement, and brand visibility. Based on the analysis of data collected from 100 respondents and
supported by statistical tests (ANOVA and Chi-Square), the findings reveal that social media is a powerful tool
for businesses to expand their presence and connect with their target audience effectively.

The results indicate that the 20-30 age group is the most active and responsive to social media marketing, with
Instagram and YouTube emerging as the most preferred platforms. The analysis also showed that consistent
branding strategies significantly influence customer loyalty and trust, aligning with our research hypotheses (H:
and Ha).

Interestingly, while age significantly impacted platform preferences and perceptions of marketing effectiveness,
gender and employment status did not show a strong influence, suggesting that social media transcends traditional
demographic boundaries in many aspects.

Overall, the study concludes that businesses can maximize their outreach and engagement by strategically
leveraging social media platforms, tailoring content to specific age groups, maintaining consistent branding, and
adapting to evolving user behaviors. With continuous optimization and audience analysis, social media can serve
as a cost-effective, high-impact marketing solution for long-term brand growth.

In today’s digital era, social media has become a powerful tool for businesses to build their brand and connect
with customers on a personal level. This study aimed to explore how social media marketing and branding
strategies can enhance a company’s outreach and engagement with its target audience.

Based on the survey conducted with 100 respondents and the analysis of current industry trends, it is evident that
platforms like Instagram, Facebook, and YouTube play a crucial role in influencing consumer behavior, shaping
brand perception, and driving purchase decisions. Creative content, influencer partnerships, video marketing, and
consistent brand messaging were identified as key factors for success in the digital branding space.
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