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ABSTRACT 

This research paper explores the determinants of social media marketing and their impact on 

brand image in the digital age. Utilizing a quantitative approach, the study employs factor 

analysis to examine how various elements of social media marketing influence consumer 

perceptions of a brand. Key findings indicate that the frequency of posts, responsiveness to 

customer interactions, content diversity across platforms, and the quality of visual and 

interactive content are pivotal in shaping brand image. The study aligns with the Resource-

Based View and dynamic capabilities theory, highlighting the importance of unique and 

adaptable social media strategies in enhancing brand perception. These insights are critical 

for businesses aiming to leverage social media effectively for brand image enhancement in a 

rapidly evolving digital marketing landscape. 
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INTRODUCTION 

In the digital age, brand image has emerged as a pivotal element for business success, 

transcending traditional boundaries of marketing and consumer perception. The evolution of 

the Internet and digital technologies has led to a paradigm shift in how brands interact with 

their consumers, making brand image not just a by-product of marketing efforts but a 

strategic asset (Kaplan & Haenlein, 2010). This shift is primarily driven by the changing 

consumer behavior, where decision-making is influenced by online content and social media 

interactions. In this context, understanding the determinants of social media marketing that 

significantly impact brand image is essential for businesses to navigate the complex digital 

landscape effectively. 

The role of social media in shaping brand image is multifaceted and profound. Platforms such 

as Facebook, Twitter, Instagram, and LinkedIn have become more than just communication 

channels; they are now integral elements of brand identity and consumer engagement 

strategies (Kaplan & Haenlein, 2010). Social media provides businesses with unparalleled 

opportunities to create and disseminate brand narratives, engage in real-time interaction with 

consumers, and develop a loyal customer base. The instantaneous and interactive nature of 

social media also means that consumer feedback, whether positive or negative, can rapidly 

influence a brand's image. Thus, effectively leveraging social media marketing has become a 

crucial aspect of brand management.Given this backdrop, this research paper aims to examine 

the impact of various determinants of social media marketing on brand image. Specifically, it 

seeks to identify which aspects of social media marketing – such as frequency of posts, 

content quality, engagement strategies, and the use of visual elements – significantly 

influence how consumers perceive a brand. This study will contribute to the existing body of 

knowledge by providing empirical insights into how social media marketing practices can be 

optimized to enhance brand image. Moreover, it will offer practical guidance for marketers in 

crafting and executing their social media strategies with the goal of reinforcing their brand's 

image in the minds of consumers. This investigation is particularly timely and relevant, as 

businesses worldwide are increasingly turning to social media as a primary tool for marketing 

and brand building. By understanding the determinants that most effectively impact brand 

image, organizations can make more informed decisions in their social media marketing 

endeavors, ultimately leading to enhanced brand equity and competitive advantage. 
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Objective of the study 

To Study the impact of determinants of social media marketing that affect the Brand Image. 

LITERATURE REVIEW 

 Theoretical Framework 

 Resource-Based View (RBV) of the Firm and Its Relevance to Brand Image 

 The Resource-Based View (RBV) of the firm, as elucidated by Barney (1991) and 

Grant (1991), offers a robust theoretical foundation for understanding brand image in 

the context of social media marketing. RBV posits that a firm’s competitive 

advantage is derived from its unique resources and capabilities. In the realm of digital 

marketing, these resources include a brand's social media presence, the content it 

generates, and its ability to engage with customers online. Barney (1991) emphasizes 

that resources must be valuable, rare, inimitable, and non-substitutable (VRIN) to 

provide sustainable competitive advantage. Grant (1991) further articulates how these 

resources are leveraged through capabilities, which in the context of social media 

marketing, translates to a brand's ability to create compelling content and engage 

effectively with its audience. The relevance of RBV in social media marketing is 

profound, as it highlights the importance of unique social media strategies in creating 

a distinctive brand image that is difficult for competitors to replicate. 

 Dynamic Capabilities in Social Media Marketing 

 Eisenhardt & Martin (2000) and Teece (2007) extend the RBV framework by 

introducing the concept of dynamic capabilities, which are particularly pertinent in the 

fast-changing landscape of social media. Dynamic capabilities refer to a firm's ability 

to integrate, build, and reconfigure internal and external competences to address 

rapidly changing environments. In the context of social media marketing, this 

involves a brand's capacity to adapt its strategies in response to evolving consumer 

preferences and technological advancements. Teece (2007) argues that these 

capabilities are crucial for a firm's long-term survival and success, a notion that is 

particularly relevant in the social media domain, where consumer trends and platform 

algorithms evolve continuously. Eisenhardt & Martin (2000) suggest that dynamic 
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capabilities are manifested in processes such as product development, strategic 

decision making, and alliance formation. Applied to social media marketing, this 

translates to the development of innovative content strategies, real-time decision-

making in response to consumer interactions, and collaborations with influencers and 

other brands. 

 In summary, the RBV and dynamic capabilities frameworks provide a theoretical lens 

through which the role of social media marketing in shaping brand image can be 

examined. These frameworks underscore the importance of unique, inimitable 

resources and the ability to adapt swiftly to changes in the digital marketing 

landscape, both of which are critical for creating and maintaining a strong brand 

image. 

 Social Media and Brand Image 

 Role of Social Media in Brand Perception and Customer Relationship 

 The influence of social media on brand perception and customer relationships has 

been a focal point of recent marketing research. Malthouse et al. (2013) emphasize 

that social media platforms offer a unique venue for brands to engage in two-way 

communication with their customers, fostering stronger relationships and enhancing 

brand perception. This interaction is not just limited to promotional activities but 

extends to customer service, feedback mechanisms, and community building. The 

strength and nature of these interactions significantly shape consumer perceptions of 

the brand, as social media allows for more personalized and direct communication. 

 Wang & Kim (2017) further illustrate that social media marketing, when executed 

effectively, can improve a brand's relationship capabilities, leading to a better 

customer relationship management. They argue that the dynamic and interactive 

nature of social media enables brands to respond more swiftly and effectively to 

customer needs and preferences, enhancing customer satisfaction and loyalty. This, in 

turn, contributes positively to the brand's image, as satisfied customers are more likely 

to have a favorable perception of the brand and advocate for it within their networks. 
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 Influence of Social Media Presence on Brand Trust and Innovation Perception 

 The presence of a brand on social media also plays a crucial role in shaping consumer 

trust and perceptions of innovation. Morgan et al. (2019) underscore that a strong and 

consistent social media presence can significantly enhance a brand's credibility and 

trustworthiness in the eyes of consumers. This trust is not merely built through 

frequent interactions but also through the quality and reliability of the content shared 

by the brand. A brand that actively engages with its audience on social media, 

providing valuable and authentic content, is more likely to be perceived as 

trustworthy. 

 Similarly, Luo et al. (2013) highlight the impact of social media on the perception of a 

brand's innovativeness. They argue that brands that effectively utilize social media 

platforms for marketing are often perceived as more innovative by consumers. This 

perception is partly due to the innovative ways in which brands use these platforms 

for marketing, customer engagement, and storytelling. By leveraging the latest trends 

and technologies in social media, brands can position themselves as forward-thinking 

and cutting-edge, further enhancing their image in the eyes of consumers. 

METHODOLOGY 

The methodology section of this research paper outlines the systematic approach taken to 

examine the impact of social media marketing determinants on brand image. The research 

design, factor analysis process, and the variables involved are described in detail to ensure 

clarity and replicability of the study. 

Research Design and Approach 

This study adopts a quantitative research design, focusing on extracting empirical data 

through structured methods. The research employs a survey-based approach, wherein data is 

collected from a targeted population that interacts with brands through social media 

platforms. This approach is suitable for understanding the perceptions and attitudes of social 

media users towards different brand-related elements. The survey includes a series of 

questions designed to measure various aspects of social media marketing and their perceived 

impact on brand image. 
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Factor Analysis 

To analyze the collected data, factor analysis is utilized, which is a statistical method used to 

identify underlying variables, or factors, that explain the pattern of correlations within a set of 

observed variables. This analysis helps in understanding how different aspects of social 

media marketing cluster together and their collective impact on brand image. 

The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy and Bartlett's Test of 

Sphericity are employed as part of the factor analysis. The KMO measure, as described by 

Hair et al. (2017), is a statistic that indicates the proportion of variance among variables that 

might be common variance. A KMO value closer to 1 suggests that a factor analysis may be 

useful with your data. In this study, a KMO value of .938 indicates high suitability for factor 

analysis. 

Bartlett's Test of Sphericity is another test used in this study, which tests the hypothesis that 

the correlation matrix is an identity matrix, implying that variables are unrelated and 

unsuitable for structure detection. A significant Bartlett's test (with a significance level of 

.000 in this study) indicates that the correlation matrix is not an identity matrix and is suitable 

for factor analysis. 

Variables and Components Analyzed 

The variables included in the study are derived from the components of social media 

marketing strategies that are hypothesized to affect brand image. These include: 

1. Frequency of a brand's social media posts 

2. Timeliness of response to customer inquiries or feedback 

3. Presence on multiple social media platforms 

4. Consistency of messaging across platforms 

5. Use of interactive elements like polls or contests 

6. Incorporation of visual elements in social media content 

7. Tone and language of social media posts 

8. Level of engagement and interaction with followers 

9. Involvement of influencers in social media marketing 

10. Size of social media following 

Each of these variables is measured using a set of questions in the survey, and their impact on 

brand image is analyzed through the factor analysis process. 



Corrosion Management      ISSN: 1355-5243 
(https://corrosion-management.com/) 
Volume 34, Issue 01 – June 2024 
 

 

192 
1355-5243/© The Authors. This is an open access article under the CC BY license 
(http://creativecommons.org/licenses/by/4.0/). 
 

SCOPUS 

ANALYSIS: 

FACTOR ANALYSIS:  

Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy and Bartlett's Test of 

Sphericity 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .938 

Bartlett's Test of Sphericity Approx. Chi-Square 3276.044 

df 190 

Sig. .000 

Impact of Determinants of Social Media Marketing That Affect Brand Image - Rotated 

Component Matrix 

Rotated Component Matrix
a
 

  Component 

1 2 3 

The frequency of a brand's social media posts 

significantly affects its brand image 

0.59     

Brands' timely response to customer inquiries or 

feedback on social media positively affects brand 

image 

0.595     

A strong presence on multiple social media platforms 

enhances a brand's credibility 

0.581     

Consistency of messaging across different social 

media platforms contributes to a positive brand image 

0.535     

Interactive elements like polls or contests in a brand's 

social media content increase brand image 

0.768     

The use of visual elements (images, videos) in social 

media marketing significantly impacts brand image 

0.681     

The tone and language used in a brand's social media 

posts significantly influence brand image 

0.567     

The level of engagement and interaction between a 

brand and its followers on social media affects brand 

image 

0.679     

Brands that post less frequently on social media are 

perceived as less active and engaged 

0.646     
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The involvement of influencers in a brand's social 

media marketing increases brand credibility 

0.659     

Brands with a large following on social media are 

more likely to be considered as industry leaders 

0.638     

Brands that promptly address customer concerns on 

social media are perceived as customer-focused 

0.545     

Interactive elements like polls or contests increase 

engagement and positive associations with a brand 

0.601     

The tone and language used in a brand's social media 

posts reflect its personality and values 

0.569     

Visual elements (images, videos) in social media 

marketing attract attention and enhance brand 

perception 

  0.707   

Active engagement between a brand and its followers 

on social media fosters a sense of community and 

loyalty 

  0.526   

Brands that have a large following on social media are 

perceived as more trustworthy 

    0.645 

Consistent messaging across different social media 

platforms strengthens a brand's identity 

    0.514 

HYPOTHESIS: H0: There is no significant impact of social media marketing on brand 

image. 

The factor analysis conducted in this study, utilizing the Kaiser-Meyer-Olkin (KMO) 

Measure of Sampling Adequacy and Bartlett's Test of Sphericity, reveals critical insights into 

the impact of social media marketing determinants on brand image. The KMO measure, 

standing at a robust .938, underscores the suitability of the data for this analysis, signifying 

that the sample is adequately representative for the factor analysis (Hair et al., 2017). 

Additionally, Bartlett's Test of Sphericity supports this finding with a significant Approx. 

Chi-Square of 3276.044, indicating a strong relationship between the variables and the 

appropriateness of the data for structural detection (Hair et al., 2017). The Rotated 

Component Matrixa highlights several key determinants of social media marketing that 

influence brand image. Notably, it shows that the frequency and responsiveness of a brand's 

social media engagement (loading factors 0.59 and 0.595 respectively) play a crucial role in 
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shaping brand image. This aligns with the understanding that active engagement and timely 

responses on social media are essential for positive brand perception (Kumar et al., 2013). 

Moreover, the study indicates that a diversified presence across multiple platforms and 

consistent messaging (loading factors 0.581 and 0.535) are significant in enhancing brand 

credibility, resonating with the principles of integrated marketing communications and brand 

consistency (Batra & Keller, 2016). Furthermore, interactive and visually appealing content, 

as denoted by high loading factors (0.768 for interactive elements like polls and contests, and 

0.681 for visual elements), are pivotal in attracting and retaining consumer attention, thereby 

enhancing brand image. This finding is consistent with the increasing emphasis on visual 

storytelling and engagement in digital marketing strategies (Ashley & Tuten, 2015). In 

addition, the tone and level of engagement in a brand's social media communication (loading 

factors 0.567 and 0.679) are identified as key influencers of brand image, underscoring the 

importance of a brand's voice and its interaction with its audience in digital spaces (Trainor et 

al., 2014). In summary, the analysis supports the hypothesis that social media marketing has a 

significant impact on brand image. The results provide empirical evidence of the critical role 

played by various aspects of social media marketing – frequency and responsiveness of posts, 

presence across platforms, content engagement, and visual appeal – in shaping consumers' 

perception of a brand. These insights offer valuable guidance for brands aiming to optimize 

their social media strategies to enhance their brand image effectively. 
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FINDINGS: 

 

Objective : TO STUDY THE IMPACT OF SOCIAL MEDIA MARKETING ON BRAND 

IMAGE 

HYPOTHESIS: 

H0: There is no significant impact of social media marketing on brand image. 

H1: There is significant impact of social media marketing on brand image. 

Test Area Variable considered P  value Inference 

Perceptions of Brand 

Innovation and 

Positive Brand 

Image through 

Social Media 

Marketing 

Variables taken: Social media 

marketing helps in building a 

positive brand image * I am 

more likely to perceive a brand 

as innovative if it has a strong 

social media presence 

0.201 

The influence of social 

media on perceptions of 

brand innovation and 

positive brand image is 

present but not statistically 

significant.  
 

Positive Brand 

Image and 

Awareness Increase 

through Social 

Media Marketing 

Variables Taken: Social media 

marketing helps in building a 

positive brand image * Social 

media marketing increases my 

overall awareness and 

knowledge about brands 

0.096 

There is a tendency for 

social media marketing to 

increase brand awareness, 

though the effect is 

marginally non-significant.  

 

  
Variables taken: Social media 

marketing helps in building a 

positive brand image * The 

frequency of a brand's social 

media posts affects its brand 

image 

0.03 

 The frequency of social 

media posts by a brand has 

a significant impact on its 

brand image, indicating 

that more frequent posts 

can positively influence 

brand perception. 

 

Positive Brand 

Image and Impact of 

Frequency of posts 

on social media 

 

  
Social media marketing helps 

in building a positive brand 

image * I trust brands that 

have a strong social media 

presence 

0.072 

There is a positive 

correlation between strong 

social media presence and 

trust in brands, although it 

falls slightly short of 

statistical significance.  

 
Positive Brand 

Image and Trust in 

Brands with Strong 

Social Media 

Presence 

 

Positive Brand 

Image and the 

Influence of Quality 

Social Media 

Content 

Social media marketing helps 

in building a positive brand 

image * The quality of a 

brand's social media content 

influences my perception of 

the brand 

  High-quality social media 

content significantly 

influences the perception 

of a brand’s image 

positively, highlighting the 

importance of content 

quality. 

 
  

 

0.001 
 

Positive Brand 

Image and Social 

Media Influence on 

Brand's Values and 

Personality 

Perception 

Social media marketing helps 

in building a positive brand 

image * Social media 

marketing helps me develop a 

positive perception of a brand's 

values and personality 

0.449 

The impact of social media 

marketing on shaping 

perceptions of a brand's 

values and personality is 

not statistically 

significant.  
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CONCLUSION: 

This research demonstrates the significant impact of social media marketing determinants on 

brand image. Through a comprehensive factor analysis, the study has identified key aspects 

such as the frequency and responsiveness of posts, the presence across multiple platforms, the 

use of interactive and visual content, and the tone and level of engagement in social media 

communication as crucial influencers of brand image (Kumar et al., 2013; Luo et al., 2013). 

These findings align with the Resource-Based View (RBV) and dynamic capabilities 

frameworks, emphasizing the importance of unique, adaptable strategies in digital marketing 

(Barney, 1991; Teece, 2007). This study contributes to the existing literature by providing 

empirical evidence on the specific factors of social media marketing that can enhance a 

brand's image, thus offering valuable insights for marketers looking to optimize their digital 

strategies in today’s rapidly evolving online landscape. As brands continue to navigate the 

complex and dynamic realm of social media, the insights garnered from this research will be 

instrumental in guiding effective social media marketing practices aimed at strengthening 

brand image and achieving sustainable competitive advantage. 
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