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Abstract:

This particular research is being conducted to identify and review the effect of social media
marketing on brand equity with special reference to academic institutions. Social media marketing
plays a significant role nowadays it has a huge impact on online businesses in the context of
academic institutions. The nature of the research is descriptive which requires more and more
relevant data through the respondents. The data collection approach is to develop a questionnaire
and floated among the respondents and the data has been analyzed through the quantitative
research. The area of the study is pure academic institutions customer’s i-e students, employees,
and teachers.

Social media is a predominant marketing tool greatly used by online businesses in order to reach
out to the maximum number of people. Whereas building brand equity is one of the central point of
research for several marketers for a very long period. Marketers have used various techniques in
order to increase their brand equity but the most significant tool nowadays which affects the brand
equity of a particular institution is the social media marketing.

The aim of this study is to determine the effect of social media marketing on brand equity with
special reference to academic institutions. The study further illustrates the introduction and
background of the research followed by critical analysis of the literature. The nature of this study is
descriptive; survey has been done through online questionnaire and data has been collected from
200 respondents. The data analysis method for this particular research is quantitative data analysis
technique and the data has been analyzed with the help of SPSS software. Evident by findings, there
is a significantly positive relationship between social media marketing and brand equity with special
reference to academic institutions. The study adds greater value to the academic institutions in case
of increasing the brand equity by establishing and employing the main characteristics of social
media marketing.
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Introduction

Fifty years back from now there was no such concept of doing marketing online, making
online deliveries, making online business deals. Social media gave empowerment to
people as they can say whatever they want, they can write whatever they want, and they
can sell whatever they want. The theories which can contribute to our understanding of
social media influence are: Agenda-Setting theory, Social norms theory, Social
representations theory. Social media users have passed 2 billion marks globally, which is
more or less 29 percent of the overall world’s population (Kemp, 2015).

That is the reason companies are more focused in using social media sites as a marketing
tool in order to enhance their brand equity. Brand equity is defined as “Value that extract
from consumer perception of the brand name, its logo of a particular product/service, rather
than from the product or service itself’. In short brand equity is a marketing terminology
that describes a brand’s value. Additionally, brand equity encircled all the image,
experience, feelings and ideas affiliated with the brand in a customer’s mind (Keller,
2014).Customer based brand equity model describes how to create brand cult by
assessing the consumers and it is a useful measure of gauging brand building as well as
how to take marketing research initiatives (Keller, 2001).

Social media users spend 2 hours and 25 minutes per day using social media in average.
Facebook is dominating over all other social networking sites with about 1.366 billion active
users followed by youtube (Mander, 2015).

Research Objectives

» To analyze the extent to which social media marketing have an impact on
brand awareness.
» Examine the extent to which social media marketing influences brand loyalty.

» Evaluate to what extent social media marketing effect brand association.

» Evaluate to what extent social media marketing influences perceived quality.

According to Chu (2015) inspected the link between facebook brand communities
concurrence, responses regarding advertisement and the psychological of self-
discovery and motives between facebook users and non-users. The study examined
that the users those are on facebook are more likely to share their personal information
in spite of those who are not facebook users.

Marketing is the art of creating need for the customers, advertising your products and

distributing goods and services to consumer. According to American Management
Association (Jan.14,2008) “ Marketing is the activity, set of associations, and
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techniques for creating, interacting, communicating, delivering and exchanging
offerings that have value for customers, partners, and society at large.”

Digital marketing is an embodiment of direct marketing in which consumers interact
with sellers electronically using interactive technologies (Kotler and Armstrong, 2012).
The customer-based marketing leads to a new thought of doing business known as
“Marketing Concept”. Marketing concept states that a firm should analyze the
customers’ needs and after the analysis make decisions to satisfy those particular
needs. F,E clark said that “ Marketing consists of those efforts which has an impact
on transferring the possession of goods and core for their physical distribution.” Social
media storm is going to stay for a longer period of time in future, marketers need to
understand the customer’s perception by using social media tools and need to learn
to coexist and interact with an empowered customer.

Brand Loyalty: In today’s modern era, brand loyalty has been become a popular
research and is also attractive topic for marketing researchers (Worthington et al.
2010). Companies nowadays are more focused on the brand loyalty because they
don’t want to lose their loyal customers. Companies have started different marketing
techniques in order to retain their loyal customers or to build customer loyalty because
it leverages firm’s profits. Whereas there is no proper definition of brand loyalty but
still it has been defined and measured by behavioral or attitudinal terms. According to
David Aker, Brand loyalty is being measured by noticing the attachment that a
consumer has for a particular brand. According to David Aker, the core of a brand’s
equity is placed on customer loyalty.According to Aydin and Ozer, (2005), According
to Kotler and Armstrong, (2012), attracting new potential customers costs five times
more than to retain the existing ones. It is important to retain the existing customer in
order to attain the brand loyalty.

Brand Equity
I ams
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Brand Awareness: Brand awareness is defined as “To what extent the customer
is aware of your brand or to what extent customers are able to recall or recognize
your brand”

Brand Association: Brand association is the most significant aspect of brand
equity in David Aaker’s model. According to Aaker, associations are represented
as the basis particularly for brand loyalty and for purchase decision.

Social Image: Social image has an impact on the brand equity as well. Social
image is defined as the perception of a consumer about a brand particularly that
lies in his/her social class.

Perceived value: Perceived value refers to the perceived brand efficacy relative to
its cost, which is evaluated by the customer of what is received and what is given
up to receive it. Perceived balance between the price of a product and all the
utilities is dependent on the consumer’s choice of a brand.

Trustworthiness: While evaluating the strength of a brand the most important
attribute which has to be considered is the” trust” that has to be developed among
consumers.

Differentiation: According to Porter, Differentiation is defined as a different set of
activities designed in a product to deliver a unique mix of value.

Perceived Quality: According to Jin and Young, Perceived Quality is a significant
part of brand equity for a consumer decision making because consumers normally
compares the quality of the other brands comparable to yours, particularly
regarding prices.
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Theoretical Framework

Brand
Awareness

Brand
Equity Of
Academic
Institution

Brand
Association

Perceived
Quality

Hypothesis:

H1: Social media marketing has a significantly positive effect on brand awareness
with reference to academic institutions.

H2: Social media marketing has a significantly positive effect on brand loyalty with
reference to academic institutions.

H3: Social media marketing has a positive effect on brand association with
reference to academic institutions.

H4: Social media marketing has a positive effect on perceived quality with
reference to academic institutions.

The overall pattern of the research that has been conducted is explained in a
following way; it encompass preliminary research and the reason behind doing the
preliminary research is to select the research topic in order to define all the
research objectives and research questions and then secondary research that has
been managed using resources that are available and it is mostly in the form of
journals, articles, books, online research papers, library and many other resources
just to assess or critically analyze the literature which has to be related to the
research topic or with the variables in order to identify the research topic. In this
particular study the primary research has been done and the data has been
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collected through the questionnaires and the nature of the research is quantitative
research.

As in the research the topic is too see the effect of social media marketing on brand
equity with reference to academic institutions so it has been critically reviewed and
examined in order to meet the research objectives.

Sample

In this study the researcher has selected a sample of two hundred respondents
because it was quite impossible for the researcher to collect data from the overall
population of the research who are either directly or indirectly affected by the
research.

DATA ANALYSIS AND FINDINGS

This research critically analysis the data which has been collected through online
guestionnaires of two hundred respondents and the quantitative analysis has been
done with the help of SPSS software.

Table 1
Gender 56.2 43.8
Females Males
Age 18-25 26-35 36-45 (3.4) 46- 60-
(69.7) (23.6) 60 Above(l.1
(2.2 )
)
Qualificatio Bachelor Master Intermediat Phd
n s (50.6) s (38.2) e’79 (3.4

The given table depicts the statistical analysis of Brand Equity as dependent variable
which is comprises of Brand Awareness, Brand Loyalty, Brand recognition and
Perceived quality

Relaibility Test

Table 2.1
Dependent Variables \ Cronbach’s Alpha \ No of Iltems
i | Brand Awareness | .843 IG
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ii | Brand Loyalty .852 5

iii | Brand Association .753 3

lv | Perceived Quality .830 4

Table 2.2

Independent Variable Cronbach’s No of Items

Alpha

Social Media Marketing in Academic 672 6
Institution

Correlation Analysis

Table 4.3.1 Correlations

Average Social Media

Average Brand

Awareness
Average Social Media | Pearson Correlation 1 792**
Sig. (2-tailed) .000
N 200 200
Average Brand Pearson Correlation .792** 1
Awareness Sig. (2-tailed) .000
N 200 200

**Correlation is significant at the 0.01 level (2-tailed)

Table 4.3.2 Correlations

Average Social Media

Average Brand

Awareness
Average Social Media | Pearson Correlation 1 .700**
Sig. (2-tailed) .000
N 200 200
Average Brand Loyalty | Pearson Correlation 770** 1
Sig. (2-tailed) .000
N 200 200

**Correlation is significant at the 0.01 level (2-tailed)

Table 4.3.3 Correlations

Average Social Media

Average Brand

Awareness
Average Social Media | Pearson Correlation 1 742**
Sig. (2-tailed) .000
N 200 200
Average Brand Pearson Correlation 742%* 1
Association Sig. (2-tailed) .000
N 200 200

**Correlation is significant at the 0.01 level (2-tailed)
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Average Social Media Average Brand
Awareness

Average Social Media | Pearson Correlation 1 .584**

Sig. (2-tailed) .000

N 200 200

Average Perceived Pearson Correlation .584** 1
Quality Sig. (2-tailed) .000
N 200 200

**Correlation is significant at the 0.01 level (2-tailed)

Regression Analysis

Table 4.4.1 Model Summary

Model R R Square Adjusted R Std. Error Of the
Square Estimate
1 .792a .628 .626 3.345
a. Predictors: (Constant) , Average Social Media
Table 4.4.2 ANOVA?2
Model Sum of df Mean F Sig
Squares Square
1 Regression 3738.567 1 3738.567 334.049 .000°P
Residual 2215.954 198 11.192
Total 5954.522 199
a. Dependent Variable: Avg. BrandAwareness
b. Predictors: (Constant), Avg. SocialMedia
Table 4.4.3 Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std.Error Beta
1 (Constant) -1.613 1.105 -1.460 | .146
Avg. 1.062 .058 792 18.277 | .000
SocialMedia

a. Dependent Variable: Avg. BrandAwareness

Table 4.4.4 Model Summary

Model R R Square Adjusted R Std. Error Of the
Square Estimate
1 7708 592 .590 2.443

a. Predictors: (Constant) , Average Social Media
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Table 4.4.5 ANOVA?
Model Sum of df Mean F Sig
Squares Square
1 Regression 1718.274 1 1718.274 287.861 .000°P
Residual 1181.886 198 5.969
Total 2900.160 199

a. Dependent Variable: Avg. BrandLoyalty
b. Predictors: (Constant), Avg. SocialMedia

Table 4.4.6 Coefficients?

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std.Error Beta
1 (Constant) 1.785 .807 2.212 .028
Avg. 720 .042 770 16.966 | .000
SocialMedia

Table 4.4.7 Model Summary

Model R R Square Adjusted R Std. Error Of the
Square Estimate
1 7422 .550 .548 1.596

a. Predictors: (Constant), Average Social Media

Table 4.4.8 ANOVA?

Model Sum of df Mean F Sig
Squares Square
1 Regression 616.335 1 616.335 241.915 .000°P
Residual 504.456 198 2.548
Total 1120.791 199

a. Dependent Variable: Avg. BrandAssociation
b. Predictors: (Constant), Avg. SocialMedia

5.2 Conclusion & Recommendations

There is an ongoing argument regarding the effect of social media marketing on brand
equity of academic institutions. The whole study has an argument about whether the social
media is a significant marketing tool for the academic institutions that increases their brand
equity. By empirical study the research data has been collected and analyzed with the help
of statistical tool i-e spss. The study confirms that the social media marketing has a positive
effect on brand equity of academic institutions. In addition to that, if social media marketing
will increase it will result in increase in the brand equity; brand awareness, brand loyalty,
brand association and perceived quality of academic institutions. However, the online
marketing is becoming a great tool to enhance the brand value, so academic institutions
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are also moving towards the digital marketing business models. Therefore, it is quite
difficult for the institutions to understand how to compete in the digital marketing world. The
study illustrates the backdrop for academic institutions how to increase their brand equity
using social media marketing techniques and how social media marketing can influence
people. As social media usage is growing at a faster rate so academic institutions need to
realize the significance of social media marketing. The study has proven that social media
marketing has a strong relationship with brand equity. One thing that is consistent among
the students, teachers of different universities is the information that they struggle to search
on the internet. Academic institutions must cater all the requirements of their customers in
order to enhance their brand worth. It is important for the institutions to choose
communication channel in a way that it will bring the most result and creates customer
engagement. If the customer is spending more time on Facebook rather than on any other
social networking site then universities should active on that particular site in order to create
awareness or it could be any other reason. Content strategy is must to follow for academic
institutions because content and social media has a significant relationship. Academic
institutions should adapt social trends to make sure that they are creating awareness
among their targeted audience. This study will add value to social media marketing
practitioners.

References

Kavisekera, S. & Abeysekera, N. (2016). Effect of social media marketing on brand equity on online
companies. Management and Marketing, [online] 14(2), 202-205. Available at:
http://mnmk.ro/documents/2016 02/5.pdf

Kanchan, A. (2017). Impact of digital co-creation on brand equity with special reference to IT industry.
International Journal of Scientific and Engineering Research, [online] 8(8), 549-556. Available at:
https://www.ijser.org/onlineResearchPaperViewer.aspx?Impact-of-digital-co-creation-on-brand-
equity-with-special-reference-to-IT-Industry.pdf

Severi, E. (2014). The impact of electronic word of mouth on brand equity in the context of social media.
International journal of business management, 9(8), 75-85.

Agarwal, M.K. & Rao, V.R. (1996). An empirical comparison of consumer based measures of brand equity.
Marketing Letters, 7(3), 237-247.

Burman, C., Jost-Benz, M., & Riley, (2009). Towards an identity based brand equity model. Journal of
Business Research, 62(3), 390-397.

Christodoulides, G. & de Chernatony, L. (2003). Dimensionalising the Equity of Bricks & Clicks Brands.
Working Paper Series, University of Bermingham.

Christodoulides, G. & de Chernatony, L. (2010). Consumer based brand equity conceptualization and
measurement: A literature review. International Journal of Market Research, 52(1), 43-66.

Crimmins, J.C (2000). Better measurement and management of brand value. Journal of Advertising
Research, Nov-Dec, 136-144.

https://www.iises.net/proceedings/40th-international-academic-conference-stockholm/front-page 144



25 June 2018, 40th International Academic Conference, Stockholm ISBN 978-80-87927-67-0, IISES

Paquette, Holly, (2013). Social Media as a Marketing Tool: A Literature Review. Major Papers by Master of
Science Students, [online] Paper 2. Available at:
http://digitalcommons.uri.edu/cgi/viewcontent.cgi?article=1001&context=tmd_major_papers

Cheong, Hyuk J. & Margaret A. (2008). Consumers’ Reliance on Product Information and Recommendations.
Journal of Interactive Advertising, 8, 38-49.

Chu, S. (2011). Viral Advertising in social media: Participation in Facebook Groups and responses among
college-aged users. Journal of Interactive Advertising, 12, 30-43.

Kaplan, M. & Michael H. (2010). Users of the World: The Challenges and Opportunities of Social Media.
Business Horizons, 53, 59-68.

Erdem, T. & Swait, J. (1998). Brand equity as a signaling phenomenon. Journal of consumer pshchology,
7(2), 131-157.

Farquhar, P.H. (1998). Managing Brand Equity. Marketing Research, 24-33.

Feldwick, P. (1996). What is brand equity and how do you measure it. Journal of the Market Research
Society, 38(2), 85-102.

Keller, K.L. (1993). Conceptualizing, Measuring and Managing Customer Based Brand Equity. Journal of
Marketing, 57(1), 1-22.

Keller, K.L. (2001). Building customer based brand equity. Marketing management, 10, 14-19.

Lassar, W., Mittal, B. & Sharma, A. (1995). Measuring customer based brand equity. Journal of consumer
marketing, 12(4), 11-19.

Aaker, D. (1994). Dimensions of brand personality. Journal of Marketing Research, 35(3), 347-356.

Rust, R.T, Lemon, K.N. & Zeithmal V.A. (2004). Return on marketing: Using Customer equity to focus
marketing strategy. Journal of Marketing, 68(1), 109-127.

Babac, R. (2011). Impact of social media use on brand equity of magazine brands. Sweden, Halmstad
University, [online] http://www.divaportal.org/smash/record.jsf?pid=diva2%3A430935&dswid=-689

Brown, T. (2015). What consumers think about brands in social media and what business need to do about
it, United Kingdom, CIM, [online]
http://www.keepsocialhonest.com/wpcontent/uploads/2014/06/Keep Social Honest Report.pdf

McAlexander, J.H. et al (2002). Building Brand community. Journal of Marekting, vol. 66(1), 38-54.

Mangold, Glynn W., & David J. Faulds. (2009). Social Media: The new Hybrid element of the promotion mix.
Business Horizons, 52, 357-365.

Zeng, Fue, Li Huang, & Wenyu Dou. (2009). Social Factors in Users Perceptions and Responses to
Advertising in online Social Networking Communities. Journal of Interactive Advertising, 10, 1-13.

Anderson, P.H. (2005). Relationship marketing and brand involvement of professionals through web-
enhanced brand communities: The case of coloplast. Industrial Marketing Management, vol. 34(3),
285-297.

Chieng, F.Y.L & Lee, G.C. (2011). Customer Based Brand Equity. International refereed Research Journal,
Vol. 2(1), 33-42.

Kozinets, R. et al (2010). Understanding word of mouth marketing in online communities. Journal of
Marketing, Vol. (74), 71-89.

https://www.iises.net/proceedings/40th-international-academic-conference-stockholm/front-page 145



25 June 2018, 40th International Academic Conference, Stockholm ISBN 978-80-87927-67-0, IISES
Brand M. and Jackson, K. (2008) Business Research. 2™ Edition, Mason Thomas Learning Academic, 23-

121.
Chapman, S. and McNeill, P. (2005). Research methods, Routledge Publications, Geneva, 53-79.

Carroll, S. (2001) Types of research designs you can use for your dissertation, Miles Press, Vaxjo, 34-67.
Ghauri, P, N. and Gronhaug, K. (2005). Research Methods in Business Studies: A Practical Guide, Prentice
Hall, New Jersey, Pp.143-121.

https://www.iises.net/proceedings/40th-international-academic-conference-stockholm/front-page 146



