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Abstract

In the digital era, social media has a significant impact on brand identity and reputation. Effective brand
management requires active monitoring and management of online presence, engaging with customers, and
creating a consistent brand image and identity. Strong and cohesive brand identities are essential for building
brand awareness, creating a consistent brand experience, and establishing brand loyalty. Digital brand
storytelling, influencer can effectively engage audiences, convey cultural values, and establish brand identity.
Successful brand management strategies in the digital era require aligning brand meaning with institutional
values and managing brand image and reputation to create a competitive advantage. Based on literature review
this research aims to investigate the impact of social media on brand identity and reputation and identify the key
factors that contribute to these effects. It also aims to explore effective strategies for managing brand identity
and reputation on digital platforms and identify best practices for building and maintaining strong and consistent
brand identities and reputations in the digital era.
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1. Introduction:

Brand management refers to the process of
managing a brand's identity, positioning, and
perception in the minds of consumers. It involves
creating a unique image and personality for a brand
and developing strategies to maintain and enhance
its reputation over time. Effective brand
management is essential for building a strong and
recognizable brand that resonates with consumers
and drives business success.

According to Keller (2003), Brand Management is
"the process of creating, developing, and managing
a brand in order to maximize its value and to
ensure that it represents the values and qualities
that the company wishes to project to its target
audience" (p. 12). (Asmussen et al., 2013) The
internet has transformed the way brands are
managed, and has empowered consumers to play a
greater role in the process and it involves various
actors, including consumers, brand managers, and
online  communities.(Veloutsou &  Delgado-
Ballester, 2018) Brands now need to be more than
just a symbol of quality or status, but should also
embody a company's values and contribute to
social and environmental sustainability. Thereare
several key challenges facing brand managers in
this new context, including the need to balance
short-term and long-term goals, the importance of
building emotional connections with consumers,
and the need to adapt to new technologies and
channels of communication.

(Louro & Cunha, 2001) Four paradigms of brand
management are Product-Centred, Image-Centred,
Consumer-Centred, and Relationship-Centred. The
role of brand management is a simple tool for
identifying products to a strategic management tool
critical to achieving long-term competitive
advantage. Effective brand management requires a
deep understanding of the consumer and the
relationship  between the brand and its
stakeholders.(Elliott et al., 2015)key components of
brand management includes brand identity, brand
positioning, and brand communication. Brand
equity is the value that a brand brings to a company
beyond its functional benefits. Brands must adapt
to changing market conditions and consumer
preferences in order to remain relevant and
competitive.

(Keller et al., 2011)Brand equity, which is the
value that a brand adds to a product or service
beyond its functional benefits. Forstrategic brand
management it is important to have brand
positioning,  brand  identity, and brand
communication in building strong, valuable
brands.Brands should be viewed as symbols that
represent a set of values and beliefs, rather than
simply as functional products or services.
(Kapferer, 1994)Brands should be viewed as
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symbols that represent a set of values and beliefs,
rather than simply as functional products or
services.  Brands need to be consistent and
coherent across all touchpoints, including
advertising, packaging, and customer service to
achievestrategic brand management.(B2B Brand
Management, 2006) the different channels and
media that can be used to communicate with B2B
customers, as well as the it is important to build
relationships and trust with key
stakeholders.(Krake, 2005)Market Research is
important to understand customer needs and
preferences, as well as the value of building a
strong brand identity and communicating it
effectively to customers.(de Chernatony, 1999) The
key to effective brand management lies in
narrowing the gap between a brand's identity and
its reputation. In between brand identity and
reputation there is large gap between the two can
result in confusion among stakeholders and a
weakened brand image.To narrow the gap, brands
need to focus on three key areas: consistency,
transparency, and stakeholder  engagement.
According to Fombrun and Shanley (1990), brand
reputation is "the overall estimation in which a
company is held by its constituents--customers,
suppliers, employees, investors, and local
communities--based on its past actions and
probability of its future behaviour” (p. 234).
(Ashworth & Kavaratzis, 2009)Effective branding
requires a comprehensive approach that goes
beyond the creation of a logo or slogan. Successful
branding requires a focus on three key areas:
identity, image, and reputation.ldentity refers to the
unique set of characteristics that define a brand and
distinguish it from others. Image refers to the way
that the brand is perceived by others while
reputation refers to the overall perception of the
brand by its stakeholders.(Beverland,
2005)Authenticity is becoming an increasingly
important aspect of brand management, as
consumers become more skeptical of brands that
are seen as inauthentic or inauthentically represent
themselves.The challenge of authenticity is not just
a branding issue, but also a broader cultural issue,
as consumers increasingly demand greater
authenticity and transparency from the brands they
engage. (Johansson & Carlson, 2014)There are
some contemporary issues in brand management,
such as the role of social media and the importance
of sustainability.

(Schroeder & Morling, 2006) The traditional view
of brand identity as a set of fixed and stable
attributes that define a brand's essence. Now a day
this view is no longer adequate in today’s fast-
paced and dynamic business environment, where
brands need to be flexible and adaptable to stay
relevant. A new approach to brand identity that is
more fluid and dynamic, emphasizing the
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importance of co-creation and collaboration with
stakeholders in shaping the brand's identity.
(Burmann &Zeplin, 2005)framework for building
brand commitment that consists of four key
elements: brand vision, brand values, brand culture,
and brand behaviour. It is important to have
communication and leadership in building brand
commitment, emphasizing the need for clear and
consistent messaging from top
management.(Berthon et al., 2008) several
strategies that can use to build and manage their
brands effectively, including developing a clear
brand identity, leveraging social media and other
digital channels, and building strong relationships
with customers and other stakeholders.
(Santos-Vijande et al., 2013)The brand
management systems in service firms, which
consists of three interrelated components: brand
orientation, brand performance, and brand equity.
These components work together to create a strong
and coherent brand identity that supports service
firm competitiveness.(Burmann et al., 2009) There
several key determinants of internal brand
management  success, including leadership
commitment, employee involvement, brand
training, and performance measurement.(Viot,
2011)Brand identity can indeed predict the success
or failure of brand extensions, with a strong and
coherent brand identity being a key predictor of
success. In particular, four key dimensions of brand
identity that are important for brand extension
success: brand personality, brand image, brand
culture, and brand heritage.(Veloutsou&Guzman,
2017)Brand communication and advertising have
been a consistent theme in brand management to
communicate brand messages to consumers via
social media marketing, brand storytelling, and
brand engagement.(Tien, 2020) the various
components of brand management, including brand
identity, brand  positioning, and  brand
communication. These components are critical for
building a strong brand that can create value for a
firm.

Social media has dramatically changed the way
consumers interact with brands, creating new
opportunities and challenges for brand managers.
As such, it is important to understand the impact of
social media on brand identity and reputation, and
to develop effective strategies for managing brands
in the digital era. However, there is a lack of
research on how social media platforms influence
brand identity and reputation, and on the most
effective strategies for managing brands in the
digital age. This study aims to address this gap by
exploring the impact of social media on brand
identity and reputation, and by identifying best
practices for effective brand management in the
digital era.
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Background of study

The impact of social media on brand identity and
reputation has become increasingly important as
social media platforms continue to gain popularity
and influence. Brands can use social media to
communicate  with  their  audience, build
relationships, and enhance their overall image.
Brand identity is the unique set of characteristics,
values, and attributes that differentiate a brand
from its competitors. Social media can help shape a
brand's identity by providing a platform for brands
to communicate their message and values to their
audience. Social media also allows brands to
engage with their audience in real-time, which can
help build brand loyalty and trust.

Brand reputation, on the other hand, is the
perception of a brand in the eyes of its audience,
based on its past performance, behaviour, and
communication. Social media can have a
significant impact on a brand's reputation, both
positively and negatively. Positive reviews and
engagement can help build a brand's reputation,
while negative comments and reviews can harm a
brand's image.

Based on the research problem statement Research
guestions can be stated as:

1. How does social media impact brand
identity and reputation, and what are the
key factors that influence this impact?

2. What are the most effective strategies for
managing brand identity and reputation on
social media platforms?

3. To what extent do social media
influencers affect brand identity and
reputation, and what are the best practices
for working with influencers to build a
strong and consistent brand image?

4. How can technology help to build and
maintain brand identity and reputation,
and what are the key challenges and
opportunities associated with it?

5. How do consumers perceive and interact
with brands on social media, and what are
the implications of these perceptions for
brand identity and reputation
management?

2. Research Methodology:

The growing body of Digital Branding research and
practice make it vital to administrate a systematic
review of the literature. This paper has adopted a
systematic literature review on Brand Management.
Systematic reviews “summarize in an explicit way
what is known and not known about a specific
practice-related question” (Briner et al., 2009, p.
19). However, there have been previous review
studies in this filed; the present paper makes a
significant departure regarding Strategies for
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Effective Brand Management in digital world. A
full search of articles across peer-reviewed
academic journals within Elsevier, wily, Sage,
Springer and other databases were identified and
manually reviewed by the authors.Title, keywords,
abstract or full text was search with the help of
following keywords

Brand Identity

Brand Reputation

Social Media

Digital Media

Brand Management

akrwbdE

Research Objectives

1. To investigate how digital media platforms
affect brand identity and reputation and to identify
the key factors that contribute to these effects.

2. To explore the most effective strategies for
managing brand identity and reputation on digital
platform.

3. To identify best practices for building and
maintaining strong and consistent brand identities
and reputations in the digital era

Literature review

(Hemsley-Brown et al., 2016)for creating a strong
and distinct brand identity it is important toaligned
brand meaning with institutional values, and
managing brand image and reputation to create a
competitive advantage.

(Foroudi et al., 2020)positive brand image and
reputation can increase consumer loyalty and
generate positive word-of-mouth, while a negative
image and reputation can have the opposite
effect.Social networks provide a platform for
stakeholders to share information and opinions
about a brand, and that this information can
influence the brand's image and reputation. Brands
can use social networks to engage with
stakeholders, encourage co-creation, and monitor
brand perceptions.

(Gensler et al., 2013) social media has changed the
way consumers perceive and interact with brands,
making it easier for consumers to share their
experiences and opinions with others. Brands need
to be actively engaged in social media to monitor
and manage their reputation and to engage with
consumers in a more personalized way. Social
media can be a double-edged sword, providing
both opportunities and risks for brands. On the one
hand, social media can increase brand visibility and
engagement, but on the other hand, it can also
amplify negative experiences and criticism. Brands
need to be transparent and authentic in their social
media interactions, and that they need to create
engaging and relevant content that resonates with
their target audience. Brands need to be responsive
to feedback and criticism, and that they need to
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actively monitor and manage their reputation on
social media platforms.

(Bilgin, 2018) social media marketing activities
have a significant positive impact on brand
awareness, brand image, and brand loyalty.
Businesses should focus on developing engaging
and informative social media content, building
strong relationships with customers, and using
social media analytics to track and measure the
effectiveness of their social media marketing
activities.

Challa, Anute (2021) all these brands are using
Instagram to drive engagement and connect with
the targeted markets and audience. Each and Every
company is coming up with unique content, by
using quality images, Videos. Though some
companies are unable to create post quality content,
having a strong fan base in their social media
platforms.

(Uzunoglu&Misci Kip, 2014)blogger engagement
is a key factor in building effective brand
communication strategies. Brands can effectively
engage with bloggers by offering them unique
content and experiences, such as exclusive access
to products, events, and information. Bloggers
who have a strong relationship with their readers
are more likely to positively impact brand image
and reputation. brands can leverage the influence of
bloggers to effectively communicate their brand
message and enhance their brand image and
reputation.

(Gardner & Davis, 2013) the proliferation of digital
technology and mobile apps has changed the way
young people navigate their identity, intimacy, and
imagination in the modern world. Digital
technology has brought many benefits, it has also
created a generation of young people who are
overly reliant on technology and have difficulty
engaging in face-to-face communication and
developing their own sense of identity.Apps have
become a central part of young people's lives, and
that they shape how young people interact with the
world and with each other. There is risks and
challenges associated with this new digital
landscape, including cyberbullying, online privacy,
and the erosion of privacy and autonomy.

(Wheeler, 2017)it is important to have a strong and
cohesive brand identity, which is essential for
building brand awareness, creating a consistent
brand experience, and establishing brand loyalty.
Savagli , Anute (2021) each company is coming up
with unique content, by using quality images,
Videos. Mainly, we have observed in this research
that all these brands are using YouTube to drive an
engagement in a different language to connect with
the targeted markets and audience. Though some
companies are unable to create post quality content,
having a strong fan base in their social media
platforms.
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(Hudson et al., 2015) social media has transformed
the way people share their festival experiences and
interact with brands.Social media use positively
affects customers emotions and brand relationship
quality. In turn, positive emotions and brand
relationship quality increase the likelihood of
attendees sharing their experiences with others
through word of mouth. Brands should use social
media to engage with customer and create positive
brand experiences that encourage attendees to share
their experiences with others."

(Vlahvei et al., 2013) a well-designed website with
high-quality content and functionality can enhance
brand identity and improve brand performance. For
developing a strong brand identity through website,
brand must use it as a platform to communicate
their brand values and story to customers. Brands
must invest in website design and content, as well
as search engine optimization and social media
marketing, to maximize the impact of their website
on brand identity and performance.

(Mousavi et al., 2017) posters and lurkers have
different motivations for participating in online
brand communities and different ways of
constructing and expressing their social identity.
Posters were found to be more engaged and active
in community discussions, while lurkers were more
focused on observing and gathering information.
Both posters and lurkers contribute to the
construction and expression of social identity in
online brand communities, and that brands should
be aware of the different motivations and
behaviorsof groups.

(Vidya et al., 2015) sentiment analysis of Twitter
data can be a useful tool for assessing brand
reputation in real-time. can use these insights to
identify areas for improvement and develop
strategies for enhancing their reputation.

(Agmeka et al., 2019) discount framing has a
significant effect on brand reputation, brand image,
purchase intention, and actual behaviour in e-
commerce. The percentage discount framing had a
more positive effect on brand reputation, brand
image, purchase intention, and actual behavior than
the fixed amount discount framing.Brand
reputation and brand image have a significant
influence on purchase intention and actual
behaviour in e-commerce. E-commerce companies
should pay attention to discount framing and the
way discounts are presented to consumers to
improve brand reputation, brand image, purchase
intention, and actual behavior.

(Mu & Zhang, 2021)There is relationships
between seller marketing capability, brand
reputation, and the different stages of the consumer
journey, including awareness, consideration,
purchase, and post-purchase evaluation. Seller
marketing capability and brand reputation both
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have significant positive effects on consumer
awareness, consideration, and purchase intentions,
as well as on post-purchase satisfaction and loyalty.
These effects are mediated by perceived value,
trust, and perceived risk.

(Ranfagni &Rosati, 2023)online branding strategies
in should be designed with a focus on creating a
consistent brand image and identity that aligns with
Brands offline identity and values. Businesses
should actively manage their online brand
reputation by monitoring and responding to
customer feedback, and that they should use social
media and other online platforms to engage with
customers and build a sense of community around
their brand.

(Black &Veloutsou, 2017) working consumers
engage in co-creation activities that contribute to
the development of brand identity, consumer
identity, and brand community identity. Working
consumers who identify with a brand community
are more likely to engage in co-creation activities
and to have a stronger sense of consumer identity.
(Buhalis & Inversini, 2014) social media is an
essential tool for tourism businesses to engage with
customers and co-create their brand identity and
reputation. Businesses should focus on developing
a clear brand identity that is consistent across all
online and offline touchpoints, and that they should
actively manage their online brand reputation by
monitoring and responding to customer feedback.
(Rialti, 2016) social media played a critical role in
shaping the public's perception. several key social
media strategies that business used to protect its
brand image and corporate reputation, including
creating a dedicated website to respond to the
report, leveraging influencers to share positive
messages about the company, and monitoring
social media conversations to identify and respond
to negative comments.

(Bratu, 2019) social media influencers can shape
corporate brand reputation. Influencers can
enhance a brand's reputation by promoting positive
associations and creating a sense of trust with their
followers.Trust in influencers has a significant
positive effect on value creation, which in turn has
a positive effect. It is important of building trust
with online followers, and that businesses should
focus on working with influencers who have
established credibility and a strong following.
(Lappeman et al., 2018)Companies can
successfully manage their brand reputation during
an NWOM(negative word of mouth) firestorm by
responding to online complaints individually and
quickly. However, a cluster response strategy can
be more effective in increasing customer
satisfaction and brand loyalty in the long term.
Companies should adopt proactive measures to
prevent NWOM and build a strong online presence
to mitigate the impact of NWOM.
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(Castellano &Khelladi, 2016) reputation, image,
and social media all play important roles in shaping
e-reputation, with social media having a
particularly strong influence. Brands need to be
aware of the importance of social media in shaping
e-reputation, and should focus on building a strong
online presence and engaging with their customers
through social media platforms.

(Essamri et al., 2019) online brand communities
play a critical role in co-creating brand identity and
offer unique opportunities for companies to engage
with customers and create a sense of brand
loyalty.Co-creation of brand identity with online
brand communities requires a shift in managerial
thinking from controlling the brand identity to
engaging with customers to create a shared
identity.companies need to understand the
motivations of their online brand community
members and leverage these motivations to create a
sense of belonging and participation.

(Topalian, 2003) in the digital era, corporate
identity is no longer just a set of visual and verbal
symbols but also includes the experience that
customers have with a brand. The concept of
"experienced reality" as a way to describe the total
experience that customers have with a brand,
including its products, services, and
communication channels. Companies need to use
digital media to create a more immersive and
engaging brand experience for their customers.
Companies need to be flexible and adaptable in
their approach to corporate identity, while also
maintaining a clear and consistent brand image.
(Chatzopoulou&Navazhylava, 2022) celebrity
endorsement allows these brands to connect with
their audience on a more personal level and create a
sense of belonging and community. Brands use
Instagram as a platform to display their brand
identity and engage with their audience. It is
important for the brand to have visual and aesthetic
elements in brand identity work on Instagram, as
well as the use of user-generated content to create a
more authentic and inclusive brand image.
(Saputro, 2018)use of Instagram as a platform for
digital marketing and brand ambassador promotion
play a significant role in shaping the brand identity
and creating a strong connection with the audience.
Digital marketing and brand ambassador promotion
can create a more personalized and relatable brand
image, which in turn increases purchase intention
among consumers. The use of social media
platforms like Instagram allows for a more direct
and interactive relationship between the brand and
its audience, which can result in increased brand
loyalty and engagement. Digital marketing and
brand ambassador promotion can help create a
more compelling and authentic brand identity,
which can positively influence consumer behavior.
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(Investur et al., 2022) digital brand identity is
essential in shaping the brand's image, creating
customer loyalty, and generating a positive impact
on the industry. Digital brand identity is
characterized by a strong emphasis on customer
experience, innovation, and technology. Digital
brand identity allows the company to create a more
personalized and interactive relationship with its
customers, which in turn increases customer loyalty
and satisfaction. Digital brand identity must be
consistent and aligned with the company's values
and goals, which creates a more authentic and
trustworthy brand image.

(Putra & Razi, 2020)Instagrammable digital
tourism, which refers to the use of social media
platforms such as Instagram to promote
destinations and experiences, has become a
significant driver of growth and brand identity
formation. This creates value for tourists by
providing unique and visually appealing
experiences that are shareable on social media
platforms. As a marketing strategy can help
businesses create a strong and distinctive brand
identity that resonates with their target audience.
(Fischbach&  Guerrero, 2020) digital brand
storytelling (DBS) can help to learn about brand
identity, brand storytelling, and the use of digital
media in brand communication.

(Chen et al., 2014) storytelling is an effective
means of engaging audiences, conveying cultural
values, and establishing brand identity. Key factors
that contribute to the success of storytelling in the
cultural digital archives industry these include
understanding the target audience, selecting
appropriate storytelling techniques, and leveraging
digital technologies to enhance the storytelling
experience.Cultural digital archives must be careful
to accurately represent their cultural heritage and
avoid misrepresentations or distortions that can
damage their brand identity.

Analysis and Interpretation

Brand Ildentity

From literaturevarious sources highlight the
importance of brand identity in the digital era and
how it can be shaped by technology and online
platforms. The use of digital technology and
mobile apps has changed the way young people
navigate their identity, intimacy, and imagination,
and has created risks and challenges such as
cyberbullying and online privacy. A strong and
cohesive brand identity is essential for building
brand awareness, creating a consistent brand
experience, and establishing brand loyalty. A well-
designed website with high-quality content and
functionality can enhance brand identity and
improve brand performance. Online brand
communities play a critical role in co-creating
brand identity and offer unique opportunities for
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companies to engage with customers and create a
sense of brand loyalty. Digital brand identity is
characterized by a strong emphasis on customer
experience, innovation, and technology. Social
media has become a significant driver of growth
and brand identity formation.

Brand Reputation

For maintaining brand reputation, the social media
plays key role. Companies should actively manage
their online reputation by monitoring and
responding to customer feedback, using social
media to engage with customers, and building a
consistent brand image and identity. The literature
also discusses the influence of discount framing,
marketing capability, influencers, and NWOM on
brand reputation, image, and customer behaviour.
Companies need to pay attention to their brand
reputation in the digital age to improve customer
satisfaction, loyalty, and business success.

Creating a strong brand identity that aligns with
institutional values and managing brand image and
reputation to create a competitive advantage. A
positive brand image and reputation can increase
consumer loyalty and generate positive word-of-
mouth, while a negative image and reputation can
have the opposite effect. Social networks provide a
platform for stakeholders to share information and
opinions about a brand, and brands can use social
networks to engage with stakeholders, encourage
co-creation, and monitor brand perceptions.

The importance of creating a strong and distinct
brand identity, aligning brand meaning with
institutional values, and managing brand image and
reputation to create a competitive advantage is
highlighted. Social media has changed the way
consumers perceive and interact with brands, and
brands need to be actively engaged in social media
to monitor and manage their reputation and to
engage with consumers in a more personalized
way. Social media marketing activities have a
significant positive impact on brand awareness,
brand image, and brand loyalty. Blogger
engagement is a key factor in building effective
brand communication strategies, and social media
use positively affects customers' emotions and
brand  relationship  quality. Digital brand
storytelling (DBS) is an effective means of
engaging audiences, conveying cultural values, and
establishing brand identity. The use of Instagram as
a platform for digital marketing and brand
ambassador promotion plays a significant role in
shaping the brand identity and creating a strong
connection with the audience.

Findings:

Based on the literature review, it can be say that the
use of social media has a significant impact on
brand identity and reputation, both positively and
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negatively. Brands need to actively manage their
online presence and reputation through monitoring
and responding to customer feedback, engaging
with customers on social media, and creating a
consistent brand image and identity.

A strong and cohesive brand identity is essential
for building brand awareness, creating a consistent
brand experience, and establishing brand loyalty.
Digital technologies and mobile apps have changed
the way young people navigate their identity,
intimacy, and imagination, and can create risks and
challenges such as cyberbullying and online
privacy.

Online brand communities play a critical role in co-
creating brand identity and offer unique
opportunities for companies to engage with
customers and create a sense of brand loyalty.
Brands should focus on developing engaging and
informative social media content, building strong
relationships with customers, and using social
media analytics to track and measure the
effectiveness of their social media marketing
activities.The use of digital technology and mobile
apps has created opportunities for brands to
innovate and enhance customer experiences, but
also poses risks and challenges such as
cyberbullying and online privacy. Brands need to
be transparent and authentic in their social media
interactions, and create engaging and relevant
content that resonates with their target audience.
Digital brand storytelling is an effective means of
engaging audiences, conveying cultural values, and
establishing brand identity. Brands need to
understand the target audience, select appropriate
storytelling techniques, and leverage digital
technologies to enhance the storytelling experience.
Also influencer, bloggers plays important role in
building brand identity and reputation.

Overall, effective brand management in the digital
era requires a strong and distinct brand identity,
aligning brand meaning with institutional values,
and managing brand image and reputation to create
a competitive advantage. Social media has
transformed the way consumers perceive and
interact with brands, and brands need to be actively
engaged in social media to monitor and manage
their reputation and to engage with consumers in a
more personalized way.

3. Conclusion:

Social media has a significant impact on brand
identity and reputation in the digital era. Brands
need to actively manage their online presence and
reputation through monitoring and responding to
customer feedback, engaging with customers on
social media, and creating a consistent brand image
and identity. A strong and cohesive brand identity
is essential for building brand awareness, creating a
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consistent brand experience, and establishing brand
loyalty. Digital brand storytellings, influencer on
Instagram are an effective means of engaging
audiences, conveying cultural values, and
establishing brand identity. Effective brand
management in the digital era requires aligning
brand meaning with institutional values, and
managing brand image and reputation to create a
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