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THE ROLE OF DIGITAL MARKETING AND SOCIAL
MEDIA IN BUILDING BRAND VALUE

Digital technologies and social media are changing the face
of modern marketing at an unprecedented rate, providing companies with
unparalleled opportunities to connect with consumers and enhance their
brand image. Having an active digital presence and using digital tools effectively
are becoming key factors in capturing the attention and loyalty of the target
audience.

A central concept in modern marketing is building brand value, which involves
creating a consistent and positive perception of a brand in consumers' minds. Brand
value is defined by the associations, memories, emotions, and beliefs that consumers
form through their interactions with the brand. Successful brands therefore
have a high perceived value among their target audience, who trust and are loyal to
them. Customer loyalty is a key goal for brands, providing benefits such as
repeat purchases, positive recommendations, and a lack of interest in competitors'
offers.

The development of digital technologies and social media has radically
changed the way brand value is built. Online platforms offer new opportunities to
engage with consumers, cultivate a positive brand image, and foster loyalty.
Having a social media presence, creating engaging content, managing your
reputation and collaborating with influencers are all becoming key elements of
brands' digital strategies. Modern brands actively utilise a variety of digital tools,
such as corporate websites, social media, mobile apps, video-sharing platforms and
messaging apps, to engage with their audience, increase brand awareness and build
an emotional connection [1]. Selecting the most effective digital channels for
engaging with consumers is a critical strategic decision in building brand value
(Table 1).
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Table 1

Digital channels and their role in building brand value

Digital tool A keybr;);(re]:;or the Key features Impact on business
Corporate The brand's central Providing information Builds trust, reputation,
website digital asset about the company and its | brand equity, and
products/services; creating | audience loyalty
a first impression
Social Communication and Content marketing, targeted | Increasing brand
media brand reputation advertising, audience awareness, engagement,
management engagement and emotional
connection
Mobile apps | Personalized customer | Push notifications, Strengthening loyalty
and interactions personalized offers, chat, and the quality of
messaging data collection communication, long-
apps term relationships
Analytics Evaluating the Measuring reach, Optimizing marketing
and KPIs effectiveness of engagement, conversion, strategies and
digital channels loyalty, and customer improving return on
acquisition cost investment

Source: prepared by the author.

In the digital environment, the effectiveness of content marketing strategies on
social media largely determines the success of building a positive brand image.
Brands must create unique, engaging content that fosters an emotional connection
with consumers, thereby increasing their loyalty. Successful companies recognise
the importance of digital content marketing in enhancing brand value and
strengthening their market position. As well as creating engaging and unique
content, brands also aim to produce "viral" content that evokes an emotional
response and is actively shared and discussed by social media users. Content that
evokes positive feelings in the audience is key to successful viral brand promotion.
Such content strengthens consumers’ emotional connection to the brand, thereby
increasing their loyalty and engagement with the product. As well as creating
engaging content, it is important to consider the impact of influencers and user-
generated content on brand perception. Engaging with influencers and making use
of user-generated content are becoming key components of brands’ digital
strategies. Influential figures and ordinary consumers can significantly impact how
the target audience perceives a brand through their opinions and reviews. Brands
seek to collaborate with influencers to build trust with their audience and enhance
their image. Popular bloggers and influencers can effectively recommend products
and services, evoking positive emotions among their followers. Brands also actively
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use user-generated content, such as photos and videos posted by consumers on social
media. This type of content strengthens the emotional connection between the
audience and the brand, thereby increasing loyalty and engagement [2; 3].

Managing a brand’s reputation in the digital space is equally important.
Building trust with consumers and maintaining a positive image on social media
both require effective brand reputation management. Brands must systematically
track mentions, respond to comments and reviews, and proactively identify and
promptly address any emerging risks to their reputation. Timely monitoring and
management of a brand's reputation can minimise the negative impact of criticism
or crises, maintaining the trust of the target audience. This is particularly important
for brands that actively engage with consumers on social media. Effective online
reputation management increases a brand's perceived value and competitiveness.

Collecting, analysing and interpreting data on consumer behaviour in the
digital space is an essential component of an effective digital brand strategy. Data
collected through web analytics, social media tracking and other tools enables
brands to gain an in-depth understanding of their target audience's interests,
preferences and engagement patterns. This creates opportunities for personalised
communication, more precise targeting and optimised content strategies.

In a digital environment, systems that track and measure the effectiveness of
activities, such as web analytics and social media metrics, play a crucial role in
evaluating the effectiveness of a brand’s marketing efforts. By carefully monitoring
and analysing engagement, conversion and return on investment, among other
metrics, companies can optimise their digital strategies and identify the most
effective tools and approaches for achieving their brand goals.

The future of digital tools in brand marketing looks promising. The importance
of digital technologies in brand marketing is expected to grow further in the near
future. Key trends will include further developments in mobile marketing, artificial
intelligence, and virtual and augmented reality. The influence of influencers and
user-generated content on brand value is also set to increase. To remain competitive
in the long term, companies will need to adapt their digital strategies in line with
these trends.
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