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Abstract: Social media is playing a very constructive role in budding world. Without the social media, people 

in societies would be isolated from the rest of the world.  It is playing a significant role in increasing public 

awareness and collecting the views, information and attitudes toward certain issue. In this decade of 

information, knowledge and awareness there is a huge and a grand role of social media, it is all around us 

when we are travelling, working at the office, relaxing at home, everywhere we want to collect some knowledge 

and information. It has become the most powerful tool of communication in today’s society and increased the 

awareness and presents the real state of the market. Consequently, it has become the best available tool for the 

brands to connect itself with its prospective customers. It permits for a level of conversation in ways never 

before possible — presenting enormous opportunities for brand building and the creation of brand evangelists. 

Its limitless connectivity and potential has an open door of interaction and communication which have been 

made a possible way to develop the communication and define the consumer situation of awareness. The 

process of development along with the expanding globalization and liberalization process has increased the 

number of consumer related issues. Consumer protection has earned an important place in the political, 

economic and social agendas of many nations. Consumers have become aware not only of the commercial 

aspects of the sale and purchase of goods, but also on the health and security aspects. By engaging themselves 

with others online through social media they are tactically sharing their voice and taking many steps, including 

legislation, to spread awareness and defend their rights. The main purpose of this study is to examine the impact 

of social media as a consumer awareness tool in India. The research methodology is based on the secondary 

data which include compilation of research article of the experts in the field and the reflections of the essays 

and article published in the websites. The approach of the study is exploratory in nature. 
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I. INTRODUCTION 
In the world of today, social media has become almost as necessary as food and clothing. Because the 

pace at which it is growing is maddening. It is playing an exceptional role in strengthening the society. Its 

liability is not only to inform, educate and entertain the people, but also helps us to know the current situation 

around the world. We can feel the impact of social media in every step of life. Everyone wants information 

timely and to the point which can be possible through the help of social networking. The social network is used 

to denote the huge number of blogs and intercommunication skills to provide online social networking service 

which can be focused and reflecting of social network or social relations among people who share interests and 

activities. There are a variety of social networking sites under the connectivity of media like the Facebook, 

Twitter, WhatsApp, Instagram, YouTube, LinkedIn, Xing, Snapchat, Google+ etc. Most social network services 

are web based and provide a means for users to interact over the internet. They interact, share and exchange 

resources by social networks. It promotes free flow of information and sharing of resources beyond boundaries. 

People can use these social networking sites to assess information easily and exploit this information to their 

personal and professional work and behavior. Social Media is seen to be a platform to engage people in the 

developmental programmes of the government, seek feedback, check corruption and empower the people. The 

social media has got a vital role in moulding a society and to develop our lifestyle.  

The explosion of social media phenomenon is as mind boggling. Social media changes the way 

individuals and large organizations communicate. It is engaging with consumers online. Consumers have 

recognized social media as a potential platform and utilized them with innovations to power their awareness 

campaign with social networking sites. It is the most excellent tool to spread consumer awareness in the modern 

society. It updates consumers about what is happening in the market, make them aware about their rights, and 

creates awareness against illegal trade practices in our society, what‟s new product is coming around us, 

https://www.snapchat.com/
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exposing fraudulent businessman. It has given consumers a great vehicle for campaigns, which can grow viral if 

enough interest is invoked. People no longer have the excuse. Now, anyone with access to an Internet 

connection can build social media networks and raise awareness. It has a strong social and cultural impact upon 

society, because of its inherent capability to reach a huge number of public in short span of time, it is 

extensively used to convey messages to build public opinion and awareness regarding the use and impact of 

different products and services on consumers, it can be used to educate and inform people with very little cost.  

Significance of the study 

The focus of this paper is to inspect the power of social media communication tools like Facebook, 

Twitter, WhatsApp, Youtube etc. in raising consumer consciousness against brands and products in India. 

Disseminated messages of consumers through social media communication channels have that much potential 

that they can make or mar the image of a brand or product in the market. Thus, firms have to be very cautious 

before planning any marketing strategy since social media have given consumers a great platform for 

campaigns, which can grow up viral if a sufficient amount of interest is raised.  

Research Gap                                                                                                                                                                                     

The literature revealed significant relationships between customer awareness as well as opinion builds 

all the way through social media communication channels and image of a brand or product. The view created on 

online media has a vast potential in deciding the brand‟s image. Consumers today are largely using social media 

as an influential platform for raising their voice if they find any marketing strategy or deed of the company 

which is questionable or unlawful for the society. 

Objectives of the Study 

 To identify the impact of social media communication tools in raising consumer awareness concerning 

brands and products in India. 

 To examine the potential social media in hampering brand‟s image in India by citing various instances. 

 To put forth workable suggestions for the marketers to overcome challenges associated with social 

media communication.   

Social media 

In 2016, Merriam-Webster defined social media as "Forms of electronic communication (such as Web 

sites) through which people create online communities to share information, ideas, personal messages, etc."  

Kaplan and Haenlein, 2010 have defined social media as “a group of Internet-based applications that 

build on the ideological and technological foundations of Web 2.0, which allows the creation and exchange of 

user-generated content.” 

According to Wikipedia, Social media are computer-mediated technologies that allow individuals, 

companies, NGOs, governments, and other organizations to view, create and share information, ideas, career 

interests, and other forms of expression via virtual communities and networks. 

There are some common features:  

 Social media are interactive Internet-based applications  

 User-generated content such as text posts or comments, digital photos or videos, as well as data 

generated through all online interactions, is the lifeblood of the social media organism,  

 Users create service-specific profiles for the website or app, that are designed and maintained by the 

social media organization, and 

 Social media facilitate the development of online social networks by connecting a user's profile with 

those of other individuals and/or groups. 

 Social media use web-based and mobile technologies on smart phones and tablet computers to create 

highly interactive platforms through which individuals, communities and organizations can share, co-

create, discuss, and modify user-generated content or pre-made content posted online.  

 Social media technologies take many different forms including blogs, business networks, enterprise 

socialnetworks, forums, microblogs, photosharing, products/servicesreview, social bookmarking, social 

gaming, social networks, video sharing, and virtual worlds. 

Some of the most popular social media websites are Facebook, WhatsApp, Instagram, Twitter, 

Pinterest, LinkedIn, Gab, Google+, YouTube, Viber, Snapchat and WeChat. These social media websites have 

more than 100,000,000 registered users.  Research shows that the audience spends 22 percent of their time on 

social networking sites, thus proving how popular social media platforms have become. This increase is because 

of the smart phones that are now in the daily lives of most humans. 

Social media can help to improve individuals' sense of connectedness with real and/or online 

communities and social media can be an effective communication (or marketing) tool for corporations, 

entrepreneurs, nonprofit organizations, including advocacy groups and political parties and governments.  

Most popular sites 

This is a list of the leading social networks based on number of active user accounts as of September 

2016. 

https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/Twitter
https://en.wikipedia.org/wiki/WhatsApp
https://en.wikipedia.org/wiki/Merriam-Webster
https://en.wikipedia.org/wiki/Computer-mediated_communication
https://en.wikipedia.org/wiki/NGO
https://en.wikipedia.org/wiki/Information
https://en.wikipedia.org/wiki/Virtual_community
https://en.wikipedia.org/wiki/Virtual_network
https://en.wikipedia.org/wiki/Internet
https://en.wikipedia.org/wiki/User-generated_content
https://en.wikipedia.org/wiki/Digital_photo
https://en.wikipedia.org/wiki/Mobile_app
https://en.wikipedia.org/wiki/Organization
https://en.wikipedia.org/wiki/Social_network
https://en.wikipedia.org/wiki/World_Wide_Web
https://en.wikipedia.org/wiki/Smartphone
https://en.wikipedia.org/wiki/Tablet_computer
https://en.wikipedia.org/wiki/Blog
https://en.wikipedia.org/wiki/Professional_network_service
https://en.wikipedia.org/wiki/Enterprise_social_networking
https://en.wikipedia.org/wiki/Enterprise_social_networking
https://en.wikipedia.org/wiki/Enterprise_social_networking
https://en.wikipedia.org/wiki/Internet_forum
https://en.wikipedia.org/wiki/Microblogging
https://en.wikipedia.org/wiki/Photo_sharing
https://en.wikipedia.org/wiki/Review_site
https://en.wikipedia.org/wiki/Social_bookmarking
https://en.wikipedia.org/wiki/Social_network_game
https://en.wikipedia.org/wiki/Social_network_game
https://en.wikipedia.org/wiki/Social_network_game
https://en.wikipedia.org/wiki/Social_network
https://en.wikipedia.org/wiki/Video_hosting_service
https://en.wikipedia.org/wiki/Virtual_world
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1. Facebook: 1,712,000,000 users. 

2. WhatsApp 1,000,000,000 users. 

3. Facebook Messenger: 1,000,000,000 users. 

4. QQ: 899,000,000 users. 

5. WeChat: 806,000,000 users. 

6. QZone: 652,000,000 users. 

7. Tumblr: 555,000,000 users. 

8. Instagram: 500,000,000 users. 

9. Twitter: 313,000,000 users. 

10. Baidu Tieba: 300,000,000 users. 

11. Skype: 300,000,000 users. 

12. Sina Weibo: 282,000,000 users. 

13. Viber: 249,000,000 users. 

14. Line: 218,000,000 users. 

15. Snapchat: 200,000,000 users. 

Social Media in India - An Overview 

Indians are very active on different social networks and 88% of users share content on their social 

profiles and as well are increasingly spending time on various social networking sites. 

Source: https://www.techinasia.com/india-web-mobile-data-series-2016 

Here‟re the major India milestones in web, mobile, and social media usage. 

 India now has 462 million active internet users (out of a global total of 3.63 billion). 

 Internet usage is growing in India at a rate of 90 percent, while the global average is just 19 percent. 

 India‟s web users have 153 million active social media accounts (from a global tally of 2.43 billion) 

 India has 1.01 billion mobile connections. 

 India has 153 million social media users, of which 130 million are on mobile. 

 India‟s active social media users are up by 23 percent since March 2015, compared to 26 percent global 

rise. 

Pace of growth                                                                                                                                            

India is among the top five countries in the world when it comes to the pace of growth in internet users, 

according to a new report by social marketing agency We Are Social. While the global average for growth in 

internet users is a measly 19 percent, India is at 90 percent. 

 
Source: https://www.techinasia.com/india-web-mobile-data-series-2016 
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Source:https://www.google.co.in/search?q=social+media+users+in+india+2016&biw=1366&bih=662&tbm=isc

h&imgil=Y3zAwWr4y4EDxM%253A%253B6BtwH9VzvQbxcM%253Bhttps%25253A%25252F%25252Fww

w.techinasia.com%25252Findia-move-236-million-mobile-in 

Consumers are spending more time than ever using social media. Social media plays a significant role 

in how consumers discover, research, and share information about brands and products. In fact, 60 percent of 

consumers researching products through multiple online sources learned about a specific brand or retailer 

through social networking sites. An active social media user is more likely to read product reviews online, and 3 

out of 5 create their own reviews of products and services. It is evidently demonstrating what impacts social 

media may have for marketers trying to build their brands and connect with their audience more directly. 

 

II. SOCIAL MEDIA AS A CONSUMER AWARENESS TOOL 
The change in consumers‟ behavior is changing the role of social media in India. With time, use of 

social media has seen a drastic change from just used for fun to fun plus knowledge and marketing. For business 

purposes, Facebook is the most important social media platform as there is customer engagement, followed by 

Twitter, YouTube and blogging. Hence, the role of social media in business and consumer market in India 

cannot be undermined. 

Consumer awareness is about making the consumer aware of his/her rights. It means building 

awareness of a consumer towards his rights and duties. It refers to the understanding by a consumer of their 

rights in regards to a product or service being marketed or sold. It is a marketing term which means that 

consumers are aware of products or services, its characteristics and the other marketing P‟s (the place to buy, 

price, and promotion).  

Consumer awareness refers to the combination of the following:  

 The knowledge of the product purchased by the consumers in terms of its quality. For example, the 

consumer should know whether the product is good for health or not, whether the product is free of 

creating any environmental hazard or not etc.  

 The education about the various types of hazards and problems associated with marketing of a product 

- For example, one way of marketing a product is advertisement through news papers, television etc. 

Consumers should have proper education about the bad effects of advertisement. They must also verify 

the contents of the advertisement. 

 The knowledge about „Consumer Rights‟ - This means that, first, the consumer must know that he/she 

has the right to get the right kind of product. Secondly, if the product is found out to be faulty in some 

manner, the consumer should have knowledge of claiming compensation as per the law of the land.  

 The knowledge about consumer‟s own responsibilities- This implies that consumers should not indulge 

in wasteful and unnecessary consumption. 

Consumer awareness is a need of present days because in this age of capitalism and globalization, the 

main objective of each producer is to maximize his profit. In every possible way the producer is trying to 

increase the sale of their products. Consequently, in fulfillment of their intend they overlook the interests of 

consumers and start exploiting them. High prices, duplicate articles, underweight and under – measurements, 

rough behavior, undue conditions, artificial scarcity are some of the ways by which consumers are exploited by 

manufacturers and traders. Limited information, limited supplies and low literacy are factors causing 

exploitation of consumers. 

Though the first consumer movement began in England after the Second World War, a modern 

declaration about the consumer‟s rights was first made in the United States of America in 1962, where four 

basic consumer rights (choice, information, safety and to be heard) were recognized. Ralph Nadar, a consumer 

activist, is considered as the father of „consumer movement‟. March 15 is now celebrated as the World 
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Consumer Rights Day. The United Nations in 1985 adopted certain guidelines to achieve the objectives of 

maintaining protection for consumers and to establish high level ethical conduct for those engaged in production 

and distribution of goods and services. 

In India, the concept of consumer protection is not new. References to the protection of consumer‟s 

interest against exploitation by trade and industry, underweight and measurement, adulteration and punishment 

for these offences, were made in Kautilya‟s „Arthashastra‟. The protection and promotion of consumer rights are 

an important function of the government of any country. Government agencies and consumer groups regularly 

start consumer awareness campaigns, to help consumers understand new products and services in the 

marketplace. Beside this, now a day‟s one more agency is playing a prominent role in the protection of 

consumer rights i.e. social media. It has organized a systematic movement to safeguard the interest of 

consumers.  

In view of the fact that, social media is expanding its reach in every strata of the society in India day by 

day, it is being used by consumers as one of the most powerful communication tool for spreading brand and 

product awareness in the general public.  Every day, there are millions of social media users posting photos 

about the brands and products they love So much so, that peer recommendations on social media have become 

the modern day word-of-mouth. When researching products, social media users are likely to trust the 

recommendations of their friends and family most. 

It comes as no surprise that brands have turned their attention to social media as one of the most vital 

channels to successful marketing. According to a research conducted by Nielsen‟s Global Online Survey 

indicates that 2 out of 3 respondents said they were either highly or somewhat influenced by advertising with a 

social context. Just creating a brand account and posting branded content to social is not enough. In fact, poor 

social media efforts can hurt a brand rather than help build a stronger brand and relationship with consumers: 58 

percent of social media users say they write product reviews to protect others from bad experiences, and nearly 

1 in 4 say they share their negative experiences to “punish companies”. Many customers also use social media to 

engage with brands on a customer service level, with 42 percent of 18- to 34-year-olds acknowledging that they 

expect customer support within 12 hours of a complaint. 

 

III. IMPACT OF SOCIAL MEDIA TOOLS IN CREATING CONSUMER AWARENESS 
The part of social media in creating consumer awareness‟ is immense. In recent years social media has 

also become a medium to mobilize people for a cause and several social awareness campaigns run by general 

public leveraged social media to spread the word. Consumers are increasingly turning to social media sites to 

promote awareness about products and services that is being offered by diverse manufacturers and brands. With 

the advent of digital and social media, consumer awareness has become the new custom. They introduce 

substantial and pervasive changes to communication between businesses, organizations, communities, and 

individuals.   Social media have shifted control of the corporate message away from the organization and 

towards consumers and other stakeholders, and consequently running away and hiding is no longer safe. The 

issue of celebrity endorsements is taking a new turn with consumers demanding strict action against those who 

endorse brands that do not deliver the promised value. With the rise of the social media platforms, brands across 

categories should realize the importance of having a crisis management strategy in place, especially when 

consumers take to the social media to dent a brand image. 

Here are some instances in India that present evidence how consumers led campaign in social media 

against some companies and brands forced them to take a back step. 

1) Ola Cabs withdraws ‘sexist’ ad after social media backlash 

An ad campaign by Ola faced severe criticism on various social media channels for portraying a sexist 

image of a modern day woman in their creation. 

Source: http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-

after-social-media-backlash_64176.html 

http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-after-social-media-backlash_64176.html
http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-after-social-media-backlash_64176.html
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They furthermore withdrew one of their television campaigns titled „Too expensive to take girlfriend 

out on a date?‟ for Ola Micro after facing severe social media backlash. 

 
Source: http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-

after-social-media-backlash_64176.html 

The ad created by Happy Creative Services underlined the message that using an Ola Micro was 

cheaper than dating ones‟ girlfriend--"My girlfriend costs Rs 525 per km but Ola Micro costs just Rs 6 per km." 

The taxi operator promotes the affordability proposition in the new campaign, which consists of two additional 

TVCs, other than the one which was withdrawn.  

As a result of all the negative publicity Ola Cabs decided to pull down the ad and also apologized for 

hurting the sentiments, saying “We understand one of our TVCs has ended up hurting some sentiments. We‟ve 

pulled it down. However, #OlaMicro continues to run at Rs.6/km.”  

2) Campaign for Unilever to clean up Kodaikanal gains momentum on social media               
Social media once again proved its power as video accusing Unilever over toxic waste went viral. 

Crusading rapper propelled local dispute over alleged dumping of mercury into the national spotlight. In the 

video called “Kodaikanal Won‟t”, Ms Ashraf accuses Unilever of dumping mercury from a now defunct 

thermometer factory in the forest near Kodaikanal, a hill station in the southern state of Tamil Nadu.   

The video was viewed more than 1.5m times worldwide since it was uploaded. The video helped draw 

roughly 60,000 signatures to a petition urging Hindustan Unilever to clean the site. Unilever felt the heat after 

an eye-catching YouTube video and found itself at the centre of a public outcry. Unilever initially offered to 

clean the soil to the Dutch standard for a residential area, which was 10 micrograms of mercury per kilogram of 

soil, though it later urged a looser standard of 25mg/kg as the target. 

       

 
Source:http://thewire.in/30673/freedom-under-fire-social-media-campaign-against-unilever-bengaluru-

journalist-alleges-assault/ 

3) Havells withdraws anti-reservation ad on viewer backlash                                                                   

As part of its 'Hawa Badlegi' campaign, consumer electric goods maker  Havells India had released an 

ad voicing its message that today's youth doesn't need reservations and quotas to prove their worth. 

In the ad, a father and daughter are presumably picking up application forms at a college. When the father picks 

up a form from the stack titled "Quota", the daughter makes him put it back and picks up another from the 

"General" stack. While her father tries to convince her to apply under a quota, she resolutely refuses. The ad 

campaign has received a mix reaction over social media. While some called it a bold and inspiring campaign, 

others found it casteist. Clearly, the negative comments toppled the positive ones.   

http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-after-social-media-backlash_64176.html
http://www.exchange4media.com/advertising/ola-cabs-withdraws-%E2%80%98sexist%E2%80%99-ad-after-social-media-backlash_64176.html
https://www.youtube.com/watch?v=nSal-ms0vcI
http://www.adageindia.in/search.cms?query=havells&sortorder=score
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Source: http://www.afaqs.com/news/story/47550_HavellsWithdrawsAntiReservationSpot 

Havells withdrew its advertisement for its fans from its Youtube and Facebook pages, after backlash 

from a section of viewers over alleged anti-reservation sentiments and issued an apology on Facebook saying 

“A sequence in our recent Fan campaign of “Hawa Badlegi” seems to have hurt the sentiments of some viewers. 

Havells is responsible brand and it never intends to hurt anybody‟s sentiment. The intention of the company has 

always been in the interest of the people; hence we are withdrawing this ad sequence immediately”. 

4) MS Dhoni quits as Amrapali brand ambassador after Twitter furore 

Indian cricket team captain M S Dhoni resigned as brand ambassador of realty firm Amrapali, after the 

unhappy residents of a housing project in Noida launched a social media campaign asking the cricketer to dis-

associate himself from the builder. Stating that their demands were not being addressed by the management, the 

residents started tagging Dhoni on twitter with #AmrapaliMisuseDhoni. The complaints from the residents of 

Amrapali‟s Saphhire project in Noida went viral on Twitter over the after they tagged Dhoni in their tweets 

asking the cricketer to dis-associate himself from the builder or force the company to ensure completion of 

pending work. Consequently, in a meeting held between the residents' association and officials of Amrapali 

Group, the officials, according to the residents, promised that "all pending work will be completed in next 90 

days and within the same period registry will also be done". They requested the residents to stop the twitter 

campaign using Dhoni, they said, however, adding they would continue the campaign till the work is completed. 

 
Source: http://indianexpress.com/article/india/india-news-india/ms-dhoni-quits-as-amrapali-brand-ambassador-

after-twitter-furore-2756030/ 

5) Kalyan Jewellers forced to withdraw controversial 'Child Slave' ad after facing backlash  

 
Source:http://www.exchange4media.com/advertising/kalyan-jewellers-forced-to-withdraw-controversial-child-

slave-ad-after-facing-backlash_59790.html 

http://brandequity.economictimes.indiatimes.com/tag/havells
http://brandequity.economictimes.indiatimes.com/tag/anti-reservation
http://indianexpress.com/article/india/india-news-india/ms-dhoni-quits-as-amrapali-brand-ambassador-after-twitter-furore-2756030/
http://indianexpress.com/article/india/india-news-india/ms-dhoni-quits-as-amrapali-brand-ambassador-after-twitter-furore-2756030/
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The print ad from the Indian jewellery brand, Kalyan Jewellers was under fire for depicting child 

labour. The full page ad which was run on The Hindu (Delhi edition) featuring the brand ambassador Aishwarya 

Rai Bachchan „representing aristocracy in the bygone era‟ along with an underage child holding an umbrella 

over her head faced a lot of backlash on all the social media channels. Here are some excerpts from the 

conversation which took place on Kalyan Jewellers‟ Facebook page. 

 
Source:http://www.exchange4media.com/advertising/kalyan-jewellers-forced-to-withdraw-controversial-child-

slave-ad-after-facing-backlash_59790.html 

Since, social media was buzzing with negative comments on the ad. The Company issued a press 

statement saying, "The creative was intended to present the royalty, timeless beauty and elegance. However, if 

we have inadvertently hurt the sentiments of any individual or organization, we deeply regret the same. We have 

started the process of withdrawing this creative from our campaign."  

According to the ASCI CCC decisions, February 2015, the body upheld complaints against 125 out of 

167 advertisements, out of which, Kalyan Jewellers were one of them. The TVC states „yeh aapke gher ki shaadi 

thodi hi hai" and "jitna dekar woh ladka khush hoga, theek hai" imply jewellery being given to please 

bridegroom and his family. The body also pointed out that the advertisement is likely to encourage dowry 

system which is in violation of Cable TV Act‟s Advertising Code – 7.1(viii) (“exploits social evils like dowry, 

child marriage") so it was upheld.  

6) Delhi rape case: Social media users scream foul over Uber ban 

Uber faced criticism over social media for the alleged rape of a 27-year-old women by the driver of the 

cab in Delhi. Many in the web openly blamed the cab service, Uber, for not sticking to safety guidelines; 

especially after it came out that they had not done the mandatory police verification before hiring the accused 

driver. According to market reports citing the police, Uber has over 4,000 drivers from Delhi registered with the 

brand, but it had not carried out the verification to ensure that even one met all the parameters needed to provide 

such a service. Dehli police blamed both the company and the driver responsible for the absence of a public 

service vehicle badge. Facebook and Twitter saw some extreme reactions over the incident. With such social 

media outrage, the name of the brand went for a toss. Concerns over safety, and legal issues were brought to the 

limelight. 

 
Source: http://www.exchange4media.com/digital/uber-in-the-middle-of-social-media-whirlwind_58464.html 
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IV. CONCLUSION & RECOMMENDATIONS 
With the exceptional rise of social media communication channels in India, brands have been facing a 

lot of scrutiny from consumers. Pretty much anybody who has a social media handle is growing vocal about 

anything and everything that happens under the public eye. It has developed into the influential electronic word 

of mouth (eWoM) through which consumers can share any statement via the Internet (e.g., web sites, social 

networks, instant messages) about an event, product, service, brand or company. Electronic recommendations 

and appraisals can result into a product promotion or failure via “consumer-to-consumer interactions”. 

Hence, in such a time and place, brands or company has to be very cautious for any unplanned 

marketing fiasco because social media have given consumers a huge medium for campaigns, which can grow 

viral if an adequate amount of interest is raised. Many organizations are keeping an eye on the blogs and 

Tweets, and others are pushing out news and promotional messages through social media channels. The worth 

of social media is that the consumers are highly engaged and want to be heard. So, by listening to them and 

approaching them from their own point of view, it is likely to have an optimistic impact on beliefs and 

perceptions. By engaging in the place where the conversation is happening, the company can build the 

opportunity to be heard and understood.  But only by engaging with consumers online can the organization 

tactically gain a fair share of voice. Here, are a few suggestions for marketers which can help them think about 

how social media interaction can play into their overall brand image. 

 Implement an appropriate rating and review system which may help out marketers to get feedback and 

also increase consumer trust.  

 Use the power of social media platforms to drive consumers to purchase by social recommendations 

and product suggestions.  

 Avoid making false or misleading claims on social media as part of your marketing and promotional 

activities. This includes advertisements or statements using any media, including print, radio, 

television, websites and social media channels like Facebook and Twitter. 

 Monitor your social media pages and remove any posts that may be false, misleading or deceptive as 

soon as you become aware of them. 

 Offer your customers a refund who made the decision to purchase your product or service based on a 

false, misleading or deceptive claim they saw on your social media page. 

 By using a forum, a business blog, or a guestbook, marketers can show their consumers that they are 

open and present this will consequently strengthen the consumer relationship (i.e. customer retention). 

It is time for social media managers not to fear emerging media, but in order to remain competitive 

they should create a unified message that embodies the brand and engages customers accordingly. In view of 

that, companies should set up rules on how interactions and complaints should be handled. Also, they should be 

on the lookout for areas where their company can step in and turn the situation in their favor. 

Implication of the findings 

Social media is used by consumers to build communities for interaction and spreading news. Almost 

every individual in India has an online presence on Facebook, Twitter, Pinterest, YouTube channels and other 

related social media platforms. Social media channels have a remarkable ability to attract customers with very 

brief statements. Social media interaction provides useful information about the behavior of the customers to the 

marketers on regular basis about their marketing strategy which they adopt for brands and products in India. 

In view of the fact that, business today is being transformed from a transactional relationship to a social 

relationship. This can only be possible when organizations have their presence on social media and provide the 

concrete and timely information needed by the consumers. The brands should promptly respond to the issues 

raised by the consumers. Firms must provide information in such a manner that they are viewed in a positive 

light; create a positive brand and product reputation. 

Limitations of the study 

The present study is based only on secondary data and is confined to the study of impact of social 

media communication tools in hampering the image of brands in India only, if they adopt any unplanned 

marketing strategy or actions which are being disliked by the consumers. 

Directions for future research                                                                                                                                                            

Since the focus of this paper is to study the impact social media in damaging the image of brands in 

India solitary, therefore future research can be done on effectiveness of social media channels in enhancing the 

brand image and building the consumer trust not just in India but globally as well. 

Sources of funding of the study                                                                                                                 

The author has collected data from the secondary sources like published reports and from online 

sources which is self-financed by the researcher. 
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