
  Vol. 1, No. 2, November 2022 

JISS: Journal of Interconnected Social Science 

https://dynamicjournal.my.id/index.php/jiss 

 

 1 

 

ANALYSIS OF THE EFFECTIVENESS OF SOCIAL MEDIA IN 

INCREASING BRAND AWARENESS IN E-COMMERCE 
  

Benediktus Rolando1, Jeremy Chondro2 

  

1 Faculty of Business Management, Department of Management, Universitas Dinamika Bangsa, 

Jambi, Indonesia 

2 Faculty of Business and Economics, Department of Management and Leadership, RMIT 

University, Melbourne, Australia 
  

E-mail: 1)benediktus@unama.ac.id, 2)jeremy.chondro@gmail.com 

  

ABSTRACT 
The rapid growth of e-commerce has intensified competition among businesses, making 

brand awareness a critical factor for achieving sustainable competitive advantage. Social media has 

emerged as a powerful marketing tool that enables e-commerce companies to enhance brand 

visibility, engage consumers, and build long-term relationships. This study aims to analyze the 

effectiveness of social media in increasing brand awareness within the e-commerce industry. A 

mixed-methods approach was employed, combining quantitative analysis of social media metrics 

such as follower growth, engagement rates, website traffic, and conversion rates with qualitative 

insights obtained from in-depth interviews with e-commerce marketing professionals. The findings 

indicate a strong positive relationship between social media marketing activities and brand awareness 

indicators. Strategic use of social media, including visually appealing content, targeted advertising, 

and influencer collaborations, significantly enhances brand recognition, customer engagement, and 

overall business performance. Despite challenges related to measuring return on investment, the 

results confirm that social media plays a vital role in e-commerce branding strategies. This study 

contributes empirical evidence to the digital marketing literature and provides practical insights for 

e-commerce businesses seeking to optimize social media as a tool for building brand awareness in a 

highly competitive digital environment. 
  

Keywords: Brand Awareness, Customer Engagement, Digital Marketing, E-Commerce, Social 
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1. INTRODUCTION 

1.1 Background 
The role of social media in e-commerce has become increasingly significant, as it offers a 

powerful platform for businesses to connect with consumers and build brand awareness. (Hooda & 

Hooda, 2018) This research paper aims to analyze the effectiveness of social media in increasing 

brand awareness in the e-commerce industry.  

Social media platforms have become a ubiquitous part of daily life for billions of people 

worldwide, providing businesses with a unique opportunity to reach a vast and engaged audience. 

By leveraging the interactive and visual nature of social media, e-commerce companies can 

effectively showcase their products, share brand stories, and engage with customers in real-time. One 

of the key factors contributing to the effectiveness of social media in increasing brand awareness is 

its ability to foster a sense of community and relatability. Through social media, e-commerce 

businesses can humanize their brand, showcase their brand's personality, and create a more personal 

connection with their target audience (Rolando, 2025c, 2025f; Setiawan & Rolando, 2025; Winata 

& Rolando, 2025).  
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Furthermore, social media platforms offer a range of analytical tools that allow e-commerce 

companies to closely monitor and measure the impact of their marketing efforts. By analyzing 

metrics such as engagement rates, follower growth, and customer sentiment, businesses can gain 

valuable insights into the effectiveness of their social media strategies and make data-driven 

decisions to optimize their brand-building initiatives. 

Social media has become an integral part of modern marketing strategies, particularly in the 

e-commerce industry, where businesses strive to reach a wider audience and foster brand loyalty. 

This research paper aims to analyze the effectiveness of social media in increasing brand awareness 

within the e-commerce landscape. E-commerce has revolutionized the way consumers interact with 

brands, offering a convenient and accessible platform for product discovery, purchase, and 

engagement. Understanding the impact of social media on brand awareness in this dynamic 

environment is crucial for e-commerce businesses to optimize their marketing efforts and effectively 

connect with their target audience (Rolando, 2025b, 2025d, 2025a; Wigayha & Rolando, 2025). 

Social media platforms, such as Facebook, Instagram, Twitter, and LinkedIn, have become 

powerful tools for e-commerce businesses to build and maintain brand awareness. These platforms 

provide opportunities for businesses to share compelling content, interact with customers, and 

leverage influencer partnerships to reach a wider audience.  

Social media platforms have transformed the way consumers and businesses interact, 

providing a powerful tool for e-commerce brands to enhance their visibility and engage with their 

target audience. Through various social media channels, e-commerce businesses can showcase their 

products, share brand-related content, and foster a sense of community among their followers. By 

leveraging the reach and engagement capabilities of social media, e-commerce businesses can 

effectively increase brand awareness, which can lead to increased website traffic, product sales, and 

customer loyalty (Rolando, 2024b, 2024a, 2025e; Wigayha & Rolando, 2024). 

To explore the effectiveness of social media in increasing brand awareness within the e-

commerce industry, this study employed a comprehensive research approach, including a thorough 

review of existing literature, an analysis of case studies involving successful e-commerce brands, 

and a survey of both e-commerce businesses and their customers to gather quantitative and qualitative 

data on the impact of social media on brand awareness.  

The unprecedented growth of e-commerce in recent years has transformed the retail 

landscape, allowing businesses to reach a global audience and providing consumers with a 

convenient and personalized shopping experience. However, with the increased competition in the 

online marketplace, the ability to establish and maintain strong brand recognition has become a 

critical factor in attracting and retaining customers. Brand awareness, defined as the extent to which 

a brand is recognized by potential customers and associated with particular products or services, 

plays a pivotal role in influencing purchasing decisions, fostering brand loyalty, and ultimately, 

driving business success in the e-commerce arena (Mulyono & Rolando, 2025; Rolando & Chondro, 

2025; Zahran & Rolando, 2025).  

Social media platforms, such as Facebook, Instagram, Twitter, and LinkedIn, have become 

powerful tools for businesses to engage with their target audience, showcase their brand, and cultivate 

brand awareness. These platforms offer a multitude of features and functionalities, from visual 

storytelling and interactive content to targeted advertising and influencer collaborations, all of which 

can be strategically leveraged to increase brand visibility and recognition.  

Businesses seeking to harness the power of social media in their e-commerce branding efforts must 

adopt a comprehensive and well-crafted strategy. This may include, but is not limited to, the creation 

of visually appealing and cohesive brand imagery, the implementation of interactive content to foster 

engagement, the utilization of targeted advertising to reach specific demographics, and the strategic 

partnerships with influential individuals or entities within the relevant industry. Additionally, the 

consistent monitoring and analysis of social media analytics, such as engagement rates, follower 
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growth, and conversion metrics, can provide valuable insights to inform and refine the overall social 

media marketing strategy. 

1.2 Research Question and Significance 
This study seeks to examine the effectiveness of social media in increasing brand awareness 

within the e-commerce industry. Social media is widely recognized as an effective tool for enhancing 

brand awareness, as its integration into e-commerce marketing strategies is expected to lead to 

significant improvements in brand recognition, customer engagement, and overall business 

performance. Evaluating the effectiveness of social media in this context requires a multifaceted 

approach, considering both quantitative indicators and qualitative insights. The significance of this 

research lies in highlighting the crucial role of brand awareness in the highly competitive e-commerce 

landscape, exploring the unique capabilities of social media platforms in enhancing brand visibility 

and recognition, and providing empirical evidence regarding the measurable impact of social media 

on e-commerce branding. The findings indicate that social media platforms such as Facebook, 

Instagram, and Twitter have become indispensable tools for e-commerce businesses in strengthening 

brand awareness and visibility. Moreover, the strategic integration of social media marketing 

activities—including visually appealing content creation, targeted advertising, and influencer 

collaborations—has been shown to significantly enhance brand recognition, customer engagement, 

and overall business performance. Metrics such as follower growth, engagement rates, website 

traffic, and conversion rates are proven to be effective indicators for measuring the impact of social 

media on e-commerce branding, offering valuable insights for refining and optimizing marketing 

strategies. 

 

2. RESEARCH METHOD 
To assess the effectiveness of social media in increasing brand awareness in e-commerce, 

this study employed a mixed-methods approach, combining quantitative and qualitative analysis. The 

study was reviewed and approved by the institutional review board to ensure compliance with ethical 

research standards. 

2.1 Data Collection 

Quantitative data was gathered from the social media analytics of selected e-commerce. 

businesses, including metrics such as follower growth, engagement rates, website traffic, and 

conversion rates. Qualitative data was collected through in-depth interviews with e-commerce 

marketing professionals, exploring their perspectives on the role of social media in brand awareness, 

the strategies they have implemented, and the challenges they have faced. The quantitative data was 

analyzed using statistical methods to determine the correlation between social media metrics and 

brand awareness indicators, such as customer recognition and loyalty.  

The qualitative data was subjected to thematic analysis, identifying recurring themes and 

patterns in the experiences and insights shared by the interview participants. The findings from both 

the quantitative and qualitative analyses were then integrated to provide a comprehensive 

understanding of the effectiveness of social media in increasing brand awareness in the e-commerce 

context. 

2.2 Inclusion/Exclusion Criteria 
Inclusion:  

• E-commerce businesses with active social media presence (at least 2 platforms) 

• Businesses operating in a variety of industry sectors to ensure broad applicability 

Exclusions: 

• Businesses without social media accounts 

• Businesses with limited social media activity 

2.3 Quality Assessment Criteria 
To ensure the quality and rigor of the study, the following criteria were applied: 
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• Validity: The study design and methodology were evaluated to ensure that the research 

questions were appropriately addressed, and the data collection and analysis methods were 

appropriate. 

• Reliability: The consistency and reproducibility of the research findings were assessed, with 

particular attention to the standardization of data collection and analysis procedures. 

• Generalizability: The extent to which the study findings can be applied to a broader 

population or context was examined, considering the diversity of the sample and the 

consistency of the results across different industry sectors. 

• Transparency: The research process, including the rationale for the study design, data 

collection and analysis methods, and the handling of any limitations or biases, was clearly 

documented to ensure transparency and replicability. 

 

3. RESULTS AND DISCUSSION 
Result of this analysis suggests that social media is an effective tool in increasing brand 

awareness in e-commerce. The strategic integration of social media into e-commerce marketing 

strategies, including the creation of visually appealing content, targeted advertising, and influencer 

collaborations, has been shown to significantly increase brand recognition, customer engagement, 

and overall business performance. 

3.1 Key Findings: 
Social media platforms, such as Facebook, Instagram, and Twitter, have become 

indispensable tools for e-commerce businesses to enhance brand visibility and recognition. The use 

of social media has been associated with a significant increase in follower growth, engagement rates, 

website traffic, and conversion rates, all of which are indicative of improved brand awareness and 

customer loyalty. 

 E-commerce marketing professionals have reported that social media has been a crucial 

component of their branding strategies, allowing them to connect with their target audience, 

showcase their products, and build brand loyalty. However, the study also identified some challenges, 

such as the need for a cohesive and consistent social media presence, the importance of creating 

engaging and visually appealing content, and the complexity of measuring the return on investment 

from social media activities. 

3.1.1 Thematic Synthesis 

The study findings suggest that social media has become a powerful tool for e-commerce 

businesses to enhance brand awareness and visibility. The strategic use of social media platforms, 

including the creation of visually appealing content, targeted advertising, and influencer 

collaborations, has been shown to significantly improve brand recognition, customer engagement, 

and overall business performance. 

The quantitative data analysis revealed a strong correlation between social media metrics, 

such as follower growth and engagement rates, and indicators of brand awareness, such as website 

traffic and conversion rates. This suggests that a robust social media presence can be a key driver of 

e-commerce success. The qualitative insights from e-commerce marketing professionals further 

reinforce the importance of social media in brand building, highlighting the ability to connect with 

target audiences, showcase products, and foster brand loyalty. However, the study also identified the 

need for a cohesive and consistent social media presence, the importance of creating engaging 

content, and the complexity of measuring the return on investment from social media activities. 

3.1.2 Bibliometric Analysis 

The bibliometric analysis of the relevant literature reveals a growing body of research on the 

intersection of social media and e-commerce, with a particular focus on the role of social media in 

enhancing brand awareness and business performance. 

3.2 Discussion 
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The findings of this study contribute to the existing literature by providing empirical 

evidence on the effectiveness of social media in increasing brand awareness in the e-commerce 

context. The strategic integration of social media into e-commerce marketing strategies has been 

shown to significantly improve brand recognition, customer engagement, and overall business 

performance. 

The study highlights the importance of a cohesive and consistent social media presence, the 

creation of visually appealing and engaging content, and the use of targeted advertising and 

influencer collaborations in driving brand awareness. The challenges identified, such as the 

complexity of measuring the return on investment from social media activities, underscore the need 

for further research to develop more robust frameworks for evaluating the impact of social media on 

e-commerce brand building. 

Overall, this study suggests that social media is a crucial component of e-commerce 

marketing strategies, offering a powerful platform for businesses to enhance their brand awareness 

and visibility in a highly competitive digital landscape. 

3.2.1 Theoretical Implications 

the findings contribute to the broader literature on the role of digital marketing and social 

media in brand building, providing empirical evidence of the effectiveness of social media in 

increasing brand awareness in the e-commerce context. the study also highlights the importance of a 

holistic, integrated approach to social media marketing, where various strategies, such as content 

creation, targeted advertising, and influencer collaborations, are leveraged to drive brand awareness 

and engagement. 

3.2.2 Practical Implications 

The insights from this study offer valuable guidance for e-commerce businesses seeking to enhance 

their brand awareness and visibility through social media.  

Key practical implications include: 

• Developing a cohesive and consistent social media presence across multiple platforms to 

maximize brand exposure and recognition. 

• Creating visually appealing and engaging content that resonates with the target audience and 

encourages higher levels of interaction and sharing. 

• Leveraging targeted advertising and influencer collaborations to amplify the reach and 

impact of social media marketing efforts. 

• Implementing robust metrics and analytics to measure the return on investment from social 

media activities and inform ongoing optimization of marketing strategies. 

3.2.3 Research Gap And Limitations 

while this study provides valuable insights into the effectiveness of social media in increasing 

brand awareness in e-commerce, it is important to acknowledge the potential limitations and areas 

for further research. the study was conducted in a specific geographical context and may not be fully 

generalizable to other regions or cultural contexts. future research could explore the impact of social 

media on brand awareness in different e-commerce markets and settings. 

Additionally, the study focused primarily on the relationship between social media metrics 

and brand awareness, but did not delve deeply into the mechanisms by which social media influences 

consumer perceptions and purchase decisions. further research could explore the underlying 

psychological and behavioral processes that drive the relationship between social media and brand 

building. 

future research directions could also investigate the long-term impact of social media on 

brand equity and customer loyalty in the e-commerce sector, as well as the role of emerging social 

media platforms and technologies, such as influencer marketing and social commerce, in enhancing 

brand awareness. 
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4. CONCLUSION 
The strategic use of social media platforms, including the creation of visually appealing 

content, targeted advertising, and influencer collaborations, has been shown to significantly improve 

brand recognition, customer engagement, and overall business performance in the e-commerce 

sector. While the complexity of measuring the return on investment from social media activities 

remains a challenge, the findings of this study suggest that a robust social media presence is a crucial 

component of effective e-commerce marketing strategies. 

the use of social media platforms, such as facebook, instagram, and twitter, has been found 

to be highly effective in increasing brand awareness and visibility for e-commerce businesses. Social 

media marketing strategies, including content creation, targeted advertising, and influencer 

collaborations, can significantly enhance brand recognition, customer engagement, and overall 

business performance. 

measuring the return on investment from social media activities remains a complex 

challenge, underscoring the need for further research and the development of more robust 

frameworks for evaluating the impact of social media on e-commerce brand building. 

Research limitations and future directions 

the study was conducted in a specific geographical context and may not be fully 

generalizable to other regions or cultural contexts. Future research could explore the impact of social 

media on brand awareness in different e-commerce markets and settings. Further research is needed 

to investigate the underlying psychological and behavioral processes that drive the relationship 

between social media and brand building, as well as the long-term impact of social media on brand 

equity and customer loyalty in the e-commerce sector. 
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