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Abstract 
The modern age has brought new forms of communication through 

online platforms that have transformed the interaction and 

communication of a brand with consumers. Digital-age branding goes 

beyond normal marketing and takes advantage of the social media, 

websites, influencer partnerships, and customization content to build 

better brand recognition and loyalty. This paper considers the digital 

approaches taken by brands, its effects on brand perception and the 

effects of digital branding on buying behavior. Online surveys were 

used to collect data on 150 participants concerning brand engagement, 

direct presence on the social media, and consumer trust. The results 

explain that good digital branding has a great influence on consumer 

loyalty and the preference of the brand 
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Introduction 
Branding has been termed as one of the most important 

aspects in marketing because it aids business to develop 

a distinct identity of their products or services. 

Historically, branding depended on physical advertising, 

print media, TV campaigns and the word of mouth to 

share the value proposition of a brand to the consumer. 

But as the internet and digital technologies have 

expanded very fast, there has been a great change in the 

concept of branding. Digital age has brought new 

platforms and mediums, including social media, mobile 

applications, e-commerce websites, blogs, and 

influencer marketing to allow the brands to engage 

consumers in more interactive and personalized forms. 

Digital branding has been revolutionized so it would not 

be creating an unforgettable logo or tagline. It involves 

building emotional relationships among the consumers 

communicating with the consumers in a two-way (or 2-

way) and establishing trust and loyalty in cyberspace. 

Facebook, Instagram, YouTube, Twitter, and LinkedIn 

marketing provide business with an opportunity to 

attract a global market at the moment, track the activity 

of people and adapt the marketing strategies and goals to 

the individual interests. This has redefined branding to 

be dynamic, measurable and data-driven unlike before. 

One of the most significant impacts of digitalizing the 

brands is the change in consumer behavior. Today, 

customers are eager to search and decide what to buy 

online, juxtapose brands with each other after reading 

reviews and social network comments and interact with 

the brands. In this way, companies must accept the 

digitalization of branding which does not always deal 

with exposure, but also interaction and sensuality, along 

with connection with their customers and eliciting 

emotional involvement and interest. 

It further is as a result of the introduction of digital 

branding that poses new challenges to businesses. 

Increased competition in the online space has 

complicated the process of an effective brand and 

making a difference among the competition. There has 

to be maintaining online reputation, responding to the 

need of customers, and the key to remain relevant should 

be the innovation. Additionally, the use of technologies 

(e.g., artificial intelligence (AI), augmented reality 

(AR), etc.), gave a chance to experiment with the new 

possibilities of creating personalized branding, but the 

issue requires a lot of financial resources and expertise. 

The research purpose is to learn more about the strategy 

of the digital age brands and the impact on the consumer 

perception, engagement and loyalty. It will discuss how 

the social media, the digital campaigns and interactive 

content contributed to building high brand identities and 

customer trust. The second possible importance of the 

research is that the efficiency of the digital branding 

strategies and expectations of the consumer online 

should be quantified. 

In conclusion, the phenomenon of branding in the digital 

age is a multifaceted idea that can be covered not only in 

the context of marketing but also in the context of 

interaction with customers as well as technological 

progress and evolution of relations. These dynamics are 

crucial to the knowledge of businesses who desire to be 

  
Journal of International Commercial Law and Technology 

Print ISSN: 1901-8401 

Website: https://www.jiclt.com 

  

  
  

  



How to cite this article: Dr A.Balasubramanian, “A study of branding in the Digital Age”: 1274-1278. 

1275  © 2025 Journal of International Commercial Law and Technology; Volume: 6: Issue: 1| All Right Reserved   

competitive, relevant, and successful in a digitally-

driven place of business. 

Literature Review: 

The article On Line Impulse Buying Behaviour of Indian 

Small-Town Consumers: Scale Development and 

validation by Agarwal, Chahar and Bhati (2021) 

provides a considerable amount of information related to 

the specifics of impulse buying (IB) and its significance 

to smaller towns in India. What the authors observed was 

that, e commerce companies are beginning to appeal to 

non-metro area online customers and in that connection; 

they carried out exploratory factor analysis (EFA) on the 

304 online Indian small-town buyers (in total of 304) to 

discern the internal warm-up buying behavior (IBB) 

dimensions. In their exploration, they found that there 

were five determinants, and they are, the Hedonic Online 

Shopping Motivation, the Marketing Stimulus, the 

Impulse Buy, the Impulse Buying Tendency, and the 

Situational Stimulus. These dimensions are culmination 

of a comprehensive interaction of the emotional, 

promotion, and contingent stimuli that instigate impulse 

buying in the digital world. to be capable of guaranteeing 

strength of their scale, they further utilized confirmatory 

factor analysis (CFA) with high internal consistency and 

good suitability to the scale, to remove the validity 

issues. The authors claim such is not true with small-

town consumers: they are more vulnerable to situational 

marketing and marketing relay in impulse buying, and in 

this case, the historic model of online shopping in 

metropolitan areas that have plenty of resources and 

developed infrastructure may not always be relevant. To 

the practitioners, especially the e-tailers, this scale can 

offer a more insightful way on how to approach and 

comprehend these consumers as it is a theoretically 

anchored instrument. The article practically fills a 

research gap in existing literature because it focuses on 

a group of people, which digital market researchers 

generally neglect.  

Mishra, Samuel, and Sharma (2019), (but 2018 in the 

International Journal of Health Care Quality Assurance) 

concentrate, in their turn, on an absolutely different 

sphere and reflect on the importance of the supply chain 

cooperation in cost-cutting and efficiency in the case of 

procurement in a diabetes clinic in India. The authors in 

their article, Supply Chain Partnership Assessment of a 

Diabetes Clinic develop an assessment system that is 

based on the EFQM (European Foundation of Quality 

Management) standard of excellence. The authors apply 

a mix of both self-assessment criteria (EFQM and 

analytic hierarchy process (AHP)) in providing weights 

in the extension to various enablers and outcomes to 

arrive at a systematic and applicable way to determine 

the suitability of supply chain partnerships (SCP) in 

healthcare. These findings imply that, in the diabetes 

clinic that will be analyzed, the performance of the 

supply chain was average (the score falls in the Tool 

Pusher category), which means that the efforts of 

partnership have been established, but have not yet been 

deeply incorporated into the organizational strategy. It is 

important to add that the study identifies weak 

relationships with the partners in the long-term 

perspective, the large number of intermediaries, and the 

lack of effective communication as the main constraints. 

Referring to the interviews and concentrating on the 

dialog with the focus groups, the authors can 

recommend to the clinic concentrating on its SCP goals, 

adjusting the specific action plan, and monitoring the 

progress of the changes to obtain the desired effect 

managing to work with the suppliers closer and, 

ultimately, reducing the cost of the medicine acquisition. 

The model developed by Mishra et al. is not prescriptive 

and it can be applied by other healthcare organizations, 

especially those which provide treatment of chronic 

conditions without any significant changes. It is through 

this that the clinic can identify the gaps, set objectives 

and improve the supply chain process in the most 

systematic way. They have brought to the Indian 

healthcare SCP the innovation of the models of business 

excellence (e.g. EFQM). 

The paper by Pappu, Kotni, Prasanna and Krishna 

(2025) include a systematic literature review of the 

subject matter and it is called Digital Marketing 

Influence Research in Consumer Behavior: A 

Systematic Literature Review using TCCM and Future 

Research Agenda. The authors extract the Theory 

Context Characteristics Methods (TCCM) paradigm to 

present a discussion on 112 studies on implications of 

digital marketing towards consumer behavior. The 

PRISMA protocol was used to filter, sample and sort out 

the literature to obtain meaningful conclusions. In the 

review they note that key conceptual lenses include: 

Technology Acceptance Model (TAM), Attribution 

Theory, Theory of Planned Behavior and Theory of 

Reasoned Action all these lenses give a description of 

different levels of consumer involvement with digital 

marketing. The sub-themes of branding, e-WOM 

(electronic word-of-mouth) and repurchase intention are 

not new on the context front and most of the researches 

are grounded on them. The specified features may be 

peculiar to digital platforms, which are social media, 

websites, search engine, in which consumer interaction 

is least researched. Structural equation modeling (SEM), 

review analysis and DEMATEL, among other models, 

is the most prevalent methodology in different research 

studies. Pappu and co-authors indicate a research agenda 

in the future, based on their review, which would entail 

more contextual sensitivity (e.g. metaverse, short-video 

platforms), more extensive use of mixed methods, and 

conceptualization. The role of the paper to scholarly and 

practice community is self-evident: it does not only 

conceptualize the field of current literature, but also 

identifies gaps that need to be filled by new researchers 

providing theoretically and methodologically sound 

suggestions on how to handle them.  
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The strategy Sehgal, Kaushal, and Sagar (2022) follow 

is a bit different and rather similar in terms of their 

article titled Internal Branding: Developing a Predictive 

Model of the Indian Service Sector. According to the 

grounded theory, they initially consider what triggers the 

internal branding of Indian service organizations (in this 

case, in the banking, IT, and healthcare sectors). With 

this approach having identified the most important 

drivers of internal branding, they apply Total 

Interpretive Structural Modeling (TISM) in their 

hierarchical establishment of relationships between 

those drivers. The TISM model exhibits certain 

desirable relationships: e.g. the influence of the 

management style (e.g. empathy towards staff) and 

organizational size on another internal branding 

dimension (e.g. Customer connect) and marketing 

strategy and internal branding instruments. They also 

perform one-way ANOVA to show whether these 

factors are similar or distinct in the situation of the 

different industries of service. The final predictive 

model that can be tested empirically is made up of the 

such variables as the organizational empathy, change or 

continuity, organizational protocols and internal 

branding tools. Their study supplies us with a listening 

piece of advice to service-based managers: companies 

ought to enhance the unity between the internal and the 

external brand effort by aligning the strategy of the 

internal branding and the strategy of the organizational 

empathy and customer connectivity. 

Tanwar, Chaudhry, and Srivastava (2021) examine the 

role of social media influencers (SMIs) in drawing 

consumer relationships to the brand in the digital age in 

their article Influencer Marketing as a Tool of Digital 

Consumer Engagement: A Systematic Literature 

Review. They have performed a literature review on the 

subject in 2008-2019, which has revealed tendencies of 

the research in the sphere of influencer marketing, the 

most popular spheres that involve the use of influencers, 

the form of social media platform, and the methods that 

authors use in their works. They found that lifestyle, 

fashion, and beauty brands possess a dominant 

functionality in the use of SMIs. Self-presentation, para-

social interactions (i.e. the quasi-intimate relationship 

that the consumers have cultivated with the influencers), 

and the credibility of the influencers are some of the 

greatest implications that can be made based on the 

literature. Empirical studies in the field of influencer 

marketing are particularly strong and categorize the 

literature in eight broad dimensions, depending on how 

the influencers relate to their followers and the way of 

how they disseminate brand messages, as it can be seen 

in their work. It is important to note, that their review 

mentions that influencer marketing is not entirely 

dependent on reach, and the key pillar here is a sense of 

trust, perceived authenticity, and the ongoing 

relationships with the audiences. The systematic 

differentiation that Tanwar et al. offer suggest that 

academicians and marketers can not only identify the 

influencer that has been used by the audience but also 

how and why, which will open new opportunities in the 

future to analyze the question and create more 

comprehensive theoretical and practical frameworks.  

Youseuf and Ali (2025) understand the problem of the 

modifications in the definition of brand advocacy in the 

digital era in the Customer’s Transition to Online Brand 

Advocacy vs. his previous brand advocacy. The authors 

conduct thematic content analysis of peer-reviewed 

articles (later, via online brand advocacy (OBA) rather 

than traditional word-of-mouth (WOM)) to achieve the 

insights about the changed mode of brand advocacy 

behavior (since January 2010 to February 2025) of the 

process that advances brand advocacy behavior. They 

draw a conclusion that OBA is much more helpful than 

traditional advocacy - it may reach a greater number of 

people, it can be used in the long term, and it has all the 

advantages of virtual stimuli including rating, 

comments, and social transmission. Youseuf and Ali 

also explain some of the best drivers of this change in 

their analysis including cognitive (how people think 

about the brand), emotional (how they feel), relational 

(how they identify with other users), experience (what it 

means to use/share the product), and behavioral 

dimensions (what is actually being advocated). Their 

interpretation assumes that OBA compares to better than 

business as it could be more scalable and powerful in 

consideration of the fact that digital interactivity is 

exploited and consumers are able to contribute to brand 

narrative. Also, they dwell on implications: marketers 

are indicated to devise the strategies of engagement that 

will influence UGC and will take the opportunities of 

online reviews to create brand advocacy. It is a critical 

analysis which presents a systemic view to understand 

brand advocacy on a scale and, therefore, helps scholars 

and practitioners to actualize and harness the power of 

digital advocacy.  

 

Objectives of the Study: 

To examine the impact of digital branding strategies on 

consumer perception and engagement. 

To analyze the role of social media platforms in 

enhancing brand awareness and loyalty. 

To identify the main challenges and opportunities faced 

by brands in the digital marketing environment. 

 

Hypothesis: 

H0 (Null Hypothesis): Digital branding has no 

significant impact on consumer brand loyalty. 

H1 (Alternative Hypothesis): Digital branding 

significantly influences consumer brand loyalty. 

Research Methodology: 
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The current researched design is descriptive to focus on 

the effects of digital branding on consumer behavior, 

brand awareness, and brand loyalty. The study is best 

suited to descriptive research since it will enable the 

researcher to characterize the aspects, habits, and 

attitudes of consumers on digital branding practices in a 

systematic manner. The study target population includes 

citizens between the ages of 18 to 45 years and actively 

engage on the digital platforms including social media, 

online shopping websites, and apps. The respondents 

were chosen by use of convenience sampling approach 

which serves great purposes in acquiring primary data 

when it comes to digitally active users within a small-

time frame. 

A structured online questionnaire was used to gather 

data in various sections that assessed the variables 

effects on the purchase decision, perceived brand 

loyalty, social media engagement, and brand awareness 

in order to achieve the required data. The responses were 

quantified with the help of a Likert scale with range 1 

(strongly disagree) to 5 (strongly agree) to measure 

perceptions and attitudes toward digital branding. The 

questionnaire was administered through the social 

media, email, and online forums so that the responses 

were varied and extensive. 

In data analysis, statistical packages like descriptive 

statistics, correlation analysis, and testing of hypothesis 

were used. The central tendencies and the variability of 

the perceptions of the respondents were summarized 

using descriptive statistics (mean and standard 

deviation). To test the relation between digital branding 

and consumer loyalty, hypothesis testing, which is t-

tests, was used.  

This research design will make sure the study is 

systematic in capturing the consumer intelligence on 

digital branding, but also the information will be reliable 

and valid. The quantitative analysis accompanied by 

designed survey makes the research a complete 

overview of the effects of brands in the digital era on 

consumer behavior and engagement level on the 

consumer population. 

Table 1: Descriptive Statistics: 

Variable Mean Std. 

deviation  

N 

Brand 

Awareness 
4.12 0.78 150 

Social Media 

Engagement 
3.95 0.84 150 

Perceived 

Brand Loyalty 
3.88 0.91 150 

Influence on 

Purchase 

Decision 

4.05 0.87 150 

 

 

Analysis of Descriptive Statistics: 

The descriptive statistics gives a clear insight of how 

respondents view digital branding and the effect it has 

on consumer behavior. The research based on a 

structured questionnaire employed 150 respondents who 

responded to the questionnaires by providing entries into 

various variables, such as, those pertaining to brand 

awareness and social engagement, perceived brand 

loyalty and purchase decision influence. Mean values of 

these variables will show the overall trend of the views 

of the respondents, and the standard deviation will show 

the difference in the answers. 

The variable brand awareness was rated highest with the 

mean being 4.12 implying that majority of the 

respondents understand the relevance of digital platform 

in developing and sustaining brand identity. It means 

that the most successful brands will be identified and 

recalled by people because they demonstrate their 

activities on the Internet. The mean of the social media 

engagement variable was 3.95, which indicates that the 

sources of interaction between the participants and the 

brands were frequent with likes, comments, shares, and 

so on. This demonstrates that the consumer interaction 

is not one-sided where consumers only receive the brand 

perception but they participate in the process of brand 

perception. 

The brand loyalty variable perceived variable had a 

mean of 3.88 indicating a moderate-high degree of brand 

loyalty amongst consumers towards brands that have 

good digital presence. This indicates that appropriate 

digital branding, including customized content, frequent 

communication and responding customer service, leads 

to establishing the trust and sustainability among buyers. 

In the same way, the indicator of the influence on the 

purchase decisions variable estimated 4.05 which means 

that digital branding has a significant impact on the 

decisions of the consumers to buy. Purchase decisions 

are made by consumers online through reviews, 

recommendations by influencers, and online campaigns 

in the social media. 

All the values of standard deviations were moderate, 

which means that there was some variability in 

consumer responses. These variations can be explained 
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by the differences in personal preferences, online 

literacy, exposure to online-based information, and 

brand recognition. In general, the descriptive analysis 

showed that digital branding is a vital factor in improved 

brand awareness, consumer engagement, loyalty 

formation, and purchase behavior. The findings are solid 

basis on further testing of the hypotheses to test the 

relationship between digital branding and consumer 

loyalty. 

Table 2: Hypothesis Testing (t-test): 

Hypothesis t-

value 

p-

value 

Decision 

Digital branding → 

Brand loyalty 

5.23 0.000 Reject 

H0 

 

 

Analysis of Hypothesis Testing: 

The t-test results show a significant relationship between 

digital branding and brand loyalty (p < 0.05). Therefore, 

the null hypothesis is rejected, confirming that effective 

digital branding positively influences consumer loyalty 

and purchase intentions. 

Conclusions Overall Results: 

This study concludes to the finding that digital branding 

is an imperative and a revolution point in the modern 

marketing that has immense impact and influence on the 

consumer behavior, brand awareness, interaction and 

brand loyalty. The digital era cannot be defined only by 

the logo and adverts of the brand; it remains about online 

experiences that are interactive, social media strategies, 

personalized content, and constant communications with 

the consumers in question. This study has demonstrated 

that effective digital branding strategy creates brand 

awareness and also help in building trust and consumer 

loyalty in the long term hence shaping the consumer 

buying behaviour. 

Further on, the paper points out that the interaction 

among consumers in online places is dynamic and 

participatory and consequently, the brands must possess 

a strong, authentic and responsive online presence. The 

results emphasize the fact that digital instruments and 

platforms are innovative and provide the brand that uses 

them with a competitive advantage since they help to 

build meaningful relationships with the followers. 

In conclusion, digital branding is a dynamic process that 

continuously grows enabling companies to involve 

consumers more personally or on a closer level and in a 

better way of measuring the results. As long as the 

technology evolves and consumer behaviour continue to 

fluctuate, the more a brand can become dynamic and 

innovative in their digital branding behaviour then the 

more they are likely to achieve long term success in very 

competitive digital marketplace. 
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