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Introduction
In today's digital age, businesses face both challenges and opportunities in effectively reaching and engaging their target audience. Cham et. al. (2022) provided a preview of the potential of digital marketing as a vital tool for improving one’s branding. By utilizing various digital channels and techniques, businesses can leverage the vast potential of digital marketing to reach, engage, and convert their target audience into valuable leads.
Literature Review
The role of online marketing in brand building has become increasingly significant as businesses adapt to the digital landscape. This review provides an overview of existing research on the advantages of digital marketing, such as global reach and personalized campaigns, along with the challenges marketers face in standing out in a crowded digital space. By synthesizing key insights, this review offers valuable guidance for developing effective online marketing strategies that foster brand loyalty and customer relationships.
Traditional Marketing
Dwivedi et al. (2021) argue that digital and social marketing offer significant opportunities to organizations, such as lower costs, improved brand awareness, and increased sales. However, challenges arise from negative electronic word-of-mouth and intrusive online brand presence. The authors highlight the evolution of digital and social marketing, necessitating new tools and talent to meet changing market conditions and consumer preferences. The authors provide specific examples, including the rise of TikTok as a viable platform for business growth, the importance of ethical practice in AI and machine learning, and the impact of trust and customer engagement on electronic word-of-mouth.
Branding
Bastos & Levy (2021) emphasizes that branding is vital for businesses to stand out, build trust with customers, improve advertising, motivate employees, and create loyal customer, while differentiating branding and marketing, by defining branding as the activation of brand strategy through stories and design experiences that connect with people's hearts. On the other hand, marketing focuses on executing the marketing strategy to ensure the right people know about the brand. The concept illustrates the overlap between branding and marketing, highlighting successful brands that effectively use both to create loyalty and increase sales. Therefore, the importance of both branding and marketing in the digital landscape.
Brand Building through social media
Bhatia (2023) outlines eight ways to build a brand from scratch through social media, highlighting its power to increase online presence and awareness, particularly for beginners. The article covers various branding aspects such as consistency, logo, colors, voice, tone, transparency, content, and graphics. It differentiates between personal and professional brands and provides tips on establishing a brand identity and personality. Social media serves as a pathway to build a brand from scratch, while a reputable brand positively impacts social media marketing strategies.
The Impact of Social Media on Brand Equity
Ebrahim (2020) demonstrates that a brand's perception, value, and strength among consumers can be significantly influenced by a solid social media presence. The researcher identifies three brand equity dimensions (trendiness, customization, and word-of-mouth) and emphasizes the crucial role of social media in shaping them. Ki et al. (2020) support this finding, concluding that social media presence substantially influences brand awareness, image, and loyalty. The study recommends careful selection and management of social media presence to ensure a positive impact on brand equity.
The Role of Content Marketing in Brand Building
Lou et al. (2019) argue that content marketing is a strategic tool for creating and distributing valuable, relevant content that engages target audiences, strengthens brand identity, and builds long-term customer relationships. Forrest (2019) highlights the role of social media in amplifying brand messages and reaching a broader audience. The authors specifically focus on the impact of branded content marketing on YouTube, its influence on brand development, loyalty, and purchase intentions.
The Impact of Digital Marketing on Consumer Behavior
Alghizzawi (2019) finds that digital marketing campaigns through various channels have a significant impact on consumer behavior, including attitudes, perceptions, decision-making processes, and purchasing behaviors. Reliable customer support further improves business profitability by leveraging digital marketing tools and channels. Therefore, digital marketing strategies shall be developed in such a way that it engages the target customer segment of a company or business to leverage the presence of these modern digital channels.
Conclusion
In conclusion, this literature review highlights the importance and impact of digital marketing in various aspects of business. The digital age presents businesses with challenges and opportunities in reaching and engaging their target audience effectively. By leveraging digital channels and techniques, businesses can maximize reach, audience engagement, and lead conversion. The review emphasizes the significance of a solid social media presence in shaping brand perception, value, and strength among consumers, as well as its influence on brand equity dimensions. It underscores the role of content marketing in building brand identity, engaging target audiences, and fostering long-term customer relationships. Digital marketing campaigns significantly impact consumer behavior, including attitudes, perceptions, decision-making processes, and purchasing behaviors. Therefore, this review underscores the immense potential and importance of leveraging digital marketing strategies for businesses to succeed and thrive in the digital landscape.

References
Alghizzawi 
Bastos, W., & Levy, S. J. (2012). A history of the concept of branding: practice and theory. Journal of Historical Research in Marketing, 4(3), 347–368. https://doi.org/10.1108/17557501211252934
Cham, T. H., Cheah, J., Memon, M. A., Fam, K., & László, J. (2022). Digitalization and its impact on contemporary marketing strategies and practices. Journal of Marketing Analytics, 10(2), 103–105. https://doi.org/10.1057/s41270-022-00167-6
Ki, C., Cuevas, L. M., Chong, S. Y., & Lim, H. (2020). Influencer marketing: Social media influencers as human brands attaching to followers and yielding positive marketing results by fulfilling needs. Journal of Retailing and Consumer Services, 55, 102133. https://doi.org/10.1016/j.jretconser.2020.102133
Dwivedi, Y. K., Ismagilova, E., Hughes, D. H., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media marketing research: Perspectives and research propositions. International Journal of Information Management, 59, 102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168
Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social Media Marketing on Brand Equity and Brand Loyalty. Journal of Relationship Marketing, 19(4), 287–308. https://doi.org/10.1080/15332667.2019.1705742
Forrest, P. (2019). Content Marketing Today. Journal of Business and Economics, 10(2), 95–101. https://doi.org/10.15341/jbe(2155-7950)/02.10.2019/001
Lou, C., Xie, Q., Feng, Y., & Kim, W. (2019). Does non-hard-sell content really work? Leveraging the value of branded content marketing in brand building. Journal of Product & Brand Management, 28(7), 773–786. https://doi.org/10.1108/jpbm-07-2018-1948


image1.emf

