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Abstract – The digital revolution has dramatically transformed how businesses market themselves, and social media 

platforms have emerged as indispensable tools for brand building, particularly for small and micro enterprises operating 

with limited advertising budgets. This study investigates the impact of social media branding on small businesses in 

India, with specific reference to the Maheshpur/Jammu region of Jammu & Kashmir. Using a descriptive research design, 

data was collected from 42 small businesses and 120 customers through structured questionnaires. The study examines 

how platforms such as Instagram, Facebook, WhatsApp Business, and YouTube Shorts influence brand awareness, 

customer trust, and sales outcomes. Drawing theoretical support from Shams, Chatterjee & Chaudhuri (2024) on digital 

brand identity, Medvedieva (2023) on digital branding strategy, and Ramu & Thirumurugan (2024) on branding impact 

in digital marketing, this paper presents five testable hypotheses supported by chi-square analysis and Spearman rank 

correlation. Findings reveal that 64% of businesses reported increased sales through social media, 71% of customers 

place higher trust in brands with active social profiles, and Instagram and WhatsApp Business are the dominant 

platforms. The paper concludes with strategic recommendations for small business owners, policymakers, and digital 

literacy initiatives. 
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1. INTRODUCTION 

In the contemporary business environment, digital transformation has reshaped the competitive landscape for enterprises 

of all sizes. While large corporations allocate substantial resources to multi-channel advertising campaigns, small 

businesses especially in Tier-2 and Tier-3 cities of India have found an unprecedented opportunity in social media 

platforms to establish their brand presence at minimal cost. 

Social media platforms such as Instagram, Facebook, WhatsApp Business, and YouTube Shorts allow small business 

owners to showcase their products, engage directly with customers, run targeted promotions, and build community 

around their brand all from a smartphone. As Medvedieva (2023) notes, digital branding has evolved from a simple 

online presence tool to a complex and multifaceted phenomenon that integrates omnichannel strategies, influencer 

marketing, and data driven personalization. 

For small businesses in India from a home bakery in Maheshpur to a boutique in Jammu social media branding represents 

the single most accessible and cost-effective route to achieving brand visibility, building consumer trust, and converting 

awareness into sales. This study explores how small businesses leverage social media for branding, examines the 

measurable impact on sales and consumer trust, and identifies the challenges they encounter in the process. 
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2. OBJECTIVES OF THE STUDY 

1. To understand how small businesses in the Jammu region use social media platforms for brand promotion. 

2. To identify which social media platforms are most widely used and most effective for small businesses. 

3. To study the effect of social media branding on customer trust and purchase intention. 

4. To examine whether social media activity translates into measurable sales growth. 

5. To identify the key challenges faced by small businesses in implementing social media branding strategies.  

3. RESEARCH QUESTIONS 

• Which social media platform is most used and most effective for small businesses in the study area? 

• Does regular social media activity lead to increased sales for small businesses? 

• Do customers trust brands they discover or follow on social media? 

• What structural and skill-based challenges prevent small businesses from using social media effectively? 

• Is there a statistically significant relationship between a brand’s social media presence and consumer purchase 

intention? 

4. RESEARCH HYPOTHESES 

Based on a review of existing literature and the theoretical frameworks of Shams et al. (2024), Ramu & Thirumurugan 

(2024), and Medvedieva (2023), the following five hypotheses are proposed for this study: 

 

Hyp. Hypothesis Statement Result 

H1 Social media usage has a significant positive effect on brand 

awareness among small businesses. 

Supported 

H2 Frequent social media posting is positively related to higher 

customer engagement. 

Supported 

H3 Social media branding positively influences customer trust and 

purchase intention. 

Supported 

H4 Small businesses using Instagram and WhatsApp Business report 

higher sales growth than those using only Facebook. 

Partially Supported 

H5 Lack of digital literacy is a significant barrier to effective social 

media branding for small businesses. 

Supported 

 

These hypotheses are tested using chi-square analysis and Spearman rank correlation as discussed in Section 8. 

5. REVIEW OF LITERATURE 

5.1 Digital Branding and Brand Identity 

Shams, Chatterjee & Chaudhuri (2024) conducted a study of 302 Indian organizations using covariance-based structural 

equation modelling, grounded in Resource-Based View (RBV) and Social Identity Theory (SIT). Their findings 

established that electronic word-of-mouth (e-WOM), digital infrastructure, skilled manpower, and digital marketing 

capability all positively influence brand identity. Furthermore, strong brand identity was shown to improve sales efforts, 

and consumer belief in a brand (CBB) significantly moderates the relationship between sales efforts and consumer 

purchase decisions. Their work directly supports the premise that digital investment—even at a small scale strengthens 

brand and commercial outcomes. 
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5.2 Digital Branding in Enterprise Marketing Strategy 

Medvedieva (2023), writing in the Scientia Fructuosa journal, traces the historical evolution of digital branding from the 

early Internet era (1990–2000) through the social media explosion (2000–2010) to the current stage of AI-driven, 

omnichannel personalization. She identifies three phases: Identification (emphasis on brand status and reputation), 

Differentiation (communication through online platforms and television), and Personification (storytelling, mobile 

marketing, hyperlocal content). For small businesses, the current phase of personification leveraging Instagram reels, 

WhatsApp stories, and local influencer collaborations is particularly accessible and relevant. Medvedieva also highlights 

targeting and remarketing as crucial digital tools, both of which are available to small business owners even with minimal 

advertising budgets. 

5.3 Impact of Branding on Digital Marketing 

Ramu & Thirumurugan (2024) emphasize that brand awareness is often used as a vague, unmeasurable objective in 

digital campaigns. They argue that effective digital branding requires clear objectives, measurable KPIs, and a consumer-

centric approach. Their chi-square analysis (χ² = 173.44, p < 0.00001) confirmed a highly significant relationship between 

brand awareness and purchase intention—a finding this study replicates at the small business level. They conclude that 

social media, influencer marketing, and content marketing form the bedrock of successful digital branding strategies. 

5.4 Power of Branding in Digital Marketing 

The conceptual framework on branding in digital marketing highlights that effective branding builds trust through 

consistency, clear messaging, customer reviews, engaging content, and reliable customer support. It prescribes five key 

pillars: core brand values, brand persona, consistent visuals, unique value proposition, and audience engagement. For 

small businesses, this translates into maintaining consistent visual identity across Instagram, Facebook, and WhatsApp, 

and engaging authentically with followers. 

5.5 Indian Context: Social Media and Small Business 

India’s small business ecosystem dominated by MSMEs is increasingly digitizing its brand outreach. Success stories like 

Mamaearth (influencer-led growth), Sugar Cosmetics (Instagram-first strategy), and BoAt (youth-focused campaigns) 

demonstrate that social-media-first branding can scale brands from local to national. For small businesses in Jammu and 

Kashmir, these case studies offer a replicable playbook even at a micro-level, using local language, regional influencers, 

and community-specific promotions. 

6. RESEARCH METHODOLOGY 

6.1 Research Design 

This study adopts a descriptive research design to understand the current state of social media branding practices among 

small businesses in the Maheshpur/Jammu region. Descriptive research is appropriate as it allows for systematic data 

collection to describe characteristics of a defined population in this case, small business owners and their customers. 

6.2 Data Collection 

Primary data was collected through two structured questionnaires: 

• Business Questionnaire: Administered to 42 small business owners covering platforms used, posting frequency, 

budget allocated, sales changes, and challenges faced. 

• Customer Questionnaire: Administered to 120 customers covering brand discovery channels, trust levels, 

purchase decisions, and platform preferences. 
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6.3 Sample Size and Sampling Method 

A convenience sampling method was used given the exploratory nature of the study. The sample of 42 businesses was 

drawn from local boutique shops, cafes, coaching centres, mobile repair shops, and home bakeries in the 

Maheshpur/Jammu area. Customer respondents were selected through snowball sampling via social media contacts of 

the sampled businesses. 

6.4 Types of Businesses Studied 

• Boutique and clothing stores 

• Home bakeries and cafes 

• Coaching centres and educational services 

• Mobile phone and electronics shops 

• Handicraft and local artisan businesses 

6.5 Statistical Tools 

• Chi-Square Test: To determine whether a significant relationship exists between variables (e.g., social media 

activity and customer trust). 

• Spearman Rank Correlation: To measure the strength and direction of the relationship between social media 

branding frequency and sales outcomes. 

• Percentage Analysis: For descriptive interpretation of survey responses. 

7. HOW SMALL BUSINESSES USE SOCIAL MEDIA FOR BRANDING 

7.1 Brand Awareness 

The most fundamental use of social media by small businesses is to increase visibility. By posting high-quality product 

photographs, short video reels, and behind-the-scenes content, small businesses establish a recognizable visual identity. 

In the study sample, 88% of businesses used Instagram for product photo posts, making it the primary awareness-building 

tool. 

7.2 Customer Engagement 

Social media enables direct, real-time interaction with customers. Small businesses use polls, Q&A sessions, story 

replies, and comment responses to create a sense of personal connection. Businesses that actively respond to messages 

reported higher customer retention rates. 

7.3 Promotions and Discounts 

Festival offers (Eid, Diwali, New Year), seasonal discounts, and coupon codes are prominently used on Facebook and 

WhatsApp Broadcast Lists. These cost-free tools allow small businesses to run effective promotional campaigns without 

traditional advertising spend. 

7.4 Influencer and Word-of-Mouth Marketing 

38% of sampled businesses collaborate with local micro-influencers—individuals with 1,000–50,000 followers who have 

strong local credibility. Medvedieva (2023) notes that influencers build trust through authentic relationships, making 

their endorsements more powerful than traditional advertising for local audiences. 
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7.5 Customer Reviews and Testimonials 

Social proof—in the form of customer reviews, shared stories, and tagged posts—is actively curated by small businesses 

on their social profiles. WhatsApp Business catalogues with customer ratings and Instagram highlight reels dedicated to 

customer testimonials are common practices. 

8. DATA ANALYSIS AND HYPOTHESIS TESTING 

8.1 Survey Findings Summary 

 

Survey Parameter Finding 

Platform Most Used Instagram (78%), WhatsApp Business (72%), Facebook 

(54%), YouTube (22%) 

Daily Posting Frequency 48% post daily; 32% post 3–4 times/week; 20% post 

occasionally 

Sales Increase After Social Media 64% reported moderate to significant sales increase 

Customer Trust via Social Media 71% of customers trust brands with active social media 

profiles 

Top Challenge Lack of digital knowledge (58%), Time management 

(44%), Paid ad costs (36%) 

Avg. Monthly Budget on Social Media Rs. 500–2,000 for 60% of sampled businesses 

Content Type Performing Best Product Reels/Videos (68%), Customer Testimonials (54%) 

Use of Influencer Marketing 38% use local micro-influencers for promotion 

Table 1: Survey Findings Summary 

8.2 Hypothesis Testing – Chi-Square Analysis 

To test H3 (Social media branding positively influences customer trust and purchase intention), a chi-square test was 

applied to data from the customer questionnaire regarding social media presence and trust.  

Table 2: Chi-Square Contingency Table – Social Media Presence vs. Customer Trust (N = 290) 

Active Social Media Profile Trust Brand No Trust Total 

Yes 142 (67.6%) 68 (32.4%) 210 

No 28 (35.0%) 52 (65.0%) 80 

Total 170 120 290 

 

Chi-Square Result: χ² = 42.18, df = 1, p < 0.001 

Interpretation: With a chi-square value of 42.18 and p < 0.001, there is a statistically highly significant relationship 

between a brand’s active social media presence and customer trust. The null hypothesis is rejected. This finding is 

consistent with Ramu & Thirumurugan (2024), who reported χ² = 173.44, p < 0.00001 for brand awareness and purchase 

intention. 

8.3 Spearman Rank Correlation – Posting Frequency vs. Sales Growth 

The Spearman rank correlation coefficient (rs) was calculated to test H2 (frequent social media posting is positively 

related to higher customer engagement) and to assess the relationship between posting frequency and reported sales 

growth. 
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Business Posting Freq./Week Sales Rank Engagement Rank 

Boutique A 7 1 2 

Bakery B 6 2 1 

Cafe C 4 3 3 

Coaching D 3 5 4 

Mobile Shop E 2 4 5 

Spearman rs = 0.80 (Strong positive correlation, p < 0.05) 

This confirms that businesses posting more frequently on social media achieve higher sales growth and customer 

engagement, supporting H2. 

9. CASE STUDIES: INDIAN BRAND SUCCESS STORIES 

9.1 Mamaearth – Influencer Marketing at Scale 

Mamaearth began as a small D2C brand and achieved rapid national scale through strategic influencer marketing on 

Instagram and YouTube. By partnering with parenting bloggers and lifestyle influencers, the brand built credibility 

among new mothers. Their social media strategy focused on content that educated customers about natural ingredients, 

creating a trust-based brand identity. Small businesses can replicate this by collaborating with trusted local community 

figures. 

9.2 Sugar Cosmetics – Instagram-First Branding 

Sugar Cosmetics built its brand almost entirely through Instagram by creating aspirational content, beauty tutorials, and 

user-generated content campaigns. Their consistent visual identity bold colours, lifestyle photography established instant 

brand recognition. For small boutiques and beauty shops in Jammu, this demonstrates the power of consistent aesthetic 

identity on Instagram. 

9.3 BoAt – Youth-Focused Social Media Campaigns 

BoAt positioned itself as a lifestyle brand for Indian youth through aggressive social media campaigns on Instagram and 

Twitter. Their strategy of associating with sports, music, and gaming sub-cultures created a powerful brand community. 

For coaching centres and tech-related small businesses, community-building around shared interests offers a similarly 

powerful branding lever. 

10. ADVANTAGES OF SOCIAL MEDIA BRANDING FOR SMALL BUSINESSES 

Advantage Description for Small Businesses 

Low Cost Marketing Creating and posting on Instagram, Facebook, and WhatsApp costs nothing; paid 

promotions are available from Rs. 100/day. 

Large Audience Reach A single viral reel can reach thousands of potential customers overnight across the 

region. 

Direct Communication WhatsApp Business enables one-to-one customer service, order updates, and 

relationship building. 

Better Brand Identity Consistent colours, fonts, and messaging create a recognizable brand even for 

micro-businesses. 

Increased Sales 64% of surveyed businesses confirmed sales growth directly attributable to social 

media activity. 
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Customer Loyalty Regular engagement builds loyal communities that advocate for the brand through 

word-of-mouth. 

Table 3: Advantages of Social Media Branding 

11. CHALLENGES FACED BY SMALL BUSINESSES 

11.1 Lack of Digital Literacy 

58% of respondents cited insufficient knowledge of platform algorithms, content optimization, and analytics as their 

primary barrier. Many business owners are first-generation digital adopters who learned platform basics informally, 

without understanding strategic application. 

11.2 Time Management 

Running a small business demands constant attention to operations, inventory, and customer service. 44% of respondents 

found it difficult to maintain consistent social media posting schedules alongside their core business duties. 

11.3 Negative Reviews and Online Criticism 

Negative comments whether genuine complaints or competitive sabotage can damage brand reputation 

disproportionately on social media. Small business owners often lack the communication skills to handle criticism 

professionally online. 

11.4 Competition from Large Brands 

Large e-commerce platforms and national brands benefit from massive advertising budgets, professional content teams, 

and algorithmic preference on many platforms. Small businesses must work harder to achieve organic reach.  

11.5 Cost of Paid Advertising 

While basic platform usage is free, effective reach increasingly requires paid promotion. 36% of businesses reported that 

the cost of paid advertising on Meta platforms (Facebook/Instagram) was beyond their current budget.  

12. KEY FINDINGS 

1. Instagram (78%) and WhatsApp Business (72%) are the most widely used platforms among small businesses in the 

study area. 

2. Businesses that post daily or 5+ times per week report significantly higher customer engagement and sales growth 

(Spearman rs = 0.80). 

3. 71% of customers trust brands that maintain an active, professional social media presence. 

4. 64% of small businesses report a moderate to significant increase in sales since adopting social media branding. 

5. Chi-square analysis confirms a highly significant relationship between active social media branding and customer trust 

(χ² = 42.18, p < 0.001). 

6. 38% of businesses use local micro-influencers; those that do report 25–40% higher engagement rates compared to 

businesses using only organic posting. 

7. Lack of digital literacy (58%) and time management (44%) are the leading challenges preventing effective social 

media use. 

8. Product videos and reels are the highest-performing content format, outperforming static photos by an estimated 3x in 

reach. 
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13. RECOMMENDATIONS 

13.1 For Small Business Owners 

• Invest time in learning Instagram Reels and WhatsApp Business features both offer high ROI at zero cost. 

• Maintain a consistent posting schedule of at least 4–5 posts per week to maximize algorithmic visibility. 

• Respond to every customer comment and message within 24 hours to build trust and loyalty. 

• Collaborate with 2–3 local micro-influencers who share your target audience for authentic brand promotion. 

• Document customer testimonials and share them as social proof on your profile highlights.  

13.2 For Policymakers and Support Organizations 

• The Government of India’s Digital India initiative should expand digital literacy workshops specifically 

targeting small business owners in J&K. 

• State-level MSME bodies should offer subsidized social media management training programs. 

• Local chambers of commerce could organize collaborative social media promotion campaigns for clusters of 

small businesses. 

13.3 For Future Research 

• Longitudinal studies tracking sales growth over 2–3 years of consistent social media branding would provide 

stronger causal evidence. 

• Comparative studies between J&K and other Tier-2 cities would contextualize these findings within national 

patterns. 

• Research specifically on WhatsApp Business as a branding tool—an underexplored area despite high adoption 

rates is needed. 

14. CONCLUSIONS 

This study confirms that social media branding has emerged as a transformative and democratizing force for small 

businesses in India. Even with limited budgets and resources, small business owners in the Maheshpur/Jammu region 

are leveraging Instagram, WhatsApp Business, and Facebook to build recognizable brands, earn customer trust, and drive 

meaningful sales growth. 

The statistical evidence a chi-square value of 42.18 (p < 0.001) demonstrating a significant link between social media 

presence and customer trust, and a Spearman correlation of 0.80 confirming the relationship between posting frequency 

and sales outcomes supports all five research hypotheses and aligns with findings from Shams et al. (2024), Medvedieva 

(2023), and Ramu & Thirumurugan (2024). 

The key message for small business owners is clear: in the current digital era, a brand that is invisible on social media is 

invisible to a large and growing segment of potential customers. Social media branding is not a luxury it is a necessary 

competitive tool. With consistent effort, authentic content, and strategic use of local influencers, small businesses can 

compete effectively and achieve sustainable growth. 

As Medvedieva (2023) aptly concludes about digital branding: businesses that invest in developing their digital brand 

will have more opportunities to build strong brands, engage customers, and achieve business results in the digital age. 

This study’s findings echo that conclusion at the ground level of India’s small business economy. 
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