International Journal of Creative and Open Research in Engineering and Management

o B
= ‘ I:
ISSN: 3108-1754 (Online) ‘* ;
Volume 02 Issue 06 June-2026 | Impact Factor: 3.5 Wy Ay

Effect of Digital Marketing on Brand Awareness

How to Cite this Article:

Pranshu, (2026). Effect of Digital Marketing on
Brand Awareness. International Journal of
Creative and Open Research in Engineering and
Management, <i>02</i>(6).
https://doi.org/10.55041/ijcope.v2i6.187

License:

This article is published under the terms of the
Creative Commons Attribution 4.0 International
License (CC BY 4.0), which permits unrestricted
use, distribution, and reproduction in any

Pranshu

Guide : Mrs. Swasti Singh

Executive Summary

Digital marketing has revolutionized how brands connect with
consumers, significantly enhancing brand awareness through
targeted, measurable, and scalable channels. This report examines
the multifaceted impact of digital marketing strategies—such as
social media, SEO, content marketing, and paid advertising—on
brand recall, recognition, and loyalty. Drawing from academic
studies, industry reports, and case examples, key findings reveal a
strong positive correlation: brands leveraging digital marketing see
up to 3x higher awareness metrics compared to traditional methods.

medium, provided the original author(s) and the

source are credited. Challenges like algorithm changes and ad fatigue are noted, with

recommendations for integrated, data-driven approaches.
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Brand awareness is the extent to which consumers can recognize or

d recall a brand, forming the foundation of the marketing funnel
(Aaker, 1991). In the digital era, traditional advertising (TV, print)
has been supplemented—or supplanted—by online channels, which

1. Introduction

https://doi.org/ 10.55041/ijcope.v2i6.187
offer precision targeting, real-time analytics, and global reach. The

global digital ad spend reached $522 billion in 2023 (Statista,
2023), underscoring its dominance.

1.2 Objectives

Analyze how digital marketing tools influence brand awareness.
Evaluate quantitative and qualitative impacts via evidence.
Identify challenges and best practices.

Provide actionable recommendations.
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1.3 Methodology

This report synthesizes secondary data from peer-reviewed journals (e.g., Journal of Marketing), industry
reports (e.g., HubSpot State of Marketing 2023, Google Analytics benchmarks), and case studies. Quantitative
analysis includes meta-studies on metrics like aided/unaided recall rates; qualitative insights from consumer
behavior models.

2. Literature Review

Digital marketing's efficacy on brand awareness is well-documented:
Study/Source

Key Finding

Metric Impact

Edelman & Singer (2015), Harvard Business Review

Social media amplifies word-of-mouth, increasing awareness by 20-30%.
+25% brand recall

Chaffey & Ellis-Chadwick (2019), Digital Marketing

SEO drives 14x more organic traffic than social media, boosting top-of-mind awareness.53% of traffic from
search

HubSpot (2026)

Content marketing generates 3x more leads; video content yields 49% faster revenue growth.
+3x lead gen

Meta (2023 Internal Data)

Instagram/Facebook ads improve ad recall by 1.5x vs. TV.

75% of users discover brands via social

Theoretical frameworks like the AIDA model (Attention-Interest-Desire-Action) are enhanced digitally, with
tools enabling micro-targeting (Kotler et al., 2021).

3. Key Digital Marketing Channels and Their Effects

3.1 Social Media Marketing

Platforms like Instagram, TikTok, and LinkedIn foster viral sharing. Example: Nike's #JustDolt campaign
garnered 1B+ impressions, lifting global awareness by 15% (Nielsen, 2022).
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3.2 Search Engine Optimization (SEQ) and SEM

SEO ensures visibility in searches; Google's algorithms prioritize user intent. SEM (e.g., Google Ads) yields
2% CTR vs. 0.5% for display ads, directly correlating with +28% brand lift (Google Economic Impact Report,
2023).

3.3 Content and Influencer Marketing

User-generated content (UGC) boosts authenticity; 92% of consumers trust influencers over celebrities
(AspirelQ, 2023). Case: Glossier's influencer strategy grew awareness from niche to $100M valuation.

3.4 Email and PPC Advertising

Personalized emails achieve 29% open rates, reinforcing recall (Mailchimp, 2023). Retargeting ads recover
70% of abandoned carts, embedding brands in memory.

Quantitative Impact Summary (Aggregated from Statista & eMarketer, 2023):
Channel

Avg. Awareness Lift

ROI on Awareness

Social Media

+35%

5.78:1

SEO/SEM

13:1

4. Case Studies

4.1 Airbnb: From Startup to Icon

Airbnb used Instagram storytelling and SEO to achieve 90% global brand recognition (up from 20% in 2012).
Digital efforts drove 4x awareness growth (Interbrand, 2023).

4.2 Dollar Shave Club: Viral Video Mastery

A $4,500 YouTube video amassed 26M views, catapulting awareness and leading to a $1B Unilever
acquisition. Digital virality outperformed TV by 10x in reach-per-dollar.

4.3 Comparative Analysis: Traditional vs. Digital

Coca-Cola's "Share a Coke" digital campaign (personalized social sharing) increased U.S. awareness by 7%
vs. 2% from print (Forrester, 2015).

5. Challenges and Limitations

Ad Fatigue & Privacy Regulations: GDPR/CCPA reduce targeting efficacy; 47% of users use ad blockers
(PageFair, 2023).
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Algorithm Volatility: TikTok/Instagram changes can halve organic reach overnight.

Measurement Gaps: Attribution models struggle with multi-touch journeys.

Saturation: In crowded markets, noise dilutes impact (e.g., -15% efficacy in oversaturated beauty sector).
6. Conclusions

Digital marketing profoundly enhances brand awareness through scalability, interactivity, and data precision.
Evidence shows 2-4x superior performance over traditional methods, with social and search channels leading.
Success hinges on omnichannel integration and consumer-centric strategies.

7. Recommendations

Adopt Data Analytics: Use tools like Google Analytics 4 for real-time awareness tracking (e.g., brand lift
studies).

Prioritize Video & UGC: Allocate 30-50% budget to short-form video for 2x engagement.
Leverage Al Personalization: Tools like ChatGPT for content and dynamic ads boost relevance by 20%.
Hybrid Approach: Combine digital with experiential events for +15% recall synergy.

Monitor & Iterate: A/B test campaigns quarterly; aim for >10% QoQ awareness growth.
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