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Abstract: This article is focused on the use of social networks for the branding of selected firms acting in the global 
market. The analysis focuses on the five of the most used social network and 25 global brands. We analysed their 
presence in each social network, the number of their followers base and their monthly posts activity. Results are 
shown in the clear overall table and are furthermore worked. This analysis is supported by the theoretical background 
research on the area of brand management and social networks, which act as a fundamental line for the whole paper. 
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1. Introduction 

Today's world is changing every day. These changes are the engine of development in every aspect of life as 
such, but as well as the world of business and commerce, marketing including. Matthew J. Kiernan says: "Innovate or 
die!" This statement is doubly true today. The financial crisis also has signed on to the consumer as such, his 
approach to business, the way of thinking and his perception of retailers and brands. 

In the second half of the 20th century, radio, television and internet gradualy lines to the modern way of 
marketing to increase awareness of their product, service or brand. Even though the today include the marketing mix, 
gradually losing their exclusivity, since the number of elements of advertising and marketing is increasing. The 
consumer can not fully absorb such amouth of effects and therefore the most is ignored or it is paid only minimal 
attention. 

It is increasingly difficult to constantly attract attention to the brand. According to Kevin Roberts (Worldwide 
CEO of Saatchi & Saatchi) should all brands looking to win the consumer revolution strive to become deified, to 
become unique. 

When talking about brands, social media and interact with consumers often acts in the front field. The trend is 
that when there are new ways to get closer to consumers, no one wants to miss this marketing "miracle" solution. The 
latest methods and techniques will sooner or later find their way into the marketing plan, at least as a "test project". 
And yet, better than hope in profits thanks to the new technology is to understand the changing habits and behaviors 
of today's consumer. The real question is how to develop your brand to be attractive to consumers today or tomorrow 
and to stay so. (Van den Bergh a Behrer, 2012) 

2. Literature review 

2.1 Brand management 

Human civilization is addicted to signs and human mind cannot work without them. The word “brand” comes 
from ancient Norwegian or Teutonic expression which stands for “to burn”. People make their own decisions when 
asking who to be, how to live and what to buy, but in all of it in condition created by marketing and brand publicity. 
(Healey, 2008) 

Lake (2008) defines branding as a name, term, sign, symbol or design or a combination of them intended to 
identify the goods and services of one seller or group of sellers and to differentiate them from those of other sellers. It 
is not about getting target market to choose certain company over the competition,  but rather it is about getting 
companies prospects to be seen as the only with the right solution to the problem. 

Branding affects number of aspects helping to ensure the success of the goods or services. It can strengthen the 
good reputation, amplify loyalty, support the perception of a greater value and help customers realize that they 
entered the world controlled by same values (Healey, 2008). Branding assignment is to create positive experience in 
customer’s minds. A brand represents a big idea, a system of beliefs that customers consider as unique and useful for 
them (Kaputa, 2010).  

The case for online branding has been set elsewhere, with the conclusion that most of the same rules apply. 
Brands still need to be differentiated and communicated to audiences, and it was found that successful online firms in 
the late 1990s tended to have strong CEO involvement in their websites ( Yan, 2001 ). As the Web mainstreamed, 
countless exceptions emerged: there was no longer a talent vacuum when it came to managing website relations with 
consumers, and CEOs could step back from answering feedback forms. Staff who grew up in the Web era understood 
how to deal with online questions; databases with copy and paste answers were developed; and, in some cases, 
‘ knowledge bases ’ looked for keywords in a submitted question and fielded prepared answers without human 
intervention. 
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2.2 Social networks 

Social networks are considered to be the most powerful part of social media package. In social networks, there 
is a mutual interaction between people. Its users establish and maintain their relationships and merge into groups, 
which give rise to a network of relationships. The best know social networks include overall leader Facebook, 
Google+, Twitter, Instagram, Snapchat, etc. These are the most used and majority of people cannot imagine life 
withou it. They can be used both for personal purposes and for professional purposes. One of the major common 
feature is that they offer space for two-way communication, so called many-to-many and are used mainly to create 
realationships, not as a sales channel. (Červenská, 2013) 

The fundamental premise underlying social network theory is that the social structure (i.e., the organized 
patterns of  social relationships) matters and that the structures and people occupying specific network positions have 
important effects on social dynamics and individual social behaviour (Scott, 2000). The term social network refers to 
a social structure that is made up of its members and their interconnections. From a network perspective, both the 
network members and the patterns of relationships among members impact behaviours and attitudes of those within 
the network. 

Users establish and maintain relationships and are merged into groups, which give rise to a network of 
relationships. The best known social networks include Facebook, Google+, LinkedIn, Twitter, Instagram and the like. 
These are the most used, without which you can not imagine life. May be oriented privacy and because my work, for 
example. Facebook and such. LinkedIn. And one major common feature is that they offer space for two-way 
communication, so-called. many-to-many, are used to create relationships and not as a sales channel. " (Bačík, 
Fedorko, Štefko, 2015) 

There are obvious limitations to social networks on brands. It cannot be taken far from their default look and 
feel, with interfaces that have become very familiar with their large user bases. Although an organization might be 
able to put some limited visual branding on both sites, they still work within the confines of these websites’ 
interfaces, limiting the semiotic effect that traditional, off-line branding efforts might have on users. The visual cue of 
the brand is greatly lessened. (Yan, 2001) 

It is, therefore, necessary for brands to build a connection with users and fostering a sense of belonging through 
the engagement itself. Organizations must consider their contact with audiences along the lines of the operator 
answering the telephone or the flight attendant seeing to the passenger. (Yan, 2001) 

2.3 The nine goals of social networks in branding 

The aims for brands in any social media strategy must serve the organization both internally and externally. If 
the lines between ‘ them ’and ‘ us ’are indeed blurred, then the organization must, at the outset, (1) build a sense of 
membership or citizenship with the organization, (2 encourage the acceptance and communication of brand values, 
and (3) encourage the audience to engage in dialogue and promote the brand. Strategically, that dialogue can (4) help 
the organization find and maintain a competitive advantage; (5) inform the vision behind the brand and build 
differentiation for it; and (6) act as a check on whether the brand is being properly communicated and understood by 
the audiences. The consequences are to (7) build positive brand associations, (8) build the perceived quality of the 
brand, and (9) build greater awareness of the brand to audiences that it has not yet reached. (Yan, 2011) 

3. Data and Methodology 

The main goal of this article is to examine the area of branding on the biggest social networks when focusing on 
the world most valuable brands. All those create the leading group of trendsetters when talking about social networks. 
For the purpose of this article, we gathered data from 25 global brands and we analysed five of the greatest social 
networks in the present. We focused on the count of their fan base and their social activity in the interval of last 30 
days. All those information were collected and presented in the overall table.  
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4. Results and discussion 

This analysis has proved, that almost all of examined subject pay great attention to their social network 
presence. They realise its importance and act accordingly.  Following table shows all of the results and offers a clear 
look into the state of social network use when considering global business. 

Table 1. Summary data of selected global brands on social networks 

 

In case of the social network Facebook, the average number of followers was n=2098868 and the greatest 
follower base had Google with n=12545662 followers. Average monthly activity appeared to be n=7,72 posts per 
month. Tho most active brand was Apple with n=18 posts per mont. We can see, that only two brands from the list 
did not owned any Facebook account.  

When we take a look at Twitter, we can see it is used much more less than Facebook. Eight brands did not 
appeared in this part of list. The average number of followers was n=692273 (one third of Facebooks´ average 
number) and the greatest followers count was n=488532 and this number belongs to Apple. Average monthly activity 
was just n=2,6 posts per month. The most active brands in this case are Coca Cola, Mc Donalds, Pepsi and Hyundai 
with n=5 posts per week. 

Every single subject owned account on the YouTube network. Average number of followers was n=711541, 
which is greater than in case of Twitter and the greatest count had Google with n=3955564 followers. Average 
monthly activity was n=1,88 post per month. In this case, the number is appropriate because of nature of the YouTube 
posts. The most active brand was Samsung with n=7 posts per month. 

Another widely used social network appeared to be Google+, since only two subjects did not owned any 
accoutn. Average number of followers was n=1023620, maximum number of followers was n=6554895 of the Apple 
company. It appeared to be quite active social network with average monthly activity n=5,72. The most active brand 
was of course native Google with n=54 posts.  

The last examined network sa Instagram. Only 9 of selected subject owned account on this social network. 
Average number of followers was n=215574 and the greatest count owned Apple n=2552635. Monthly activity 
appered to be really small (because of many missing brands) with n=2,04 posts per month. Most active brand were 
Apple and Samsung, both with n=14 posts per month. 
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5. Conclusions 

We can see, that there is wide adoption of social networks in brand management amongst the world greatest 
brands. The majority of them appeared to be active on multiple social networks, which offers clues to the successful 
strategy. It also became clear, that the most preferred network is Facebook, despite the fact that two brands did not 
own any account. We can argue, that the nature of every social network plays an important role in this analysis, which 
opens possibilities for further research. Also, the brands operate in different industries, which can affect their activity. 
Therefore, such an analysis could by aiming solely on one industry at a time. Nevertheless, this analysis presents 
results, that support the premise of utmost importance of social networks in the brand management.  
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