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Abstract: This research paper delves into the dynamic interplay between social media and brand building,
with a specific focus on adSAGA Marketing, a digital marketing company based in Pune, India. Drawing
insights from Instagram followers of adSAGA Marketing, the study investigates the efficacy of social media
strategies in enhancing brand awareness, engagement, and loyalty. Through a mixed-methods approach
encompassing survey data and secondary sources, the research unveils key findings regarding follower
demographics, brand perception, and engagement levels. The study reveals a positive correlation between
the frequency of adSAGA Marketing's social media presence and brand awareness among the target
audience. Furthermore, it offers recommendations for optimizing social media strategiesto strengthen brand
identity, foster community engagement, and expand reach.
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