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ABSTRACT

In the following research study we will try to analyze the concepts of corporate branding and 

social media. The study will also examine the role of corporate branding within social media. 

The main focus of the study is to analyze how corporate branding is beneficial for the growth of 

the organization through social media. The study will also illustrate how corporate branding is 

helping the organization in gaining competitive advantage for many organizations. The research 

study adopts the secondary research method for the purpose of data collection and analysis. In 

the end the research study also provides adequate recommendations and suggestions for future 

research and also provides implications for the study.
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