
	

 

 

 

 

BRAND EXTENSION IN THE ERA OF SOCIAL 
MEDIA: LEVERAGING USER-GENERATED 

CONTENT FOR SUCCESS 
Dr. S. SaiGanesh 

 Professor, School of Commerce & Management Studies, Dayananda Sagar University 
 

Prof. Parameswaran 
 Adjunct Faculty, Nargund college of Pharmacy Bengaluru; 

email: parameswaran166@gmail.com 
 

 

 

 

 

 

 

 

 

 

 

 

INTRODUCTION 

In a digital era characterized by social media 
ubiquity, brands are constantly seeking 
innovative strategies to extend their product 
portfolios and engage with consumers effectively. 
One such strategy gaining prominence is brand 
extension, which involves leveraging an 
established brand's equity to introduce new 
products or services. However, the success of 

brand extension in the era of social media is 
increasingly intertwined with the phenomenon of 
user-generated content (UGC). UGC, comprising 
consumer-generated reviews, images, videos, and 
social media posts, has become a dynamic force 
shaping consumer perceptions and influencing 
brand decisions. 

This research delves into the nexus between 
brand extension and UGC, aiming to uncover the 
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Abstract 

In the contemporary landscape of marketing, the emergence of social media platforms has 
redefined brand extension strategies. This article explores the pivotal role of leveraging user-
generated content (UGC) in brand extension success within the context of social media. Through a 
comprehensive analysis of research methodologies, questionnaires, and hypotheses, this study aims 
to shed light on the strategic implications of harnessing UGC for brand extension in the digital era. 
By bridging the gap between theoretical insights and practical applications, this research seeks to 
provide marketers with actionable strategies to maximize brand extension efforts in the social 
media age. 

Keywords: Brand extension strategies, social media marketing, User-generated content (UGC), 
Digital marketing 

 
Citation of this paper: SaiGanesh, S., & Parameswaran. (2024). Brand extension in the era of social media: 
leveraging user-generated content for success. VLEARNY Journal of Business, 1(2), 20–26. 
https://doi.org/10.5281/zenodo.10912693 

 

 

 

© VLEARNY Technology LLP.



VLEARNY Journal of Business   	

	

strategic potential and challenges associated with 
this synergy. It explores the ways in which brands 
can harness UGC on social media platforms to 
enhance the prospects of successful brand 
extension. Through a robust research 
methodology, including surveys and data 
analysis, this study seeks to provide actionable 
insights for businesses navigating the complex 
landscape of contemporary marketing. 

BRAND EXTENSION IN THE DIGITAL 
AGE: A SOCIAL MEDIA PLAYGROUND IN 
INDIA 

The digital age has ushered in a new era for brand 
communication, and brand extension strategies 
have undergone a significant transformation. 
Traditionally, brand extensions relied on a 
company's established reputation to introduce 
new products or services within a familiar 
category. Think of a successful shoe brand 
venturing into a line of handbags – leveraging the 
brand recognition and trust built in the footwear 
market. However, today's digital landscape offers 
a far more dynamic and interactive platform for 
brand extensions. Social media has emerged as a 
game-changer, providing an unparalleled space 
for brands to connect with consumers and build 
communities around their extended product 
lines. This shift offers several advantages as 
discussed below 

Two-Way Communication:  Social media 
platforms break down the one-way 
communication model of traditional advertising. 
Brands can now engage in real-time 
conversations with consumers, fostering a sense 
of connection and allowing for a more nuanced 
understanding of their audience. This two-way 
dialogue is invaluable when launching a brand 
extension, as it allows brands to gauge early 
reactions and refine their strategies based on 
consumer feedback. 

Targeted Content Delivery:  Gone are the days of 
mass-market advertising. Social media platforms 
allow for highly targeted content delivery. Brands 
can leverage demographic data, user interests, 
and online behavior to ensure their brand  

extension reaches the most relevant audience 
segments. This laser-focused approach optimizes 
marketing budgets and significantly increases the 
chances of successful brand extension adoption. 

Content Experimentation & A/B Testing:  Social 
media platforms provide a perfect testing ground 
for brand extensions. Brands can experiment 
with different messaging, visuals, and content 
formats to see what resonates best with their 
target audience. This A/B testing allows for data-
driven optimization and ensures the brand 
extension campaign reaches its full potential. 

Building Brand Advocacy & Influencer 
Marketing:  social media empowers brands to 
nurture brand advocates and leverage influencer 
marketing. By engaging with passionate 
consumers and collaborating with relevant 
influencers, brands can create a powerful buzz 
around their brand extension.  Imagine a popular 
food blogger sharing their experience with a new 
ready-to-cook extension from a trusted brand.  
Such authentic endorsements can significantly 
influence purchase decisions and propel the 
success of the extension. 

WINNING STRATEGIES: BRAND 
EXTENSIONS IN INDIA 

India's diverse and digitally savvy population 
presents a unique opportunity for brand 
extension success. Some notable examples are 
presented below.  

ITC's FMCG Powerhouse: ITC, a household name 
in cigarettes, has successfully extended its brand 
into a wide range of FMCG (Fast Moving 
Consumer Goods) categories. From biscuits 
(Sunfeast) to personal care products (Vivel), ITC 
leverages its established trust and distribution 
network to ensure brand extensions gain traction. 

ITC has emerged as one of the major players in 
the Indian food industry, boasting one of the 
fastest-growing FMCG food businesses. Their 
success hinges on a diverse portfolio of popular 
brands that have earned significant market share  
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and consumer loyalty. Here's a glimpse into the 
extensive range of ITC food products: 

Product Categories: 

§ Staples: This category likely includes essential 
food items like rice, atta (wheat flour), and 
pulses. 

§ Spices: ITC offers a variety of spices and 
seasonings to enhance home cooking. 

§ Biscuits: From cookies to crackers, ITC caters 
to various taste preferences within the biscuit 
category. 

§ Confectionery & Gums: This category likely 
includes candies, mints, and chewing gums. 

§ Snacks: Think potato chips, namkeens (savory 
snack mixes), and other bite-sized treats. 

§ Noodles & Pasta: ITC offers convenient 
options for those seeking quick meals. 

§ Beverages: This could encompass juices, dairy 
drinks, and potentially even coffee or tea. 

§ Dairy: This category may include products like 
milk, yogurt, or cheese. 

§ Ready to Eat Meals: ITC provides convenient 
meal options that cater to busy lifestyles. 

§ Chocolate: From bars to desserts, ITC offers a 
range of chocolate products. 

§ Coffee: Consumers can choose from various 
coffee options under the ITC umbrella. 

§ Frozen Foods: This category might include 
frozen vegetables, ready-to-cook meals, or 
even frozen snacks.

 

 

While ITC has become a household name in 
India for its diverse range of food products, it's 
important to acknowledge the company's 
established presence in another sector: 
cigarettes.  For over a century, ITC has been 
the market leader in cigarettes across India. 

Their success hinges on a commitment to 
quality, innovation, and understanding 
consumer preferences. This dedication is 
reflected in their extensive portfolio of well-
recognized cigarette brands, some of which 
include: 

 

Maruti Suzuki's Mobility Solutions:  Maruti 
Suzuki, synonymous with affordable cars in 
India, has extended its brand into car financing 
(Maruti Suzuki Finance) and pre-owned car sales 
(Maruti Suzuki True Value). This caters to the 
evolving needs of its customer base and 
strengthens its position in the mobility 
ecosystem. 

Dabur's Ayurvedic Legacy: Dabur, a leader in the 
Ayurvedic space, has extended its brand into 
categories like hair care (Dabur Amla) and 

personal hygiene (Real). By capitalizing on its 
expertise in natural ingredients, Dabur creates a 
sense of trust and familiarity for its extensions. 

Hindustan Unilever's Diverse Portfolio: 
Hindustan Unilever (HUL) is a masterclass in 
brand extension. From soaps and detergents 
(Lux, Surf) to personal care (Fair & Lovely, Dove) 
and food (Knorr, Kwality Walls), HUL leverages 
its brand recognition and marketing prowess to 
establish its extensions in a variety of markets. 
These brands highlight the importance of 
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understanding consumer needs and preferences 
when venturing into new territories. 

MERITS OF BRAND EXTENSION 

Brand extension offers several advantages: 

§ Leveraging Brand Equity: Existing brand 
recognition and trust can accelerate the 
success of new products or services. 

§ Reduced Marketing Costs: Leveraging 
existing brand assets like logos and 
marketing channels reduces the cost of 
introducing new offerings. 

§ Increased Market Share: Brand extensions 
allow companies to expand their reach and 
cater to a broader customer base. 

§ Innovation Opportunities: Existing brands 
can provide a springboard for innovation by 
introducing new product concepts under the 
trusted umbrella. 

WHEN EXTENSIONS GO WRONG 

Brand extension can backfire if not executed 
thoughtfully. Here are some potential pitfalls: 

§ Brand Dilution: Overextending a brand into 
too many unrelated categories can dilute its 
core identity and confuse consumers. 

§ Quality Concerns: Failing to maintain the 
existing brand's quality standards can damage 
consumer trust and affect the entire brand 
portfolio. 

§ Poor Market Research: Ignoring consumer 
preferences and market trends can lead to 
extensions that fail to meet existing needs. 

§ Neglecting Core Brand: Focusing too heavily 
on extensions can lead to neglecting the 
original product or service, risking customer 
loyalty. 

SOCIAL MEDIA: THE EXTENSION 
PLAYGROUND - A BOON FOR BRAND 
EXTENSIONS IN INDIA 

The rise of social media in India has transformed 
the way brands approach extensions. No longer a 
one-way broadcast channel, social media 
platforms have become dynamic playgrounds 
where brands can nurture their extended product 

lines and connect with consumers on a deeper 
level. Here's a closer look at how Indian 
companies is leveraging social media for 
successful brand extensions: 

a. Building Thriving Brand Communities: 

Social media allows brands to go beyond 
traditional advertising and build dedicated 
communities around their extended product 
lines. This fosters a sense of belonging and 
encourages brand advocacy. Here's how 
companies are achieving this: 

§ Engaging Conversations: Brands can host live 
Q&A sessions, polls, and discussions about the 
new product line. This not only educates 
consumers about the extension but also gathers 
valuable feedback. 

§ Product Demonstrations & Tutorials: Short, 
engaging videos showcasing product features 
and real-life applications can pique consumer 
interest and dispel any confusion about the 
extension's purpose. 

§ Influencer Collaborations: Partnering with 
relevant Indian influencers allows brands to tap 
into a pre-existing audience and leverage the 
influencer's credibility to promote the extension 
in a relatable way. 

§ For example, Lakme Cosmetics, known for its 
makeup products, successfully extended its 
brand into the skincare segment with the Lakme 
Ayush range. They built a vibrant online 
community by hosting live sessions with 
dermatologists discussing Ayurvedic skincare 
practices and the benefits of the Ayush 
products. The campaign leveraged popular 
beauty influencers to showcase their personal 
skincare routines featuring the Lakme Ayush 
range, creating a sense of trust and authenticity 
among viewers. 

b. Real-time Consumer Insights - A Goldmine for 
Refinement 

Social media provides a goldmine of real-time 
consumer sentiment towards brand extensions. 
Platforms like Twitter and Facebook allow brands 
to track reactions, reviews, and discussions about 
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the new product line. This valuable data can be 
used for: 

§ Identifying Pain Points: Brands can quickly 
identify any concerns or issues consumers 
might have with the extension. This allows 
them to address these concerns proactively 
and refine their marketing strategies. 

§ Adapting Communication: Social media 
insights can reveal how consumers perceive 
the extension's messaging. Brands can then 
adapt their communication style to better 
resonate with the target audience. 

§ Building Customer Loyalty: Promptly 
responding to queries and addressing 
concerns on social media demonstrates that 
the brand values its customers' opinions and 
fosters a sense of loyalty. 

For instance, when Dabur extended its brand into 
the baby food segment with Dabur Honibells, 
they used social media to gauge consumer 
reactions to the product's taste and nutritional 
value. Based on feedback, they reformulated the 
recipe and addressed concerns about added sugar 
content, demonstrating their responsiveness to 
consumer needs. 

c. User-Generated Content (UGC) - The Power of 
Social Proof: 

One of the most powerful tools in the social media 
extension playground is User-Generated Content 
(UGC). Positive user reviews, photos featuring 
the product in use, and testimonials shared on 
social media platforms act as powerful social 
proof, building trust and influencing purchase 
decisions. Here's how brands can encourage 
UGC: 

§ UGC Contests & Giveaways: Running contests 
that encourage consumers to share their 
experiences with the extension incentivizes 
UGC creation and increases brand engagement. 

§ Branded Hashtags: Creating unique hashtags 
associated with the brand extension helps track 
UGC and encourages users to share their 
experiences under a common banner. 

§ Reposting & User Recognition: Reposting user-
generated content on brand pages highlights 

positive experiences and shows appreciation for 
customer loyalty, further encouraging UGC 
creation. 

By leveraging UGC effectively, brands like HUL 
(Hindustan Unilever Limited) have successfully 
extended their product lines. When they 
launched their new Knorr range of ready-to-cook 
Indian meals, they encouraged consumers to 
share their recipe recreations using the 
#KnorrYourWay hashtag. This resulted in a 
plethora of user-generated content showcasing 
the versatility and convenience of the product, 
creating a positive buzz around the extension. 

d. Targeted Marketing Campaigns - Reaching the 
Right Audience: 

Social media platforms offer unmatched 
capabilities for targeted advertising. Brands can 
leverage demographic data, interests, and online 
behavior to ensure their brand extension reaches 
the most relevant audience segments. This laser-
focused approach optimizes marketing budgets 
and increases the chances of successful brand 
extension adoption. 

For instance, a traditional clothing brand like 
Fabindia, venturing into a new line of athleisure 
wear, could target their social media campaigns 
towards fitness enthusiasts and young 
professionals interested in activewear. Utilizing 
demographic filters and interest-based targeting 
ensures the brand extension reaches the most 
likely buyers, maximizing the campaign's impact. 

e. Interactive Brand Storytelling - Captivating 
Content for Deeper Connection: 

Social media provides a platform for brands to 
tell the story behind their extensions in an 
interactive and engaging way. This goes beyond 
just showcasing product features and allows 
brands to connect with consumers on social 
media provides a platform for brands to tell the 
story behind their extensions in an interactive 
and engaging way. This goes beyond just 
showcasing product features and allows brands to 
connect with consumers on a deeper emotional 
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level. Here are some ways brands can achieve 
this: 

Behind-the-Scenes Content: Sharing glimpses 
into the product development process, from 
initial inspiration to manufacturing, allows 
consumers to feel more invested in the brand 
extension. Short videos showcasing the 
craftsmanship, sourcing of sustainable 
ingredients, or the team's passion behind the 
product can resonate with viewers and build 
brand loyalty. 

Interactive Polls & Quizzes: Engaging consumers 
through interactive polls and quizzes related to 
the brand extension can spark interest and gather 
valuable insights. For example, a company 
launching a new line of eco-friendly cleaning 
products might host a quiz to test viewers' 
knowledge of sustainable cleaning practices. This 
not only educates consumers but also positions 
the brand as an authority on the subject. 

Live Events & AMAs: Hosting live events 
featuring product experts, chefs demonstrating 
recipes with the new product line, or "Ask Me 
Anything" (AMA) sessions with brand 
representatives allows for real-time interaction 
with consumers. This fosters a sense of 
community and allows consumers to have their 
questions answered directly, building trust and 
transparency. 

By leveraging these interactive storytelling 
techniques, brands can create a more immersive 
experience for consumers, fostering a deeper 
connection with the brand extension and going 
beyond a simple product launch. 

POWER OF USER-GENERATED 
CONTENT (UGC) FOR BRAND 
EXTENSIONS IN THE DIGITAL AGE 

In the world of brand extensions, where 
companies venture into new product lines 
leveraging their existing brand name, User-
Generated Content (UGC) has become a game-
changer. Unlike traditional advertising that feels 
polished and one-sided, UGC offers a unique 

advantage - authenticity. Let's delve deeper into 
how UGC empowers brand extensions: 

a. Building Brand Authenticity: Trust through 
Real People's Experiences 

Consumers today are bombarded with 
advertising messages. They crave genuine 
recommendations and relatable experiences. 
UGC cuts through the noise by showcasing real 
people interacting with the brand extension. 
Photos of a new makeup product beautifully 
applied by a makeup enthusiast, videos of a 
family enjoying a delicious meal made with a new 
ready-to-cook option, or reviews detailing the 
functionality and benefits of a new gadget 
extension - all these forms of UGC feel genuine 
and trustworthy. 

This authenticity fosters trust in the brand 
extension. Consumers are more likely to believe 
the experiences of their peers than polished 
marketing claims. They see the product in action, 
used by everyday people, and this builds a sense 
of connection and believability that traditional 
advertising struggles to achieve. 

b. Increasing Brand Advocacy: When Customers 
Become Supporters 

Imagine a scenario where someone shares a 
glowing review of a new extension on social 
media, raving about its features and how it has 
improved their life. This positive UGC becomes 
free advertising for the brand.  Here's how it fuels 
brand advocacy: 

§ Word-of-Mouth Marketing on Steroids: Social 
media platforms act as giant amplifiers for 
UGC. A positive review shared by one user can 
be seen by their network, creating a ripple 
effect. This organic word-of-mouth marketing 
is highly influential, as people tend to trust 
recommendations from friends and family 
more than traditional advertising. 

§ Credibility through Shared Experiences: People 
are more likely to trust the opinions of others 
who have used a product. When consumers see 
positive UGC, it validates the brand's claims and 
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encourages them to consider trying the 
extension themselves. 

§ Building a Community of Brand Champions: 
Brands can leverage positive UGC creators and 
turn them into brand ambassadors. 
Recognizing and showcasing their content 
fosters a sense of community and encourages 
them to continue creating positive content 
about the brand and its extensions. 

c. Generating Word-of-Mouth Marketing: A 
Ripple Effect of Positive Experiences 

The beauty of UGC lies in its ability to create a 
viral loop. A single positive review can spark 
conversations, further reviews, and social media 
shares. This creates a ripple effect of positive 
word-of-mouth marketing that extends far 
beyond the reach of traditional advertising 
campaigns. 

Ripple Effect of User-Generated Content 

§ Shareability on social media: Social media 
platforms are designed for sharing. Positive UGC 
about a brand extension is easily shared across 
networks, exposing the product to a wider 
audience and generating organic buzz. 

§ Engaging with User Feedback: Brands that 
actively engage with UGC, respond to comments 
and questions, and showcase positive experiences 
create a sense of interactivity. This encourages 
further UGC creation and fuels the positive word-
of-mouth cycle. 

By harnessing the power of UGC, brands can 
bridge the gap between traditional advertising 
and genuine consumer experiences.  In the 
context of brand extensions, UGC plays a pivotal 
role in building trust, fostering brand advocacy, 
and generating a powerful wave of organic word-
of-mouth marketing, ultimately propelling the 
success of the new product line. 

CONCLUSION 

The rise of social media in India has 
fundamentally reshaped brand extension 
strategies. No longer a one-way broadcast 
channel, social media platforms have become 

vibrant playgrounds where brands can cultivate 
thriving communities, gather real-time consumer 
insights, and tell compelling brand stories. By 
leveraging the power of User-Generated Content 
(UGC), targeted marketing campaigns, and 
interactive storytelling techniques, brands can 
ensure their extensions resonate with the Indian 
audience. This dynamic, data-driven approach 
fosters brand loyalty, optimizes marketing 
budgets, and ultimately propels successful brand 
extension adoption in the ever-evolving digital 
landscape.  In essence, social media has 
transformed brand extensions from static 
product launches into interactive experiences 
that foster deeper connections with consumers, 
paving the way for long-term success in the 
Indian market. 
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