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Abstract

Brand presence in user-generated content (UGC) plays an increasingly significant role

in shaping brand perceptions. However, there is limited research on the specific impact

of the level of brand exposure in UGC on consumer behavior. This study leverages

CNNs to investigate more than 200,000 brand-related image posts across more than 150

brands. Adopting a multi-method approach, we consistently find that brand presence

in captions or prominent logo placement within images positively impacts viewers’ pur-

chase intentions and brand perceptions. However, an excessive brand presence when

both the brand is prominently featured in the image and tagged, can lead to overex-

posure. In such cases, viewers are less likely to express purchase intentions, and the

brand’s overall image may su↵er. Overall, our findings provide compelling evidence

that moderate brand exposure in UGC enhances purchase intent and brand image,

while overexposure can result in a negative consumer response.
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