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[bookmark: _Toc512301229]Introduction
Uses of technology have become very popular in the current market (O'Brien, 2017).  After the introduction of social media in the current business industry, the organizational performance of the organizations has got influenced. The business revenue and productivity of thee company have faced positive feedbacks. Therefore, this can be said that uses of technology have brought revolution in the market. On the other hand it has been mentioned in the study that after the introduction of technology in the market the rate of uses of social media has increased. Social media has higher level of impact on developing brand value to the customers’ mind (Nyangwe and Buhalis, 2018). In this study, the importance of social media for developing brand image has been highlighted. The study has also shed light on the relationship between brand image and consumer decisions.
[bookmark: _Toc512301230]Background of the research
The research has been conducted depending on the brand image and its impact on customers purchasing behavior. In the current scenario the uses of social media in market have increased this has impacted on the productivity of the company. On the other hand people have become dependent in the internet, therefore this can be said that social media plays an important role for informing people about the product and services of an organization.  
[bookmark: _Toc512301231]Significance of the study
The aim of the study is to develop brand value of an organization and identify its impact on influencing the purchasing behavior of the customers. On the other hand, its highlighted the impact of social media in the case of developing organizational value in the market. By improving the technology in the organization, how the organizational performance of the company can be influenced. Through this study, the researcher has tried to point out the relationship between the customer purchased decision and brand value. 
[bookmark: _Toc512301232]Methodology followed
The researcher has used both the primary and secondary data. Primary data has been collected from surveying and applying the interview method on 100 customers. However, the secondary data has been collected from different journals and articles. Here the descriptive research design has been used for conducting the research. Also in the case of research philosophy, positivism has been mentioned by the researcher. As the study has focused on the issues and impact identification, therefore this can be said that by following the positivism, the researcher will be able to reach at the ultimate outcome. It has been also mentioned in the study that the descriptive research design has been used in order to conduct the research; the researcher has used this research design because this will help to explain the research more perfectly. In order to conduct the research the researcher has not harmed any participants and no one has been forced to participate. It has been clearly mentioned in this research that the secondary data should be collected from the authentic sources.
Primary data analysis
What is your gender?
	Option 
	Percentage
	Number of respondents
	Total responds 

	Female 
	40%
	40
	100

	Male 
	60%
	60
	100



From the above data it has been identified that there are 40 % of female and 60%male customers. This indicates that the availability of mal customers is high. Therefore the organization should focus on developing its branding strategies depending on men perspective.
Do you believe that brand name is the main factor for influencing your purchasing decision?
	Option 
	Percentage
	Number of respondents
	Total responds 

	Female 
	70%
	70
	100

	Male 
	30%
	30
	100



In this table it has been collected that female customers are highly influenced by the brand image compared to male customers. Therefore, the organization needs to focus on grabbing the attention of large number of employees.
What is the most important influential factor in your purchasing, brand name of price?
	Option 
	Percentage
	Number of respondents
	Total responds 

	Brand name
	60%
	60
	100

	Price
	40%
	40
	100



From the above analysis, this can be said that 60% of the customers prefer brand popularity and 40% prefers its price. Therefore, if the organizations will focus on increasing its brand popularity, it will help to increase its customer base.
Do you believe that advanced technological support can enhance the brand value of the company?
	Option 
	Percentage
	Number of respondents
	Total responds 

	Yes
	60%
	60
	100

	No
	30%
	30
	100

	Neutral 
	10%
	10
	100



In this above information this has been identified that most of the customers have supported the importance of digital technologies in developing the brand value of an organization. Therefore, the organizations should focus on introducing the modern technology for improving itss brad value.
Secondary data analysis
[bookmark: _Toc512301233]Factors affecting consumer purchasing decision
As stated by Clarket al., (2017), customers are very important in the case of increasing business revenue of an organization. Depending on the preference of the customers the organizations introduce different product and services in the market. Through different promotional strategies the organizations reach to their customers. In the case of influencing the purchasing behavior of the customers, this has been identified that if the people are being emotionally influenced, they prefer the product of that particular company. On the other hand, family friends are also important influential factor in customer influence (Colicevet al.,2018). If any product or service of an organization is being recommended by friends or family, people get attracted towards that product. On the other hand, depending on the age and personality the purchasing behavior of the customers gets influenced.   As an example this can be said that a music lover always prefers the musical instrument, another way this can be said that fitness freak person will prefer gym instrument. On the other hand, the study has highlighted age ass an important factor which influences thee purchasing behavior of the customers. The bachelor people do not save money for buying house or property. Another way this can be said that middle aged people always save their money for buying property for their family. It has been also mentioned in this research that the young generation prefers bike or luxury items and middle aged people prefers sober items. 
It has been mentioned in this study that, depending on the previous experience with the organization, the purchasing behavior of the customers gets influenced. If the customer will get humble behavior from the company executive, this influences them towards the organization. They also recommend others for purchasing the products from the company. On the other hand, it has been mentioned in this study that pricing strategy and availability of substitute products in the market impacts on the customer purchasing behavior (McCorkleand Payan, 2017). It has been mentioned in this study that if the customers will get same product in lower range, they get attracted towards the organization. On the other hand brand popularity also attracts the customers towards it. 
[bookmark: _Toc512301234]Use of social media for branding
As opined by Ferguson and Greer (2018), social media has become an essential part in business development. In the current scenario, rate of social media uses has increased. The organizational are using social media as an important marketing tool. By developing individual website the organizations are directly getting connected with the customers (Groissbergerand Riedl, 2017). Through this website the company related information is being provided to them. Therefore, this can be said that social media plays an important role in the case of increasing brand value in the market. Through the social media, the organizations use it for providing the proper response to its customers. This has brought various opportunities for the customers before experiencing the product or service. As stated by Martindale and McKinney (2017), social media is being used mainly in the case of implementing promotional strategy, therefore this can be said that in the case of new product development in the market, the organizations promote the product on the market through social media. This has helped the organization to grab large number of customers’ attention with in same time. 
This has been mentioned that, developing strong brand image has become very important in the current business scenario. In the words of Thomaset al.,(2018), depending on the brand image, the availability of customers increases. Another way this can be said that through strong brand image, the organization gets the chance to establish its position in the international market. Hence, this can be said that social media has higher level of impact on developing brand identity.in order to increase the brand value; the organizations invest on celebrity endorsement. This is another important strategy adopted by the organization for increasing its brand value to the customer through the social media. 
[bookmark: _Toc512301235]Relationship between brand image and consumer purchased decision
As the study has repeatedly discussed that the purchasing decision of the customers depends on the brand value, therefore this can be said that the organizations with strong brand value has increased its popularity in the market. As opined by Yacoutand Vitell (2018), the brand fascinated people, mostly prefers those brands which have established strong brand image in the market. Therefore this can be said that brand image has higher level of impact on the purchasing behavior of the customers. Sometimes without exp0reencing the products, just depending on the popularity people recommend others those products. On the other hand, just for showing off in front of friends and colleagues, people purchase the branded product. As per their opinion, it helps them to increase their respecting front of others. It impacts negatively on the small business organizations. Due to lack of popularity in the market these organizations do not get chance to compete with large organizations (Wang and Yu, 2017). Sometimes for maintaining the living standard people purchase the products from market, which will help them to represent them self to the society. After analyzing this study, this can be said that brand image and customer purchasing behavior are inter connected to each other. Among both the variable purchasing behavior of the customers is dependent and brand value is independent variable. These two variables run in parallel way, if one increases, another one also gets influenced. 
Analyzing how branding through social media affect or influence purchasing decision of the customers 
In the entire study, it has been clearly mentioned that social media has higher level of impact on the market. In the case of developing effective business strategy, the role of social media very important. Customers get influenced by social media and the purchasing decision of gets influenced through this process (Martindale and McKinney, 2018). Therefore, in order to grab the attention of the customers’, different international organizations have taken various initiatives. An example Tesco is a popular retail organization in the UK business market, it has developed its strong brands image in the market. The company has started the online delivery system. In order to inform people about its facility, the company has introduced different ads in social media and grabbed the attention of the customers. It has been identified in this study that uses of internet have increased in the market. 
In order to grab the attention of target market, the organizations focuses on market analysis. Through this process, the organizations get to know about the needs and demands of the customers. It is very clear that people get attracted towards their culture. Therefore, taking advantage of the emotional space of the customers, the organizations develops their promotional strategy. This helps the companies to attract large number of customers. Through social media, people get to know about the company. On the other hand, before purchasing any products customer gets various options in the internet, this has helped them to compare same product in different website. Therefore, by following this process, the customers chose a particular organization. After analyzing the study, this can be said that social media has higher level of impact in the case of influencing the purchasing behavior of the customers.  
[bookmark: _Toc512301236]Conclusion and recommendations
In the above study, it has been identified that for establishing strong brand image has very important in the case of bringing organizational development.it has been mentioned in this study that social media has higher level of impact in the case of developing brand value. The brand value of an organization is being promoted through the social media; therefore, this can be said that social media and brand value is highly connected to each other. From the primary data collection method, it has been identified that brand image has higher level of influence in purchasing decision of the customers. Most of the customers have also supported the importance of digital technology in increasing brand value. On the other hand, it has been also identified in this study that in the current scenario uses of social media in market has increased. It impacts on the purchasing behavior of the customers. In this study the personality, age, interest and financial condition of a person have been identified as the influential factor behind purchasing behavior of the customer. It has been also mentioned in this study that due to increasing rate of uses in social media, small business organizations are facing challenges in the market. In order to handle the challenges, the government of the country should take liberal business policies so that these organizations will be able to compete with the large organizations in the global market.
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