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Abstract:

In this new era of internet driven technology and globalization, the whole world has become
global village. Companies are moving towards the internet side to improve their operations
and to reach their audience. It would results in the getting the maximum sales and revenues
for the companies. Brands are also using social media platform to improve their brand
performance. Brand performances can be measured in different matrices for instance brand
awareness, brand recognition and brand loyalty. In Pakistan, different businesses are moving
towards the different platforms of social media to tap their potential customers. In addition to,
the apparel industry growth is moving towards its peak and every apparel brand wants to
move towards the online or virtual environment. In Pakistan there is huge potential for
apparel brand to grow and brands are using social media platform like Facebook and websites
to reach more number of intended audience. Apparel brands in Pakistan using different
activities on their platforms to create more awareness about their brand. These brands placed
their logos and symbol on social media to increase recognition for their brand. However
social media doesn’t play its role in building brand loyalty. In case of Pakistan the loyalty
factor vary for both established brands and un-established brands in the market. Moreover,
the established brands are getting more loyalty when they are moving towards online
environment where customers prefer to buy online. Secondly in case of new brands building
loyalty for the brands is difficult as trust factor might prevail for them. In a nut shell social

media does play its role for improving brand performance of different apparels brands.




