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ABSTRACT

Retailers, both nationally and internationally, play a dominant role in supply chains,
contribute largely to economies and GDP, are a major source of employment and contribute to
sustainable practices. However, retailers’ marketing strategies are regularly challenged due to

the pressures of the external business environment, and the ever changing industry structure.

Given the importance of a business being able to create a positive brand image in the
minds of customers and influencing customer purchasing behavior, there is a lack of
attention given to the research of the role that social media tools can play in the success of
retailers. Numerous research studies have focused on determining the advantages of and
impact that social media tools can have on the success of businesses, however, the impact
of social media tools on the creation of a positive brand image, and influencing customer
purchasing behavir is less evident. Thus, the primary objective of this study is to investigate
the influence of social media tools on the brand image of retailers and how it affects customer

purchasing behavior.

A full literature review will be conducted on the retail environment and its
importance, as well as on social media as a marketing communication tool. Thereafter,
independent variables (Official websites, Facebook and Twitter) will be identified as
possibly influencing the intervening variable (Brand image) and dependent variable
(Customer purchasing behavior). The hypothetical model developed for this study will
assist in understanding the impact that retailers’ use of social media tools have on the brand

image of retailers and customers’ purchasing behavior.

13




The measuring instrument used for this study, a questionnaire, will be constructed
from secondary literature sources. Random sampling technique will be used to identify
respondents. The usable questionnaires that will be gathered from respondents will be
examined through statistical analyses as a result, this study will provide recommendations
and suggestions for retailers to ensure a positive brand image in the minds of customers, and
to ultimately use social media tools to positively influence the purchasing behavior of

customers due to Business performance excellence is something that all businesses strive for.
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