The impact of social media on the planning and the managerial strategies
Social Media is a powerful tool and is a gateway between the consumers and the company. Due to the wide interaction of users on social media around the globe, it makes it an effective and vital platform for users to interact and give their opinions. Particularly, in conducting research, social media has its role too. To collect data from the population, to effectively carry out research, questionnaires are distributed through social media. 
Different social media platforms, like Twitter, Google+, Snapchat, Instagram and Facebook. Since a large number of people actively use these sites to interact and communicate with other users around the globe. These sites enable the users to like, share and respond to the content being posted, and also allows them to share their content. Social media sites offer effective interpersonal communication, creative expression, identity building, and social influence. Moreover, social media sites allow researchers and participants to have an unprecedented potential reach to users around the globe, which is one of the most appealing factors for this specific purpose. (Kia-Keating, Santacrose, & Liu, 2017)
Since people use social media as a forum to share their opinions and perspectives about a certain thing, it is immensely favorable in carrying out research, as it comes up as a source of direct interaction between the users of social media and the researchers. Researchers can gather diversified opinions of users without much hassle, and also interact with users to know about a particular thing. The ease of use of social media makes it even more beneficial for researchers to carry out their researches. It not only enables easy communication, to know about the opinion of people but that too at low cost and within limited resources. 
Along with time, the widespread of social media has made it the most reliable and fast means to carry out community-based researches, where the opinion of people is of prime importance, and carries a significant effect on the results. This makes social media as a primary means of conducting community-based researches, as the researcher can attract with a variety of audience, from diversified backgrounds, culture, religion, caste and ethnic origins, it helps to get a better insight into what a particular group of people thinks about the research topic. The valuable feedback and suggestions of people can be collected and analyzed easily, via social media networks. 
Moreover, apart from sharing the opinions, taking part in discussions and sharing knowledge, the users of social media are also contributing to the market content. The users tend to share their feedback about different things, hence, also influencing other users and their opinions. This makes social media important for planning and managerial strategies. Through social media, a person can easily know about what a specific group of people thinks of a particular thing. Apart from this, the easy availability of content on social media sites, allows the users to comment about it, and provide their feedback, this practice adds more value to the product. This is the reason that social media is also considered one of the most powerful marketing tools, in recent times. 
The companies also tend to consider it of prime importance to add their social media handles on their official websites, where people can add their reviews and give feedback, these comments help the companies to understand the perspective of people, and also it helps the company to know about the expectations of people from the company. This practice subsequently helps the company to plan its operations and manage its strategies in the future, while considering what the people like, and what improvements need to be made particularly, in the current strategies and operations. (Heinonen, 2011)
Therefore, it can be said that social media plays a vital role in not only bringing people together but also in the planning and management strategies of different organizations. 
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