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Module 1 – Case
Statement of Purpose
[bookmark: _GoBack]The purpose of this qualitative study is twofold: to identify the impact of social media on the functioning of the research study, and to explore the impact of social media on the planning and managerial strategies. The research on social media is planned due to the extensive use of social media everywhere. Social media is used for socialization, entertainment, and business news consumption throughout the globe. Within the past two decades, the use of social media has risen as primary marketing channels. About 40% of the population of the world use social media that reflects the need for effective social media strategy for the business to reach the intended audience. The immense use of social media explores the need to have research on it so that social media benefits can be used for business managerial strategies (Coates, 2019).  
The marketing statistics of social media reflect that 42% of the population of the world use social media that equal to 3.2 billion users worldwide. In closer examination, Baby Boomers are 48.2%, Generation X is 77.5%, and Millennial is 90.4%. Social media is the most effective platform for the business because 54% of social browsers use social media for searching the products and services (Coates, 2019). The empirical evidence reflected that the average time spends on social media is 2 hours and 22 minutes (Smith, 2019). About 366 million new users started social media in the past year that reflect that more people join social media every day. Due to the increased use of social media, businesses can be benefited. Approximately 24% of adults use twitter in the US, and 71% of US businesses use Instagram (Coates, 2019). The businesses started using twitter from 2017. It reflects the immense use of social media platforms for business purposes in the US that provides a benchmark for this planned study on social media (Smith, 2019).
Numerous businesses hire social media consulting agencies for managing their reputation and voice online. Some businesses hire social media consultants for maximizing brand awareness, replying to consumer complaints at the social media platform, as well as engaging the audience in an online manner. The importance of social media in the business is growing rapidly. The social media industry become bigger in the upcoming years due to the more and more involvement of people (Lee, Hutton, & Shu, 2015). The social media wave cannot end soon that will benefit business survival. Every business needs to leverage social media channels to expand businesses. The target audience of the business hangs around social media networks. They engage with favorite brands and connects at various levels. When the businesses get the social media touch, then it not only generates businesses but also gets more customers. Social media keep the businesses on the track by doing real-time performance analysis. The social media maximize conversions and results in a high return on investment (Kapoor et al., 2018).
It reflects the increasing importance of social media around the world, especially in the US. The studies are conducted on social media that describes the advantages and disadvantages of the use of social media. Many researches explore the importance of social media in businesses by reflecting statistics on the use of social media (Lee et al., 2015). In the context of the US, such researchers are available that describe the context of social media and provide valuable information. The thorough analysis reflected that the impact of social media on business planning is limited. The relationship of social media with the business managerial strategies is also inadequate in the past literature. The planned research on social media, along with the planning and managerial strategies, is highly informative in the context of the US. The study outcomes can be generalized to all the business sectors in the U.S (Felix, 2017).
The planned research deals with the problem of limited evidence on the use of social media for planning and managerial strategies. The social media adds are cheaper compared to traditional advertising methods such as TV, print media, and radio advertising. This research provides valuable information on the impact of social media on managerial strategies.  There are approximately 30.2 million small businesses in the US that comprised of 99.9% of all US businesses. The small businesses are the backbone of American businesses. The small businesses can influence the economy of the country when they start using social media for the managerial strategies in the businesses (Giese, 2019). 
In short, businesses should understand the need for social media for planning and managerial strategies. The advance business industry in the US needs advance level research that should reflect the effectiveness of social media in the planning and managerial strategies. The effectiveness can be highlighted when the well-established research should be planned on the US business. The problem statement of the proposed research is to fulfill the gaps of past researches of inadequate literature on the role of social media in the business (Duggan, Ellison, Lampe, Lenhart, & Madden, 2015).
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