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[bookmark: _GoBack]This statistical analysis aims to determine how the use of social media improves the visibility of brands to a greater extent in the United States of America. This will be achieved by examining theory and evaluating the relationship between social media and brand visibility. It begins with an introduction describing the aim of conducting the research. A background and review of the literature will then follow – describing how the work of others will contribute to the reliability of this analysis. A description of the methodology used to test the data will be shared. The student will then include a description of her findings and use appropriate graphical illustrations where applicable. Finally, the paper concludes by highlighting how brand awareness can be achieved through social media.
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Introduction
The level of business competition through social media is getting tougher day by day. As technology has continued to advance, businesses have devised modern ways of improving their brand quality. A lot of businesses have turned to social media to advertise their products and services to improve brand visibility. Many people use social media for shopping and enquiring about new products. As a result, social media platforms have emerged to be efficient in improving the brand quality of many companies. This statistical analysis aims to determine how social media helps in improving the brand quality of a company.
Facebook, Twitter, and Instagram are the most popular social media platforms used to promote products and services. Apart from being used to make contacts with friends, these platforms play a significant role in building the reputation of a product. Various industries post their products and services on social media to create awareness the consumers. The loyalty of a consumer to a product or service is based on the level of satisfaction. If consumers have all their needs sorted, loyalty level tends to increase, thus the brand quality improves.
Brand reputation is a key aspect for every company. If different products have the same quality and price, consumers will choose one product over the other based on their brand reputation. Currently, consumers use social media to discuss the quality of different brands and their performance in the market. Therefore, companies must target to improve their brand visibility to the wider market to attract more customers. Productively using social media, companies can create awareness about their products and services, thus in a better position to promote the visibility of their brands to the market. 
 
 
Background
Over the past decades, companies have been struggling due to a lack of well-streamlined product promotion sites. The use of traditional media, such as television and radio, to promote products posed a great challenge to all companies. Consumers lacked a variety of options to enable them to decide on what product to purchase. Due to this, companies started to maneuver news ways of promoting their products in a way that would reach the targeted population in time and convincing. Therefore, the development of technology and social media made it easy for companies to market their products and services over social media.
Social media is a collection of computer-based applications that facilitate the sharing of ideas and information via a network. Over the decade, social media has evolved to become the most efficient tool for brand promotion. There are various media sites that companies can use to reach their customers. However, choosing the appropriate platform is very important in achieving company goals. Social media ensures that the information posted will reach a wider range of people. Besides, social media involves interacting with many people at the same time, making the platforms lively. As a result, information about a product or a service tends to be faster as compared to other modes of promotion. Therefore, the targeted audience will get the information faster through social media as compared to other modes of product promotion.
Companies can also use marketing communication through social media platforms to persuade consumers and remind them about their products. Marketing communication aims at building a strong relationship between a company and the consumer. It enables the company to connect a product with people’s feelings and experiences. As a result, they shape the brand image and encourage more sales. Therefore, social media helps companies place the products in the memory of consumers and create brand awareness among them.
Review of Literature
Social media is a two-way communication that facilitates feedback from the consumer about a product. Companies can assess the reaction of the consumers about a particular product or service advertised on social media, and they can use the feedback to make improvements on the product. This builds the quality of their products and services leading to increased visibility of their brand. Previous research suggests that brand equity is highly influenced by marketing communication. This shows that social media is essential for improved brand awareness and recognition. Further, research indicates that social media has variables that influence brand visibility. These include social media as a means of the campaign, communication, research, and brand awareness. This explains how both the company can make use of social media to persuade the consumer and promote their brand. These previous researches are useful in creating a base for this analysis, to evaluate how social media influences the improvement of company brands in the market.
Nowadays, social media has contributed to a shift of power to the consumer from being inactive to active participants in building the brand of a company. Social media influences consumer behavior due to the interaction with other consumers. Social media is the center of sharing information about market products between the consumers, therefore, it impacts consumer behavior based on the available information. If a product gets good reviews on social media, the general public is influenced by purchasing that product. As a result, awareness about the brand is created thus improving the brand visibility. 
 
 

Methodology
The method of research used to address this question will be the use of quantitative data. The data set will include the users of social media in the United States and the impact experienced on brand visibility. This quantitative research will explore the variation in the use of social media among different groups of people. This statistical analysis will utilize data collected from users of social media platforms and various companies. Secondary data is the most important data collected during this study. However, primary data from a sample size of 50 individuals were collected who were interviewed randomly and given questionnaires to answer. The dependent variable – the rate of brand visibility, was collected from Infographic branding statistics in the United States. The data was based on 50 company brands. The independent variable – the rate of social media marketing, was extracted from the United States sales and marketing department. The analysis will also use graphs to show how social media contributes to improved brand visibility. In this case, the statistical significance is determined by the 0.05 significance level. If the significance level is below 0.05, the relationship between the two variables will be statistically significant. However, the two variables will be statistically insignificant if the significance level is above 0.05. In this study, a linear graph will be used to determine the variables being analyzed. Therefore, the main objective here is to determine how an increase in social media marketing can lead to improved brand visibility. 
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Results and Analysis
The graph below illustrates the variables used to show how social media marketing promotes branding. Companies can post content about their product or service on social media to help the consumer attain a clear understanding. With enough knowledge of the content of the product, a consumer can make wise decisions on a particular brand. Also, social media marketing improves the engagement level of consumers in the market, thus it helps in creating a strong connection between them and a product. As a result, the consumer may develop high levels of loyalty towards a particular product. Lastly, credible information is essential in improving brand visibility and recognition. 




	
A line graph was used to show ways in which social media is used to improve brand visibility in the market. 
An increase in social media marketing promotion activities by a company leads to an increase in the rate of brand visibility in the market. Therefore, we can conclude that there is a positive linear relationship between social media marketing and brand visibility, through content sharing, engagement, and credibility of the information.
Regression Analysis
Multiple regression analysis is also used to determine how strong the relationship between the variables in the study. For this study, the variables to be used are social media as a means of engagement, content sharing, and credibility of the information. The corresponding coefficients in this case are, 0.32 for content sharing, 0.142 for engagement, 0.186 for credibility and the p-value is 0, which is less than 0.05. This indicates that the variables have a significant effect on brand visibility. Also, the value of R square was found out to be 0.894. This means that the variation in the rate of brand visibility can be explained by 89% of social media marketing activities. Therefore, it can be argued that the promotion of products and services in social media has played a significant role in improving brand visibility. 
The validity of the model
If the value of F is large, it means that the variation in social media marketing is explained by the regression equation. The null hypothesis is rejected based on whether the value of F is large enough. If it is rejected, it implies that the model is valid. 
H1: β1 = 0
H2: β2 ≠ 0  
F-Statistic = MSR/MSE
                  = 50/46 
                  = 1.086
Rejection region = F > F a,k,n-k-1
                            = 1.086 > F 0.05, 0.27
                               = 1.086 > 0.32 
Conclusion: Reject H1.
If the p-values are less than 0.05, there is enough evidence to reject the hypothesis. In this case, the p-value is 0. Therefore, the null hypothesis is rejected. The statement H1 has been proven correct, and so it is no longer a hypothesis.
 
 





Conclusion
Social media plays a significant role in advertising products and services. This statistical analysis was aimed at determining how the use of social media in marketing products and services would improve brand visibility in the market. This study finds out that social media marketing had a strong relationship with brand visibility. In today’s world, social media is accessed by 70% of the population. Therefore, any promotions in social media have the chances of reaching many people at a faster rate. Using the appropriate platform to promote a product reaches a wider range of consumers thus increasing its recognition. If the product offers sufficient satisfaction to the consumer, they tend to develop a sense of loyalty towards it. As a result, consumers choose to stick to that brand regardless of other competitive brands. This can be achieved through the choice of the appropriate platform. For instance, LinkedIn is mainly used for professional work. Therefore, it is not an appropriate platform. Brand visibility can be improved by the use of Instagram, Facebook, and Twitter. Companies should focus on promoting their products and services on social media platforms to create awareness to the consumers. Social media changes influence public perception and promote wide sharing of information. This is a great way of building a brand reputation to attract more customers. 
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