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Introduction.
Marketing refers to the promotion, distribution, and selling f products, services. Marketing is useful because it drives the sales of any business organization, therefore, without marketing, many businesses and firms would not exist. Moreover, marketing allows the marketing team to engage with the customers to push offers and spread useful information to customers. Furthermore, marketing helps an organization to create a reputation and maintain it by building an effective brand. Also, marketing helps in the provision of insights regarding the business or the product, therefore the business should determine the messaging that will convince the right audience and maintain relevance to avoid disrupting the potential customer’s opinion regarding the product or the organization. Therefore, to ensure that the sales are at a maximum, an effective marketing channel can be used to reach the maximum amount of the target population. According to research by (Chen, 2011), product price and its quality influence how the customer will respond to the marketing strategies. A marketing strategy is an approach that is a long-term plan that ensures an organization gains a competitive advantage in markets and attain market penetration in new markets. Marketing strategies may involve social networks, viral marketing, media advertising, direct selling, point-of-purchase marketing, conversational marketing, email marketing, discount, and use of social media. Therefore, the main aim of this market research proposal is to analyze social media as a marketing strategy to determine how it influences the buying choice of customers. Generally, customers go through a phase when making decisions to purchase a product. First, a customer will realize the need they have to purchase a product. The second phase involves gathering enough information about the product they require. The third phase involves evaluating products from different brand in terms of quality, price, and which one of those fits their needs. Enough information and analysis give them enough information to purchase the product. After the product is used, the buyer can dispose of it securely.
Background study
An article by (Voramntri et al, 2018) argues that social media shows the brand of the product, the price, and the quality which determines whether the customer will purchase a certain product. Social media plays an important role in communication. According to the article, the utilization of social media influences satisfaction through the stages of searching for information concerning the product and the determination of product alternatives. With satisfaction, a customer can move towards the purchase and post-purchase evaluation. For instance, if a customer experience challenges navigating a business' social media site or website, the chances of abandoning the site and going for a different brand are high. Therefore, effective social media sites that offer precise descriptions with a simple user interface will determine whether a consumer will purchase or abandon a search on a social media site. This article is important in the current research because it supports the statement that the usability of an organization's social media site will influence the buyer's choice.
In another article by (Roesler,2015), businesses have determined that social media sites may be the best form of advertisement as compared to point-to-point marketing. That is, social media raises things such as the brand of the product, and fan engagement since most people currently depend on social media for routine activities. However, the article shows that social media shows that there is variation among the population, and how often they use the internet, the devices they use, and the frequently accessed sites. Moreover, a younger generation prefers online commerce compared to the older generation. The owners of a business cannot make their consumers use their social media sites; thus, they find a way to influence the kinds of things a social media shopper finds. This article is important in current research because it shows social media as a communication tool and how effective communication influences the purchasing of products. Therefore, the article suggests refining the marking strategies of social media can boost sales and improve customer loyalty.
Social media, consumer behavior, and service marketing influence each other. According to an article by (Shivanda, 2019), consumers say that the information they come across on social media sites influences them to buy a certain service or product. Social media offers the consumer a way to voice their pleasures and preferences regarding products and services. They can also show their displeasure and offer a review on the organization's media sites. Therefore, a new consumer can look at the reviews offered by the previous consumer to determine whether they want to push through with the purchase process or not. Moreover, these reviews act as motivation that encourages potential buyers, interactions with the marketing team and it makes the consumers want to learn more about the organization and the products. This peer review article is useful because it shows how social media makes use of consumer satisfaction through reviews to influence how they are viewed by consumers.
Based on research by (Voramntri et al, 2019), organizations need to comprehend their requirement and the requirements of their target so that they can determine how to deliver their message. This is because the content of a social media advertisement message can determine whether a client will be willing to visit an organization's site or not. A social media message with good graphics and comic content tends to attract a lot of people compared to blunt and direct messages. Therefore, to alter the way customers think and perceive their products, organizations should determine attitudes and beliefs, and the roles and status of the customers to determine what kind of messages would best attract the consumers. This article is important in this research because it shows how social media messages influence the buying choice of a person.
Project deliverables.
A deliverable in any physical or non-physical service or good that is to be produced as a result of a project. These deliverables are intended to be delivered to consumers both internally and externally. Determining the deliverables of the project is a major responsibility of the manager of the project. According to (Lacuervo et al, 2016), a project deliverable should be within the scope of the project and must ensure that the goals of the project are met. For this market research proposal, the deliverables will use a SWOT analysis. The SWOT analysis is responsible for assessing the Strengths, Weaknesses, opportunities, and threats during the project. SWOT analysis is important it lowers the probability of failure of a project by allowing the project manager and team members to comprehend what the market analysis is lacking. Strengths represent the resources that the organizations do well. Weaknesses involve the things that do not do well for a project. For instance, the weakness of this project was entered into the new market as a new company. Opportunities represent chances for something positive that might occur. That is, in this project, opportunities may occur when the company may penetrate the market through effective social media strategies. Threats involve external and internal factors that negatively affect the organization or the project (Teoli, 2019). 
Schedule and Resources.
This market research analysis will take an estimated period of six months from December 2020 to June 2021. The main stages of this market research will involve initial preparation, planning, implementation, and closure of the project. Initial preparation refers to activities taken before the project begins. It involves developing the project proposal within the first month and doing a determine whether a project is worth taking. The second stage was planning and it was to be completed before February 2021. It involved analysis of requirements, identifying stakeholders, and the development of schedule and budget. The third step is the implementation which involves taking the ideas discussed in the planning and putting them into action. Lastly, the closure stage involves monitoring the progress of the project and documenting the project reports, and delivering them to the management and stakeholders. The major participants involved market researchers that are either in-house or outsourced from a third-party company. Therefore, the table below shows the schedule that will be followed for the market research.

	Monthly activity
	December
2020
	January
2021
	February
2021
	March
2021
	April
2021
	May
2021
	June 2021

	Initial preparation
	
	
	
	
	
	
	

	planning
	
	
	
	
	
	
	

	implementation
	
	
	
	
	
	
	

	closure
	
	
	
	
	
	
	

	Documentation

	
	
	
	
	
	
	








Budget
A budget refers to the amount of money or resources intended for a particular activity. For instance, an itemized summary of intended expenditures for a project. Therefore, this market research will take a total of $ 61,800 as shown in the table below.
	EXPENDITURE
	COST (in U.S $)

	Software
	2000

	Hardware
	27000

	Telecommunication
	1800

	Travel
	6500

	Accommodation
	10000

	Project specification training
	3000

	Support services
	1500

	Consultancy (Professional fees)
	6000

	Contingency
	4000

	TOTALS
	61800



Research methodology.
Research methodology refers to a collection of practices, methods, rules, and procedures that are utilized in researching the field, such as carrying out market research. Therefore, this research will involve giving details about the target population, methods employed for data collection, the program design, and how the data will be collected. Moreover, this market research will involve the utilization of a descriptive research methodology, to assist the researcher collect evidence to help analyze collected data and come up with favorable results. Survey research involves researching by use of surveys to gather data from a sample of the overall population collected over a specific period. Therefore, this market research will involve looking at how social media influences the buying behaviors of shoppers. The specific objectives of this marketing research include: to determine how social media message content influence customer buying behavior, to determine how social media communication influence customer buying behavior and to determine how social media site reviews influence customer buying behavior,
Program design
A program design refers to the process or activities utilized by an organization to develop an effective program to ensure that the goal is achieved (Davis, 2015). In this case, to ensure that customers are satisfied with the effective use of social media to influence customer’s buying behavior. An effective program design involves determining what the major problem is, for instance, reduced sales due to poor marketing on social media sites. Determining the cause of the problem can help in building a program design through the creation of problem tree analysis. For this market research, the design diagram will be as shown below:



[image: ]

Target population.
Population refers to a group of units counted in a census or from which a sample is drawn. It may be a collection of people, events, animals, and objects that cat as part of a research. The data for the performance of this market research will be collected from students, workers, and professors of New York University through the use of questionnaires distributed to everyone within the institution. A total of 200 samples were collected which comprised of 27 items related to the three ways of determining the influence of social media on buying choices. 120 participants were male and 80 participants were female. The participants were of ages 15 to 50 with educational qualifications of a high school diploma, bachelor's degree, and a master's degree. The older participants had working experience of one to six years. 
Data collection.
Data will be collected through the administration of questionnaires. A questionnaire refers to a form, with a list of questions whose main purpose is to help gather information for research purposes (Weller, 1990). Questionnaires are most favorable because it is inexpensive, are practical, they offer a quick way to get results from the participants, easy scalability and comparability, and easy analysis and visualization of the results. Questionnaires will be distributed through work emails to all staff that was eligible to participate in the research. The questionnaire will be developed to include five sections: demographic information, message content section, the communication section, and the customer review section. The questionnaire will involve a combination of open-ended and closed-ended questions that helped in getting a high response rate and enable the participants of the research to express their personal opinions about the questions.   
Ethical considerations.
Ethics refers to principles relating to what is right or wrong (De George et al, 2019). Failure to follow ethical considerations may lead to conflicts between the researchers and the respondents. During this marketing research, the following ethical consideration will be followed. First, the researcher will not invade the privacy of the participants by maintaining professionalism. That is, they will not be permitted to ask personal questions that are not related to the research. Moreover, selective marketing will be highly discouraged. For instance, the researchers will not discriminate the participants in terms of a minority of a certain population or ethnic group or plus-size markets. Furthermore, advertisements both virtual and physical will not be based on offense or fraud but rather the legitimacy of the product under marketing. Furthermore, the bait and switch strategy will not be utilized during this research. Bait and switch involve baiting buyers with a lower price then switching it to a higher price after a buyer is at the payment and checkout stage.  
Conclusion.
Consumer purchase behaviors are highly influenced by how different organizations conduct themselves on the internet. That is, how they communicate, the interactivity they have with their users such as allowing ratings and reviews, and how they perform online advertisements such as the content involved in their advertisement videos and posters. Employing effective data collection methods, methodology and program design will help ensure that the market research process is conducted effectively and efficiently.
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