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THE RELIANCE ON SOCIAL MEDIA THAT EVENT PLANNERS AND ART INSTITUTES HAVE

INTRODUCTION
With the emergence of technology in business, organizations are using social media to attract more clients and increase their sales. The use of social media for marketing through advertisement and product promotion became active after the outbreak of Covid-19 in response to the World Health Organizations' outline to reduce the spread of the virus. Social media platforms such as Facebook, Instagram, and LinkedIn have assisted most art organizations to succeed during the pandemic. Closer examination of the contemporary art and event planners institutes have reinforced the reliance on social media to succeed during the Covid-19 pandemic and adjust to the new changes such as dismal of social Interaction and restrictions of traveling. 


The Origin of Social Media
In the 20th century, there was a rapid technological change. After the invention of the first computers in the 1940s, engineers and scientists commenced developing and creating networks connecting the computers leading to the birth of the internet. CompuServe is the earliest form of internet which was developed in the 1960s. After the invention of the CompuServe, primitive emails were developed, improving the networking system in the 1970s. The technology of networking was further enhanced by the development of the UseNet in the 1970s, allowing virtual communication amongst the users through newsletters. The growth and development of the intent in the 1980 and 1990s enhanced the idea of technology with the development of Digital Trends, improving the history of social networking (“Social Media for Business, 2021). Servers supporting online communication such as CO as Social helped satisfy some needs of individuals by using social media platforms. Businesses and organizations have the opportunity of connecting and communicate with audiences in an unprecedented manner. Most businesses such as art are taking advantage of social media platforms to expand and grow in a competitive market by appealing to most clients.  In America, for example, the use of social media has helped users embrace digital communication through email and real-time chatting (Florida, Richard, and Michael Seman, 2020). The information on social networking and online communication led to the development of Six Digress in 1997 as the first social media platform for communication. The profile helped users in uploading their files and making friends with other clients. In 1999, the first blogging sites were created and became popular sensitizing social media. 


The Use of Social Media
Organizations and businesses are using social media to create awareness of the goods and increase brand recognition. The decision to use social media depends on the perception, extrinsic and intrinsic motivation. Clients are interested in more accountable and transparent business, influencing their decisions to purchase and use the products. When clients are interested in obtaining information from other users, they use Facebook or Instagram to like their ideas. Besides, some clients use social platforms based on the organization and products they need to purchase. People who are interested in purchasing art products will use Facebook or LinkedIn pages with approved hashtags. Some of the extrinsic factors that influence the client's choice of using social media platforms include the price and quality of the services or products offered by the organization. Goods listed on the LinkedIn page have been assumed to have high quality compared to Facebook, which only attracts customers towards low-quality products. Thus, transparency and accountability of the organization impact the decision of the users to purchase the products. Liking and sharing the information help satisfy users by giving the fulfillment of the services and getting interconnected to the existing and new ideas, products events. Sharing information helps connect with others, thus building and maintaining a high level of friendship and cooperation with the organization. In the current world, artists and organizations are getting closer to the clients despite their geographical location. The preset of clients and organizations on social media supports creativity, which allows for intimacy, liberty, and frequency, thus increasing revenues. The artist's interaction and life experience with the clients positively influence the customers to like the artwork and satisfy their needs. 

How Social Media Became Popular 
After the first social media invention in 1997, different social media platforms came into existence and became famous. There was the emergence of sites such as LinkedIn and MySpace, which gained prominence in the 2000s. Online photo sharing sites like Flickr and Photo bucket gained popularity in 2003, which allowed people to share their photos across the globe using the platforms. As the technology was advanced, in 2005, there was the development of YouTube, which created the easiest way people can share and communicate information across the globe (Weiner, 2019). Twitter and Facebook became popular by 2006 and remained the most popular social platforms on the internet for communication.  Due to the social networking niche, Pinterest, Tumblr, and Foursquare were developed to fill the gap. There is the development of social media sites that have been linked to cross-posting and communication of the people.  The development and popularity of social platforms create a conducive environment for reaching a maximum number of people without face-to-face commination. Therefore, the popularity of social media platforms has been linked to social networking. Currently, different sites of networking with varied sizes and shapes are interconnected with the information shared. Hence, the popularity of the social media platform is based on the clients' needs and the organization's objective. 
The Pros of Using Social Media on Art Business and Individuals 
Many firms carry out marketing to take advantage of the fact that so many people use social media platforms. Artists and businesses can use social media marketing to reach people they wouldn't contact otherwise in person. For example, artists use Facebook to market their artistic works to a larger crowd at low expense and subsequently maximize their output. The major social platforms used by the artists to persuade clients and increase their revenues are Facebook and Instagram. 
Pros of using Facebook
    First, Facebook has a large custom size which increases revenues by attracting more people to purchase the products. Facebook is one platform with the broadest consumer coverage.  Statistically, there are 2.27 billion active monthly users. Most marketing firm uses lower input and maximize their returns while marketing and advertising their products and services. Besides, Facebook as a social media platform offers a broad content spectrum by allowing people to market a variety of products in different formats: use of pictures, audiovisuals, posters, videos, and podcasts (Read,2021). Because chances of communicating in various ways are higher, making it easier to connect with your audience quickly. Effective communication on Facebook ensures that diverse persons from different backgrounds are reached out to. Finally, the platform has a Call-to-action (CTA) button applied in posts and right on your page. People who do not have CTA may lack surity of buying the product or sign up for the organizations' LinkedIn page and get updates on the new products and services posted by the art organizations. 
Pros of using Instagram
Instagram is an online application and social network platform used by the organization and other users for sharing photos and allowing users to edit and upload photos and short videos through their mobile phones.  Users can also make their profiles private, allowing only their followers to see their posts. First, the platform is visually oriented: as discussed previously, Instagram employs visuals extensively, an aspect of marketing that gives 90% customer satisfaction and conviction to purchase a product. Besides, Instagram has increased inbound traffic with appropriate content gains high online traffic and attention. This comes with the increased following from the masses, which the business firms can exploit to their advantage. Finally, the platform is cost-effective and efficient to use. The platform only needs a good mobile phone with good camera qualities, good storage, and mobile data of WIFI for uploading of the contents, which does not require highly skilled personnel with heavy gadgets.
Cons of Using Social Media On Art Business And Individuals
Facebook 
The major challenge related to using Facebook as a social media platform is time-consuming. Being a free and low networking social platform, most people take their time on Facebook without understanding how to use it for improved connectivity with organizations.  Furthermore, the algorithm of Facebook is challenging. Facebook uses an algorithm to help connect the users to their preferred content. However, the algorithms have been manipulated and reprogrammed to favor giant business firms and businesses, creating a bias in the business environment against small business firms. Finally, there is Security and privacy concern connected to using Facebook. When using social media platforms for advertising, people need to surrender their public and personal information to get the most out of your marketing effort. With social media platforms being a constant target for hackers or unethical people, the information and data can never be safe.


Instagram
 Instagram, a non-Business centric platform, does not tend to give the right business tone and environment as its users are more fun-oriented fun-oriented. Professional-looking content, the business face of promotion, also tends to get a lower following, even though it receives unfair distribution with poor online traffic. Moreover, Instagram, a mobile phone-based application, is inconvenient if a phone gets lost or broken (Jones, 2017). Instagram makes it hard to transfer or share pictures and videos when users want to share the contents with other storage appliances. Finally, daily Interaction on Instagram requires maintenance. Like in Facebook account maintenance, Instagram also calls for daily attention in coming up with new and better content every day to keep the users from being bored. And since the market is in the numbers, the firms using social media need to be up-to-date with their business feeds.
EVENTS NEED FOR SOCIAL MEDIA 
Reliance on Social Media
The art and event industry uses social media for marketing, attracting new customers, and promoting events. 
Marketing
Social media is based on the connectivity and interactivity between the users and content creators. In the current world, the use of social media has been linked to daily activities in different industries. The art and event industry uses social platforms such as Facebook and Instagram to interact ad access new information, which is helpful in decision making. Social media has become a helpful platform for communication with clients and other art creators worldwide, thus spreading information within the industries. The art industry uses social media for marketing the products within the industries (Barberá, Pablo, and Thomas Zeitzoff, 2017). Artists use Facebook and other social media platforms to influence consumers' purchase decisions through advertising, marketing, and reviews.  The event panning industry uses social media for marketing the services and products through adverts, creating a positive brand image. Thus, social media is becoming a revolution with new methods for planning and attracting customers and inviting people through emails. Thus, social media is a free and critical tool for proving effectiveness in marketing art products, helping producers plan the events, and encouraging people to use the goods. Applying social media correctly generates extra revenue for the business and improves the brand's reputation through social proofing. 
Attracting new customers
Social platforms and networks are offering the best way to connect with business customers. Artist and event creators must present their content professionally and engage with the clients on the appropriate platforms.  Artists are becoming more creative and spreading brand awareness about the event through hangtags to engage the consumers. Social media is helping in shaping the event and allowing people to share their skills and knowledge online, leading to product and services recognition (Sather, 2021).  The way artists are reneging people on LinkedIn and Facebook is doing the business to be active across different social networking platforms helping in realizing the objective of the business. For instance, artists are creating a profile on a Facebook platform such includes brief and detailed information about the activities and importance of the event. The social media platforms engage potential clients by emphasizing the importance of the offer by applying branding guidelines in creating a profile for maintaining consistency and establishing the visual identity faster. The visual identity helps create a higher sense of accountability and responsibility with event organizers for creating the event at the required time and place. Hence, social media is turning out to be necessary for attracting new customers and expanding the business. 
Promoting an event
Promoting an event on social media allows the artist to communicate the message to more people personally. The use of the appropriate tool of social media helps in effective monitoring of the progress of the events and addressing the concerns of all attendants. In the process, artists utilize the events to build the brand image and increase revenues and public attention. While promoting the artist's events, using social media platforms will advertise the services providing several benefits at a lower cost, boosting the attendance of the events. Boosting and promoting events requires the artist to produce high-quality content to attract and engage potential customers in the marketing events (Berthon, 2017). Providing high-quality and engaging events attracts the attention of the audience. The use of images and videos in the event posts assists in achieving the optimum engagement creating a balance between informative and sales. Besides, the artist needs to build an event landing page. A landing page should target the web page with all the vital information designed to prompt new customers to take a particular decision. Creating a land page collects and builds trust, generating more revenue, making it more effective to encourage people and participate in valuable events. The use of social media platforms such as LinkedIn promotes events and increases attendance. While creating the landing page, the artist ensures the marketers' needs are considered with details of all events. The major social platform that the artist uses is the Facebook event page, as it attracts more people and youths. For example, there are 600 million users, 40 million Twitter and 100 million LinkedIn users who get the communication online, positively impacting the dynamics of events. Through Facebook, the artist is in a position of getting a response from the consumers, improving the quality, and attracting more clients. 
THE HIT THAT BUSINESSES/ART INSTITUTES TOOK DURING COVID
Effects of Covid-19 on the Society
Due to the sudden entry of covid 19 in the world, the pandemic has negatively impacted people's life economy and creative industry. In business, sectors covid 19 has led to the loss in the creative and art industry, reduced earnings, unemployment, low sales of goods and services.
Impact on creative economy and art industry
Creative sectors are important in their economic footprint and employment. Entrepreneurs who come up with new ideas in the economic sectors have really improved countries' creativity. They also spur innovation across the economy and contribute to numerous other channels for positive social impact (well-being, and health, education, inclusion, urban regeneration). They are among the hardest hit by the pandemic, with large cities often containing the greatest share of jobs at risk. The creative industry analysis estimates that the creative industries will lose 2.7 million jobs and $150 billion in sales. The analysis estimates that the creative industries will lose 2.3 million jobs and $74 billion in average monthly wages. Creative sectors will harm cities and regions regarding jobs and revenues, levels of innovation that have been deductively affected, citizen well-being, and community diversity (Humphreys, 2020). Countries like Alaska, Nevada, New Mexico, Louisiana, Hawaii, and other smaller states. New York and Los Angeles have really suffered the worst relative losses in the creative industries, and smaller metro areas will continue to suffer more considerable percentage losses in their economy.

Reduced Earnings and low sales of goods and services 
With the outbreak of Covid-19, the working time for meeting and persuading customers was reduced in the USA. Besides, there was a high rate of unemployment which impacted the purchasing power of consumers. The rat industry in New York and Los Angeles was greatly affected as there were more hostile responses to the virus (Two Small Colleges, 2020). The restrictions influenced the contact between the artists and customers. Most of the customers have been used to face-to-face communication and could bot rapidly change to social media as a new form of doing business. The income of the art industry is reduced by $74 million per year. 

Unemployment
The outbreak of the virus rendered some people unemployed due to the elimination of some services. Within the art industry, after the reduction of sales, the firm's management had to reduce the number of workers to remain with those they could pay effectively. The art industry lost 2.3 million jobs due to the outbreak of the virus.

Art Business That Closed Due To Covid-19 
Covid-19 has had adverse effects on various sectors. Arts and culture have not been spared since public gatherings have been banned. There are also changes in consumer behavior and massive unemployment has been experienced globally has taken a devastating toll on the sector. However, the extent to which this sector has been affected is difficult to determine because of the size and diversity of the industries and the occupations involved in arts and culture. As per the creative industry analysis, jobs close to 2.27 million have been lost, and goods and services worth $150 billion for creative industries nationwide have also been lost due to the pandemic (Gardner et al., 2021). Performing artists have been more affected, with losses of about 1.4 million jobs and $42.5 billion sales representing 50% of all jobs in the arts and culture industry. The creative occupation, which includes visual arts, music, and dance, will be disproportionately affected, representing roughly one-third of wage employment losses. These effects have people quickly shift online and performance on social media platforms.

How the Organization Adjusted
The outbreak and dramatic speared of Covid-19 disrupted the livelihoods and organization of different businesses across the globe. The World Economic Forum launched a Great Reset initiative helping in having a more sustainable and social system where firms work together and overcome the adverse effects of the outbreak of the virus.  For the art organization, most firms came together and moved into innovation to minimize the impact of the virus on the business (Nadiadwala, 2019). The art organization commenced using social media to reach out to the customers as the face-to-face transaction was hugely discouraged to reduce the spread of the virus. Recovering from the impact of the virus required organizations to meet their interested and loyal customers on Facebook and Instagram 
Statistics
Based on the creative industry, surveyors show that 87% of the events had to be delayed due to the outbreak of the virus. The art and fine industry were hit hardest with significant losses, which influenced the general events in states. In 2020, most of the cancellations increased from March to reduce social Interaction and promote traveling restrictions, reducing the virus's spread. The users of Yep show that around 163 735 businesses were closed by the end of August 2020 (Miah et al., 2021). Around 8.5% of the businesses were permanently closed, leading to unemployment and affecting people's living standards within the art and fine industry. The losses represent 30% of the creative occupations leading to an increase in employment loss. 
THE VISITOR/CUSTOMER VIEW ON WHY SOCIAL MEDIA HELPS ENTICE AND GET THEM INVOLVED 
Improving the Experience of Customers
The effort of sensory stimulus and the social building is vital in creating attractive value through emotions and memorable experiences to manage the factors that the business can or cannot control to produce positive experiences. Active customer interaction that may be achieved through social media enhances customer experience and emotional value creation. Consumers prefer digital networks to build their consumer relationships which can be achieved by social media where customers can interact freely among themselves and various organizations (Kaya et al., 2019). These social media platforms constantly evolve to stimulate interactive social content between businesses and consumers of their products as the world also evolves, and more activities are done online. Value creation is also predominantly crucial since it relates to personal self-expression and concept. Social media's ability to carry out different demographic activities with shared interests considering their expressions is a valuable platform for the artists to create value for their consumers. Social media, therefore, is an excellent source of customer value creation in industries such as art which heavily rely on emotional and expressive value creation when implemented carefully and effectively.
Shaping the Reputation of the Organization
 Social media has also impacted the reputation of organizations as they are investing more time, money, and resources in managing relationships with various stakeholders. Social media usage has gained more usage and popularity among internet users, who have increased rapidly in the recent past forcing businesses to change their marketing strategies and engage more on social media platforms as part of their marketing toolbox. It has, however, empowered the public and weakened the position of the business as it has exposed them to negative publicity, customer attacks, and reputation damage. However, negative feedback is essential to businesses as it helps the managers improve their service delivery and the value of their services. 
Social media also creates a platform for businesses to build their brand, which is more effective as they clearly understand their target market. This helps businesses understand the origin of their customers and how they can efficiently interact with them. Customers provide feedback and discuss important things about the products and services offered. Therefore stakeholders should be online to gather this vital information that will help them improve their services. Social media allows them to see customers' comments understand what their competitors are doing, and respond to them effectively to increase their brand's dominance.
Customer relations are boosted through constant Interaction between the customers and businesses. Customers provide comments about their experience with the product, which businesses respond that helps to reduce cognitive dissonance among the customers, which motivates customers to buy again or bring more customers. The more effective the businesses communicate with their customers, the more they market the business further.
Making Art Industry Powerful
Artists are mostly followed by those interested in their work which has been made easier by social media. They can be easily noticed, viewed by those interested. The usage of hashtags also gives the artist a broad outreach. Artists, therefore, take advantage and use these platforms to reach out to their collectors and showcase their portfolio to reveal the creative process in their work and make sure products are known to the customers and considered essential to building their brand since more people are on social media.
Social media gives their artists a platform to take their visibility as their responsibility by reaching out directly to their audience. Therefore, product and service advertisements can reach the consumers directly from the artists since they can share photos of their products and one's portfolio such as Instagram and Facebook that is accessed globally. Others such as twitter create a conversation among different parties boosting consumer relations.
CONCLUSION
The outbreak of Covid-19 affected the art industry. There was a reduction in employment, revenues, and sales of the firm, forcing the organization's management to adjust accordingly and respond to the pandemic. Most art organizations started working together while using social media platforms such as Facebook, LinkedIn, and Instagram to persuade and attract more people (Hoffman, 2012). While using the social media platform, sustaining the firms required organizations to upload quality services and goods, maintaining the brand image and increasing awareness. 
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