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

I. INTRODUCTION
It’s nearly impossible to keep up with everything that’s going on in social media these days. As social media grows and changes so quickly, it’s getting harder and harder for the average person to understand social media and what it all means. This must have been how people felt when new forms of media like television and radio emerged. Certainly, it looks like how things have changed since commercial email and websites were introduced more than 15 years ago. The only difference is that we have all those well-established communication channels to remind us all day long why we should be paying attention to social media now instead.
A. Thesis Statement: Through a closer examination of the current event planners and art institutes, this thesis seeks to explain the reliance on social media that both event planners and art institutes usually have and why they all need social media. 

II. THE PROS AND CONS OF SOCIAL MEDIA 
a. When it started 
i. To understand how social media started, we introduce email, bulletin board messaging, and online real-time chatting to users. 
ii. We also focus on the short-lived Six Degrees profile upload service in 1997, giving rise to the first social media networks.
iii. We also go further to discuss the launch of social sites in the 1980s and ’90s, according to “The History of Social Networking.”
b. What it does 
i. To better understand why people use social media, we examine their basic needs, intrinsic and external motivations, and well-being perceptions. The results show that the goal differentially drives social media goal pursuit, and users with different social media goals have different well-being perceptions.
ii. We also examine how Artists can use social media as an incredibly effective marketing tool. It allows you to connect with and be inspired by other artists and share your work with a large audience of potential buyers or curators through social media.
c. How it became popular
i. We investigate the popularity of social media skyrocketed after the advent of blogging. In the early 2000s, sites like MySpace and LinkedIn became popular, and services like Photobucket and Flickr made it easier to share photos online. Also, we further discuss a revolutionary new way for people to communicate and share across great distances that were created when YouTube was launched in 2005.
ii. Moreover, we focus on how in 2006, users worldwide were able to access Facebook and Twitter. Some of the most popular social networking sites on the Internet are still found on these platforms today. Tumblr, Spotify, Foursquare, and Pinterest were among the new social networking sites that appeared to fill specialized social networking voids.
iii. Today, social networking sites come in all shapes and sizes, and many of them can be linked together to share content. In this way, users can communicate with the most significant number of people while maintaining the intimacy of one-on-one communication.
d. The cons on both individuals and businesses 
i. Social media may not be suited to every business. If you are unprepared and launch your social media presence without planning, you could waste valuable time and money. If you don’t have a clear marketing or social media strategy, the benefits may be reduced; you may need additional resources to manage your online presence. Social Media is immediate and needs daily monitoring; if you don’t actively manage your social media presence, you may not see any real benefits. You may also get unwanted or inappropriate behavior on your site, including bullying and harassment. Online exposure can attract risks such as negative feedback, information leaks, or hacking. False or misleading claims made on your social media (by your business or a customer) can be subject to consumer law. If a customer fan posts misleading or deceptive information, particularly about competitor products or services, you could be fined.
ii. In addition to sharing content they enjoy, people also use social media to air their less-than-pleasant encounters. The more unhappy customers you have, the more likely they will tell others about their bad experiences.
e. The pros on both individuals and businesses 	
i. Social media attract customers and allow you to get customer feedback and build customer loyalty, increasing your market reach; including international markets doing market research and reducing marketing costs. Then increasing revenue by building customer networks and advertising which develop your brand exchange ideas to improve the way you do business recruit, skilled staff, for example, through job networking sites like LinkedIn. 
ii. Individuals and businesses can receive negative feedback. In addition to sharing content they enjoy, people also use social media to air their less-than-pleasant encounters. The more unhappy customers you have, the more likely they will tell others about their bad experiences.
iii. Individuals and businesses can easily be embarrassed. Posts on social media have a high probability of going viral. People pay close attention to both the positive and negative aspects of social media. Unscrupulous posting can lead to embarrassment for your company and an uncomfortable situation.
iv. Institutions and businesses waste a lot of time in their campaign. Using Social Media is a long-term strategy for generating leads. On these platforms, you need to be posting and engaging with your audience regularly. It takes a lot of time for businesses to use social media is a significant disadvantage.

III. EVENTS NEED FOR SOCIAL MEDIA 
a. Why the reliance?
i. The world is run by social media today, with new platforms emerging every few months, and social media usage for marketing purposes has increased. The use of social media in the event planning industry is also increasing. “Advertising on social media has, therefore, become the norm, with every brand and company having an established social media strategy. For the events industry, social media has become a revolution with the new avenue for event planners and hosts to talk about their events and attract a crowd. Flyers, word-of-mouth, and mail invites have become outdated forms of inviting people to any event” 
ii. Social Media is a great tool to attract a new customer base. It allows you to be creative and to spread awareness about your event through live countdowns, sneak peeks into the setting up of the event online, and the use of hashtags for customer engagement. Social Media helps shape the event in real-time and allows attendees to share their experiences online real-time. It also allows sponsors to get recognition for their products and services by using unique hashtags. A post-event social media presence allows event planners to spread the word about a given event, get feedback on an event, and maintain their reputation. Social Media is a powerful tool for planners that allows them to reach audiences across boundaries and provide a long-term relationship with them.  “It has created a higher sense of accountability and responsibility with event managers because the industry has been forced to provide better services every time they create an event. Social Media isn’t an option anymore. It’s a necessity.” 
iii. Using social media to promote events is an excellent way to increase attendance. If there are 600 million Facebook users, 100 million LinkedIn users, and 40 million Twitter users, it stands to reason that some of these people would be interested in attending your event.
iv. Before and after the event, attendees can communicate and collaborate using online forums like LinkedIn groups or Facebook. This can positively impact the event’s dynamic by allowing for more meaningful dialogue and participation at the beginning of the event.

IV. THE HIT THAT BUSINESSES/ART INSTITUTES TOOK DURING COVID 
a. How covid affected society 
i. The COVID-19 crisis has significantly impacted the creative economy and arts industries, reducing earnings, jobs, and sales of goods and services. Our creative industry analysis estimates that the creative industries will lose 2.7 million jobs and $150 billion in sales. Our analysis estimates that the creative industries will lose 2.3 million jobs and $74 billion in average monthly wages. 
ii. COVID-19 will negatively impact all regions, states, and metropolitan areas, but some will be hit harder than others. Losses will be more significant in Alaska, Nevada, New Mexico, Louisiana, Hawaii, and other smaller states. New York and Los Angeles will suffer the worst relative losses in the creative industries, and smaller metro areas will suffer more considerable percentage losses. 
iii. COVID-19 is a crisis affecting the creative sector. A comprehensive creative economy recovery strategy, supported by all levels of government, is required. In light of the restrictions on live performances, artists and cultural organizations need technical and business support to adapt.

b. How many closed 
i. The number of events was limited due to COVID-19. The number of COVID-19 cases in your community is rising, increasing the risk of infection and the spread of the virus among the attendees from those areas.
ii. The length of events was also significantly impacted due to COVID-19. More extended events carry more risk than shorter ones. Spending more than 15 minutes (over 24 hours) within 6 feet of someone with COVID-19 increases the risk of infection and necessitates quarantine.
iii. A total of 41,3 percent of companies said they had to close early due to the COVID-19 outbreak. Only 1.8% said they had to close permanently as a result of the pandemic. Only a tiny percentage (1.3 percent) said they were temporarily closed for other reasons, while the majority (55.5%) said they were open for business as usual.
iv. As a result, employment in the Mid-Atlantic region dropped the most, and the highest percentage of companies temporarily halted operations. As of late March/early April, 54 percent of businesses in that region had shut down, and employment had decreased by 47 percent. Even though the Mountain region was spared the worst of the effects, 39% of businesses there had temporarily shut down, and employment had fallen by 32%.

c. How they adjusted or did not 
i. Most events were taken online. In this case, social media played a significant role since most of the events and other arts institutions' activities were conducted over different social media platforms. Technology expanded, and most meetings were conducted via zoom and other fun activities over twitter space and Instagram and Facebook rooms. 
ii. COVID-19 recovery will be shaped by business leaders' skills, networks, and resources who have pledged to help. The coronavirus outbreak has exposed deep cracks in our economies and societies, resulting in a current social crisis. With this in mind, the World Economic Forum launched its Great Reset initiative this week, an effort to lay the groundwork for a fairer, more sustainable, and more resilient economic and social system by working together and urgently.
iii. As the COVID-19 virus has spread around the world, health officials have emphasized the importance of testing. Tedros Adhanom Ghebreyesus, WHO director-general, told the United Nations General Assembly in March: “We have a simple message for all countries: Test, test, test.”

d. Statistics 
i. In April 2020, a survey of event planners and suppliers found that 87% of those polled had to cancel or delay upcoming events due to the coronavirus outbreak. According to the source, not many events were canceled in February, but cancellations increased from March to June. Cancellations were made for various reasons, including social isolation and travel restrictions, but also for fear of endangering the lives of participants.
ii. Yelp users have reported 163,735 businesses as closed as of August 31. At the beginning of the pandemic, 180,000 facilities were closed. However, since the middle of July, the number of closures has risen by 23%.
iii. According to a study released Thursday by Federal Reserve economists, the pandemic forced the permanent closure of roughly 200,000 U.S. establishments in the first year of the viral outbreak, above historical levels. According to the research, approximately 600,000 businesses have permanently closed each year or 8.5%.

V. THE VISITOR/CUSTOMER VIEW ON WHY SOCIAL MEDIA HELPS ENTICE AND GET THEM INVOLVED 
a. Audiences crave a more digital experience to the art they see; most people nowadays want to see work from artists they follow online in a gallery, so it’s becoming harder for other artists to be noticed unless they have a strong media presence. People want museums to become more virtual and give tours online.
b. “A large audience does not predict an artist’s long-term importance, and it has been proven time and time again that the public’s infatuations can be fleeting. The same kinds of art world players who have been in charge through much of the 20th century to the present still control the institutional settings where art is historically canonized. The levers of power at these institutions still rely on separate audiences of their own.” 
c. Social media can shape your organization's and your event's reputation. In the long run, conferences and events that have a solid reputation with sponsors and attendees are more likely to be successful. As a result, social media sites like Facebook and Twitter offer tremendous potential for improving your reputation and achieving success. Making changes based on attendees’ feedback is an easy way to get started.
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