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Introduction to Social Media and Business
[image: Image result for social media and business] (Agrawal, 2019).
Why would a company now use digital marketing whereas they have before 
always used paper and ink for example? The traditional tools used for 
companies to market themselves were through a range of paper and ink via 
newspaper, billboard, magazine, direct mail etc. Or media via radio and 
television (even though these are still used). This was used when everyday 
people were mainly still without a digital identity and the company marketing 
strategy was to target people differently via the traditional tools available to
them.
Nowadays many people now have a digital identity online somewhere, which is
a permanent collection of data all about that individual. As this is not like 
leaving a footprint that can be wiped away and replaced differently but more
like a tattoo that cannot be totally erased off a platform. Businesses focus in on
the data that has been left for them to analysis, store and save for further 
selling tactics through advertising for example? The digital tools used for 
companies to market themselves are through digital platforms via, search 
engines, social media, blogging, video creation, e-mail marketing and on-line
click advertising.
As a digital identity is left behind companies will use the data collected from 
the questions, they have asked someone with a digital identity. When a 
potential customer has visited a page on-line that is connected to a business
that wants to promote their digital identity on-line themselves, they need to
keep the consumer or customer interested with their product or service that
they provide rather than some other business selling or offering the same 
product or service. This can be done through social media.

“What are the benefits of using social media for business? Consider that there
 are now 3 billion using social networks across the globe.” (Newberry, 2018).












SOCIAL BRANDED ENTERTAINMENT
[image: ] (baobab, 2019).
Commercial free streaming platforms are becoming increasingly more and 
more popular for digital identities to watch, download, share etc. The umbrella
term which it is also known as for on-line films, video games, e-books, e-
comics, music, and podcasts. Companies with their own digital identities are 
becoming more and more interested in advertising themselves via these
platforms and using these digital tools to their advantages. As with traditional 
entertainment marketing was via television shows and movies.
Social branded entertainment is when a brand is marketed through content in 
games, music, and films. This content is shareable to all digital identities 
throughout the web all over the world. With marketing via creation of content
being produced within the video games, music videos and films or film clips. 
Advertising content of a particular company’s brand can be produced and seen
within the experience of the video content. Rather than before a production is
watched or after the production is watched which was the only time a 
company could advertise engaging with the audiences. This digital product
placement is a big advantage for business to get noticed and enables brands to 
become more popular quicker gaining more of an audience via digital 
connections, then before digital identities were made.

“Products don’t just appear but are, “….instead woven into the story line of 
entertainment content to make a stronger emotional connection with the 
viewer.” (Woolfenden, 2018).

Social Commerce and E-Commerce
[image: social commerce ecommerce] (Kholod, 2016).
Social commerce is an electronic commerce application that involves social
media, online media that supports social interaction. The companies thrive
through this with their digital identities as consumers are on this which enables
the companies to target the consumers through e-commerce transactions.
E-commerce is an artificial intelligence that allows the buying and selling of 
goods and services. The consumers or businesses can also transmit funds or
data over the internet through e-commerce, business to business, business to
consumer, business to administration, consumer to consumer, consumer to
administration, and consumer to business, these are some types off e-
commerce.
With modern day usage and ownership off mobile phones for example and this
applies to the whole wide world, companies can interact and collect data 
continuously with consumers, through social commerce and e-commerce.

[image: ] (VanWestMedia, 2013).











Social Shopping 
[image: What is social shopping and why will it be a success?] (Sri, 2016).
Social shopping a method of e-commerce customers become involved in the 
whole shopping experience. Consumers use this like they would if they entered 
a shop or establishment. 
Through the search or browsing with problem solving, information searching,
alternative products or information that will appear via software and apps 
from companies to distract the consumer towards them instead, as well as to 
collect the personal data that has been left behind for them to analysis
through the decisions the consumer has made through the process of buying
or browsing.  The consumer will sometimes leave reviews and ratings behind
hoping to help other consumers with the decision-making process or to help
them decide themselves which product or service to go for by reading the 
reviews or ratings. To the companies this a powerful tool for them to use all
data to their advantage.
Customers who use social media platforms via their mobile phones are more 
likely to experience a new product being advertised. The companies with their
digital identities have the opportunity through the collection of personal data
to analysis how they can influence the consumer towards them every time the 
consumer visit, like or even share a page, app, advert, etc. 
“At the end of the day, social networks are advertising networks, who are able 
to reach an audience and sell that space to brands.” (Mathieson, 2019).

The other advantage for companies and consumers is the metadata, also
known as a ‘tag’. This is an information system term assigned to a piece of 
information on the web.20. It is part of the data systems, desktop applications,
and operating systems. The ‘tag’ allows information to be stored and or 
collected either informally or personally. It helps to describe a product or
service available and it can be found by either the consumer browsing or 
searching. As it is trackable, so shoppable product ‘tags’ that hold information 
that consumers have viewed, saved, clicked or actually purchased. The ‘tag’ is a
powerful tool for the businesses or consumers as they can leave a ‘tag’ of 
information that will help and attract new people.
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A company/business all have digital identities to sell their brand via the 
internet. The aim is for them to thrive in popularity towards potential and 
existing customers. To do this the companies need to portray a good value
towards relations with the internet audience of people. With the ability to 
collect more and more personal data from customers or potential customers
by asking for more additional information known as progressive profiling. The
companies need to repeat the value trust cycle.
With experiencing the ability to engage more through contextual
personalization with shoppers this gives a better outlook for companies to 
achieve a more personal angle of selling tactics rather than segmenting. 
Segmenting consumers are more likely to be put into different categories due 
to household income, geography, even previous purchases. As this cannot
build a trust value to customers experience or vice versa via the internet like
they would have had had the consumer entered a shop in town. 
With the e-commerce contextual personalization this offers a customer or 
shoppers enquiring about a product or service brand or in a search enquiry, to
be contacted quicker and more accurately via product data. The respond to 
resolve their questions making it a more personal experience off being looked 
after and valued with the outlook of the brand being purchased and good 
reviews. The companies need the good feedback to be as positive as possible
and online value intact to keep attracting old and new consumers.

Identity and Access Management (IAM), “IAM is an integration of low systems
that involves organizational think tanks who analyse and make security
systems work effectively.” (techopedia, n.d.). Businesses use IAM to comply
with the practice standards, to protect themselves. As more organizations 
collect confidential data about their business, employees, and customers with
the identity and security becoming more and more important to safeguard 
against cyber theft of the companies saved data.

Customer Identity and Access Management (CIAM), “CIAM is a subset of the
larger concept of IAM and is focused specifically on managing the identities of
customers who need access to corporate websites, web portals and web
shops. Instead of managing user accounts in every instance of a software 
application of a company, the identity is managed in a CIAM component,
making reuse of the identity possible.” (wikipedia, 2018).

Social Media Risk Management
Social media security is becoming more and more important with the amount 
of information being stored or shared online. It is important for a company to
make sure all social media accounts used and not used are protected so 
hackers cannot use them to their advantage and abuse them. Human error
which happens is important to be picked up on as soon as possible so the post
can be stopped or deleted before potential damage does not accrue that will
destroy the reputation the company has built up online. 

Guidelines are an important to be placed within the company’s policy that
shows employees on how, what, and why they can only do certain things 
individually on social media. Calculating the risks involved with online exposure
is important to be effective with social media usage. To limit employees’ access
to personal social media while in work is good practice as it safeguards 
sensitive data being leaked or customers privacy. Team workers should be 
limited and prioritised with the social media with passwords and posting being
checked and approved. This would lead to any worker within an organization
having their login information on any social account to be disabled. A good 
approval system put into place could save a company’s reputation with
unwanted posts that can destroy the brand instantly. 












[bookmark: _GoBack]Digital Identity and Rights 
[image: General Data Protection Regulation (GDPR)] (everteam, 2018).
With more and more virtual digital identities containing personal and 
organizational information, that is being made on electronic devices places 
risks with hacking and identity theft. The digital identity should be protected as
best it can be by passwords, what is shared or posted, updated information, 
antivirus software, etc. 

As companies are more and more able to collect digital identities data so they
can analysis and use too their advantage within their systems. Rights have
been put into place to protect the digital identity it is called General Data
Protection Regulation (GDPR). The GDPR agreed upon by the European 
parliament and council in April 2016 is a law that protects personal data by 
requiring consent of what data, a digital identity will allow to be taken from it 
or shown. Anything can that identify personal name, photos, e-mail address,
 IP address, bank details, medical information, etc.

The GDPR gives more long-awaited power to data of a digital identity:
“The right to know what is being done with your data
  The right to have their incorrect data corrected
  The right to have their data forgotten
  The right to have restrictions on processing of their data
  The right for data portability
  The right to object for their data being processed 
  The right for limited usage of the data collected
  The right to be notified about data violation” (everteam, 2018). 

Conclusion 
With cybercrime becoming more of a risk to a digital identity using electronic 
devices are the password enough to protect it. Biometrics could take over the
protection a digital identity needs or will it cause more concern over theft of 
your physical and behavioural characteristics. The main reason for biometrics 
technology being used for is identification using iris, fingerprint, voice, face,
ear, etc. This verification gives unique identity by using one or more 
distinguishing biological traits.

This just means more data can be and will be collected and used either for or 
against a digital identity. From identifying various individuals who are under
surveillance to listening, watching, observing, controlling, etc. To potentially
identity theft. You can change a password, but you can’t change biometrics or 
can you? 
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