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1.0 Introduction
In the recent years technology has revolutionised the workplace and improvement seem to be introduced daily due to new technological inventions. The trend is guaranteed and the impact has rapidly changed the working environment of the 21st century. Today, companies need to achieve better efficiency to deliver more products to the consumers because of these changes. This report will analyse how technology helped to lower production costs thereby increasing potential profits, technology has changed the way we do things in workplace.

[bookmark: _Hlk502168822][bookmark: _Hlk502217178]2.0 Technology in the Workplace   
There are many definitions for technology, John D. Carl describes technology stating, “it deals with the creation, use, and application of knowledge and its’ interrelation with life, society, and the environment” (Carl, J.D., 2011, p.301). It enables companies to work efficiently and expand quickly. According to smallbusiness.chron.com, (2017), technology has removed boundaries that previously made impeded companies to expand quickly. For examples modern technologies Video conferencing, Social networks and Virtual office technology are some of the inventions that have removed workplace boundaries.  Now, with technology, organisations can offer their product and services to wider customer base. Companies use technology in different ways to smoothly do their daily activates saving time and money. For example, office automation enables companies to computerise employee work hours, manage expenses and store customer data reducing the time necessary for processing, collecting and distributing information including the reduction of margin of error due to manual input. 
 Secondly, computer network is very useful for companies in sharing information both internally and externally. For example, managers can communicate with their subordinate through email, telephone including social media and employees share information with the managers and co-workers easily with the help of modern communication technology. re using Computer networks enable company wide information sharing. It has lowered the cost of acquisition and distribution of information permitting fast distribution of news and a faster distribution information for companies at more affordable prices than printed announcements. Now, companies can respond quickly to market demands and changes. Documents are no long stored in files but in electronic archives of data reducing the time needed to file and store some documents manually and they are found when needed with a click.
Thirdly, the 21st century has seen internet as a source of information. Managers have the possibility accessing the internet schedule of their employees, know what are doing at any given time. For example, managers can fix meeting time that would work for the entire working team. In the past, this would have meant consulting individually every member of the team to find a suitable meeting time. Instant and affordable communicative made simple using modern technology which allows employees to communicate with each other through the internet, regardless of their geographical locations and time lag. Organisation can now coordinate work and manage resources in multiple offices which before would have needed more administrative team, long-distance phone calls, and teleconferences. 
[bookmark: _GoBack]Finally, internet-based conferences have facilitated out of area workers. For example, there are private Web sites, internet-based conference rooms which enables employees to edit online documents or share presentations online.

3.0 Some Advantages of Technology in the Workplace   
[bookmark: _Hlk502168843]3.1 Improve Communication
The importance of business technology cannot be over emphasised reason, it improves communication in the workplace that enables companies gain competitive advantages. Employees apart from using phone calls or office email to relate with one another they can also interact through social media like Facebook, Twitter or LinkedIn.  The advantage of Electronic mail is that it allows messages to be sent and received instantly without interrupting the recipient. Companies can get their messages direct to the consumers and consumers in return can give their feedback straight to the company because business technology has improved communication with clients and business partners.  
3.2 Human Capital
Companies use technology in the recruitment process screening, recruiting and hiring to identify potential candidates that will contribute positive to the organisation. Information about future employees can be obtained through their social media presence. Hiring managers use digital advertising to target potential candidates. Using technology to track the website they visit so as to obtain more information helping in forming opinion about them. For example, through technology tools like personality and assessment tools, companies can determine the suitability of a candidate to their organisation
3.3 Mobility
Technology has eliminated in the workplace space and time because video conferencing technology business men interact with each other regardless of their global position. Reducing travelling cost and its risks. Businesses can set up virtual meetings and distribute data without the need to be in the same room. A global presence can be established comfortably with technology at a fraction of the cost.
 
4.0 Social Media as a tool for marketing
“Social media marketing is the use of social media platforms and websites to promote a product or service” (Rauschnabel F.R and Hinsch P.A, 2016). Most social media platforms have incorporated built-in data analytics tools. These technological tools enable companies to track the progress, success, and engagement of advertising campaigns. Companies use these modern technological tools to interact with their stakeholders like current and potential customers, current and potential employees, journalists, bloggers, and the general public. “On a strategic level, social media marketing includes the management of a marketing campaign, governance, setting the scope (e.g. more active or passive use) and the establishment of a firm's desired social media culture and tone. Social networking websites allow individuals, businesses and other organizations to interact with one another and build relationships and communities online. When companies join these social channels, consumers can interact with them directly” (Zhang, M., Jansen, B. J., and Chowdhury, A. 2011)  
“Social network, such as Facebook and Twitter, are essentially online communities that allow users to come together, communities and share things such as photographs, music or other files; and, most prolifically, to create short messages, often in the styles of a mobile phone text messages but shared among a group” (Haigh P, 2010)
Nowadays, “employers and employees understand the power of social media networks in creating real business value and relationships with customers the press, analysts, and all other stakeholders” (Anon, 2017). Additionally, most employers market their individual brands and products promoting their company because social media publicity campaign offers the advantage of an instantaneous feedback from the customers. For example, a restaurant co-founder said, “We get feedback from our customers, you know, things that they like, hopefully not too often things they don’t like and slow what they are looking for,” (Wagner, 2012). “The study of the usage of social media in fortune 500 shows that large number of companies is very familiar to social media and adopts them to run their business” (Fortune, 2010). 
The aggregation of our personal data and connections into databases have made social networks the infrastructure of the web. For example, our personal information in the databases of Facebook, LinkedIn, and Twitter make these companies valuable and how they use this information show how useful they are for companies, advertisers, marketers, and consumers. “The more information social networks know about us and our connections, the more targeted they can make their advertising and ultimately their business value” (Levitt 2010).
“Social media as communities which include forums, virtual worlds, social news organisations, social- opinion sharing sites and social networks. In addition to this, social networks are built with a platform that enables users to create or identify profiles with the ability to interact with other members and participating in various site activities. With memberships that are growing daily and the amount of people interacting with these various sites, marketers and businesses have found a tool that can make money” (Tuten, 2008). For example, $920 million was spent on social network advertising by marketers in the USA showing a net progression of businesses implementing social media into their businesses.
“Some companies in the recruitment sector have placed social media in their planning, companies such as Microsoft, Roundchard and CH2M Hill have successfully achieved in using this process which has been cost effective, faster to hire and improved candidate quality. For example, some companies in the UK like John Lewis has invested in a research project to monitor the consumers point of view, it is part of their strategy to develop new skills in their advertising programme” (Otter, 2010).  According to Gazette, the company trade magazine, “Social media can also help generate a 'buzz' about product or brands"(cabinet-marker.co.uk). Starbucks following the footsteps of John Lewis used digital and social media marketing to communicate new products to their customers and let them know the advantages their products can offer. What they can offer better than other competitors in the market. Online customer communication offers the advantage of instant feedback from the customers that enable companies to tailor their product according to customers’ need and market trend. (nma.co.uk, 2017)
5.0 Social media marketing advantages

According to Bowman (2010) social media is become a very important business marketing tool. The main advantage is due to its sophistication, it provides companies a   unique opportunity to target customers and its prospect. For example, organisations can reach millions of subscribers by advertising on Facebook, Twitter, Instagram, Linkedin and Pinterest. They have a lot of tools to enable companies show people how reliable their products are, for instance by creating fan pages and videos.
[bookmark: _Hlk502168941]5.1 Brand Loyalty 
Social media offers companies the opportunity to increasing the reach of their brand and   brand loyalty because customers that follow brands are more likely to remain loyal to those brands. 
5.2 Uncovers Valuable Insights
 Social media is useful in gaining valuable information about your customers that will be helpful in strategic business decisions. For instance, through social listening, you can know what people think of your company and brand by asking and answering questions.

6.0 Disadvantages
[bookmark: _Hlk501804995] Social media marketing has its flaws. As customers can rapidly share your good customer service, they can quickly spread an unflattering story about your brand. Mostly through negative feedbacks. 
[bookmark: _Hlk502169006]


6.1 Negative Feedbacks
Every social media user has free rein to post whatever he or she wants. Satisfied customers leave positives feedbacks while unhappy customers go extra length to express their disappointments about your business.
6.2 Time Intensive
[bookmark: _Hlk501804936]It is also time intensive to maintain an interactive social media presence. For example, people must monitor each social network, respond to questions and feedback, and post valuable updates. “While some people may view this as a drawback, investing time into social media can help your business create lasting relationships with customers that will keep them coming back for years to come” (Webpagefx.com, 2017).

7.0 Conclusions
From the above analysis, it is ascertained that technology facilitates office and industrial operation. Companies that invest wisely technologically reaps its benefits and have competitive advantages over their competitors. It enables companies to produce quality product and render good services to their customers. In return, they have satisfied customers and a good customer satisfaction means more profit to the organisation.
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