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Abstract 

This paper considers the use of SM in contexts of marketing concepts relating to the broader concept of logistics, focusing on transportation management applications. The primary consideration is the use of SM to gather Big Data to do perspective and predictive analysis, ideas from marketing that help to reach an audience. Conclusion after the literature review is that there seems to be a lack of active use of social media within the logistics sector. 
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1. [bookmark: _Toc56998840]Introduction

	Social media is a growing phenomenon, enabled by the Web 2.0 (Baines and Fill, 2014; Ismail, 2017), is a two-way conversation platform that can be used by marketers and academics to collect Big Data (Bruns, 2013). Sites like Twitter and Facebook have thousands of daily users, 3.2 billion for Facebook according to Zephoria Digital Marketing (2020), and 340 million for Twitter, generating around 500 million tweets a day (Omnicore, 2020). 
Having such an active base, it is no surprise that there has been a drastic increase in Social Media Marketing (SMM). While the term SMM covers a range of digital marketing actions and is a loose umbrella term, this paper will use the definition given by Baines and Fill (2014), which is: 

Social Media Marketing: “…is a form of internet marketing that utilises social networking websites as a marketing tool.” (Baines and Fill, 2014)


Social Media: Social media is a site enabled by Web 2.0 and allowing for user-generated content to be shared, created and exchanged (Ismail, 2017). 


With this definition in mind, we will consider if SMM is positively affecting logistics firms and companies, and what risks it has. 
Furthermore, this paper looks into further use of Social Media (SM) for purposes other than direct targeting. SM has been hailed as a method of investigating personal patterns of people, something that has been proposed to be put into use in transportation planning (Herrera-Quintero et al., 2018; Suma et al., 2017; Xu et al., 2020), and as a source of Big Data, especially Twitter which provides all the 3Vs that Big Data depends on Velocity; Volume; and Variety (Suma et al., 2017)
For this paper, Big Data will be defined as:

	Big Data: Large amounts of data collected that are being stored and analysed by technology-enabled techniques (Ward and Barker, 2013), dependent of the 3 Vs (Suma et al., 2017; Wang et al., 2016). 

2. [bookmark: _Toc56998841]Big Data

	Big Data has been challenging to define as many companies, including hardware giant Intel and software giant Microsoft, have different definitions, and in academic terms, which is the one used by this paper, is also different (Ward and Barker, 2013).
	Ward and Barker (2013) highlight that Intel defines Big Data in terms of numerical quantity, placing the limit of Big Data above 300TB (terabytes) a day. This definition seems to be the outlier, as all others vaguely define Big Data in terms of data analysis.

2.1. [bookmark: _Toc56998842]Logistics Application

	Mangan et al. (2008) highlight the need for high visibility and transparency in supply chains and logistics operations. They propose that the companies should communicate with each other and have easy access to each other’s information to ease the friction between companies working on the same operations. 
	Though they do not mention SM for this purpose, as a platform that allows interaction, it can be looked into that, though Jussila et al. (2014) found that companies do use SM internally, and even in Business to Business communication, though not regularly and not actively. 
	Other methods that SM can be used in has been explored by Ghani et al. (2019), and of the applications, they found this paper further wishes to explore two: Predictive Methods, mostly concerning demand; and Perspective Analysis, in the perspective of how companies get perceived on SM.
2.1.1. [bookmark: _Toc56998843]Predictive Methods

	Ghani et al. (2019) argue in their paper that Big Data collected through SM can be used in many ways, and one of those is predicting trends. They called that trend discovery, a method whereby going through SM trending posts and sees what is seen as “cool” and “trendy”. Many SM sites, like Reddit, an SM site, have dedicated sections for trending topics and posts, which, in case of Reddit, is sorting post by “Popular”. One of these posts was a shared news article by a “Redditor” about climate change and the G20 meeting (Pessimist2020, 2020). 
	With visitor numbers similar to Twitter, Reddit is quite a popular site and is an excellent site to advertise on, and due to the simple up/down vote system it uses instead of likes/dislikes, it is easy to see if something is trending or not (Fundation, 2019). In the example above, it can be deduced that people are interested in climate change, which seems to be a trend in many sectors, especially in logistics (Mangan et al., 2008; Manners-Bell, 2017; McKinnon et al., 2015). 
	Another example studied by Chen et al. (2018) is the China Southern Airlines (CHA) and its mentions on Chinese SM site Weibo. While their research focuses on how Weibo users perceived CHA, they touch on the subject of prediction. They argue that using user post location data, and time, one can predict a possible spike in ridership, and destination/origin locations. On Figure 1.1 we can see how many #s were left on posts related to CHA, which shows clearly that New Year’s Vacation was often mentioned, while Figure 1.2 shows locations from where posts originated from, which shows that there is a large likelihood that there be a spike in departures from Beijing. 
	Suma et al. (2017) further highlight the use of SM to gather location information through SM. In their paper, they bring this up to monitor transportation, which they find can be predicted, as there was a spike in transportation-related tweets when events affecting people’s movements happen. They highlight this when the “Premier League” happened, a spike in transport-related posts increased in London.
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Figure 1.1 Associated terms mentioned by number and Figure 1.2 Percentage of post origins (Chen et al., 2018)




2.1.2. [bookmark: _Toc56998844]Perspective Analysis

	In their paper, Felix et al. (2017) argue that social media can be used to gauge the perception of the public towards the frim, which is reinforced in other research that shows that opinion mining is an excellent method to gauge the public perception of a company (Ghani et al., 2019). This seems to be reflected in the British train industry, as Parkinson (2015) reports in the BBC news about angry tweets regarding British train industry. Many people have written complaints to train companies about late trains and crowds over social media, which has become such an issue that companies are now answering to these posts. 
	Although this seems to have its limitation as highlighted by Tufekci (2014), it must be mentioned, the limitations listed by them is concerning algorithmic research done through data mining, many of the points they make can be applied to the example above. 
	Tufekci (2014) highlights that quantifiable information on SM is usually the number of “likes” and “re-tweets”, which are not reliable. Clicks on a post can be numbered, but that does not include people who saw the post, agreed with it, but scrolled past without commenting, liking or re-tweeting the post, and does include those only clicked on it on accident. This means that gatherable data is not reliable. 
	There is also the issue of “screen capturing” and “hate-linking”, which are undetectable undertones. “Screen capturing” is the act of writing long texts, and posting it as a picture, popular of Twitter, where the number of characters is limited. As such, hashtags on the picture might not be picked up by the algorithm, and people might also miss them. 
	“Hate-linking”, as referred to by Tufekci (2014), as the act of sharing and linking ones original post on social media to hate on it. He brings up the example of #Aurora and Celeb Boutique, where a company wrongly posted something they should not have (see Figure 1.6) for which most re-tweets were made to mock the company. 
	Overall, however, this paper agrees with Felix et al. (2017) assessment that with an excellent SM department, perceiving the popularity of the firm through SM is possible. It takes proper management and control, but the company can gauge its audience’s emotions through SM.

2.2. [bookmark: _Toc56998845]Theoretical Applications – Transport Planning

	Transit Signal Priority (TSP) systems already exist, which are systems where buses communicate with signal lights to ask for priority (Altun and Furth, 2009). In systems like these, employed successfully in Portland, Oregon, lights give buses extra green light if they are running late, and shorten red lights. 
	A similar system is proposed by Herrera-Quintero et al. (2018) in their research paper about Bluetooth gathering information from passengers and gathering it for storage. Their idea is shown in Figure 1.3, and though their paper does not link it back to transport planning, data collected through this method can be used in transport planning. Possible uses include counting the number of captured data at each junction and road, which can give a good indication as to the number of users.
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Figure 1.3 Idea of the Bluetooth collecting data (Herrera-Quintero et al., 2018)

Further uses might include utilizing the data collected to filter through topics, and to see what the most common origins/destination locations are. Though, these methods are contentious, as not everyone likes sharing their destination on social media. 

3. [bookmark: _Toc56998846]Social Media Marketing
3.1. [bookmark: _Toc56998847]SMM concept

	SMM marketing evolved from a social shift towards the internet, which was driven by increased use of the internet (Baines and Fill, 2014). By 2012, a study by INSTEAD found that Europe had an internet penetration of 63.2% while North Amerika had around 78.6%. This is taken advantage of by logistics companies like Amazon, who regularly advertise online (Amazon, 2020).
	This led to research into the forms of SMM and how companies interact through the internet. Companies seem to be divided as to how SMM should be managed, how active one should be on SM, and if one should allow employees to post, or should it all be regulated through a company department (Felix et al., 2017), presented on Figure 1.4, which shows the extremes discussed by Felix et al. (2017). 
	In their paper, Felix et al. (2017) argue that the extremes of SMM are modernist’s thinkers against conservative thinkers; exploders against defenders, hierarchies against networks; and anarchies against autocracies, all of which are sliding scales as to how much power stakeholders have in SMM effort of the company. 
	Modernists like to leave stakeholders to make most of the content, utilizing user-generated media, while conservatives like to control what is made. Same way, explorers refer to those who want to interact more with their stakeholders, against those who prefer statements rather than two-way communication. 
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Figure 1.4 How Firms and Stakeholders interact (Felix et al., 2017)

	Further, there is a debate as to all departments should be able to post, or should that task fall solely on a dedicated SMM department, which is the Hierarchy v Network debate. In all the above cases, there seem to be strong proponents to each method, and those who strongly value one over the other extreme. 
	Autocracy v Anarchy differs in that sense, as most people agree that complete anarchy is a bad idea, and cannot be worked. Because of that, most people preferring anarchies accept that some degree of control over what can be posted is needed, realising the risks of careless posting. 
	Overall, however, Ismail (2017) shows that while SMM has its limitations, most companies perceive the value of SMM as positive, and support expansion into SMM.
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Figure 1.5 Perceived value of SMM (Ismail, 2017)

3.2. [bookmark: _Toc56998848]Threats - #Aurora

	[image: C:\Users\Bence\OneDrive\Pictures\Screenshots\Screenshot (10).png]One of the threats is “mistweets”, tweets that anger population or create tension between target groups. An example is a tweet made by Celeb Boutique in the wake of the Aurora massacre when people supporting the victims and families started tweeting with the #Aurora to identify markers (Tufekci, 2014). This event caused an outrage on Twitter that negatively affected the company as people believed that they are negligent in their marketing (Golijan, 2012).
	This is a significant example of threats that need to be avoided, and those who prefer to centralise SMM want to avoid these kinds of mistakes.
 Figure 1.6 #Aurora mis-tweet (Tufekci, 2014)


4. [bookmark: _Toc56998849]Conclusions

In conclusion, SM and its uses for logistics, when examined in SMM contexts, reveals that while there is use for SM in Logistics, Transportation is still figuring out how to use and take advantage of SM. There seems to be a leaning towards using SM for the gathering of Big Data, which can be used for a multitude of purposes, forecasting one of them, though that idea is mostly explored outside the industry contexts. 
SMM is also considered by many companies, though only those who do more interaction with final customers, such as Amazon, while business to business marketing seems to lean strongly against SMM (Ismail, 2017), as there seems to be no benefit to talking to other companies through such methods. 
Overall, there seems to be a lack of use of SMM and SM in the logistics sector outside of Big Data, and theoretical uses, a trend only broken by companies like Amazon, which deal directly with customers in the last leg of logistics chains.
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