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[bookmark: _Toc8431701]Introduction
Technology has revolutionised the workplace; creating new disruptive industries (i.e., ride-sharing apps), strengthening existing industries (i.e. FMCG), and making many industries irrelevant (i.e. Blockbusters, DVD renting). The personnel part of businesses has not remained unaffected by this revolution. Modern businesses value employees that show that traits of technological coherency and efficiency / productivity. The purpose of this report is to evaluate the effectiveness of how modern technologies can aid workplace productivity, without discrimination to the sector of the work. This report will also examine how social media can be used as a marketing and information gathering tool, as well as a platform to create an employable, professional online presence.
[bookmark: _Toc8431702]Technology and Workplace
It is arguable that the employability of a person in the modern workplace depends on their productivity, efficiency, and technology competency. Achieving work efficiency and productivity, in most contexts, requires competency in problem solving (Colbert, et al., 2016). It is a general consensus in the literature that advancing technology and the automation/standardisation of simpler tasks has led to increased challenges for workers who now have to deal with more complex tasks (Colbert, et al., 2016; Myers & Sadaghiani, 2010; Riddell & Song, 2017). This subsection will examine the characteristics of problem solving, and how technology can support this process.
[bookmark: _Toc8431703]Problem Solving
In their research on workplace productivity, (Rausch, et al., 2015) note that advancement of technology has replaced simpler work functions with complex problems. The most common approach to tacking complex problem is communication; the exchange of feedback and ideas vertically and horizontally across the department/organisation. This communication is facilitated by the integration of modern technology in the workplace. This includes the ability to work out-of-hours through instant messaging (i.e. Skype), project management (i.e. online application) that allows members to collaborate and stay updated on projects remotely (i.e. Trello and other project management services) (Colbert, et al., 2016). Statistically, there is evidence to show that workplaces that integrate these various services and technologies in the workplace environment have a higher productivity compared to organisations that do not (Ghorbanzad & Beig, 2012).
Smartphones, in specific, have bolstered workplace integration and communication. Rather than to be limited to working on-desk, smartphones allows users to interact and work with their team (i.e. communicate, e-mail, manage tasks and deliverables) from a handheld device, which frees their mobility to complete other work tasks (i.e. travelling to a meeting) (Lanaj, et al., 2014). Another enabling benefit from technology has been remote working, which as research shows, can improve organisational productivity as employees can work on their terms, permitting them to maintain a better work-life balance (WorkFoundation, 2018). 
However, both of these factors (smartphones and remote working) are not necessarily the perfect solution to productivity. Evidence points to disadvantages for the use of both, with smartphones serving as powerful work distractions (i.e. social media use, personal browsing) that without monitoring can lead to productivity and time theft (Schess, 2013; Benbunan-Fich, 2012).
[bookmark: _Toc8431704]Monitoring and Regulation
Efforts to regulate employee activity on technological platforms (i.e. computers, personal smartphones) presents an ethical dilemma on its own. Common law decisions both in the UK and other countries have established precedence that employees have a reasonable expectation of privacy in the workplace, which means that employers cannot fully regulate and monitor the employees’ activity in the workplace (Waxman & Barile, 2015; Koul, et al., 2016). This means that employee access to technology in the workplace can also lead to productivity loss. In a similar way, working from a home environment is naturally prone to personal leniency and distraction, which can potentially impact productivity and performance (WorkFoundation, 2018). The contrast of these studies shows that where technology can aid workplace productivity, it is a reasonable argument that where technology is an enabler to better productivity, it can also be a reason for productivity and efficiency loss.
This dilemma appears to a double-edged sword – where employees gain a satisfaction and motivation boost from being able to work from home (i.e. avoiding frustrating commutes, reduced expenses), they are more prone to distractions, which arguably counteracts the benefits gained from remote work. Other effects of technology include the expectation of ‘constant availability’ under which team members work and communicate off-hours, which can lead to a disruption in a healthy work-life balance.
[bookmark: _Toc8431705]Adoption of Technology
A frequent debate when it comes to benefiting from technology in the workplace is the rate of adoption. Whilst there is evidence that the younger generation is more attuned with technology (Colbert, et al., 2016), older and tradition-focused workers are not keen on technology adoption. Therefore, being forced to use new technologies can lead to a drop in their work motivation (Bharati & Chaudhury, 2015).
Models and theories on technology adoption stress this need – if an organisation that has not been very ‘tech-heavy’ decides to adopt technology, the workforce has to undergo a gradual training and orientation program. Even then it should be expected that certain technologies will not be fully adapted or integrated, which is a factor that influences productivity on both the organisational level and the personal level (Taherdoost, 2018; Lee, et al., 2008).
An all-in-one solution to benefitting from technology, based on the preceding arguments, is not attainable. Technology can function as both a supporting auxiliary for workplace productivity, or a vehicle for productivity, innovation, and problem-solving, but the implementation has to be strategic and adaptive to the specific work environment. 
[bookmark: _Toc8431706]Analysis of Social Media
This subsection will explore the concept of social media and how it can be used as a tool for marketing, information gathering, communication within workplace, and as a professional online presence platform. A definition for social media, proposed by, is a digital platform where there is no discrepancy between the creators and consumers of content (UK Government, 2014). A social media platform is one where people are able to create and consume content with other people, including their friends, family, and the wider local and national society (UK Government, 2014). This report will adopt this definition, because it provides a broad support for popular networks, i.e. Facebook and Twitter, whilst also covering niche networks, i.e. Tumblr.
In their theory, (Colbert, et al., 2016) posit that a digital workforce can benefit from increased interaction with social media both in terms of how they interact digitally and their professional development. This is because social media promotes personal and group interactions, as well as allows the spread of user-generated content. Participants improve their interpersonal interactions as well as develop a better online personality, that aids both their social coherency and boosts their technological competency, which can lead to better professional outcomes. This theory seems plausible for those who want to improve themselves technologically and professionally, because social media represents the ‘latest’ of what is happening in the world, and those who follow it stay updated and knowledgeable.
[bookmark: _Toc8431707]Marketing
Social media is also accredited as a powerful tool for marketing – both in the individual and business perspective. The possession of a social media profile allows both individuals and businesses to project themselves onto other users of social media (and since social media platforms are used widely, these platforms also reflect the wider, physical local and global society). Individuals can create a marketable online personality for themselves that advertises their accreditations and experiences – this allows them to attain more professional relevance to their interactions (Colbert, et al., 2016). Businesses, in a similar way, can create a marketable profile of themselves online with the addition of promoting/advertising their products and services online (Mitic & Kapoulas, 2012; Constantinides, 2014; Miller, 2017).
The fact that most people share their personality and traits online for personal projection is also the reason why businesses benefit from social media marketing. Most social media platforms that allow for advertisement do provide the ability to specifically target advertisements based on the people’s demographic, behaviouristic, and psychographic traits (platforms collected this data in agreement of the users) (Miller, 2017). This highly targeted advertisement allows for marketing content to be delivered directly to the relevant population, bypassing non-targeted or semi-targeted platforms such as newspapers and television as those platforms display advertisements all viewers regardless of if whether the advertisement is relevant to them or not. Apart from this, social media marketing also is generally inexpensive compared to conventional marketing (Berthon, et al., 2012).
It is interesting to see that social media platforms thrive on the marketable content that users produce. They provide a platform for people to come together and project themselves or their products, using the content they will produce themselves. This results in a mutual fulfilment of personal and business goals – the people build the platform (produce content, project themselves) and the collective contribution of all people allow for marketability of the platform as marketing/advertisements can be delivered on an individualised basis.
[bookmark: _Toc8431708]Information Gathering
Social media platforms thrive on the information they collect from people, because this information is their core product. The users share information pertinent about themselves to create a positive and marketable individual and professional portfolio on themselves, which includes their attitudes and interests. This information is gathered by social media platforms and used for targeted advertisements directly to them (Constantinides, 2014; Colbert, et al., 2016).
Apart from this direct data collection, social media platforms are also unique and easily accessible outlets for information gathering. Because of their overwhelming userbases (i.e. Facebook, Twitter) from a wide genre of the society (i.e. most demographic groups) they potentially represent social opinion. Rather than to collect information physically, social media platforms can also be used to gauge social opinions and perceptions on products, concepts, and current events. This can be done in a particularly effective way (i.e. polling, posting) with proper association and identification of the respondents (i.e. to what extent that certain demographics or behaviouristic groups agree with an opinion or outcome) (Motwani, et al., 2014; Miller, 2017). 
[bookmark: _Toc8431709]Workplace Communication
Social media platforms are not necessarily limited to large platforms (as discussed earlier) – even small social ecosystems can have their own social media where users contribute and consume data. On the workplace level, enterprise software such as Yammer and Slack can be used to connect an entire workforce together. These services allow the users to network within the company and to have a consistent and personal top-down communication with all members of the workforce (something that is not viable in large organisations, physically) (Colbert, et al., 2016).
The presence of such social and communication infrastructure on the organisational level is recognised in studies to have a positive impact on broader work productivity, problem solving, and creativity.  
[bookmark: _Toc8431710]Professional Online Presence
The relative anonymity and ambiguity of social media allows people to create a positive and aspirational image of themselves, one which accentuates their key skills and talents, rather than to provide a realistic image of themselves. A positive appearance can arguably lead to better employability outcomes (Colbert, et al., 2016).
Certain niche social media platforms are dedicated to this outcome – LinkedIn is one such professional social networking site where professionals from all industries and crafts can create detailed profiles about their experience and portfolio (content production) that is consumed by other people looking for guidance and inspiration (consumers) and employers who are looking for experienced and available workers (professional development) (Dijck, 2013). The tools that LinkedIn provides (i.e. professional profile page that details career, accreditation, discussion forums, publishing) and their core niche of only serving as a professional social network creates a platform that is designed to aid in a professional online presence. The same effect cannot be replicated in other networks, i.e. Facebook and Tumblr, because these networks serve a different genre/niche.
This contrast shows that social media platforms are not all alike – each media channel has its own purpose. Twitter, for example, can also be used a professional platform if the individual/business is already a ‘prominent’ figure to communicate and message followers (i.e. as journalists, business figureheads, and politicians do). 
[bookmark: _Toc8431711]Conclusion
The purpose of this report was to examine the use of modern technologies on how they can benefit productivity and efficiency, with a specific focus on social media and its uses for professional development, marketing, and information gathering. This report, with the use of academic and practitioner sources, has determined that technology generally aids in workplace productivity, but a poor implementation can also lead to opposite effects (i.e. reduced productivity). This report also examined multiple social media platforms are determined that social platforms are highly useful for marketing, information collection, and most particularly, the development of a ‘professional’ online presence that can aid in career expansion and development.
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