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	The task at hand will seek to understand the growth of social media and their trends through the last few decades and into the modern day, focusing on a relation to logistics and transportation. A key point that’ll likely be a continuing theme throughout is globalisation, alongside marketing strategies employed by major organisations. These companies have a big part to play for the growth of the logistics sector, as the need to get products to the consumer, or supplier to manufacturer etc. is always prevalent. 
	From a transport perspective the relation to social trends can be linked to the means at which a population has chosen to get from destination to destination, as well as the availability of faster and more efficient modes of transportation. Showing how the logistics industry has adapted over time to accommodate updates in the movement of goods and/or services. 
	Social networking: the effects, opportunities and challenges to the disciplines outlined will mostly be focusing on the increasing use and demand of the internet, more importantly the grasp that social media has attached to it and consumers, and what this could mean. 
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	The rise of the internet and social media platforms both, to some degree, have contributed to the normalisation and everyday use of buying goods online, packaged with the convenience and comfort of shopping from home. Thus, blossoming the massive rise of E-Commerce and E-Business ventures causing them to have a far-reaching effect of influence to the rise of globalisation. 
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	Electronic Commerce (EC) and Electronic Business (EB), may seem one and the same, however EB is a much broader variety compared with EC, EB is the transactional use of electronic communications, like banking, negotiations and private networks (end to end encryptions for example). EC provides a simpler service of buying or selling options, whether it be in terms of physical or virtual products, information or mass distributed media. 
	E-Commerce and E-Business has contributed to the term of the “Always on Consumer”, where technology and lifestyles have become interwoven into society. Buying goods that aren’t always essential but provide a convenience to fulfil an increasingly indulgent society of following trends into a digital addiction, of surpassing needs to fill wants and desires through passive participation.   
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	The internet was barely used within the 20th century, only becoming more appreciated in the mid-late 1990’s, so how did businesses get their operations noticed? 
Well, to begin with, there was a more ‘Talking at you’ type of approach from companies to get noticed by consumers through platforms that were a one-way interface, (like newspapers, television and radio), which are still used today although have been positioned to the backburner for most established commercial brands as they desire a much further and effective outreach. A much more personal development, emotional bonds have seemed to be adopted in recent times in order to capture the desired excitement for a product or service. (Macarthy, 2015)
Before the internet had taken the advertisement strategies by storm, changing the way that businesses conveyed how and what they wanted consumers to think about them. There were essentially a couple of routes that were the norm, expensive airtime slots on television during differing times of day, depending on how much cash to splash an organisation had. Similarly, with newspaper or other printed media, depending on how large the advertisement, what print brand it appeared the target audience and price would vary. (Meerman-Scott, 2017)
The rise of the world wide web pushed aside this idea of a one communication within advertising and soon a two way dialogue opened up between business and consumer, which in turn burst open the flood gates to allow smaller businesses with a more concentrated customer base to focus purely on their target audience, removing the old ways of a broad advertising net and hoping something sticks, to finding those consumers that are most likely interested in a product you’re selling for a significant less cost. (Meerman-Scott, 2017)
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	Most goods that are bought online, often through the purchases being made from internet marketplace sites such as eBay and Amazon, where they often offer sponsored ads on social platforms such as Facebook, are transported through the mode of shipping. In the past 3 decades, this has contributed massively to the booming shipping container sector within the logistics industry, but with these beckons a further environmental issue where new sustainable strategies must be evaluated and implemented to reduce the amount of Carbon Dioxide (CO2) emissions being produced. without damaging the flow of products to fulfil this market, options such as making sure that every container has reached its capacity or changing the fuel used to increase efficiency and lessen the impact of emissions. (Grant, et al., 2017) 
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	The rise of the internet has developed the basis and need for a more focused and user-friendly marketing approach, incorporating three main avenues on which to enhance experiences; focused planning towards consumer’s needs, wants and demands. Also, Consumer’s wanting to feel valued by organisations that they choose to buy products from, their satisfaction and feedback of services provided and establishing loyal, long term relationships are a high priority.   (Armstrong, et al., 2015) 
	The culture of modern society revolves heavily around our online presence, especially in the western culture where your “personal brand” or online behaviour can be seen by almost anyone if it is made public. Many Human Resource departments will take this into consideration when looking to fill a position with right person for the job. Although, there are companies and organisations that use this source of data to amount profits on the internet. (Armstrong, et al., 2015) 
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	Business most convenient and user-friendly approach to accessing consumers can be through social media platforms such as Facebook, Instagram, YouTube, Google and Twitter to name the biggest five or most prevalent areas that consumers see advertisements. However, there are many reasons why a business could fail from this, as they made not have come up with an analytical review as to which social platforms would work best for them. (Macarthy, 2015)
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	The rapid gestation of E-Commerce will continue to become more forthright, and fore boarding if those organisations that have not already accepted this growth formulate a plan change. The main changes have already been realised, with next day delivery being the normality for most of us, straight to our homes which in turn put increased stress on lead times and small item/ singular orders much more routine. (Richards, 2018) 
	In the coming years of the next decade more focus will fall to automation in warehousing and a certain reliance on systems such as Enterprise Resource Planning (ERP), Warehouse Management Systems (WMS), Radio Frequency Identification (RFID) and Transportation Management Systems (TMS). These instruments rolled out will help profoundly with more Machine to Machine (M to M) interfaces, however, this will cut the need for a manual labour force and with the populations in all countries aging coupled with developing nations becoming more internet proficient this could cause strain on the supply chain and warehouse management capabilities. (Richards, 2018) 
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	The setbacks faced with globalization is that materials and labour workforces are cheaper in areas of the globe that generally a lot further away from a company’s headquarters or main base of operations. Global supply chains face adversaries through dealing with differing culture perspectives to the country or region they are operating in; clashing political ideologies, chasms in the age and performance of technology that is being utilized and all of this will affect the level of logistical planning that needs to be involved such as having to avoid an area due to volatile relations between neighbouring states (or even lack of technological support). (Murphy Jr & Knemeyer, 2018)        
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	Electronic Retailers have a large impact on logistics, particularly upon warehousing and fulfilment, where there is an abundance of differences to a usual high street retail outfit, and there are more specific needs to be met, such as the management of a larger number of suppliers, various types of inventory needing to be stored correctly and the handling of a vast delivery network, although this often handled by a 3rd party. To cope, or more so tackle these specific needs, e-fulfilment centres are being built and implemented, typically automated warehouses, speed and efficiency are top priority to ensure that there is repeat business from consumers. (Manners-Bell, 2017)
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	Big Data is the term coined for the abundance of information presented to the average consumer through the huge advancements made within technology. Social media is often the most discussed area in the broad spectrum of big data, mainly this can be attributed to the ethical use of personal date of consumers being shared around. Although a great benefit for businesses to communicate with their optimal customer base, few of those customers feel comfortable being treated like “lab rats” purely for commercial gain. (Carroll, et al., 2018) 
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	Electronic Data Interchange (EDI) is the main spearhead of the transport industry becoming more than just goods haulage. EDI’s allow consumers orders or be directly routed to the transporter from them browsing on a marketplace to buying a product that’s being hauled from a distributer. This reduces the need of high stock keeping units (SKUs), eradicates delays and errors from third party courier usage all the while reducing cost within storing and customer service. (Lowe & Pidgeon, 2017) 
	Computerization in the transport industry is an essential tool that if implemented correctly greatly reduces the cost of multiple delivery routes, by optimizing them to be more load and route effective especially when used in tandem with Global Positioning Systems (GPS). (Lowe & Pidgeon, 2017)
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	Consumers are becoming more and more the savvy shopper, a shrewd buyer of goods, no longer believing the “one way advertisement” strategy, and calling for dialogue on their question to be answered in a two way dialogue, especially in age of online reviews and comments sections where businesses and corporations have to think carefully in retort, to sustain a rapport with their treasured customer, who now holds the power. (Carroll, et al., 2018) 
	This social media produced phenomenon of consumer behaviour has pushed corporations to adopt “social entrepreneurship”, this where the bottom of the pyramid (BOP), poorest people can benefit as businesses look to increase their societal value by being seen as ‘good’, or helpful to those suffering in poverty.  (Carroll, et al., 2018)
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	A technologically dependant society expresses many issues, to the power and detailed personal information that business can hold on individual consumers to the way biology is being incorporated with new emerging technology to change a consumer’s life forever.  (Carroll, et al., 2018) 

[bookmark: _Toc31153439]Corporate and Social Responsibility 

	There is a double effect of CSR (Corporate Social Responsibility), where less criticism over time has caused more criticism, in that when something does go amiss, looming is a larger expectation to perform to the acceptable social standard. As to say, where an outburst could be trending on, for instance, the social media platform of Twitter, of a persons account of a bad experience they received from a particular corporation, one that is usually highly regarded by others, a sort “fall from grace” can occur where a community will lambast them for their reaction, reply or simply allowing standards to drop and infraction to occur in the first place. This can be also seen in a corporation’s stance towards social issues such as climate change, equal pay quarrels or certain grass movements/ protests. (Carroll, et al., 2018)

	CSR is often interpreted by organisations as taking some responsibility for the actions of those associated to them, such as the consumer when disposing of their product, suppliers on how materials for the product are sourced and how far it has needed travel. (often, products bought at online marketplaces travel great distances as they are made in places with lower labour costs). They are a few main points that get followed to try and appease all involved, moral obligations to sustainably operate with the correct legal permissions to uphold their reputation. (Kelly & Cole, 2015) 
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