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Introduction
The adoption of technology in companies has been the most significant implication in the modern business environment. Organizations tend to use latest and upgraded technologies in order to increase their efficacy and brand reputation among all the other competitors. It can be said that with the use of modern technology, the companies are likely to enhance their business prospects and improve the quality of their operations (Brotchie, et al., 2017). Nowadays, almost all the business organizations use modern technological services such as social media marketing, email services, telecommuting, video conferencing, etc. in order to make it convenient for them to communicate with the employees as well as the customers. Moreover, modern technologies help the companies to target a large number of customers in the market and increase their market potentialities. One of such modern technologies is social media which is widely used by the companies for carrying various market operations in effective manner. In this study, the effectiveness of modern technologies at Marks & Spencer (M&S) has been evaluated thereby highlighting the usefulness of social media in marketing, information gathering and communication within the company.
[bookmark: _Toc503125146]Evaluating the effectiveness of using modern technologies at M&S
With the growth and advancement of technologies, the organizations have been capable of successfully expanding their business potentialities and gain competitive advantage in the overall business environment (Noe, et al., 2003). The brand recognition and operational quality of the organizations get improved with the use of modern technology. Prospective technology implementation has transformed the business proficiencies of the companies to a great extent. In the recent times, companies use modern technologies and gadgets like computers, smartphones, tablets, etc. which have helped them to gain countless opportunities for business expansion. Technology has a significant impact over the business operations. This helps the companies to make money and meet the market demand (Ritter & Gemünden, 2004). It can be said that the implementation of effective and upgraded technologies has helped the companies to facilitate their business interactions thereby attaining a considerable amount of profit. Marks & Spencer is one of those large scale retail companies of UK which implements modern and efficient technologies to carry out all the organizational operations in a sophisticated manner. The company has sustained its competitive position in the current dynamic business environment with the adoption of digital technologies. The effectiveness of using modern technologies at M&S is underpinned as follows:
· Quicker access of data:
Using computers and internet technologies helps the companies to process the important business-related data and information much quickly between the management and the employees (Parasuraman & Grewal, 2000). Retrieval of information becomes easier with the help of modern technologies. Manual transferring of data takes a lot of time and is prone to human errors. Thus technologies help M&S to accomplish all the tasks in minimal time and reduce the possibility of errors. 
· Facilitates workplace training:
The management of M&S uses modern and improved technologies to give training to the staffs. The company operates in several countries and thus training to all the staff members is given effectively and conveniently through the use of technologies (Attewell, 1992). A large number of employees are trained together at the same time thereby reducing the high training costs. 
· Encourages workplace innovation:
The management of M&S allows the employees to use different business technologies so that they can be able to involve their innovative ideas into their work. The creativity skills of the employees are widely encouraged at the company which helped in the business growth and development (Chesbrough, 2006). They are also encouraged to use internet technology for promoting their business online innovatively. Using modern technologies also help the company to interact with different creative employees from other organizations and introduce their ideas at work.
· Improves human resource management:
Technology use within the workplaces changes the way in which the HR managers perform their tasks. At M&S, the HR manager uses different technologies like social networking platforms, etc. for giving job advertisements and attracting several eligible employees within the organization (Chapman & Webster, 2003). Thus the recruitment and selection process of the company is improved. Moreover, the productivity and performance of the employees at work are effectively tracked and monitored through technology use.
· Increases employee performance:
Employees can able to accomplish all the tasks in less time and perform better through upgraded technologies. Different methods like Excel spreadsheets, PowerPoint presentation slides, etc. are used by them to execute their operations smoothly. Technology implementation increases digital skills of the employees and makes them efficient to deal with challenging situations smartly. Thus they are stress-relieved and are able to work more accurately. 
· Facilitates internal communication:
Technology helps the managers and the employees within the workplace to communicate effectively and easily. M&S uses different business communication technologies such as text messaging, emails, social networking sites, etc. to foster the interactions with the employees at work. These help the employees to exchange relevant information with the others working in different departments. Also for communicating with the employees working in different countries, M&S uses virtual communication technology like Skype to exchange information through screens. 
· Creates mobility and flexibility:
M&S adopts high grade technologies to increase workplace flexibility and mobility. The employees feel highly motivated and excited to work better as they get constant guidance and supervision from their employers through virtual meetings or video conferencing at any point of time. Thus the business process is improved and organizational performance is enhanced (Davenport & Short, 1990).
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In the present dynamic business environment, the companies all around the world have embraced their concentration and utmost attention towards adopting social media for achieving different business purposes such as marketing and promotion, information gathering, internal communications, etc. in successful manner (Aral, et al., 2013). Social media thus can be said to have emerged as a most prospective tool which has reformed the business world and helped the companies to become more competitive. It is the reality that the use of social media in business has changed the way in which the companies execute their operations in the market (Qualman, 2010). All the business enterprises today are running in the race to become highly competitive and perfect over the other competing firms and thus social media tool is adopted by them. Through its use, it has become possible for the companies to socialise and connect with the employees as well as the customers on effective means (Heller Baird & Parasnis, 2011). It has been perceived that with the application of different social media sites like Facebook, Twitter, YouTube, Pinterest, Instagram, Google+, LinkedIn, Flicker, etc., the operations and different functionalities of the companies like M&S are fostered thereby enabling them to attain success. Social media is a useful tool as it helps the company to improve their public relations and customer dealings (Wright & Hinson, 2009). The employee relations with their employers are also strengthened thus ensuring success and profitable operations at M&S (Safko, 2010).
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Over the years, social media has been the greatest and most efficient marketing tool which has opened up new prospects and opportunities for the companies all around the world (Zarrella, 2009). It helps the business firms to spread or convey their words and perceptions to the targeted market. Social media marketing is a very efficient technique for the growth and development of the companies (Evans, 2010). With the use of social media, the companies are able to increase their brand recognition and identity among a large mass of customers. The marketing manager of M&S uses different social media sites like Facebook, Twitter, YouTube and LinkedIn in order to advertise their products and services offered in the market so as to gain maximum customer attention (Heymann-Reder, 2012). By uploading different attractive pictures and videos of their wide range of products and services, M&S tends to engage potential customers in the company thereby increasing their sales value (De Vries, et al., 2012). Thus the company builds up effective interactions with the customers and promotes its brand name (Mangold & Faulds, 2009). Interacting with the customers through social media enables M&S to create their positive online presence which ultimately helps in the business growth and proficiency. Social media marketing is useful for the company in many ways such as:
· Implementing social media strategy helps to increase brand recognition in the market thereby engaging a huge customer base (Saravanakumar & SuganthaLakshmi, 2012)
· It helps the company to reach out several new customers having different preferences and behaviours and increase its inbound traffic
· Customers get aware of the different offers and facilities of the company through social media (Packer, 2011)
· The increasing visibility of the business on social media helps them to gain more market conversion opportunities
· A positive impression on the minds of the customers about the brand is created through social media
· Valuable content posted on social media platforms helps M&S to win more satisfied and loyal customers
· Social media marketing is much cost effective and thus the company can keep a higher budget for satisfying the other important business expense (Michaelidou, et al., 2011)
· Social media marketing helps the company to attain effective insight of the marketplace
By using social media as a marketing tool, M&S has attained the sustainable competitive advantage in the overall retail industry.
[bookmark: _Toc503125149]Use of social media for gathering information
Social media tool is very widely used to gather the most relevant and important information about the market in which M&S operates. The strategies and trends of the market are best known by the company through the use of social media. The management of the company uses social media sites to get access to the competitive threats as well as information about their opportunities effectively (Asur & Huberman, 2010). This information is very important for the company to stay firm and sustain in the operating market. The management of the company uses Facebook, Twitter, etc. to collect important data about the needs and demands of the customers in the market. The demographics of the targeted customers and their experiences (feedbacks) after using their products and services are obtained from social media (Diga & Kelleher, 2009). Thus public relations are fostered (Eyrich, et al., 2008). Moreover, the strategies used by the competitors of M&S are also known through social media platforms. Thus the company could understand what they need to do to stay competitive in the future. Regular posts in social media sites of the competitors are followed by M&S to notice what new things are produced by them. Besides, the basic background details of the employees are also accessed by the HR managers of the company through their Facebook profiles (Hughes, et al., 2012). Thus social media is used by M&S to obtain information about their staffs as well. 
[bookmark: _Toc503125150]Use of social media for internal communication
Communication within the workplace is greatly influenced and improved with the adoption of social media tool. People can communicate with each other either over telephone, face-to-face or through internet (Baym, et al., 2004). Social media enables the company to add more value to the stakeholders by communicating faster. It has been perceived that the social media platforms help the employers to deliver messages to the employees much quickly. Any kind of necessary instructions and guidelines is transferred by the employers to the employees so as to help the latter perform their activities in a convenient manner (Correa, et al., 2010). While executing teamwork, employees should have proper collaboration among each other. Thus employees can also share their perspectives and queries effectively with the managers through social media sites. Mutual understanding between them thus gets facilitated and hence the employees feel much satisfied and encouraged to work with each other in a team (Wang, et al., 2012). M&S uses Skype, emails, etc. to facilitate internal communication between the managers and the employees. Training to a large number of employees is provided by the manager anytime and anyplace. By communicating through such social media platforms, the employees can easily connect with their employers and can get their support and guidance smoothly. Thus unity between them is promoted. Social media facilitates interactions among the employees thus promoting a cohesive working environment in the company.
[bookmark: _Toc503125151]Conclusion
From the overall study, it could be understood that in order to achieve success in the long run, implementation of modern technology is of utmost importance. It facilitates the business prospects by enhancing the quality of operations. Introducing modern technologies in business, Marks & Spencer has successfully satisfied the trends of the competitive business environment. Communication within the workplace has improved and the employee efficiencies have increased. Use of social media is one such modern technology which is used by the business firms today to foster their business and ensure market growth (Kietzmann, et al., 2011). Facebook, Twitter, Instagram, YouTube, etc. are used by M&S to promote their brand identity and attain a huge customer base in the market (Tuten & Solomon, 2017). Moreover, social media is also used to gather most important business-related and market-related information which has helped the company to keep pace with the ongoing market environment. On the other hand, it is also used to communicate with the staffs of different departments at a time much easily and conveniently thereby motivating them to work collaboratively. Hence it can be said that M&S has an effective online presence in the overall market.
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