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[bookmark: _Toc533545005]Company Overview
In the UK there is the concept of the “high street” which consists of almost 5,400 High Streets, 2701 Main Streets and 3,801 Station Roads. The concept of the “high street” encompasses the most fundamental business shops or streets in a city or town. Therefore, its implications are around the most focal business points in the city or town. Fashion can be a very strong vector that can nourish innovative ideas and contribute significantly to the international influence exercised by the UK. A company in the UK high street which has a very powerful global presence is that of Topshop which is situated in the Oxford Street which houses many other important brands including Mango, Gap, H&M and Zara. Topshop is considered to be highly “in-demand” among the other clothing retailers across the UK. It is the name of a “British multinational fashion retailer” having a numerous option in clothing, shoes, accessories and makeup. It was established in the year 1946 being headquartered in the UK and having 500 shops globally among which 300 shops have their brick and mortar stores in the UK itself. The retailers planned business expansion in the US as well in the mid-2000s and thereby opened its physical stores in the city of New York in 2007. 2011 witnessed Topshop announcing a plan of expanding in the international locations of Asia, the US and Australia within five years and therefore looking to expand for business opportunities in and across Europe alongside. 
[bookmark: _Toc533545006]Effectiveness of the Use of Modern Technologies within the workplace
Technology has become one of the most integral part of the workplace in the 21st century. Technology has allowed business organisation and its employees to be more efficient and productive. It also enables a company to schedule appointments and sales calls, track the time of employees and similarly complete many tedious tasks very systematically. Technology has brought a change in the method of communication of employees in the workplace situation. The communication process among employees, subordinates to management or from one layer of management to another has become much faster, more deliberate and instantaneously easy than ever before all thanks to Technological advance in this era. Companies have been much more effective using the technology so as to make work happen without the necessity of employees being physically present at the workplace always. There are various systems in place which is used at the workplace such as “Project Management Software” which facilitates the building, reviewing, delegating and also the assessment of different tasks single handedly. It enables the managers and employers to easily supervise the work of the employees. Businesses nowadays are heavily reliant on these software that enhance the productivity and help to overpower the challenges in respect of the execution of strategies per day. Managers can easily track the progress during each phase of completing the goals and provide for immediate coaching or reinforcement so as to meet the deadlines and keep up the performance as to what standard is been required. 
[bookmark: _Toc533545007]Social Media as a tool for Marketing, Information gathering and Communication within the workplace
Marketing through the social media is a very strong tool for businesses nowadays of different sizes to go to customers and meet their prospects. “Social Media Marketing” also known as SMM includes a method of the internet marketing which involves the creation and sharing of content on platforms of the social media so as to attain the branding and marketing goals (Stelzner, 2011). It could include activities such as image updates, other content and video updates and posting texts that fuel the audience engagement along with “paid social media advertising” (Chaffey, 2016). This has provided the company with its brand reputation. Topshop generally makes good use of the social media for advertising along with using it with the purpose of tailoring events, customer service and promotion. 2012 found Topshop partnering with Facebook so as to accomplish the massive online audience for a live-stream of a fashion show in London (Cruz, 2014). In fact, this has counted been a major move by the company as the brand’s first dress from the ramp was sold out even before the show was over. Instagrammers can broadcast individual posts through the use of hash tags such as #TopshopWindow. Street shoppers can operate their displays just as they would have done with individual tablets by opening and also expanding the screen items with the touch of the fingertip. Topshop chose five Instagrammers to design Topshop channels during their show in London Fashion Week. The brand has taken its shopping affair to a totally whole new level with the provision of “live, sharable, shoppable” runway experience from the fashion week. In 2013, Topshop had collaborated with the social media site Pinterest so as to push customers to indicate their most liked products which is at par with hitting a like in Facebook. These most pinned goods got featured in the homepage of Topshop and customers were provided with the opportunity of entering their “Christmas-themed boards” into their competition so as to win in-store prizes. So, it was obvious Topshop made a very good use of this platform to ensure they engage with the customers and provide them with their needs.
Social media has an edge over traditional marketing media for interacting with customers as well as gathering information from the customers. The future profits, relationship equity and the value of brands in an automotive industry and the luxury fashion have been influenced by the social media activities. Social media is not only letting companies interact with the customers but also enabling the customers of one brand interact with other customers of the same brand (Koivulehto, 2017). For instance, in relation to Topshop’s partnership with Facebook, which was a whopping 4,231,249 fans have come out to gain an insight into the Topshop HQ world as their Facebook page enable continual engagement and interaction with Topshop contributing to its success. The direct messaging service with Topshop enables customers to directly talk of their likes and dislikes thereby shaping the development of new and upcoming products from Topshop. 
There are many diverse ways for leveraging with the social media at workplace. However, even though the social media use by companies for engagement, marketing and advertisement is huge, use of the social media for employee communication and engagement is still nascent. Social media at workplace can be suited to various purposes including communication and distribution, hiring and recruitment, personal development and research, employee engagement and retention, collaboration and social learning, monitoring and listening, employee branding, etc. (Miller-Merrell, 2013). Topshop has received the ranking of being most savvy in the social media high street fashion brand in the fashion industry. 
[bookmark: _Toc533545008]Benefits of using the Social Media 
The newest buzzword for the marketers who are willing to optimize online presence as well as increase sales is SMM. SMM is slowly gaining the position of being the most important part of internet marketing’s successful strategies owing to the numerous benefits it has. HubSport’s findings have revealed that almost 92% of the marketers have affirmed the huge contribution of social media in generating exposure to public. Some of the most notable advantages of using the social media marketing are as follows:
· Enhanced Brand Awareness and Brand Recognition- One of the prime goals of effective marketing is to generate brand recognition. This opportunity is given by the social media. It is one of the most powerful resources of digital marketing syndicating content and also increasing brand’s awareness and visibility (Kim & Ko, 2012). The implementation of a social media strategy that is target-oriented would hugely improve brand recognition and also ensure an engaged audience comprising of potent customers for sure. The main advantage over traditional media is that marketers can point out their brands before people through quick ways. 
· Enhanced Customer Service and Improved Audience Insight- It can provide satisfactory and effective customer services which constitutes the foundational stone for all business owners who seek best mediums of target that would enable them to get genuine customer insights such that good customer services could be provided. The Social media eases things up for the marketers. Marketing professionals can visualise and further analyse what their potential customers are seeking from the social media networks which help the customisation of marketing campaigns in social media likewise. Businesses can also collect customer information to be able to better provide for the customer needs. Also, in spite of the presence of a service department for customers, interaction with customers and handling issues through the social media can be hugely helpful and much more reliable. 
[bookmark: _Toc533545009]Challenges of using the Social Media
In spite of the advantages of using the social media for marketing, there are also certain challenges associated with the use of social media marketing as well. One of the most potent of these is the declining organic reach. Every day, a staggering quantity of content is generated in mediums like Facebook, Twitter, etc. Social channels make use of these algorithms so as to weed out contents that are junk so as to keep customers engagement. Even though, customers open up to curated feeds, the numbers can be disturbing for marketer. Due to the outnumbering content of junk in the social media, in recent times, the posts of pages can be deprioritized and suppressed. 
Apart from that, multi-channel strategies have their own inherent challenges as every channel has its own individual format that shapes up the content. Furthermore, the target audiences too have individual habits and preferences and they would consult simultaneous channels before they can explore the company. For instance, Topshop invests in multiple channels including Facebook, Twitter, Instagram, etc. for reaching out to customers and meet their needs. However, the content in each channel is curated as per the fit and optimisation of the channel. This might create a disparity in the reach of the content to the customers which in turn can result in a decrease of the USP of the products and fail to generate the desired impact. 
Apart from the social media marketing aspect, even using the social media at workplace can be fraught with its own inherent problems. One of the most potent problems associated with the social media use at workplace is the use of the social media accounts for the purpose of employee harassment and bullying. Often, employees might vent their frustration arising from a workplace situation on the social media sites which might damage the public reputation off the company. Some of the social media sites are more focused on work than employees and home life due to which it is easy for targeting by customers. It is not physically possible for an employee to get prevented from poaching by competitors. Similarly, often the social media is used by employees for other purposes other than working. Controlling or monitoring these things continuously is a challenge for the management teams and it can work out in the opposite way so usage of the social media platforms is also challenging.
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