Social media in Marketing:
-Shifted the power to customers (Constantinides, 2014).
- Harvard Business School (2010) outlines that:
· Most companies use social media with no strategic plan. 
· Only 1 in 10 companies think they use social media effectively. 
· Only 20% of businesses have a budget for social media activities.



Engagement: 
Constantinides (2014) outlines that:
Customers must be included in the innovation process through co-creation. SAP, Lego, HP, NOKIA and AMD created support communities for this. Moreover, the t-shirt retailer threadless, encourages customers to send t-shirt ideas and if they sell, the designer earns $2500 cash. This strategy earned them 400,000 followers. Gucci used #TFWGucci thanks for watching campaign, where they used humour to appeal to millennials (MBA, 2020). In addition, Gillin (2009) highlights that Fiskars felt low emotional connection to customers. They developed a marketing strategy on social media. After a year, sales tripled. 

· Contributions need authenticity: 
Examples:
· Amazon built strong trust based on customer reviews.
· Ford launched a campaign where they allowed 100 drivers use the Ford Fiesta for 6 months and share their experiences with the intention of having customers talk about Ford and not the company talking about itself (Social Media Breakfast, 2012)
Benefits of social media:
· Facebook likes drive traffic and increase sales (Lee, Lee and Oh, 2015)
· Investing in it can increase financial performance (Wang & Kim, 2017, p. 24).
· It has a positive effect on branding (Godey et al., 2016, p. 5833)

Therefore, one could argue that businesses could achieve competitive advantage by using it. However, as branding goes online, marketers have realised that social media was created for people and not brands (Fournier and Avery, 2011, p.193). Furthermore, Floris and Dettori, 2020, p.57) found that social media use is neutral in relations to financial outcome. Yet, they denote that businesses in the study do not appreciate social media, therefore they have not made proper use of this tool.

How organisations need to react to meet the challenges:
Hofacker and Belanche (2016) argue that by:
· Adjusting to reactive marketing: The colossal amount of data forces companies to act reactively as they are not in charge anymore.
· Managing customer creation and engagement: Due to marketing evolving from product management to platform management.
· Adjusting to a changing marketing skill set: As marketers are required to apply knowledge to digital contexts.
· Schultz and Peltier (2013) argue that companies need to determine how engagement works and how to use it in social media.
· Melancon and Dalakas (2018) suggest appropriate handling of customers complaints on social media. Marketers must respond rapidly, with authenticity, not delete bad comments and outreaching to discuss the complaint further. Gillin (2009) states that to stop negative press, companies need to quickly admit that they failed and promise to improve. Additionally, negative feedback is not bad, as it can boost awareness and social media campaigns are low cost.

Conclusions:
Management of co-creation and engagement, adaptation of skillset, innovation, reactive marketing and handling of complaints are the main challenges that social media has brought to Marketing.
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