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Introduction

One of the most notable phenomena in recent times has been the rise of social media. Social media is a term that is used to denote the various platforms that have been developed to facilitate greater interaction between people. Some of the more well-known social media platforms are Facebook, Instagram, LinkedIn, Twitter, etc. Each of these platforms has their own target audiences or functions, and work differently. Burgess and Burgess (2013) explain that these social media platforms have changed the way human beings interact. Human beings today rely on digital social media for a myriad of activities from checking in with loved ones to coordinating social revolutions. The overall effect of social media has been to rewire the mechanisms and dynamics of human relationships. It is therefore imperative that companies do not ignore the impact of social media on their businesses. Social media has not only impacted the lives of the people they employ, it also offers a range of solutions to increase productivity and reduce costs. Therefore, it is very important for businesses to adapt to this new breed of human, the social employee, as well as the new and changed business landscape, the more digitally interconnected and socially aware one.
[bookmark: _GoBack]In this work we first discuss and the use of social media for communication, and move on to examine how social media can be used for marketing; this is but a brief overview of the extent of the possibilities afforded by the new social media platforms from the perspective of the business.  Finally, we discuss information gathering using social media. 

Discussion

Social Media for Communication

Broadbent (2016) explains that the nature of communication today has changed as a result of the rise of social media. Once upon a time it was the case that when the geographical distance lessened communication; people had to rely on snail mail for communication with loved ones that were far away. While at work or in school, traditional expectations are that the individual’s private life is kept away. The professional environment took priority and focus, and a strong separation of the private and professional lives was the norm and also expected. However, the rise of smartphones has resulted in a change, where there is a continuous flow of communication that is part of the private life of the employee throughout the working day. This includes phone calls, text messages, messages on WhatsApp, Facebook, Instagram etc. as well as checking the newsfeed on these sites. The use of company devices such as mobile phones and computers for this personal communication during working hours is also very widespread; Broadbent (ibid) cites various surveys which suggests that a majority of communications during working hours are in fact private communications, which has in turn led to many companies requiring employees to use their private devices such as mobile phones even for business calls, and allocating a small sum of money to cover these costs instead of giving them company devices and having to monitor personal communications over these devices. 
It is this seepage of personal communicating during working hours that causes the need for effective policies to be put in place for the companies to deal with employee communications over email, social media, mobile phones, etc.  Guerin (2017) explains that policies can be explicitly drafted or exist in the form of practice. The norm within an organization carries a lot of weight even if the text of any policy goes against the norm. Well drafted policies are required to ensure that the companies can protect trade secrets, promote its brand, products and services, preserve customer and employee privacy, lay the groundwork for discipline. Furthermore, Guerin (ibid) suggests that employees have a right to be informed that their communications are not private if these communications are being monitored or will be monitored. Such policies can also help educate the employees, conserve company resources, etc. Jue et al (2009) explain that the very nature of communications has changed; the business environment became more complex as a result of the increased information available, the new technologies facilitating communication, and new possibilities for partnerships. The unprecedented change also facilitates increased globalization, and working across geographical distances. A prime example of this is the mass collaboration that was done in the development of open source software.
Another important aspect of social media communication is the development of the employee’s own professional profile. Social media platforms targeted to these functions are LinkedIn and Twitter. Posts on these sites help the individual to communicate their work experience, get in touch with recruiters and build their professional reputation. For example, on LinkedIn the individual can give and receive recommendations from other people that they are connected to. This can be their previous employer, line manager, subordinates, etc. This allows people to openly see then nature of their interaction with ex-colleagues and form at least a partial opinion on their professionalism. LinkedIn also allows individuals to post content, which allows them to communicate their knowledge and expertise on a subject matter to an interested and relevant audience. Twitter is often used for professional communications and building individual profiles. Mentions on Twitter by other people help people to form an opinion of the professional as well as personal relationships of the individual with others. As an exercise, the author created his own professional profile on LinkedIn and added his old colleagues, co-students, etc. Immediately it was possible to see job vacancies that suited the author’s profile, which friends worked in which companies with vacancies, etc.  Treem and Leonardi (2016) also explain that social media mediated communications have the power to alter the knowledge sharing and power processes in an organization.

Social Media for Marketing

The changed landscape of communications also means that companies have to change in their methods of communications with their customers. This holds different things for different companies; B2C (Business to Consumer) companies undoubtedly have to use social media to communicate with their target market. B2B also have to use social media perhaps to reach the decision makers in other companies, and to build goodwill and their brand reputation. Michaelidou et al (2011) find that a quarter of SMEs in the UK already have a fixed budget for social media marketing and also plan to increase their social media budgets in future. This suggests that social media marketing has achieved a very strong legitimacy in business today; it helps organizations to attract new customers, and cultivate existing customer relationships. Social media marketing is considered to be an important moderator in relationship marketing. For B2B organizations, social media marketing can help to build brand awareness.
Kim and Ko (2011) give the example of the use of social media marketing in the luxury brands segment. They explain that social media marketing is useful as a business take off tool for luxury fashion brands. This is because social media allows them to communicate with their customers directly; furthermore, the communication is not one way but two ways. Customers are in fact the intangible assets that the firm should acquire, maintain and maximize, just as any other financial asset. Value, brand and relationship are the three drivers of customer equity.  Value equity is the customer’s objective assessment of the utility of the brand. Relationship equity is the tendency of customers to stay in a relationship with the brand, beyond objective and subjective assessments of it.  Finally, brand equity is a customer's subjective and intangible assessment of the brand over and above its value.
De Vries et al (2012) explain that brands can build the reputation of their brands by opening up brand pages in social media sites. The content of these pages will help to generate interest in the brand amongst the younger generation, as well as existing customers who have moved to social media. These pages can also help the brand with information gathering, which is discussed in the next section. Hoffman and Fodor (2010) explain that it is important for social media campaigns to ensure that the brands benefit long term, rather than short term. Focusing on ROI often leads to a short termism that is not beneficial to the company in the long term.  Well-designed social media content will harness the viral possibilities of social media in order to ensure that the content is viewed by the largest possible audience.

Social Media for Information Gathering

Social media platforms can also be used as a location for information gathering. The information gathered can be very varied, from gauging the preferences of the customers to their general social attitudes, aspirations, etc. Mining social media data can also give organizations information about the relationships between people, the importance of specific individuals, etc. Leonardi et al (2013) explain that the use of social media within an organization means that the messages that people send to each other and the consequent networks that they form, the text that they produce in these communications, etc. may be visible to some or all people in the organization; these however would also persist in their original form over time. This means that the data can subsequently be used at a later point in time by other people, to learn and improve on the existing knowledge. They explain that there are at least two kinds of knowledge that people can learn from communications on social media, i.e. instrumental knowledge and met knowledge. Instrumental knowledge is knowledge about how something can be done. It facilitates social learning. Meta-knowledge is knowledge about who knows what within the organization, and is useful for the ensuring the smooth functioning of the organization. 
Conclusion

It is clear that the rise of social media has brought about a sea change in the way human society communicates. Social media has redefined the possibilities of communication, making different forms of communication possible. It has facilitated much greater multi-directional communication, cross-distance communication and always-on communication. These changes have also had an impact on human life in general. The strict demarcation between professional and personal communication has blurred, giving rise to employees who expect to be able to engage in personal communication during working hours. However, the rise of social media has also made the business environment more complex; individuals are able to form professional connections independent of their employers, and build their professional reputations using social media. Social media has also changed the form of communication between companies or brands and their customers; B2C companies can now communicate and hold dialogues with their customers directly using social media. B2B companies also have to use social media to maintain their brand awareness amongst decision makers in other companies. Social media is also used for information gathering; it was found that social media held two types of information, i.e. instrumental knowledge and metaknowledge. Any organization that wishes to succeed in the modern business environment therefore has to ensure that they are able to engage effectively in the various social media platforms that are alive today.
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