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Digital skills in the workplace 


Introduction
The advances in technology have worked to the advantage of most settings. While some of these settings maximise the use of emerging technology, others are yet to get a grip on and optimise their use of technology. One area with growth potential is the use of social media in the workplace. Social media, as a tool within the emerging technological trends, has become effective for communication and marketing purposes. This essay will evaluate the effectiveness of modern technologies within the workplace and how social media can be used to market, gather information and create an online presence. The context of this essay will be within the transportation sector. 

Effectiveness of using modern technologies in transportation agencies 
Ever since the advent of modern Internet technologies has leapt many folds in just a few decades. The eagerness and innovation that characterises these advancements have made these modern technologies to permeate almost every area of life. As such, using such modern technologies in no longer limited to specific sectors but can be harnessed and applied in many different sectors (Raymond & O’Hara, 2014). Within the transportation sector, it is necessary to harness these modern technologies to enable users and transport administrators to link up and communicate in professional ways. For example, taking on the role of a transport administrator, it would be necessary to use available modern technologies to expedite the roles and duties like arranging suitable bookings for service users, updating the relevant service user and staff records, feed in the system new, regular or continuing bookings and liaise with transport providers to ensure that users get quality services worth their money. 
In all these responsibilities the transport administration function can rely on available modern technologies to ensure that the services run smoothly. For example, the timely production of a booking schedule relies on effectively capturing service user data and appropriately using available software to make the bookings so that these are available within the system. Currently, numerous transportation management systems can be applied in this case. While these may require a significant level of computer literacy, most of the systems in the market are made with suitable online user training features that ensure that users gain significant skills to optimise the functions of such systems (Merenkov, 2018). Consequently, apart from directly communicating with users and drivers either through a social media platform or a company website, the transport administrator will benefit from using modern technology by ensuring that all relevant information to the public is available and can be used in decision making. 
Since the community also consists of vulnerable groups and those with disabilities, it is possible to effectively use the modern technologies as a transport administrator to effectively communicate and meet the needs of these groups within the community. While dealing with the service user and staff information, an understanding of how to maintain confidentiality and privacy is necessary as part of the digital skills that the administrator should have. Hence modern technologies provide a plethora of tools, including social media platforms that can help the transport administrator to effectively undertake their duties and responsibilities most professionally.
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Public transportation agencies have increased their usage of social media, which requires a better understanding of the typical social media features. According to Bregman and Watkins (2014), the best practices related to transportation agency usage of social media relates to the customised use of such technology. This is a critical marketing and advertisement function that enables the users to identify with their most preferred products easily. Additionally, the effective use of social media will bring about competitive advantage for the transport agency in question. 
According to Bregman and Watkins (2013), almost all state transportation departments, most public transportation agencies, and airports have an established social media footprint, which represents a dramatic innovation in the way governments prefer to communicate with their communities. Generally, most agencies commonly use various social media platforms suited to fulfilling specific agency needs. For example, there are those platforms that enable social and professional networking. Such can be effectively deployed and used by drivers and other staff of the transport agency. Further, there are blogging, media and document distribution platforms that can be used by management, staff and the community to share experiences, opinions and information that is relevant to enhance service delivery. Drivers and service users can also benefit from using geo-location platforms that provide a convenient link point for effective service delivery. 
Erdoğmuş and Cicek (2012) notes that most social media platforms have a feature that supports crowd sourcing. This is critical where the transport agency management wants to integrate team effort so that the services provided meet the desired quality. Notably, Facebook is the most common social networking platform that can help the administrator to network with the drivers and other staff as well as the service users. A characteristic feature of Facebook that enumerates the likes and dislikes becomes a powerful marketing tool for the transport agency. In fact, more likes from the service users mean more bookings for the agency and hence more revenue. On the other hand, Twitter, as a micro-blogging tool, can be often used to post public transit information updates and event announcements. 
Generally, Facebook interactions are more suited towards storytelling, consequently positioning the transport agencies in an engaged mode with the community members. Comparably, Twitter, which is more reader-focused, can be used by the agencies to offer consistent updates to the public. Additionally, other social media platforms will support special niche purposes, for example using Instagram, Flickr or Pinterest, transport agencies can effectively accomplish image-based communications, while on the other hand, by using LinkedIn, the transport administrator and staff can establish effective professional networking (Milenkova, Keranova & Peicheva, 2019,). 
As part of effectively using social media, Milenkova, Keranova and Peicheva (2019) underscore the need to understand well those people who use social media, especially the groups in the population that often interact on the different platforms and for which purposes. This is critical to mounting a competitive marketing campaign that is important to generate the needed revenue. Further, knowing the categories of users provides another significant dimension that can help the transport agency to identify the most effective social media programs approaches for the public transit agencies.
As such Bregman and Watkins (2013) notes that most transportation agencies can utilise social media as a means to establishing direct connections with service users, sharing stories, managing emergencies, resolving service users’ concerns, thereby broadening the agencies’ coverage and improve government transparency. Raymond and O’Hara (2014) critically looked at and discussed how social marketing can be used to market and advertise services effectively. Specifically, the use of experience, engage, exchange and entice applied to the diverse aspects commonly known as the four Es of social marketing can be a very effective marketing campaign for the transport agencies just like any other business. As such, social media can be used to entice participation, whereby service users are enticed on a platform like Facebook to share their experiences. This creates an enticement for other users to participate. Additionally, social media platforms also enable the agencies to exchange information with staff and users. This is critical to decision making that is a time sensitive aspect in that transportation system. Beyond the exchange and entice aspects, the transport administrator can be able to directly engage the drivers and other staff and ensure productive teamwork at the agency and between agencies. Overall, the service users’ experiences can be captured and shared on suitable social media platform so that the community can effectively evaluate the quality of service provided by the agency. Often the effect of liking experiences posted on a social media platform like Facebook has powerful social marketing effects (Dhaoui, 2014)
Kusumasondjaja (2018) notes that businesses can benefit from interactive messages within the social media context that respond directly to user queries, fears, and comments. As part of developing customer loyalty such interactive systems can be preset to allow more positive opinions directed at customers, irrespective of real service quality, even in those cases where agencies respond to only selected number of tweets daily. In this way the social media platform can become a service user assessment point of the sensitivity and effectiveness of service. 
Considering the extensive use of social media in public transportation agencies, more should be done to clearly define the aims, policies, objectives and efficiency of using social media within the transport sector. Milenkova, Keranova and Peicheva (2019) noted that social media presence denotes critical investments of staff to maintain locations, to reply to users’ comments and to continually appraise the public image of the agency using social media. According to Correa (2016) while social media substitutes certain communications through published resources and physical mail, the cost savings associated with printing and postal services can be counterbalanced by an increase in staff social media usage costs. Additionally, there may be concerns that social media can be effective while communicating with existing riders, though less efficient in communicating with probable riders (Raymond & O’Hara, 2014). 
Erdoğmuş and Cicek (2012) stated that merely using and popularising social media use in the business is not adequate. As such the transport agencies must look at how to optimise the use of these modern technologies to profit the business while enhancing the quality of services provided. Hence, transport agencies like most businesses can measure their social media efficiency by using built-in metrics that can include the numbers of ‘‘friends, followers” and ‘‘likes” a common feature on sites like Facebook. Alternatively the agencies have the option of using the more advanced features like Google analytics. Using these analytic tools requires the transport administrator to be adequately skilled on how to interpret the varied results and be able to model scenarios. 
Generally, an increasing number of public transportation agencies are currently using diverse social media platforms. These are meant to update and involve the public transportation users and citizens (Correa, 2016). Social media can help agencies to create uninterrupted and clear relationships with users. Bregman and Watkins (2013) points out that sufficient qualitative evidence suggests that social media use helps to improve transportation services and operations. Consequently, as much as implementation and use of social media is beneficial, well-designed social media performance metrics are required. With such metrics comes the need for the transport administrator to gain sufficient digital skills to measure and elucidate the effectiveness of social media investments in the different transport agency programs. 
Erdoğmuş and Cicek (2012) stated that social media is growing exponentially as among the main modes of communication among agencies and the public. However, considering its modernity social media is yet to gain full use and implementation because there is still a lack of ample understanding about how the diverse types of public transportation agencies can use dissimilar social media platforms to achieve the different types of communications and their corresponding results. Further Merenkov (2018) notes that as far as the measurement of social media use within such transport agencies is concerned, more than 50% of public transit agencies often evaluate the efficacy of their social media platforms based on users’ appointment activities and subscriber activities (Merenkov, 2018). Around the world public transportation agencies have successfully undertaken social media investments within their operations. In essence social media is considered as an essential approach to communicate with service users, drivers, and other staff and respond to their various needs. While most transport agencies measure their social media results and greatly value their performance, such evaluations require the development of effective digital skills on the part of the transport administrators. 
Conclusion 
Notably, transport agencies like any other business can gain immensely from the implementation of modern technologies like social media marketing and communication. Although these may come with some investment cost, the use of social media platforms like Facebook has the capacity to exponentially increase outreach to the potential market meaning more service users and more revenue. Consequently the transport administrator must be skilled when using these modern technologies to ensure an effective online presence for the agency. This requires periodic appraisal of the effectiveness of using such technologies against the cost of investment as a way of improving their efficacy.
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