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	The concept of modern technologies has allowed numerous businesses and organisations to float with convenience and speed. It has been found that communication between groups have efficiently increased with the advancement of Internet technologies, which has facilitated individuals to communicate quickly and in cost-effective manner (Veil, Buehner and Palenchar, 2011). It has now been considered as one of the vital elements that is required in the daily lives of individuals these days. Most of the people tend to use internet to socialise and communicate with their peers, friends and family throughout the day. Their purpose of using internet and social media is to get across the beliefs, information and data that are relevant to their interests. According to the research of Kim and Ko (2012) there are millions of individuals who avail services across internet for different purposes, such as communication, advertisement, and promotions. It has been noted that the information spread across internet are most commonly used for the advertising purpose, which has evidently increased the significance of social media and networking sites (Katona and Sarvary, 2014). Moreover, the technologies concerning Internet have evolved and advanced in the past decade. 
	It has been found to have a significant impact in reducing distance between individuals living across different geographic locations. Moreover, it has enabled individuals to communicate through images, bridging the gap of communication, and removing the notion of third party communicators. In addition to this, the research of Kietzmann et al (2011) has highlighted that internet have increased the amount of information being communication, along with the increased speed and interaction. The aim of this paper is to explore the evaluation and effectiveness of modern technologies and its usage.  

Two of  the best cloud storage are Google drive and dropbox .google drive services :you have google docs intergration,many third party apps ,in apps  collaboration,,strong costumer supprt.Weaknesses:weak file sharing security,no private encryption option ,no block level sync ,cheaper options.Dopbox services:Very fast sync,ms office online integration,dropbox paper.Weaknesses :only up to 1TB,expensive,not zero knowledge,no 24/7 support.
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	Based on the research of Quan-Haase and Young (2010) modern technology has advanced with the passage of time, which also includes the advancement of information and communication technology or ICT. It has also been considered as the significant element of globalisation that allows people from different backgrounds to transfer information, conduct business, and promote products and services. The research of Curtis et al (2010) indicates that the worldwideweb is known as the medium of commercial that is based on the sharing of resources and information. It also provides efficient platform to enhance the promotion, sales, and communication between different parties across the world. It has been evident through the research of Wang, Yu and Wei (2012) over 65% of the total residents in United Kingdom have the access to internet, with over 95% of qualified degree holders to have the internet at their homes. Based on the research of Correa, Hinsley and De Zuniga (2010) the Internet has ability to provide different environments, which ranges from market-based activities to discussion based activities. It has also facilitated the business with virtual presence to offer their respective services and products rather than using the traditional channels of communication. In other words, the internet provides individuals and organisations with virtual market that enables them to buy and sell products through different mediums, as highlighted in the research of Kim and Ko (2012)
	One of the greatest examples of the advancement of technologies is social media and networking. It is an aspect of modernisation that has escalated in its growth in a short span of time (Mangold and Faulds, 2009). It can be deemed as platform that provides individuals a place to base their communicative network, which may include associates, peers, friends and families. These individuals connected can discuss and engage in meaningful conversations and debates, which are based on their shared interests and lifestyle (Curtis et al, 2010).
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	The research of Moorhead et al (2013) indicates that Internet is the new form of media that heightens the notion of interaction through incorporating the messages from one user to another. It has been found in the research of Eyrich, Padman and Sweetser (2008) that the development of interaction can be seen on the media that is based on Web 2.0, which regards channels of Social Media as the exchange of conversation between organisations and consumers. These conversations are two-way rather than one-way as observed in the traditional methods of communication and advertising. It has also been indicated that the participation of users can be facilitated in the real time and can be based on the content shared by first party. It has been observed in the research of Kaplan adn Haenlein (2010) that social media sites offer platforms that are essential for a successful business and its advertisement. On the other hand, the research of Tufekci and Wilson (2012) indicates that the social networking sites offer cost-effective solutions, which in most cases are free. In addition to this, the set-up process of these advertising measures is convenient and time-saving. Its integration in businesses these days is undeniable; therefore, making the best use of these services can contribute in the success of any given business (Chou et al, 2009). 
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	According to the research of Katona and Sarvary (2014), the concept of social media is based on the two most significant factors: Social and Media. It implies that the notion of social media is referred to the relationship that exists between organisation and the users, which allows them to socialise and communication on a given media. On the other hand, the research of Correa, Hinsley and De Zuniga (2010) indicates that even though all the features were previously presented in the traditional mediums as well, the advent of social media is based on the latest technologies that have further heightened the reach and impact. In the past, the audience were found to be limited and included friends and family along with the community. However, the incorporation of social media has allowed the communicator to interact with masses on a global level. In addition to this, the research of Quan-Haase and Young (2010) signified the element of accessibility as the crucial aspect of social media that has allowed big and small organisations to perform and reach out to possible solutions with minimal efforts and cost.
	
	Hence, it can be said that the significance of social media for advertising purposes is more than ever. However, it needs to be dealt with utmost care as negative reviews can cause the organisation to lose its potential consumers (Wang, Yu and Wei, 2012). The impact of positive and negative publicity is even more impactful on social media because the power lies in the hand of consumer and their perception about a certain brand. Therefore, the usage of publicity through social media can be tricky and requires intense carefulness in order to get successful. Moreover, the commitment of an organisation must be aligned with the purpose of adding consumer value into the notion. As highlighted in the research of Kietzmann et al (2011) social advertising through online channels is based on the two way conversation that occurs between the organisations and consumers, unlike the traditional methods that are mostly based on broadcasting. On the other hand, the level of interaction observed in broadcasting method is lower and appear as decreased connection between the reality and consumers, which impact negatively on the overall image (Quan-Haase and Young, 2010). 
	Social media is one of the greatest platforms for online communication, which empower the organisations to share consumer-based content. The notion of interaction is unlike all the other mediums that promote communication. It can boost the positive hype while alluring the targeted audience as identified by the analytics of these networking sites. Moreover, it adds value to the business in the community that is widely spread across the internet users.
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	It has been evident through the research of Chou et al (2009) that the information can be shared across social media with the process that is fast and spontaneous. The impact of information shared is immense on creating the negative or positive image about any given project. It has been observed in the research of Eyrich, Padman and Sweetzer (2008) there are more than 1.3 million posts under the category of blogs that are posted on the daily basis on average. In addition to this, there are many platforms that offer consumers with participation, conversations and feedback. It also includes digital voting and the positive image making through different contents (Kim and Ko, 2012). Therefore, it has been found that the platforms offering free interaction, engagement and fast sharing of data is considered as most effective. There are two significantly booming platforms that satisfy the similar need of organisations as well as the consumers. It has been found that Instagram and Facebook are the two mediums that are widely being used for the promotion of products and to increase the consumer interaction (Kaplan and Haenlein, 2010). 
	There are many small businesses that are operating only through the platform of Facebook, which allows them to share the information about their offered product and services. It also encourages the organisations to interact with their audience and respond to their queries spontaneously (Correa, Hinsley and De Zuniga, 2010). While there are multiple features that are offered by the said social networking site, it has also been observed that it enables organisations to track the preferences and behaviour of their consumers to offer better products or services. On the other hand, Instagram, which is also owned by the Facebook, works similarly (Curtis et al, 2010). However, it has been noted that Instagram is a photo-sharing app that allow posters to add captions. Most of the organisations have now linked their accounts to Instagram as the user base of the media has been increasing. 
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In my opinion google drive is a better choice for many companyes because of the strong costumer support.
	It has been evident that the companies have understood the significance of Internet based applications and technologies that facilitate businesses towards success. Most of the companies consider Internet as an essential tool to understand the consumers and attract more consumers in the long run. Social media and social networking sites allow businesses to interact with their customers and provide them a platform to share information with the consumers. In addition to this, the increased engagement allows consumers to express their views and have meaningful discussion about the products and services produced by the organisation. These measures allow organisation to make their brand image more positive. In addition to this, it has been observed that the concept of social media revolves around the communication that exists between individuals from difference communities, which they use in order to express their feelings, thoughts and emotions. Therefore, social media holds a great significance in reaching out to the wider audience through the perception and interaction of their loyal consumers. 
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