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Digital Skills and Research Methods 
1.1 Introduction
The emergence of social media has improved the connection of individuals from all over the world together (Bennett, 2010). This has contributed immensely to the world of the global village. According to Cox & Rethman (2011), social media can be defined as a place where people interact by using online platforms which often requires the use of the internet. The world today has seen the development of several social media platforms, among which Twitter, LinkedIn, and Facebook, are the most visited and interactive ones (Bennett, 2010). On the basis of the popularity of these three social media platforms, the study seeks to explore into the relevance and usage of the platforms in relation to research methods. 
2.1 Facebook
Facebook is the most dominant and visited social media platforms among all other social media platforms (Facebook Statistics, 2011). Data from Statista (2018), shows that Facebook had over 2.23 billion monthly active users as at end of the second quarter of 2018. This is attributable to the varied use and benefits of the Facebook platform. Some of the benefits of the most visited social media platform has been discussed below;
1.2.1 Facebook provides a relatively low-cost marketing strategy
Facebook will cost a fraction of the cost of marketing activities that would cost thousands of dollars through other channels (Thompson, 2011). Due to its number of users, it makes it ideal for medium and small-scale businesses with a limited budget for marketing. Larger business can also trail marketing themes through Facebook before committing to bigger marketing strategies. (Thompson, 2011).
1.2.2 Share of basic information about your business
Facebook is the place where you can publicize your business address, name, contact details, and briefly describe your products and services. It can also help you to talk about your staff, history and any other details that are likely to attract other Facebook users and create interest in what you do. This allows people throughout the world to have an idea about your business. (Warnakula & Manickam, 2010)
1.2.3 Constant interaction with existing and potential customers
Facebook allow workers to talk to potential and existing customers by replying and receiving messages. This allows workers to share useful information related to their job to other potential customers. This increases credibility and promote business by building long-term relationships with customers. For example, a bodybuilder could posts tips on diet, how to exercise and the time to exercise. This allows potential customers to post their comments on the company, business, product or marketing campaign to give valuable insights. (Warnakula & Manickam, 2010)
1.2.4 Provide customer support and prompt attention
Potential customers and existing customers can posts questions on the company Facebook wall, and the workers can address their concerns there. This is more effective and efficient than other channels such as phone calls. This allows potential and existing customers to read common questions without approaching the company individually to save time.
 1.2.5 Raise brand awareness
Companies and business can increase their profile on Facebook by encouraging customers to click the like button on the company’s Facebook page. One's customers like the page, customers will receive an update of the wall, where their friends will also see them. This helps to build awareness of your business and associates friends with the company brand. This also allows customers to post positive messages about the products or services on their walls to allow other friends to see.
1.2.6 Targeted advertising
Facebook can analyze all information of their users enter into their profiles. Owners of the business page can pay to have access to this information to deliver targeted advertising to a specific group. (Kwak et al, 2010). For example, an outdoor store could use Facebook to calculate how many people in a certain city or community have listed fishing as an interest. Then develop an ad for new fishing lures, and pay for it to appear only on the pages of those people.
1.3 Twitter
Twitter has a range of uses and benefits for business and diplomatic information sharing, which complement other communication channels (Sherman, 2009). Twitter is a unique form of communication channel because of its brevity on the postings, which is limited to a maximum of 140 characters no need of acquaintances among users (Kwak et al, 2010). 

1.3.1 Effective Communication
This is a way to keep company followers up to date with current information about the business. The most import thing is, it allows followers to communicate with the firm too. For example, television stations use Twitter to converse with its viewers on their program outline of the day (Hatula et al, 2011).
1.3.2 Generating leads
Companies twitting about special offers or a new set of products can encourage followers to find out more about the product, leading to a potential increase in sales.  For example, offer special promotions like ‘buy one get one free’ via twitter. This allows more potential customers to be aware of the products.
1.3.3 Showing brands personality
Twitter allow companies to live up to their image. Twitting about business brands and workers gives followers a sense of your business as more than a supplier of goods and services. For examples, showbiz can use quirky and catchy language so share links to interesting articles and promote events via twitter.
1.3.4 Seeking feedbacks
Most businesses use Twitter to invite online feedback, comments, and reviews. This information is useful for business because every business wants to improve and also allow potential customers to do more research for their own purchases without contacting the company individually.
1.3.5 Providing customer service
Asking questions and getting services via twitter is more convenient for Twitter-savvy customers. A large telecommunications company has capitalized on this, by providing a 24-hour response service for all sorts of customer queries, with staff using their names and answering in a chatty personal tone.
1.4 Register with Facebook, Twitter, and LinkedIn 
For an individual to have access to the social media platform, it is required to sign up to such platform. The process may be simplistic for other platforms whiles other are very complicated. The social media profile is a window which captures the details of new entrants including personality, job, interests, email, date of birth and the login password. Several rules are stipulated to guide the development, operation, and management of social media platforms. These rules are explained by Mastrangelo et al, (2006) as follows.
· The capture of bio/Description is relevant. This includes basic information about a person, website domain, and email address. Especially on company pages, the opportunity of companies to describe their products and link out to an external website makes bios a more powerful marketing tool. Including another social media in the personal information section of another Facebook is a simple form of cross-promotion that could help grow your social following across board. The Facebook personal profile can be more fun than that of LinkedIn bio, which should focus on professional skills and job history. Through each profile, bio may differ, but your name or handle should be consistent across all social media and this allows people to find you more easily.
· The password is essential for registering social media. Password allows the profile of the user to be secured from other people. The addition of password is for security purposes.

· The image is one of the rules of the social media network. You should always strive to have photos to fall within the dimensions recommended for a certain network. With profile images on social media, simple is usually recommended. Don’t fit tons of information about your business into your cover page. Image consistency among other social media networks will allow people to connect with you and trust you. 

· Extras are the last of the rules of the social media network. Profiles should be regularly updated. Bios should be regularly updated with the latest information to ensure everything is fresh and genuine. Regularly changing cover photos keeps your profile interesting to existing followers and gives you the opportunity to engage people. Finally, your static profile picture will help you to maintain brand recognition and consistency across other networks.

1.5 Conclusion
When considering the impact of social media at the workplace, it is important for employees to have clear and sound policies, and understand them throughout the training process to prevent wasting of time. (Selford & Mearns, 2009). The use of social media should be promoted as a working tool for example employees could exchange information about a common interest, products, and services (Skeels & Grudin, 2009). Social media over the years has changed people’s lives in many ways. These changes have reached out to the organization and human interactions (Selford & Mearns, 2009).
	






	



REFERENCE
Bennett, S. (2010). Civil discovery of social networking information. SCBennet-Sw. L. 
               Rev., litigation-essentials.lexisnexis.com. 413-431.

Cox, J. T., & Rethman, K. M. (2011). Setting expectations: Social networking at work. Ohio               
             Lawyer, 17-19.

Facebook Statistics. (2011). Retrieved from http://newsroom.fb.com/contents/default.aspx?news
               AreaId=22

Hantula, D. A., Kock, N., D’Arcy, J. P., & DeRosa, D. M. (2011). Media compensation theory:  
            A Darwinian perspective on adaptation to electronic communication and collaboration.
            Evolutionary Psychology in the Business Sciences. Berlin, Germany: Springer-Verlag.

Kwak, H., Lee, C., Park, H., & Moon, S. (2010). What is Twitter, a social network or a news  
                media?

Mastrangelo, P. M., Everton, W., & Jolton, J. (2006). Personal use of work computers: Distraction 
              versus destruction. CyperPsychology & Behavior, 9(6), 730-741.

Sherman, B. (2009). When the bird tweets, does anyone learn? Chief Learning Officer, 36-39.

Skeels & Grudin J. (2009). When social networks cross boundaries: A case study of workplace 
              use of Facebook and LinkedIn. Retrieved from http://research.microsoft.com/en-     us/um/people/jgrudin/publications/newwave/socialnetworking2009.pdf.

Stafford, C., & Mearns, M. A. (2009). What happens when organizations embrace social 
             networking? Knowledge sharing at a multinational business solutions corporation. 


Thompson & Bluvshtein, 2008: Where Technology and the Workplace Collide: An analysis of the                          
              Intersection Between Employment Law and Workplace Technology, PRIVACY & DATA  
              SEC. L.J. 283, 284 (Apr. 2008) (citing a survey from 2005 conducted by the American  
             Management Association and the ePolicy Institute).

Warnakula, W. M., & Manickam, B. (2010). Employees’ behaviour in online social   
             networking websites (SNSs). Tropical Agricultural Research, 22(1), 94-106.

Statista (2018). Social media: Embracing the opportunities, averting the risks. Ethos Business Law.

