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Introduction
Social media has different forms of definition. It can be defined as the websites and applications that enable users to create and share content or to participate in social networking.
It can also be defined as a form of electronic communication such as websites for social networking and microblogging through which users create online communities to share information, ideas, videos and other contents.(Boyd, D., & Ellison, N. B. 2007).
It is a faster way of sending and receiving information as opposed to the traditional ways.
The merits of social media to an organization outdo the demerits and therefore it is inevitable in todays’ business world. 
The merits are;
1. Large audiences are reached
Millions of people are using social media, when a message is sent or communication is done, large numbers of people are reached and hence makes communication easy.
According to Pew Research Center, US citizens using social media sites are as follows;
[bookmark: _GoBack]73% use you tube, 68% use face book, 35% use Instagram, 25% use LinkedIn and 24% use Twitter.
The ability to reach large audiences is a huge advantage to many organizations which opens doors for business to find more leads that might need your product or services. (Stewart, D. W. 2010)
2. Building of own brands
When social media marketing is used, an own brand can be built. When you connect with interested leads, you expose them to your brand, and this builds brand loyalty and it becomes familiar to your audience.
Brand familiarity leads to more conversions down the line because people have a tendency of buying from brands they know well.
3. Driving traffic to your website
Social media is a catalyst for driving traffic to websites. Most platforms allow one to post content with a link to website. If the content is compelling, it entices the audience to click on the link, which directs them to your site, where they can learn more about your business.
4. Evaluation of one’s performance
When social media is used for marketing, it can assess ones’ performance. Whenever a marketing campaign is run, you want to know how it is performing. It is an easy way for you to track your campaign to see if you’re driving valuable results. This will enable one to correct mistakes if any and optimize it to improve and drive better results.
5. Social Media networks can be joined freely
The biggest advantage of social media marketing is that it is entirely free to start. No sign-up fees required and the only investment one will need to make is in form of time.
By saying this, there are paid advertising options on most social media platforms. These can be a great tool for growing your following and reaching more users but are by no means mandatory for business. (Kolek, E. A., & Saunders, D. 2008).
6. Viral content creation
This is the most peculiar advantage of social media marketing. It has the ability for one to get help from their followers. 
Unlike other forms of internet marketing, like your site and paid advertisements, social media content is often shared. Your followers can share with their followers, who then share with their followers, giving you a wider reach at a low cost than the traditional marketing campaigns.
7. Uncovering of valuable insights
Social media can be used to gain valuable information about your customers that will help you in making smart business decisions. For instance, social listening allows you to discover how people feel and how they rate your brand. It can lead one to uncover conversations about your business and answer questions about your offering (Rodriguez, J.  2011).
8. Organic content creation
The ability to post organic content for free is an invaluable benefit of social media for businesses. This opens many opportunities for your company to connect with important leads at no cost. This is one of the reasons why companies love using these platforms.
You can also post as much content as you want to engage your audience too. It is a profound way to showcase your brand out in front of people interested in your business and help them get more familiar with it (Clauson, K. A. Et al 2013)
Summary of the case
The case study aimed at looking at the advantages/benefits of using social media to an organization.
It is vivid that the rationale of using social media in any business has a great impact. When used effectively, it can lead to increased business, translating to increased income and also   profit maximization.
Organizations must embrace technology if they are to compete in the current market world.
Theoretical review
The history of social media stretches back much further than one would think.
In 2002, the social networking really hit its stride with the launch of Friendster which used a degree of separation concept like that of now defunct SixDegrees.com. 
Linked in which was introduced in year 2003, took a decidedly more serious sober approach to the social networking phenomenon. Rather than being a mere playground for former classmates, it was and is still a networking resource for business’ people who want to connect with other professionals. In fact, LinkedIn contacts are referred to as “connections”. Today it has 297 million members (Bennett, S., Marton, K. L. 2008).
MySpace also launched in 2003. It was a site for music videos, music, and a funky feature filled environment. It was the best replacement for Friendster as it offered users what they missed. It was once a perennial favorite. Though it no longer exists, its honor now belongs to Facebook.
Facebook launched in 2004 is the king in the social media world. The secret for its success was not just through luck, it was in fact a series of smart moves and innovative features that set the platform apart from the rest of the social media pack. The 2007 launch of the Facebook platform was key to its success. (Klein, M. C. 2013).  

Case study questions
1. Do organizations need to have social media presence today?
Organizations cannot cope with todays’ business without taking into account the impact of social media. The advantages outdo the disadvantages and therefore it’s inevitable to use social media.
2. What features to look for in a social media outlet?
Different organizations will require different social media outlets depending on their nature of operations and transactions. Some of the features are; ease of connectivity, ability to extensively customize individual profiles, ability to expand user following, ease of integration with other social media platforms among others.
3. Which social media sources are most useful to organizations?
As pointed out earlier, Facebook is the most widely used social media platform. Whether your social media goal is brand awareness, website traffic, lead generation or online conversions, Facebook will make a notable difference in reaching the set goals when used properly.
4. What do you think is the future direction of social media?
With the advancement in technology, many more forms of social media will be invented. Soon it will be the mode of communication either internally or even externally in almost all the organizations. 
Conclusion
Social media has a positive impact in todays’ business world. With the advancement in technology, business has been made easy, transactions take lesser times and even information has been availed to many people. The world has become a global village and the way people interact has been by through use of social media.
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