Social media in business –a technology activating a strong connection among organizations- provides users, employees and employers, with a modern style of communication for speed up a performance (Leftheriotis & Giannakos, 2014). In addition, according to Nora Ganim Barnes’s (2010) social media is used for adding value to customers, keeping up with competitors, demonstrating products, and adding an effective way of marketing. However, Jessica Miller-Merrell (2012) suggests that Millennials- a generation that was born between 1984 and 2002- are the most engaged employees with social media nowadays. 
Familiarity and popularity of social media in business started when social media began to be used in businesses, especially when millennials started working. Annually, social media obtains new additional participants (Leftheriotis & Giannakos, 2014). In 2007, the companies within the Inc.500 who were very familiar with social media were 42%; however, after one year, the familiarity reached 57 percent; in 2009, the percentage rose to 75% (Barnes, 2010). Besides, the types of social media and social networking tools that are popular among the companies are used effectively by employees and employers. Barnes suggests that 37% of the Inc.500 tend to use podcasting, while 21% of the Fortune 500 is using podcasts (2010). As well, in relation to Twitter, 52% of the Inc.500 are using it, yet only 35% of the Fortune 500 are using Twitter; in addition, Google was the most known tool by companies (Barnes, 2010). With respect to the ages of users, Miller-Merrell agrees and suggests that millennials are considered the most prevalent generation in the workforce today (2012). 
It is well know that social media is one of the most important things people are participating daily. As a result, social media is not a new concept anymore but how can it be defined in a business context? Bagdasarian and Tamehiro’s  (2010) study defines social media as “Web tools that enable dynamic multi-user interaction” (p. 01). Besides, Bagdasarian and Tamehiro’s article considers that social media is the place where people can share their ideas together in a short period of time (2010). Resulting in the fast pace of adoption, huge companies have started using social media for business concerns. In addition, social media can be used as an effective communication way (Bagdasarian & Tamehiro, 2010). Therefore, worldwide companies have started giving attention to social media in a purpose of making profits (Logofatu & Alexandru, 2012). In fact, social media helps all its users in leading them to the better (Bagdasarian &Tamehiro, 2010). Moreover, social media can be considered as a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 (Logofatu & Alexandru, 2012). In a point of fact, according to Logofatu and Alexandru’s article, which asserts that social media opens boundaries to create or exchange of user-generated content (2012). For business achievements, Bagdasarian and Tamehiro’s research confirms that social media provides valuable communication tools for all businesses and organizations.
Pleasure, interest, and enjoyment of social media motivate employees to adopt social media as heir essential tools that are used in order to accomplish perfectly the obligations. Because of the excitement that is with social media use at work, productivity is positively impacted (Leftheriotis & Giannakos, 2014). For instance, some organizations ask employees to use their personal cell-phones, referring to as BYOD (bring your own device); this shows an increase in the productivity at work with good feedback from the employees (Miller-Merrell, 2012). Moreover, social media offer many features and open the routes for new relationships and strengthen social skills (Leftheriotis & Giannakos, 2014). For example, employees sometimes prefer to take relationships with customers to the next level and meet them in person, resulting in sharing experience, enhancing business relationships (Leftheriotis & Giannakos, 2014). Also, using social media and social networking such as Facebook and Twitter internally and externally attracts the workers’ preferences, resulting in raising their performance quality (Miller-Merrell, 2012). Similarly, Leftheriotis and Giannakos indicate that posts that are accessible for whether employees or customers in social media interest employees, posters, and make them participate actively (2014). However, motivation is arisen from the comfort of the use whether a user at home or work. Moreover, as long as employees use of social media increase, the desire outcomes increase. In other word, business will generate good results of a high amount of social media use as employees are able to use the tools for work purposes every time everywhere. According to Leftheriotis and Giannakos (2014), the following chart shows how motivation positively affects productivity in business and how the correlation between the amount use and the increase in performance works with each other.
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Fig. 5. Social media use for work in relation to Utilitarian and Hedonic values.


The ability to control and state boundaries for using social media internally and externally in a business makes it possible to customize the social media for business use. Internal social networking tools are similar to the external tools in many ways, yet they differ in terms of the privacy which is appropriate for posts inside a company (Miller-Merrell, 2012). According to Miller-Merrell, posters and social media users have the authority to determine the recipients of their posts and e-mails so that they could manage the tools and the way that the tools work (2012). Meanwhile, the companies who know how to deal with the authority features are stating rules for social media use; for example, 36% of the Inc.500 have stated policy for social media use while 22% of the Fortune 500 have done the same (Barnes, 2010). Again, referring to Barnes study (2010), the companies who recognize critical factors for tools are likely to be more successful in the future.
Even when competitors can see all the external business posts in social media and social networking, these have a high level of security because social media allow users to limit visitors’ access. According to Miller-Merrell’s article (2012), the internal social media tools have an efficient level of security and privacy. Also, since e-mail has started to be used, its security is one of the best; however, having a more novel style of communication, mobile texting is within a safe scoop and is likely used anywhere (Miller-Merrell, 2012). Further, there is other technology to use for business such as smartphones and tablets without fears of being hacked (Miller-Merrell, 2012). Not only are social media and social networking used internally in business, but also they are used externally. Companies announce hiring and post applications for candidates with a trusting attitude towards social media even though applications always have personal information that should not be released (Miller-Merrell, 2012). Even more, the following curve emphasizes that social media in business increases the productivity as long as employees take the opportunity to contribute with each other to achieve goals (Leftheriotis & Giannakos, 2014).   
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                                                Fig. 4. Social media use for work in relation to work performance
On the other hand, despite the encouragement of social media use, Barnes cautions that there are situations when it is preferred not to using social media; when a personal form of communication is required, when employees oppose employers, when management under appreciate the value of social media, when there are no goals for social media use, and when there are concerns about ethical or legal aspects in certain industries such as banks and some governments departments (2010). Moreover, Miller-Merrell states that social media may cause an issue between workers and their directors particularly when one of the parties is from an older generation (2012).
Conclusion
In the end, social media and social networking are factors that have made turning points for many aspects in business evolution; however, these tools are not simple for businesses that cannot manage such a use. Nevertheless, social media tools are supported by many factors that are convenient and favorable for users, resulting in benefits particularly for the business world. For example, since millennials are strongly engaged with social media use, they are preferred by employers in hiring because millennials can perfectly apply an entire use of social media and social networking in business. Even though businesses and customers are fascinated by the use of social media, they are considered a fundamental reason of making these tools incredibly successful nowadays. But there are questions that must be asked: Are social media users completely responsible to themselves and others with technology and are users absolutely safe while using such a tool? Although this report covers a small fraction of the phenomenon of social media and its impacts on business, many more studies are required in order to make full use of technology that has taken up such a prominent.
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