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[bookmark: _GoBack]1. Which "Do" or"Don't" suggestion is most beneficial to an organization? Explain.
	The most beneficial suggestion in using social media is to engage with the audience. According to Gunelius (2013), this involves interacting with the customers through conversation and understanding the niceties appreciated by the customers. Indeed, customers use social networks as a platform to receive, find, and converse on information regarding a firm's activities. Microsoft Dynamics (2013) argues that social customers expect companies to create a personal relationship with them. These customers are not afraid to express their displeasure or views concerning items. Social networks, therefore, provide a rich source of unfiltered information, which companies can use to identify issues with services and evaluate opportunities to improve products. Therefore, when used properly social media outlets can assist customer service firms to be more efficient than before, and to create value for the firm's services. 
	Social media also provides an interactive platform that helps to eliminate barriers of information between firms and customers, and help reduce the cost of offering timely services to clients. Gunelius (2013) supports this point and adds that social networking should be embedded in a company's daily activities. Information through this source should be delivered consistently for its benefits to be achieved. Many customers value the consistency embedded in a company's marketing platform. It shows them that the company values their input on products and services. 
Gunelius (2013) also contends that social networks can provide extensive information on customers and their interests. This also includes information on their attitudes and lifestyles. Under normal circumstances, this information may be difficult to acquire. When this information is paired with proper analysis techniques, it provides insight into customer behavior, which may be used to ensure successful sales interactions. 

2. While there are many positive aspects using social media, what are some negative aspects about this online environment to a participating company?
	For a company that uses social networking sites, there are a variety of negative aspects that might affect the firm. Using the social networking site in the wrong way may ruin the reputation of a company and decrease its sales or its customer visits. Microsoft Dynamics (2013) argues that offering customers the wrong information or being rude to the customer will ruin the image of the company. He argues that companies should address complaints with grace and dignity. The principal goal of every company investing in social networks should be to help clients handle their issues. 
	Another negative aspect of a participating company is over promoting the company's products. When a company spends valuable time promoting its services or its products, people will stop paying attention to the information on the site. Companies should add value to conversations (Gunelius 2013). They should focus on presenting information that is pertinent to the clients and developing relations with parties that have great influence online. In time, online influencers become catalysts for marketing products through word of mouth. 
3. What factors will influence a firm's decision on using which social media?
	Bughin, Doogan, & vetvik (2010) argue that a firm's decision to use social networks is based on the fact that today's consumer value information that is offered to them directly. They argue that the information available to consumers affects power sharing between companies and clients. Consumers are presented with overwhelming information, which makes them skeptical about marketing campaigns and adverts. Consequently, customers prefer to buy products based on direct information they receive from the company. 
	Companies use social networks to influence the image a client will have on their brand. Bughin, Doogan, & vetvik (2010) contend that once clients decide to buy a product, they examine a set of brand based on the experiences of other online users. They also check recommendations, awareness, and experiences of the online users with regard to the product. The consumers then evaluate the brands and gather information on the brand to buy. In some cases, potential buyers may also converse with past consumers. This helps them to gain a view of their experience. According to Bughin, Doogan, & vetvik (2010), up to 80% of sales are based on direct word of mouth activity. Therefore, companies should present their clients with fast, effective, and timely information on their products. This information will boost the image of the company among future consumers and ensure the company maintains an admirable image in the public's eye. 
4. Do you know any company that uses any social media?  
	One of the company that uses social networks to improve its marketing strategy and customer relations is Coca-Cola. Last year, Coca-Cola came up with a new marketing campaign when the company replaced its brand name with a hundred and fifty British names. The principal reason for carrying out the campaign was to encourage consumers to share photographs of themselves, friends, and family drinking a coke with the new name. The campaign was a hit reaching up to 40% in the UK Facebook population. In less than two weeks, Facebook was flooded with photos and comments. Coca-Cola customers were recommending the product to friends and inquisitive customers. Gunelius (2013) notes the role of all enterprises should be to offer its clients with a friendly page that answers all their questions and connects with customers on a personal level. Through the use of extensive colors and interactive questions, Coca-Cola was able to achieve 60 million likes in 13 days.
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