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Organization’s Use of Social Media
	One of the major arguments aligned to the organization’s use of the social media is the attainment and sustenance of a competitive advantage. The social media provides various platforms for the extension of marketing campaigns aimed at reaching a wide variety of customers (Paquette 1). The use of the social media is highlighted as an important aspect in the contemporary business aspect, for both small and large enterprises. Smith and Vardiabasis (192) posit that the social media has the highest capability of creating viral messages that spread among consumers and either improve or destroy the market of a product. Organizations target the improvement of their product positioning in the market, a factor that determines the responsiveness whenever a message is destructive. The immediate reaction via social media is another reason for an organization’s resorting to social media as a method of communication to its stakeholders. Whenever an issue arises, Facebook, Twitter, LinkedIn, Whatsapp, and YouTube, among others, become the platform on which clarifications are made in alignment with stakeholders’ questions and perceived ambiguities (Smith & Vandiabasis 194). In fact, organizations that utilize the social media platforms have someone to respond to the concerns of the customers and other individuals with immediacy being at the core of every endeavor. 
An example of a company that utilized the social media successfully is the K-Tec. This company had tried selling the Blendtec brand for ten years with little success. When the company commenced the utilization of the social media in 2006, particularly the YouTube, the brand gained high levels of recognition as videos went viral reaching a variety of consumers.  This company reported a 700 percent increase in sales within a short period after the release of these videos (Smith and Vandiabasis 195). In this occurrence, the power of the social media in brand recognition is evident. DeMers (para.4) argued that social media could expose a company and its products to a user of Twitter or any other platform. This exposure creates curiosity among the users who explore the company profile to know more about its products and services. This user may end up being a customer and in turn attract others. For instance, Facebook has a Like, Share, and Comment buttons. These are the means through which a user reacts to the message found in someone’s or company’s profile. Sometimes, a like may be followed by a desire to know more about the product which may imply purchase of the product. After using the product, the same user may go back to the company’s profile and comment about the effectiveness or likability of the product and also share for other followers to see. Users who may have readily used the product in question may second the reactions of one user and this eventually leads to increase in sales and revenue for a company. Smith (196) found out that a restaurant in Houston, Texas, utilized Facebook in gathering customers for its venture. The number of visits into the restaurant increased tremendously and Facebook fans became the best group of customers in alignment with revenue and content generation. This restaurant benefited by creating a new customer on a daily basis through the likes, comments, and shares of their fans. 
In conclusion, the primary argument for the use of the social media by an organization is the attainment and sustenance of a competitive edge. Through Facebook, Twitter, YouTube, and LinkedIn among others, organizations have exposed their existence to potential customers thus increasing their brand recognition. Such organizations enjoy an increase in the visits to their stores with the implication for increased sales, high profits, and returns on investment.  
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