Introduction
Nowadays while the influence of traditional media decreases, social media has rapidly spread worldwide, becoming an integral part of everyday life. By the way, it has a big impact on economic, political, and societal spheres. 
Social media integration into the daily lives of many is indisputable. Duggan, Ellison, Lampe, Lehnhart and Maddenthat told that 70 percent of Facebook users logged into the site at least once a day, and as many as 45 percent logged into the site numerous times throughout the day. Because of its spread in society, social media provides new avenues for researchers across various disciplines, including health sciences, sociology, and political science, to collect rich and vast data. Nevertheless, Haight, Quan-Haase, and Corbettsocial state that social media only provides a narrow view of our social world, as not all social groups are equally represented. Moreover, similar finding was made by Girish, Williams, and Yatesthere, who say that there are parts of population in the world that are absent from the internet altogether. Some social groups thus are simply being left out of the social media conversation.
Often because of the volume, velocity, and variety, social media scholarship is associated with big data, which may be obtained from sites such as Twitter, Instagram, and Facebook. Rainie added that data derived from user-generated content, such as posts, ‘likes', ‘friends’ and ‘follows', have become central to many areas of study, including politics, healthcare, and business.
Jürgens wrote that social media had matured in terms of design and in terms of adoption rates – to become a platform for rich expression and exchange for users, attracting intense scholarly interest. In light of this recent surge, we further explore what types of questions social media research can answer and the advantages and challenges of social media scholarship. 
What is Social Media?
Boyd and Ellison state that there are relatively few formal definitions. The lack of definitions is connected to the difficulty in defining the term, as it is relatively nascent and still evolving.
There are several other terms, which are related to the term ‘social media’, including ‘social networking site (SNS)' and ‘online social networks (OSNs)’. Between 2003 and 2008, using the term ‘social networking site (SNS)’ was more frequently than ‘social media’. However, over the next years there were twice as many papers including the term ‘social media. Two reasons may explain this shift: 
1. First, social media is a broader term, which is not specifically designed to build social connections, but rather to distribute information.
2. Second, the term social media is associated with platforms such as Twitter, Instagram, Pinterest, and Snapchat, while the term SNS is specifically associated with the use of sites such as Facebook, MySpace, and hi5.
Hogan and Quan-Haase explain that one of the reasons why it is so hard to define this term is figuring out what makes social media distinguishable from other media. Bruns directly compares social media with traditional media and states that all media are social, but only one of them are fundamentally defined by their sociality, and thus distinguished, for example, from the mainstream media of print, radio, and television. Different platforms emphasize the social to different extents. For example, Kwak found that Twitter was used primarily as an information network, rather than a social network.
Based on the selection of social media definitions from the research literature, social media is:
· Mechanism for connecting, communicating and interacting with others through instant messaging or social networking sites;
· Mechanism, which enables the creation and modification of online content through websites;
· A form of computer-mediated communication;
· A collection of Internet websites, services and practices that support collaboration, community building, participation and sharing;
Thus, it can be stated based on the definitions that:  Social media are web-based services that allow individuals, communities, and organizations to collaborate, connect, interact, and build community by enabling them to create, co-create, modify, share, and engage with user-generated content that is easily accessible.
Duggan states that Facebook and Twitter are examined in social media research the most frequently. There are two reasons why scholars have tended to give preference to Facebook and Twitter over other sites:
· Facebook is by far the most widely adopted SNS in North America;
· Twitter has had an effect on how information and news spread throughout society. The mainstream media often makes reference to Twitter activity in news stories;
More common are categorizations of social media by technology type for the purposes of research. Grahl identified six types of social media applications:

1. social networking,                           4. media sharing, 
2. bookmarking,                                  5. microblogging, 
3. social news,                                     6. blogs and forums.

 
Grahl's typology serves as a means to examine the use of social media in the research work flow of scholars, Nicholas and Rowlands. Based on their analysis, they identified similar types of social media as Grahl, though did not explicitly identify social news as a specific type of social media, and identified three additional types of social media: 

1. collaborative authoring, 
2. conferencing,  
3. scheduling and meeting tools.

There are various types of social media:
· Social networking sites (Facebook, LinkedIn) - Web-based services that allow individuals to 1) create a public profile 2) formulate a list of other users with whom they share a connection, and 3) view their list of connections.
· Bookmarking (Delicious, StumbleUpon) - Provide a mix of both direct navigational advice as well as indirect advice based on collective public behavior. The act of bookmarking provides semantic information about the way the resource can be viewed.
· Microblogging (Twitter, Tumblr) – Grahl tells that services that focus on short updates that are shown to anyone subscribed to these updates.
· Blogs and forums (LiveJournal, Wordpress) – Grahl states that online forums allow members to hold conversations by posting messages. 
· Media sharing (YouTube, Flickr, Pinterest) – Grahl explains that they are services that allow you to upload and share various media such as pictures and video, etc.
· Social news (Digg, Reddit) - Grahl says that they are Services that allow people to post various news items or links to outside articles and then allows its users to “vote” on the items.
· Collaborative authoring (Wikipedia, Google Docs) – Archambault suggests that they are services that enable users to create content and allow anyone with access to modify, edit, or review that content.
· Web conferencing (Skype, GoToMeeting, Zoho Meeting) - It may be used for various types of online collaborative services including webinars, webcasts, and web meetings.
· Geo-location based sites (Foursquare, Yik-Yak, Tinder) - Services that allow its users to connect and exchange messages based on their location.
· Scheduling and meeting (Doodle, Google Calendar, Microsoft Outlook) - Web-based services that enable group-based event decisions.

What questions can social media research answer?
Kitchin states that thing, which makes the study of social media relevant to many disciplines is the availability of vast amounts of varied data. Social media is characterized by high velocity, large volume, diverse variety and flexibility in its approach. This creates new challenges for scholars, and at the same time it has given rise to several questions.

First, social media research has prompted questions that force to look inward to solve internal problems.
1. Methodological questions: Some of these questions are platformspecific while others are suitable to all kinds of social media. To some extent social media allows easy access to large quantities of data, on the other hand, it can be costly or even impossible to obtain. In other words, data is readily available if scholars can pay the price.
2. Ethical questions:  Numerous ethical questions have been raised relating to personal privacy, accuracy, and accountability with which researchers are only beginning to grapple. As not all users of social media sites are comfortable with the use of their data for analysis. Hence, scholars need to address a wide range of research questions, while protecting the right of users to data privacy.
3. Questions of scale: Scale is one of the greatest challenges to be overcome. Social media data allow for the examination of a different phenomenon or issue from different sides. A study can rely on either large data sets or, through small-scale studies. While both approaches are relevant, they provide different information about a single phenomenon.

Second, social media data provide opportunities for scholars to solve new types of questions from a different angle.
1. Questions relating to social media use itself: Holmberg and Thelwall tell that social media activity is the focus of research in this case.  For example, social media research is important from the perspective of workplaces, schools, and universities. Institutions of higher education are exploring how social media spaces for students may be integrated into college and university experiences to improve student outcomes. 
2. Questions that inform our understanding of social phenomena: Otieno and Matoke suggest that social media is the tool for examining research questions and understanding complex problems. This type of social media research significantly broadens the base of scholars, by bringing in scholars from disciplines that do not study social media, but whose research could make it conducive to the study of a variety of phenomena: its behaviors, attitudes, and perceptions that are readily observable via social media. Social phenomena such as involvement in social movements, giving, and political participation and consuming can be examined through an analysis of social media data. However, three issues were often insufficiently taken into account.
1. Social media use as toolkit: Quan-Haase and Young suggested that scholars think of social media use as a kind of toolkit, where different platforms fulfilled different uses and gratifications. This would help explain why users often adopt multiple social media platforms.
2. Online-offline gap: Quan-Haase, Martin and McCay-Peet explain that examining social media often gives the impression that it exists in isolation, however, social media and the phenomena that emerge within it are closely connected to other spheres of life. Social media usage is closely connected with everyday life's rhythms and patterns
3. Discipline orientation: Scholars within specific disciplines are using social media data to answer questions, which are often closely linked to their disciplines. This is an important development. It suggests that social media research is becoming a mainstream.
The further expand on the types of questions that social media can answer. McCay-Peet and QuanHaase identified six elements of social media engagement: 

1. Presentation of self and privacy: Young and Quan-Haase state that identity is created through the development of a personal profile over time on social media.
2. Action and participation: Social media enables users to perform a variety of activities such as viewing, posting, or sharing content, collaboration, and discussion.
3. Uses and gratifications: Social media users have different motivations for use including, for example, the exchange of information and the social benefits derived from its use.
4. Positive and negative experiences: Chan and Ma suggest that aspects of social media that make people to use it such as positive emotions. Equally, negative experiences such as spam and fraud may lower user engagement with social media.
5. Usage and activity counts: Usage and activity counts refer to the data associated with users’ actions and participation within a particular social media site.
6. Social context: Reinecke says that social context refers to the social, political, economic, work, and personal phenomena or characteristics that underlie a users’ social networks within social media sites.
7. Platform characteristics: Platform characteristics help us to understand how users create, share, interact with, and mobilize content as well as to understand how community is created and maintained in different platforms.

Responses to the research questions inform our understanding, how and why people engage with social media and to what effect, as well as our understanding of society. For example, Reinecke examined the use of Doodle to understand cultural differences in time-perception. They found through an analysis that the process of scheduling is shaped by cultural norms and values. In terms of the disciplines that have examined social media-related questions, we can identify marketing, communications, politics, computer science and human–computer interaction specifically, economics, health, business, and education.

Conclusion

In conclusion, how we can see, social media are web-based services that allow people to collaborate, connect, interact, and build a community by enabling them to create, co-create, modify, share, and engage with user-generated content that is easily accessible.

Bruns states that given the growing spread and impact of social media on politics, presentation of self, social interaction, social movements, and scholarship itself, it has become both a fruitful area of research as well as an important tool for data collection. Furthermore, there are many different types of questions, on which social media has answers: methodological questions, ethical questions, questions of scale, etc.

Of particular importance is the need to determine best practices around ethical considerations. For instance, can scholars make use of social media data without the consent of authors of user-generated content? There is much work to be done not only around the social phenomena under investigation on social media platforms, but also concerning how scholars are procuring, storing, interpreting, and making use of social media data.


