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[bookmark: _Toc175502080]Introduction
	Social media has become an essential tool for businesses aiming to expand their customer base. With billions of users active on platforms like Facebook, Instagram, and LinkedIn, companies have unparalleled opportunities to connect with diverse audiences. This report explores how businesses can effectively leverage social media through both paid advertising and organic marketing strategies. By examining case studies from well-known brands and providing actionable insights for small businesses, the report aims to highlight the benefits of using social media to reach a wider audience and drive business growth. The objective is to demonstrate how a balanced approach, combining targeted ads and engaging content, can significantly enhance a company's market presence.
[bookmark: _Toc175502081]The role of Social Media in reaching a Wider Customer Base

	Social media platforms are vital for businesses looking to expand their reach due to the large number of users they attract. For example, as of 2023, Facebook has over 2.9 billion active users each month, making it the largest social media platform (Statista, 2023). Instagram follows with more than 2 billion users, while LinkedIn, focused on professional networking, has about 930 million users. These platforms give businesses access to vast audiences, allowing them to connect with potential customers across different regions and demographics.
Given the scale of these platforms, businesses can reach a wide variety of potential customers. This can be done through two main strategies: paid advertising and organic marketing.
[bookmark: _Toc175502082]Advertising on Social Media
	Advertising on social media is a powerful way for businesses to target specific groups of people. Platforms like Facebook and Instagram offer tools that let businesses create ads tailored to specific audiences. For example, Facebook Ads Manager allows businesses to choose who sees their ads based on age, location, interests, and behaviours. This precise targeting means that ads are shown to people who are more likely to be interested in the products or services being offered, making the advertising spend more effective (Armstrong et al., 2020).
	One key advantage of social media advertising is its flexibility with budget. The Pay-Per-Click (PPC) model, used by platforms like Facebook and Instagram, means businesses only pay when someone interacts with their ad, such as by clicking on it. This approach allows businesses, even with small budgets, to engage in social media advertising. Moreover, these platforms allow businesses to track and measure the performance of their ads in real-time, enabling them to adjust their strategies quickly to improve results.
	Airbnb effectively leveraged Facebook Ads to drive brand awareness and increase bookings by targeting travellers interested in unique accommodations. The campaign utilised Facebook’s advanced targeting options to deliver personalised ads to users based on their travel preferences, location history, and specific interests in destinations. These ads often featured high-quality visuals of Airbnb listings, which appealed to the desires of potential travellers for authentic and unique experiences. The targeted approach helped Airbnb significantly boost its reach, resulting in a high return on ad spend and positioning the brand as a leader in the travel industry. This strategy exemplifies how targeted social media advertising can be used to capture and convert specific customer segments (Marcom, 2023).
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	Alongside paid advertising, organic marketing—where businesses engage with their audience without paying for promotions—is also crucial. Social media platforms use algorithms to decide which content is shown to users based on their past interactions and interests. For example, Facebook’s algorithm prioritises posts that generate comments and shares, as these indicate meaningful interactions (Kumar and Gupta, 2022).
	Businesses can benefit from this by creating content that encourages engagement, such as polls, quizzes, or posts that invite comments. Instagram’s algorithm, which favours posts that quickly gain likes and comments, encourages businesses to produce appealing and timely content. By understanding how these algorithms work, businesses can increase their visibility on social media without relying solely on paid ads (Smith, 2021).
	Lush Cosmetics has effectively used organic marketing by focusing on its strong ethical stance, which resonates with its customer base. The company frequently engages with its audience on social media platforms like Instagram and Twitter by discussing critical issues such as animal testing, environmental sustainability, and ethical sourcing. Lush encourages its followers to participate in these conversations, often sharing their thoughts and personal experiences related to these topics. This approach has fostered a highly engaged and loyal community, strengthening Lush’s brand identity as a company committed to ethical practices. The organic engagement strategy has also helped Lush grow its following and brand advocacy without heavily relying on paid advertisements (IIDE, 2023).

	Combining targeted advertising with a well-planned organic marketing strategy that aligns with platform algorithms, businesses can effectively reach and engage a broader audience on social media.

	Small companies can effectively use social media to reach a wider audience by leveraging a few key strategies. Firstly, they should focus on creating high-quality, engaging content that resonates with their target audience. This could include sharing behind-the-scenes insights, customer testimonials, or product demonstrations. Consistency is crucial; regular posting keeps the brand visible.
	Utilising paid advertising, even with a modest budget, allows small businesses to target specific demographics based on location, interests, and behaviours, maximising the impact of their marketing efforts. Additionally, small companies can benefit from using platform features like hashtags on Instagram or groups on Facebook to join and engage with niche communities relevant to their industry.
	Collaborating with local influencers can also amplify their reach by tapping into existing follower bases. Social media platforms offer cost-effective ways to connect with potential customers, build brand awareness, and expand the business beyond local markets, making them invaluable tools for small businesses looking to grow.
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	In conclusion, social media platforms offer businesses, regardless of size, powerful tools to reach and engage a broader audience. Through targeted advertising, companies can efficiently connect with specific demographics, while organic marketing strategies help build long-term relationships with customers. Case studies like those of Airbnb and Lush Cosmetics demonstrate the effectiveness of these approaches. For small businesses, social media provides a cost-effective way to increase visibility, build brand awareness, and grow beyond local markets. By integrating both advertising and organic efforts, businesses can maximise their reach and drive sustainable growth.

