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Introduction  

Social media is an evolving online platform, with many members of the public joining every 

day, people take to social media using their online platforms to communicate with peers and 

sharing their daily lifestyle, businesses can use these digital platforms and take advantage of 

their online advertising facilities, creating business pages and a more personal response to 

customers, using this advantage to gain more consumers. Publics also use the online 

domain to vent or create negative feedback or comments, social media and its online 

influencers can alter anyone’s mood of consuming in many ways. Traditional marketing is a 

more face to face experience but you need to depend on those customers local to you, 

where the modern marketing world of social and digital media can reach further, creating 

more publics to see your online marketing campaign.  
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An overview on Social Media, online medias remain a range of  interactive networks that 

enable the formation, sharing also collection of matter within the online communities. Over 

the years since Social Media launched in 1997 there was only a couple of websites that 

could be used for connecting with people around the globe, since then many more social 

media websites have launched and have evolved from being able to connect and 

communicate with people to being able to advertise and set up business pages. The 

advanced world of social media has evolved from traditional media. Traditional media can be 

seen as a one-way street, where you consume content like reading a newspaper or 

watching a tv report but have limited opportunities to share your views. In contrast, social 

media functions as a two-way street, enabling active communication and interaction. (NFI, 

2021).  

What is Marketing, Marketing involves every aspect of a approach directed at convincing a 

possible buyer into a reassured and loyal client. This process includes everything from 

conducting market research to executing advertising campaigns. (Snyder, 2021). Traditional 

marketing has a more face to face approach and can be quite costly where modern day 

marketing uses online resources for advertising making businesses more visual to new 

customers, both traditional and modern marketing have an important role in a business’s 

success.  Today marketing should be viewed not as merely making a sale, but as the 

process of meeting customer needs. (Kotler et al, 2020). Online advertisements of a 

company are more popular each day on social and digital media people are opening their 

apps or websites and seeing advertisements.   

The uses of Social Media and Marketing, rising platform medias have transformed the 

vender-client relationship, enabling clients to interact openly among organizations in 

present-period on a particular intensity. (Harrigan et al, 2015). Purchaser encounter is 

described as a emotional procedure that leads customers toward becoming loyal to a brand. 

(Bowden, 2009). Similar to usual marketing, online media are capable of being applied to 

reward clients for participating in specific actions. (Malthouse et al, 2016). Businesses use 

online platforms to its full potential to advertising or engaging with clienteles for many 

purposes creating a good customer experience. Companies can be more personal with 

customers responding to them with emails or online messaging services, creating a more 

comforting approach to consumers.  
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Advantages of using social media to reach out to new clients, social media has many 

advantages for reaching out to new customers as mentioned previously, online  

Advertising is a great advantage for businesses as this creates a wider range of customers. 

Online platforms platforms like insta, YouTube and X offer endless opportunities so 

cyberspace customers can relate, vent themselves, communicate, and produce content on 

any topic, plus trademarks. (Muntinga et al, 2011). Companies can also leverage the viral 

marketing potential of social media. Viral marketing on these platforms centres on the 

content produced by the companies. (Manzoor, 2018). Online platforms create a cost 

effective way of advertising a company or brand which influences customers to see these 

advertisements and possibly consume creating a larger customer base.  

The disadvantages of using social media to reach out to consumers, although social 

media has benefits to helping a businesses grow their customer base there are many 

disadvantages to take into consideration. Since social media has become a convenient and 

accessible platform for people to obtain information about companies, publics are tightly 

connected over these online platforms, it is easy for individuals to discuss a business with 

their peers online. Therefore, businesses should be mindful of the factors that can trigger 

negative discussions among publics on social media. (Men and Qin, 2019). A damaging 

comment can have many ranges of adverse outcomes for businesses. Therefore, 

understanding in what manner customers style and estimate damaging unfounded 

information is a critical concern for businesses.(Chen and Zhang, 2022). Like many public 

online platforms negative feedback will always be ready to influence members of the publics 

thoughts influencing them to join in which could cause trust in another consumer using the 

company. Creating a decline in customers.  

Conclusion  

Since the internet is always evolving and more social and digital sites are continuously 

generating, Social media has also evolved and made a way for businesses to create profiles 

and demonstrate what they have to offer the public in a more open mind, Social media has a 

very important part in successfully reaching out to customers and expanding its customer 

base to a more wider variety of consumers, every day people joining an online platform 

grows as the world’s population grows. using social media for advertising a company makes 

a business more open to the public’s eye, however, as good as positive branding and 

communicating with consumers may be, there is a darker side to the internet and online 

platforms, from a negative response by a single member of the public indicating an poor 
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experience, creating other members of the public to participate in negative feedback could 

lead to a company’s decline in sales. It is both important to remember the advantages and 

disadvantages of using social media to promote a business to gain a larger customer base. 

Being mindful of negative impacts on social media and how the public can communicate with 

a business will help to keep a healthy consumer relationship.   
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