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Introduction
In today’s digital age, social and digital media have become essential tools for communication, marketing, and business growth. Social media refers to online platforms and networking sites such as Facebook, Instagram, X (formerly twitter) LinkedIn and TikTok. These platforms allow individuals and businesses to connect, engage and post information in real-time. Over the past decade, these platforms have evolved from simple social interaction tools to powerful marketing engines. According to Dollarhide (2024), more than 5 billion people use social media, equal to roughly 62% of the world’s population and in early 2024, 94.3% of users acccessed social platforms. While social media offers many advantages such as cost effectiveness and global reach, it also presents challenges, including algorithm changes and privacy concerns. This report explores the development of social media, its role in marketing and the advantages and disadvantages of using these tools to reach a wider customer base. 

[bookmark: _Int_cYm09bw5]Overview of Social Media, Its use and development in recent years
[bookmark: _Int_vE5HxE6A][bookmark: _Int_vYhEKRmQ]Social media has rapidly evolved over the past two decades, with platforms like Facebook (founded in 2004) and Twitter (2006) paving the way for businesses to connect with customers in real-time. Initially, used for personal networking, platforms like Facebook (established in 2004) and YouTube (launched in 2005) have now become major tools for businesses to connect with customers directly. Today, platforms like Instagram (established in 2010) and TikTok (2016) focus on visual and short form content, offering businesses innovative ways to engage audiences. Apps like Instagram specifically target millennials, making it a crucial marketing channel for businesses seeking younger audiences (Israfilzade & Babyev, 2020). The evolution of these platforms has enabled companies to target audiences effectively based on behavior, demographics, and interests.

What is Marketing? Traditional vs Modern Methods
[bookmark: _Int_C9SJRr97][bookmark: _Int_I4xRyhT1]Marketing is the promotion of products, brands, or services to build customer engagement and drive sales. ...Modern-day methods such as social media has played an integral role in the transformation of this by enabling businesses to reach large, targeted audiences virtually, reducing costs and offering real-time analytics (Kotler et al., 2018). In contrast, traditional marketing methods such as television, radio and print advertisements, rely on broad, untargeted reach and while impactful at the time, also often incurred high costs, were less interactive and less accessible to startups. Unlike traditional methods, modern social media marketing leverages social media by offering (flexible, measurable, global,) cost effective, targeted, and interactive campaigns as well as platforms like Facebook (and Instagram) offer precision targeting based on user data and allows businesses to gather valuable insights into customer preferences (Kotler et al., 2016). 

[bookmark: _Int_pZaX0tFq]How Social Media is used for Marketing and Reaching New Customers
Social media serves as a dynamic tool for marketing by enabling businesses to reach and engage a wider audience. Social media also enables businesses to create personalised and tailored content that targets specific demographics, interact directly with their audience/ customers and measure campaign performance in real-time. For example, Facebook and Instagram enable brands to advertise to billions of active users while accessing real-time analytics about their campaigns. Social media advertising, particularly through paid ads, allows businesses to target specific customer segments based on factors like age, location, and interests (Chaffey, 2019).

Companies can create profiles on a wide range of platforms such as Facebook, Instagram or TikTok and share engaging content such as videos, images, Q&A’s, polls, comments and messaging as well as live streams promoting products or services allowing real-time interactions with customers and building customer relationships as they respond to any customer inquiries or feedback which then enhances brand loyalty. These platforms offer businesses unparalleled opportunities to connect with their audiences especially through value driven content. 

Advantages:
Social media offers several key advantages for reaching wider customer base, for instance:
· Global Reach and Accessibility: Businesses can connect with customers across the globe at minimal cost. Small companies can now compete with larger corporations.
· Cost Effectiveness: Compared to traditional advertising, social media marketing requires lower budgets, making it ideal for startups and small businesses (Smith, 2020).
· Targeted Marketing: Platforms like Facebook and LinkedIn allow businesses to target specific demographics, ensuring campaigns reach the right audience.
· Increased Credibility: Seeing a business page with a wide range of excellent reviews encourages people to try them out for the first time.
· Measurable Results: Social media provides detailed analytics, helping businesses measure campaign success and make data-driven decisions (Chaffey, 2021). 
Disadvantages:
Social media poses several disadvantages for businesses trying to reach new customers, due to:
· [bookmark: _Int_BtsIeF3z]Algorithm Dependency and Changes: Social media platforms often update algorithms which can reduce organic reach for businesses, requiring additional investment and reliance on paid advertising (Smith, 2020).
· [bookmark: _Int_6hlilzJW][bookmark: _Int_ZXfZlKtJ]Time Consuming; Maintaining a consistent and engaging presence demands significant time, planning, and resources.
· Negative Feedback: Public platforms allow customers to post complaints or negative reviews, which can damage a business's reputation and social image resulting in customer loss.
· Competitive: The accessibility of social media has increased competition, making it challenging for businesses to stand out.

Best Practices for Social Media Marketing
To maximise the benefits of social media, businesses should adopt the following practices: 
· Create high-quality, engaging content tailored to the target audience.
· Invest in paid advertising for more significant reach and targeting.
· Use analytics tools to track performance and adjust strategies. 
· [bookmark: _Int_q4kEbl99]Where possible, collaborate with influencers to expand reach.
· Maintain consistent across all platforms to ensure visibility.

Conclusion
In conclusion, social media has transformed the landscape of marketing, offering businesses an efficient cost effective and interactive means to reach and engage with a global audience. The evolution of platforms like Facebook, Instagram and TikTok has allowed businesses to target specific demographics with precision, offering valuable customer insights and enabling real-time analytics. However, the reliance on algorithms, the potential for negative feedback and the increasing competition on these platforms present challenges that businesses must navigate carefully. By adopting best practices such as creating engaging content, investing in paid ads, and utilising analytics, businesses can use social media to effectively reach new customers and build lasting relationships.
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