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[bookmark: _Toc173800154]Introduction 
Social media can be explained as any other form of media which is used as a tool for improving communication and using highly accessible and scalable communication techniques (Smith, 2019). In the modern business environment, there has been rapid application of social media and digital media platforms for ease of customer communication and accessing their reviews and feedback over the services offered. Thus, social media and digital platforms are rapidly used under business operations as per the marketing principles. This report includes a detailed interaction of use of social and digital media for customer reach through analysing its importance and benefits and challenges. Further strategies beneficial for avoiding the challenges of applying social and digital media for customer reach have been mentioned in this report. 
[bookmark: _Toc173800155]Use of social and digital media for customer reach 
Social media and digital media can be mentioned as collections of online tools for communication channels for community-based output and input, sharing of attractive content and community wide interaction. In the modern business environment customers consider business organisations based on online presence and thus organisations tendency if innovation and rapid sharing of innovation through innovative communication signify organisation catering customer’s needs (Mahoney, 2020). Social media has transformed the business landscape through improving marketing operations by allowing start-ups to get in front of targeted groups as well as changing the ways of business communication. Other areas include replacing business cards by ensuring availability of business information in front of targeted customers through social media. Thus, social media digital media presence of brands ensures access information regarding customers involvement with brands and scope of improving customer engagement. 
Importance of social media platforms and its use in business operations include leverage of social media advertising for customer communication and boosting brand awareness by using attractive visuals and creating conversation with customers (Dolan et al., 2019). Other importance include increase in search engine optimisation and customer conversion. There are better customer satisfaction rates and enhancing brand loyalty as well as maintaining an omni-channel presence for the organisation. It also supports ensuring personalisation for customers and generating customer loyalty. Other areas of importance include better industry operations and enhancing credibility of the brand. Other areas supported by use of social media for customer reach include better referrals and ensuring personal brand images.  
[bookmark: _Toc173800156]Benefits and challenges of using social and digital media for customer reach 
The benefits of using social media include better customer insight and better customer services. Customer insight is increased as there is elected customer reach thus their needs can be successfully included whereas for customer services social media platforms lead to solving customer queries. Other benefits of using social media include cost effectiveness and connectivity as well as better establishment of brand awareness. There is a possibility of increasing sales for the brands along with converting potential customers to actual customers by offering them detailed insight. As mentioned by Khan (2022) social media presence of brands ensure brand experiences by customer thus satisfactory brand experiences by the presence in social media and supervision over the services offered there is long term customer engagement. There is a continuous focus on customer engagement and continuous generation of customer views for impairment of brand. Thus, by using different tactics such as influencer marketing and repeated advertisement, continuous access of customer reviews there is a possibility of reaching a broad customer base. 
There are also certain challenges of social media and digital media for customer communication including lesser control over the content and negative feedback and review of customers impairing brand images. Thus, in the case of engaging with different branding techniques negative comments of customers can create resistance among a wide customer base (Kumar et al., 2016). The application for social media and digital media for customer engagement is related to continuous customer awareness, in this case lack of positive repetitiveness of the brand leads to customer loss and poor brand images to impair sales. Thus, for successful customers to reach the challenges of poor brand respiration need to be managed. 
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One of the major strategies for ensuring customer acquisition through social media and digital media platforms include using more than one platform for engaging with costumes of different age groups and preferences of using social media platforms. For example, the younger generation of customers are highly influenced by Instagram influencers (Israfılzade and Babayev, 2020). Thus, for attracting young customer brands using Instagram as platform advertisement can ensure customer reach. Whereas using other platforms such as Facebook and YouTube advertisement can lead to engagement with customers from different age groups as a result a wide customer group can be targeted and communicated about the product offerings. 
Interacting content is an attractive way for customer reach. There are applications of influencer marketing, promotion and advertisement as well as communicating with customers by making aware of new offers and discounts and new launches lead to customer interest (Campbell and Farrell, 2020). It also results in scope of customer referrals thus customer reach can be maintained along with the opportunity of understanding customers' needs. Through strategies such as search engine optimization and accessing positive reviews or encouraging customers to give reviews brand presence is maintained that leads to faster reach to customers. 
[bookmark: _Toc173800158]Conclusion 
In conclusion it can be mentioned that there are both challenges and benefits of using social and digital media for customer reach by better awareness and attractive content for the customer engagement. There are also challenges of using social media and digital media platforms for customer communication such as lesser control and large investment items of using different communication strategies. There are also challenges of negative customer reviews impairing brand image. Thus, the strategies for avoiding the challenges are mentioned to use attractive content and using customer feedback and reviews for monitoring customers’ needs and including its services. 
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