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Introduction

In this report I will discussing how social media can be used to reach a wider customer base. Social media is a form of media within digital media, although people use them both hand in hand there are some distinct differences. Anything accessible from a screen is usually classed as digital media. e.g.  Websites, Podcasts, videos.
 Any platform used to connect, communicate and share is known as a social media. E.g.  Facebook, WhatsApp, Messenger
As suggested by (stepofweb,2024) In social media there are three main sub types: Video sharing, Microblogging and Social Networking 
A generous advantage of using this kind of media is keeping people globally connected and able to instantly share information. A well know disadvantage is getting distracted with endless scrolling.

Social media and digital media

How Social and Digital Media can be used to reach a wider customer base?


Social media is forever an evolving compound collectively made of various tools to enable platforms and apps to instantly share, communicate and collaborate.

According to (Singh, Sinha.2017) In this day and age social and digital media are pivotal in our everyday personal and professional lives.
Many businesses rely on social media to attract, communicate and gather information on their chosen audience. If utilised positively and correctly, relationships and long-term trust can be formed to be effective when trying to generate higher levels of business.
 It is a simple but also a cost-effective way to reach targeted audiences, preview a brand’s values, personality and constructive feedback.
Traditionally we would use Catalogue marketing, kiosk marketing, face-to-face marketing, direct mail, and telemarketing which were all time and money consuming. However, many globally have begun to use social and digital media to replace previous traditional processes.
Here is an example of the processes line of what we now call traditional, it started with text and then we moved on from text to images again moving onto audio and then onto video.

With a click of a button billions around the world can use social and digital media to showcase culture, credibility, trust as well as enhance brand perception, gain customer insight, track and measure as performance, Analyse demographics and monitor consumer habits.

 Although there are multiple advantages there are also disadvantaged too, such as consumers being bombarded via email marketing strategies such as email subscriptions can feel overwhelming. Another disadvantage is Privacy and security breaches as a lot of media platforms and websites data collect.
Finding out what is still relevant and trying out various trends to market to a specific audience such as #Hashtags, top trending influencers, Direct messaging 

(Kotler, Armstrong, Opresnik .[2018)- Suggest aims and Goals remain the same, but tactics have changes extensively, creating good customer engagement and value which leads to a high convert of potential consumers, before digital media most things were done in person and didn’t have much room for creativity whereas now it can be done in real time reaching people globally. In recent years word of mouth and loyalty schemes were introduced via paper/cardboard and then onto plastic which wasn’t very ecofriendly furthermore using these solutions were not very convenient if lost, damaged or destroyed whereas having it directly on a mobile phone erases those issues.

Targeted advertisement

 When using targeted advertising strategies  the often rely on tailored adverts being seen by a particular audience based on their interest, engagement and demographics.

Local or wider spread geographics -Adapt and tailor message to a particular geographic consumers can relate to.
A.B/C/ Testing- Experimenting with different catchphrases, prompts that acquire call to action to see what works more effectively and what doesn’t work so well. 
Abandon/unfinished purchases campaign this often relies on collecting data on those that have not completed their payment for items in the basket, Email subscriptions rely on email information to re/connect with potential clients.

Site retargeting relies on being able to reengage consumers who may have clicked onto the website just didn’t commit.
First hand data is usually information collected directly from consumers. E.g. website sign ups 
Bugs/A.I  tools -keeping an eye out for patterns from consumer engagement to be able to predict and recommend services.






Reflection 



I believe that that the ever-evolving digital technologies and digital media have played a major role in the way information is received but also time wise. During CoViD19 society was told to social distance, a lot of business were open a limited time or completely closed. For training session would normally be in a full classroom but due to the pandemic society started using the internet to stay connected such as: zoom meetings, podcast, influencer exercise videos, Xbox chat rooms.
People were unable to travel so used social media and digital media as a way of speaking to different people in different place all at the same time.
Companies adopted the new way to promote their brand by using social media to reach out and have memorable adverts, email and letter subscriptions, online booking slots, contactless which became a more effective way of life.
The disadvantage was not everyone was able to comprehend or felt comfortable using social or digital media, which I feel wasn’t always taken into consideration. The elderly would have felt more comfortable using traditional tools to stay connected, read/find information such as paper copy newspapers.




Conclusion


The use of digital and social media when used judiciously can enrich a business to connect to a wider reach of diversity increasing visibility and therefore drive conversations and harness trust within diverse audiences.
Social platforms pave the way for business to in real time to study and optimise campaigns which are effective to heighten ROI.
Social and digital media are proving to be an effective tool to help break down stereotypes, barriers and for the unrepresented to be able to be connected to brands and companies through worldwide reach, who would like to build long lasting genuine relationships. Weighing up the pros and cons alongside expert guidance I conclude social media has been very effective but also grown to be a evolving tool for staying connected and active. The disadvantage that comes with that is cyber bullying and fake news. (NFI, (2012)
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