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Social and digital media would be regarded as the use of the online communication that would bring forth better exchange of information as well as the ideas. With the advancement in the use of technologies social and digital media had played a significant role into promoting the products and the services provided by the several organizations (Aljumah et al., 2021). The interaction with the customers through the use of social as well as the digital media would be effective as it builds upon the brand image of the organization. The social and the digital media would be involved into the use of texts as well as the visuals that would be using the virtual networks for better interaction among one another. The social media becomes one of the significant tools for marketing in the competitive markets (Lim and Rasul,  2022). Through the different social media channels like Facebook, Instagram, YouTube and others the customers can be approached and dealt with effectively through the online mode of communication. Digital marketing would be significant into connecting to the target audiences and thereby boost the productivity in the workplace. 
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According to Dubbelink, et al., (2021) Both social and digital media would be effective into reaching a wider customer base. The social media is widely accessible to a larger audience and thereby enables the organization to secure their target audience. The expectations of the customers are being dealt with and through the social media advertisements the products and the services are being showcased to attract the attention of the customers. Social media had been one of the significant platforms which would foster interaction among one another (Agnihotri, 2020). It would be effective in building relationships among the customers through the online networks. 
The use of such digital media enables the organization to determine the preferences of the customers and thereby bring upon better products and improvement in the quality of services. The use of unique advertisements would be highly effective into developing engagement among the customers (Wibowo, et al., 2020). Further promotions can also be used to bring upon greater involvement of the wider audience. Social media would be effective in developing brand visibility and generates leads. The digital media would be significant into building brand awareness among the customers through consistently posting and aligning the content with regards to the needs of the customers. The increased customer loyalty would be crucial into reaching a wider customer base. The use of such digital media would be effective into responding to the comments and the messages that informs the customers of the probable services that are to be provided to them. The products along with the services are thereby tailored to ensure improvement in brand recognition. It is through the use of such social and digital media that the sharing of the content becomes easier (Itani, et al., 2020). The intended group of audience can be targeted in significant social media channels like that of Facebook, Twitter. The social media promotes proper analysis of the audience to determine their behaviour patterns as well as the purchasing decisions. The use of social media would be essential in discovery of newer audiences. Their interests along with the behaviour can be dealt with efficiently through the use of social media platforms. The feedbacks from the audiences are to be collected and thereby areas of improvement are to be determined with the help of digital media. Through such insights greater engagement of the audience can be brought about through the social and the digital media. 
Febrian, et al., (2022) opined that social media marketing would generate greater traffic and helps in improving the sales of the organization. Development of quality content as well as the marketing strategies would be essential to direct the customers to a particular brand. It would enable them to develop a sense of trust upon the organization. Further the development of wider audience can be brought about through the word of mouth of the customers. Thereby newer customers would also be highly encouraged to acquire the products and the services from the same brand. It would thereby bring forth increased base of audience. 
The use of social and digital media would be essential as the digitalised chatbots are to be used so as to address the needs of the customers 24*7 (Wulandari. and Rauf, 2022). It thereby generates quicker response and increased dedication of the customers towards the brand. Networking would also bring forth increased reach of the audiences to promote better performance. The online networks would cater to building of real connections with the customers. The real time customer services have to be provided to bring forth increased satisfaction.
 The attainment of recommendations from the individuals would be highly significant to bring upon continuous professional improvement in the organization while being engaged with the social media. The use of social media had made it possible to target specific demographics and interests. Engagement would be highly effective in boosting the involvement of the audiences through likes, comments, shares as well as through direct messaging (Chuang, 2020). It is also through the optimization of the profile which would be highly crucial into updating the audiences about the recent times that would draw onto their interest in the particular brand. 
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The use of social and digital media had been such that it had brought upon significant impact on the target audience. The wide accessibility of the online networking sites had made it greatly significant to acquaint the newer posts in the websites would be highly significant to determine the active participation (Ebrahim, 2020). The diversity in the content like use of images, live streams and stories would be significant into driving a wider audience (Li et al., 2021). Development of a consistency with the brand would be highly effective into securing an increased customer base. Thereby with the use of social and the digital media platforms the customers would be able to develop the awareness in them about the functioning of the different businesses. It would thereby lead to increase in the number of followers steadily and would finally reach its ultimate targets (Dolega, et al., 2021). The development of positive experiences of the customers would be significant to draw upon repeated purpose from the same brand.  
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