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[bookmark: _Toc174905569]Introduction
Currently, social and digital media are popular within organizations as a way to market to a broader population. Recent advancements of the internet in peoples’ lives and social networks’ influence have brought significant changes in marketing communication traditional approaches available for businesses to target potential customers across the world. In this paper, the author focuses on examining the opportunity and possibility of using social and digital media as tools to increase the business’s audience base while relying on theoretical sources for the analysis. Moreover, effectiveness and ineffectiveness of these tools in the context of business will be discussed which further gives an idea about totality of these tools in the evolution of modern marketing procedures.
[bookmark: _Toc174905570]Expanding Customer Reach through Social and Digital Media
Having a business page on social media platforms such as Facebook, Instagram, X (formerly Twitter), LinkedIn, and YouTube can help businesses reach out to a large audience. Kaplan and Haenlein (2010) defined social media as a collective term for internet applications that are anchored in the concept and technical characteristics of Web 2. 0 which enabled creation, exchange, and editing of user-generated content. They assist businesses in reaching millions of users all around the world, which in turn increases the company’s pool of prospective clientele.
Another benefit of marketing through social media is the aspect of advertising since marketing through the social networks allow for aimed advertisement. Shared data can also be used by the businesses to appropriately filter their audience based on the demographic, interest and other parameters, in order to deliver proper marketing messages to the targeted audience (Tuten & Solomon, 2017). For instance, in the campaigns of social media advertisements, Facebook Ads creates an ad specifically for a business by reaching out to special user groups, thus increasing the chances of successful campaigns among the intended business entities.
In addition, social media networks allow creating a communicative environment in which businesses can interact with the audience instantly. They strengthen the bonds of interaction between the customers hence ensuring that customer loyalty is achieved. Mangold and Faulds (2009) also postulated that social media allows for business and consumer interaction and allows for quick feedback and the fast addressing of concerns. Such interactions can help increase the level of customer satisfaction and level of customer loyalty.
[bookmark: _Toc174905571]Advantages of Social and Digital Media Tools
Social and Digital media have the following benefits for businesses that want to tap into new markets. The one major benefit that can be clearly seen here is the factor of cost saving. Social media marketing is relatively cheaper as compared to the other forms of advertising including television, radio, and Newspapers. It is inexpensive to produce content and can be disseminated by small, medium, and even large enterprises resulting into what is known as the digitalization of marketing communication (Felix et al., 2017).
Another advantage is that one is able to assess and quantify the effectiveness of the marketing campaigns. Most digital media channels offer quantifiable measures and statistics which enables a business to measure the effectiveness of an ad campaign in real-time. This approach helps in decision-making, improving strategy and hence result of the business since it is based on data (Chaffey & Ellis-Chadwick, 2019). For instance, Google Analytics and insight of various social media platforms give insights regarding engagement, fans/followers and the percentage conversion rate.
In addition, social media, whether traditional or modern ones, afford businesses a broad range of content types, which are texts, images, videos, and even live streams. This can be done to try out various kind of contents that have a potentially greater appeal to the business’ targeted market (Lipschultz, 2020). The type of content that has been revealed to yield better engagement levels is visual with application of Instagram or YouTube as a channel.
[bookmark: _Toc174905572]Disadvantages of Social and Digital Media Tools
However, it is important to note that the social and digital media also have some disadvantages that business organizations may experience when using them in marketing their products. One disadvantage is that the customer/ consumer can give out negative remarks hence the news going round will also be negative. Social media has the property of interactivity as consumer complaints can be posted in the social media platform for multiple people to see and can very fast go viral afecting the reputation of the company (Kaplan & Haenlein, 2010). Dealing with negative feedbacks and protecting the image of a brand is a challenging process that needs to be addressed at any given time and in the most efficient manner possible using the best practices in crisis management.
The other challenge that is evident is the issue of high competitiveness in the social network areas. The world today has millions of businesses hence competition to gain attention of the potential consumers (Tuten & Solomon, 2017). This means that contemporary competitive landscape demands companies dedicate a lot of time and money to producing quality and entertaining material and coming up with fresh campaigns.
However, one drawback of social media marketing is the dynamism of social media sites as well as their algorithms which can prove tricky for companies. Facebook algorithms define the share of content on the users’ feed, and constant change influences the effectiveness of the posts’ supply. Lands In order to remain relevant, business organisations are required to ensure that they keep on updating themselves and their strategies to incorporate such changes (Chaffey & Ellis-Chadwick, 2019).
[bookmark: _Toc174905573]Conclusion
Summing up, social and digital media can be regarded as effective opportunities to expand the circle of customers. The benefits, such as low costs, advertising targeting, immediacy, and the ability to assess the effectiveness of the campaign and its results are the key features of today’s marketing communication support. But that also comes with risks that relate to social media for instance there is high risk in the aspect of publicity negativity there is high level of competition another challenging factor is that the algorithms keep changing frequently. 
 Thus, understanding the possibilities of the successful application of social and digital media as well as their shortcomings, businesses can successfully communicate with customers, increase their audience, and create the basis for their further evolution in the digital space. In this sense, the growing digital environment of the world necessitates business competitiveness and innovative approaches to social media marketing strategies. Top of Form
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