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What is social media
Social media refers to online platforms and tools that enable people to create, share, and exchange content and information in virtual communities and networks. These platforms allow users to interact with one another through text, images, videos, and other forms of media, fostering communication and collaboration across geographical boundaries (Aichner et al., 2021). 
How social media helps companies to market their products and services 
1. Building Brand Awareness and Engagement: Social media platforms empower companies to enhance brand visibility and connect with consumers efficiently. Through social media marketing strategies (SMMAs), such as influencer partnerships and social media advertising, businesses can expand their reach and strengthen brand recognition. The interactive features of social media facilitate information exchange and collaborative activities, making it an essential tool for disseminating brand messages (Jamil et al., 2022).
2. Real-Time Marketing and Consumer Interaction: Social media empowers companies to perform real-time marketing, connecting with consumers during key moments by associating their brands with important events and milestones in consumers' lives. This ability is essential for building a lasting competitive edge, as it reshapes traditional marketing approaches and strengthens brand communication. Additionally, social media marketing promotes interaction between consumers and brands, which plays a vital role in boosting consumer-based brand equity (Laradi et al., 2023).
3. Enhancing Consumer Experience and Brand Loyalty: Businesses can leverage social media to elevate the customer experience by emphasizing sensory engagement and themes that deliver a remarkable experience. This strategy highlights quality attributes while also aiming to create memorable brand interactions that build brand loyalty (Jamil et al., 2022).
4. Targeted Advertising: Social media platforms like Facebook, Instagram, LinkedIn, and Twitter offer advanced targeting options, allowing companies to deliver ads to specific demographics based on age, location, interests, behaviour and more.
5. Cost-Effective Marketing Strategies: Social media platforms enable integrated marketing efforts to be carried out with lower costs and less effort than traditional media. The smooth interactions and communication between consumers, events, media, digital services, and retailers through social media make it an economical marketing tool (Jamil et al., 2022).
6. Social media offers important insights and analytics that enable companies to comprehend consumer behaviour and preferences. By consistently tracking both qualitative and quantitative metrics, businesses can assess the effectiveness of their social media efforts and refine their marketing strategies as needed (Laradi et al., 2023).

How social media helps customers to find products and services
1. Product Discovery and Research
i. Platform Usage: Social media platforms like Instagram, TikTok, and Pinterest is increasingly popular for product discovery. For example, 57% of Gen Z users have come across new products on social media in the past three months, with Instagram Stories and TikTok being particularly favoured for this purpose (MacRae, 2024).
ii. Influencer Recommendations: Influencers are essential in helping consumers discover new products. Many, especially younger generations such as Gen Z and Gen Alpha, look to influencers for product advice. This is especially true in industries like beauty, where influencer endorsements heavily influence purchasing choices (victoria, 2024).
iii. Content Types: Consumers interact with various content on social media, including short-form videos and feed posts. These formats effectively capture attention and drive product discovery (Dababneh, 2023).
2. Purchase Journey and Decision-Making
i. Social Media Ads and Brand Pages: Social media advertisements, brand endorsements, and updates from brand pages are significant ways consumers discover new products. More than one-third of consumers have found brands through these channels, making them more effective than traditional methods like search engines and TV advertisements (MacRae, 2024).
ii. Inspiration-Driven Shopping: Platforms such as Pinterest are popular for inspiration-based shopping, where users look for ideas on style and products. This trend is especially prevalent among Gen Z, who rely on these platforms to guide their purchasing decisions (victoria, 2024).
iii. Real-Time Interaction: Social media facilitates real-time engagement and feedback, allowing consumers to interact with brands and make well-informed purchasing choices. This level of interaction improves the shopping experience and assists consumers in finding products that align with their needs (Dababneh, 2023).
Risk associated with digital and social media
1. Personal Risks
a. Health and Addiction: Overuse of digital media can cause health problems such as addiction, sleep disturbances, and psychological issues. Young people are especially at risk, as they may replace real-life experiences with virtual ones, leading to digital dependency and withdrawal symptoms.
b. Mental Health: Continuous use of social media can harm mental health, increasing the likelihood of stress, anxiety, and social isolation. The sheer volume of online interactions and the intrusion of digital media into personal life can worsen these mental health challenges.
e.	Exposure to Harmful Content: Children and adolescents are at risk of encountering harmful content online, which can negatively impact their cognitive and social development. Exposure to misinformation, violent content, and cyberbullying are major concerns.
2.	Organizational Risks
a.	Reputation Management: Companies face risks related to their online presence, including the potential for defamation and public criticism. A single mistake on social media can cause significant reputational damage, making it essential for organizations to carefully manage their digital strategies (Mangwani, 2021).
b.	Digital Marketing Challenges: Organizations using digital marketing tools like SEO and SEM must navigate risks such as outdated information, incorrect audience targeting, and budget overspending. To maintain effectiveness, these challenges require constant updates and strategic adjustments (Mangwani, 2021).
c.	Privacy and Security: The use of digital media brings privacy concerns, as personal and organizational data can be vulnerable to breaches and misuse. Safeguarding user privacy and ensuring data security are critical challenges for organizations (Mangwani, 2021).
3.	Societal Risks
a.	Misinformation and Disinformation: The spread of false information on social media can have far-reaching societal effects, shaping public opinion and behaviour. This was particularly evident during the COVID-19 pandemic, where misinformation influenced health behaviours and adherence to safety guidelines.
b.	Cybercrime: The growth of digital media has led to an increase in cybercrime, including cyberbullying, cyberstalking, and identity theft. These issues pose significant threats to individual safety and overall societal well-being (UAB Online Degrees, 2018).

Recommendations and Conclusion
Companies should strategically utilize social media to enhance marketing and consumer engagement while being aware of associated risks. This involves focusing on targeted advertising, real-time interactions, and brand loyalty, while regularly monitoring their online presence to manage reputational and data security risks. Additionally, promoting responsible social media use, especially among vulnerable groups, is essential.
In conclusion, while social media offers substantial benefits for marketing and consumer interaction, it also presents risks such as privacy issues and misinformation. Therefore, a balanced approach is necessary to maximize its advantages while mitigating potential harms.
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