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INTRODUCTION

In this day and age, social and digital media have become essential tools for businesses to connect with their customers. This platforms offers unlimited opportunities to engage directly with both potential customers and the customers, build brand awareness, and Foster customer loyalty. Unlike traditional marketing methods, social media is worldwide, with the aid of internet, allows real-time interactions and feedback, enabling businesses to create more personalised, and meaningful relationship with their customers, it is also cost effective. 
As the digital landscape continues to evolve, mastering the use of social digital media is crucial for any business aiming to remain competitive and relevant in a fast-paced, interconnected world.

MAIN BODY
Social media signifies online platforms and technologies that enable users to create, share, and interact with content and with one another, (Sudhakar P, Sudhakar M, Anusha G, Chakradhar G - pp 4299). These platforms facilitate communication, content sharing, and collaboration between the users worldwide. Social media encompasses a wide range of services, including social networking sites like Facebook, LinkedIn, Twitter (now X), Instagram, YouTube Snapchat, etc. It is worth mentioning that these network media allows users, individuals or organisations to be updated regularly, social media continues to expand and add new features to replacing and improving old ones throughout their existence.
These are some of the uses of social media;
I. Business and Marketing:  Companies use social media to promote products and services, interact with customers, and build brand loyalty. Platforms like Instagram, Facebook, and LinkedIn are essential for digital marketing, customer service and brand spreading.
II. Content Creation and Sharing: Social media platforms allow users to create and share content easily. This includes photos, videos, live streams, etc. Content creators, including influencers, use these platforms to reach large audiences and monetize their work.
III. News and Information Spreading: Social media has become a primary source of news information for many people. It allows real-time updates on events, sharing of opinion, and discussion on current issues. Platforms like twitter (X) and Instagram are often used to highlight social issues and galvanised public action.
Customer engagement through social media had improved tremendously in recent years, (Dolan R, Conduit J, Frethey-Bethan C, Fahy J, Goodman S – pp 2215). The number of social media platforms has expanded, each catering for different demographics and interest. For example, TikTok has surged in popularity among younger users for short – form video content, while platform like LinkedIn have solidified their role in professional networking.

Marketing is the process of promoting, selling, and distributing a product or service. It involves understanding customer needs, creating value, and delivering that value to customers through various strategies and channels. The primary purpose of marketing is to attract and retain customers by meeting their needs in a profitable way. However, getting good result depends on how well you’re able to target your audience; there are two main categories, rational and emotional appeals (Dolan R, Conduit J, Frethey-Bentham C, Fahy J, Goodman S - pp 2219). 
These are some of the methods open to companies in marketing;
1. Market Research: Gathering and analysing data about consumer’ needs, preferences, and behaviours to inform marketing strategies. Method includes surveys, focus groups interviews and data analytics
2. Branding: Developing a unique identity for a product or company, including name, logo, and overall image.
3. Advertising: Creating paid messages that promote products or services. Can be executed through various media channels like, television, radio, print, digital and social media.
4. Sales Promotions: Short term incentives to encourage the purchase of products or services.

However, traditional marketing often targets a broad audience through mass media channels. It is less personalised and focuses on reaching as many people as possible. Feedback is limited and delayed. Traditional marketing often requires significant investment, especially for TV, radio, and print advertising. Costs can be high for broad reach campaigns.

The use of social media has completely changed the ways companies reach new customers, Yurder Y, Akdol B (2021). These are some of the advantages;
I. Wider Audience Reach: Social media platforms have billions of active users, allowing businesses to reach a global audience far beyond their local market.
II. Targeted Advertising: Platforms like Facebook and Instagram allow businesses to target specific demography, interest and behaviours, ensuring that marketing efforts are focused on the most relevant audience.
III. Timely Interaction: Businesses are able to interact directly with potential customers, answer questions and build relationships in real time, strengthening customer experience.
IV. Brand Awareness and Visibility: Regular posting on social media helps keep a brand visible to both existing and potential customers, increasing recognition over time.
V. Mobile Reach: As more people access the internet via smartphone, Social media provides a direct channel to reach customers on the go, increasing likelihood of engagement.
Overall, social media is a powerful tool for expanding a business’s reach and building a strong customer base. However, it also has some disadvantages, some of which are;
1. Negative Feedback and Public Criticism: Social media is a public forum, and dissatisfied customers can leave negative comments or reviews, which can damage a brand’s reputation if not properly handled.
2. Time Consuming: Managing social media accounts and creating engaging content requires significant time and effort, especially if a business is active on multiple platforms.
3. Limited Control Over Content: Once content is shared on social media, it can be reshared and. Repurposed by others, sometimes in ways the original poster did not intend, potentially harming the brand’s image.

CONCLUSION 
Using social and digital media to reach customers present significant opportunities but also have certain challenges that businesses need to manage effectively.
Advantages like the ability to reach a global audience, cost-effective, targeted advertising, real-time engagement, and valuable analytics make social media indispensable tools for modern marketing strategies. These platforms allow businesses to build brand awareness, interact with customers directly, and adapt quickly to market trends.
However, disadvantages such as the time-consuming nature of managing accounts, the potential of negative feedback, algorithm changes, and limited control over content. Businesses must also be mindful of their dependency on specific platforms and the rapid pace at which digital media evolves.
Finally, while social and digital media at powerful tools for reaching and engaging with customers, their effectiveness depends on a well thought-out strategy, ongoing management, and a willingness to adapt to changing conditions. When used thoughtfully, these platforms can significantly enhance a brand’s reach customer relationships.
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Digital Skills Task 3 Report Guideline
General rules
Task 3 of 3 – Report – 1000 words (40 marks) 
Choose one of the following topics to complete. 
Write a 1000-word (+/- 10% is allowed). So, it can be between 900-1100 words report.
Either on 
The role that social media tools such as LinkedIn and Facebook can have in the recruitment of staff. 
Or 
How social and digital media can be used to reach a wider customer base. 
In your report, you must use relevant literature to support and develop your points.
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Topic 1:The role that social media tools such as LinkedIn and Facebook can have in the recruitment of staff 
If you choose this topic for the Task 3 of your Digital Skills module, you need to follow this page

Introduction
(100 words)
Introduce your chosen report topic. Introduce the key points of your chosen topic with further elaboration (like what social media is, advantages and disadvantages of social mediain general etc.).
Main Body
· (800 words)
· - Include an overview of social media, its use and development in recent years. 
· -Outline what recruitment means, what methods are open to companies, traditional vs modern. 
· - Describe how LinkedIn and Facebook can be used for recruitment. 
· - Outline the advantages of using social media as a tool for recruitment. 
· - Outline the disadvantages of using social media as a tool for recruitment. 
· 
· (Feel free to add more sub points if required under the main body based on your chosen topic)

Conclusion:
(100 words) 
Discuss about the lesson learnt from this report with some concluding narratives. You can discuss about your overall findings. You can also discuss about your recommendation(s) on how to improve the use of social media.
List of References 
(Words used in this section are not counted) 
Please use at least 3 different (Book/e-book, Article, Website, Journal, Conference Paper etc.) credible sources.

Please also do not forget to use in-text citations in the body of your report
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Topic 2: How social and digital media can be used to reach a wider customer base. 

If you choose this topic for the Task 3 of your Digital Skills module, you need to follow this page

Introduction
(100 words) 
Introduce your chosen report topic. Introduce the key points of your chosen topic with further elaboration (like what social media is, advantages and disadvantages of social media in general etc.).
Main Body
(800 words)
- Include an overview of social media, its use and development in recent years. 
-Outline what marketing is, what methods are open to companies, traditional vs modern. 
- Describe how social media can be used for marketing and reaching new customers. 
- Outline the advantages of using social media as a tool for reaching new customers. 
- Outline the disadvantages of using social media as a tool for reaching new customers. 

(Feel free to add more sub points if required under the main body based on your chosen topic)

Conclusion:
(100 words) 
Discuss about the lesson learnt from this report with some concluding narratives.You can also discuss about your recommendation(s) on how to improve the use of social media.
List of References
(Words used in this section are not counted) 
Please use at least 3 different (Book/e-book, Article, Website, Journal, Conference Paper etc.) credible sources.

Please also do not forget to use in-text citations in the body of your report
