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The term social media would be regarded as the virtual network through which individuals would be able to share information and other news with one another. The virtual platform would thereby bring upon greater interactions among one another to reach out to large number of customers in the global markets (Cartwright, et al., 2021). Through such digital technology, texts and visuals can be shared among one another so as to attain better understanding of the services and the products provided by a particular business. The user-generated content in the social media would bring forth greater engagement of the customers. It has been estimated that more than 4.7 billion people all over the world are now acquainted with the use of social media. Social media would form a significant marketing campaign which seeks to approach a wider customer base in the competitive market scenario (Almazrouei, et al., 2021). The various social media platforms which are common are Facebook, YouTube, WhatsApp, Instagram. The use of websites as well as the online applications through social media platform would contribute to increase in the productivity of business within the organization. The report would also emphasize upon the advantages as well as the disadvantages of social media to reach a wider customer base. 
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Advantages
The social and the digital media are highly advantageous for the progression of business performance. Through the use of such virtual networks, the businesses are able to engage into faster and easier communication with one another (Dwivedi et al., 2023). Thereby the grievances of the customers are faced quickly and they are also provided the responses which brings upon greater satisfaction in them. The use of social media promotes greater bran awareness. The brands are thereby able to influence the purchasing decisions of the customers in the competitive markets. This draws upon the attention of newer customers to acquire the products as well as the services of the organization. The promotion of the content can be brought about through the use of social media platforms (Tumasjan, 2024). Thereby the content can be easily shared with the right people across the world which brings forth greater profitability of business ventures. The use of social media brings forth increased reputation management of the brands. Sharing of great content would be able to attract the customers which would enable them to acquire positive experiences. The social media would be an effective tool for generating leads either directly as well as indirectly. Developing wider innovations through the social media had been significant into gaining the attention of the customers. With the help of social media strengthening and maintaining of relationships would be catered to through team work and collective functioning of the individuals (Syaifullah, et al., 2021). The social media platforms would also be significant into attaining the feedbacks from the customers. Through such feedbacks businesses are able to identify their weaknesses and the improvements that can be brought about to bring forth increased retention and greater loyalty of the customers. The social media platform is highly advantageous to impress potential customers so as to enable them to make better purchases from the brands (Simangunsong and Handoko, 2020). The social media channels would be highly effective for the businesses to track their competition with regards to other brands which seeks to develop their products and services through innovative business strategies. 
Disadvantages
There are a number of disadvantages of the use of social and digital media upon the customers. For instance, a lot of time is being required by the individuals engaged into businesses to cater to the needs of the customers using social media. Further qualified personnel is also needed for the management of social media channels (Veleva and Tsvetanova, 2020). Greater investments would also be necessary for providing the customers with the required services along with the products that they would expect from the business. Management of customer’s complaints would be significant and proper resolution would need to be given to them so as to ensure greater satisfaction of the brand. However, the social media channels can also result in to privacy as well as security issues (Olsson and Bernhard, 2021). The social media profile may also be hacked which would culminate to increased losses of businesses. They may contain misinformation that would also result into propaganda of fake news among the customers. Often the negative feedback provided by the customers can tarnish the reputation of the brand. Such feedbacks would be highly discouraging for the newer customers to acquire the products and the services of the business (Chiarello, et al., 2020). Through the social and digital media data and information can be used unethically by the competitive brands. It would thereby result into negative impact upon the development of its business ventures. 
Advertisement in social media 
The portrayal of advertisements in the social media platforms would also be responsible for attracting the target audiences which would be effective for businesses to improve their level of performance (Dolega, et al., 2021). The upcoming projects of the businesses can be highlighted through such advertisements in the social media channels that would be crucial for acquiring better business outcomes and fostering increased customer loyalty. The generation of awareness among the audience would bring upon increased sales and growth of businesses within the organization. 
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Social media thereby plays a significant role in shaping the businesses of the company. Through the use of such technological advancement businesses have been able to attract newer customers towards their brands through innovation and creativity. The engagement of the customers has been promoted through the use of such social and digital divide (Manzoor, et al., 2020). The businesses were also expected to work continuously to bring upon development of their content that can be represented through the social media channels. Social media marketing has been thereby a potential tool to connect the businesses with the audience that significantly fosters an improvement in their performance. It also provides analytics tools to attain vital information about the businesses (Kim. and Kim, 2021). The social media channels would be thereby dominated by global audience who would be attracted towards the products and the services that the businesses seek to provide. 
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