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Introduction
Today, social and digital media in particular have become a brands’ main tool through which companies communicate with customers. These platforms bring distinct possibilities to communicate with more individuals, interact directly with the consumers, and make them loyal to brands. However, although there are many opportunities that can be achieved through its implementation, there are also some risks that businesses face. This paper aims to unveil the applicability of social and digital media as instruments that help to build a new customer base with reference to the literature and outline the benefits and pitfalls of this approach.
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The use of social and digital media platforms has dramatically changed the face of interacting with the audience, which in turn offers ultimate access to a large and diverse customer base. These platforms help companies to develop the electronic customer tribes that can be used to cultivate positive attitudes and behaviours amongst customers. Weber (2009) established that the strength of the social networks is that it enables the development of the unique marketing communication strategies. Through such networks, companies are able to create interaction with their customers so as to share, post or tweet how they feel about certain products, etc. This form of advertisement is one of the most organic since people are more likely to listen to friends and family than a paid advert. 
 Moreover, social media specifically is much cheaper than conventional platforms of marketing. Bala and Verma in their study also note that social media marketing channels like Facebook, Instagram and twitter offers inexpensive marketing opportunities for ads across the world. This is in contrast with conventional media that may need lots of cash to cover a large audience, digital marketing helps businesses to manage the money appropriately. Latest promotional methods including the pay per click (PPC) advertising and focused advertisements mean that the businessperson can be able to direct the marketing towards the right people, in a bid to achieve the maximum returns on the sales. 
 The two other noteworthy benefits of social and digital media include and the fact that businesses and organizations are able to know the impact of their campaigns as it happens. This kind of analysis helps the companies to make the right decisions that give improved outcomes by making the necessary changes. For instance, businesses need to know the engagement rates, click through rates and the conversion rate of posts and ads among other factors that appeal to the audience. It was something that couldn’t be achieved previously with traditional forms of marketing that gave little quantitative value of an ongoing campaign. 
Interactivity in real-time is another major advantage that social and digital media offer to the engagement. Järvinen et al. (2012) note that these platforms can be effectively utilized by the businesses in order to reply to the customers’ questions, complaints and requests for assistance. The immediacy is thus helpful in developing a rapport with the customer base as the latter feels that their information is being valued. In addition to that, they are able to solve problems as they arise, thus, lesser complications result in avoidable public relations disasters. Such measures in customer service create tendency in customer loyalty since customers will prefer to deal with a brand that is concerned with their satisfaction. 
 Not only does they help in building loyalty with regards to the customers, real time conversation on the social media will also lead to more revisits. Subsequently customers are likely to purchase other products under the same brand besides they are also likely to recommend the brand to other customers. This brings about a virtuous cycle that makes the customers loyal advocates for the brand and hence growing the business.
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However, like with anything else, there are challenges or risks that comes with the use of social and digital media. There is one major disadvantage which is associated with the adverse effect which is in the form of negative publicity. Customers always express their thoughts on the social media forums, and if a particular brand receives bad remarks, it goes viral. Using the information by Connolly (2020), it can be stated that the establishment of digital trust is essential for companies, as people trust the brands. One business or product experience can undermine this trust and, therefore leads to a loss of customers.
The other issue is the amount of hours and effort it takes to run social media and digital efficiently. Being involved into social media marketing, business have to constantly generate and publish posts, interact with customers or client, and perform analytics. According to Evans and Cothrel (2014), while engaging customers through SM can be fruitful, this can be time consuming and effortful. One risk that I think small businesses may encounter is the inability to be active on all the platforms all the time, thus, may miss some opportunities.
In addition, one of the issues that firms face is the dynamic character of social media platforms for communication. Hinson et al. , (2024) noted that the use of social media in emerging markets is quite complex and not easily penetrable especially due to the dynamic change in the social media environment. This is due to the new and trending topics which need to be matched with the new trending algorithms to ensure that they continue to feed the consumer with the required content. If communities do not transition to these changes then they will suffer a decrease in exposure and popularity.
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One must also acknowledge the fact that social and digital media is the cornerstone of marketing by reaching out many more customers, responding to them and thus, paving way for Brand advocacy. These platforms are suitable for businesses of all scales because of the cost efficiency and their capability of reaching certain audiences. At the same time, the company still needs to understand the risks which include the on possibility of giving the wrong impression about the company, the amount of work that is needed to manage these tools, and the fact that the company has to stay relevant in terms of the trends used today. With much focus on these factors any business can therefore harness social and digital media for growth of customers and business success.
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