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1. Introduction
Social media transformed the way businesses reach and connect with clients. Platforms such as Facebook and Instagram, initially used for personal networking have now become important marketing tools, used by many brands to reach a wider client base. The interactive nature of social media allows brands to create relationships and built trust with their audience, offering a lot more engagement with potential clients than traditional ways of marketing. There are also certain challenges that the dynamic evolution of social media poses to the users – like the pressure to keep pace with the evolving trends and reliance on algorithm. This report explores the use and evolution of social media, contrasts traditional and modern marketing methods, and evaluates the advantages and disadvantages of using social media for building a client base.

2. Social Media – Use and Development Over the Years
Social media refers to digital platforms and services designed to allow people to connect, interact, discuss, collaborate and share ideas (Ryan, 2017). The first forms of social media - platforms like MySpace and LinkedIn - emerged in the early 2000s and were focused primarily on personal networking. Since then, platforms like Facebook, Instagram, and TikTok appeared and revolutionised the way we use social media – not only for networking and entertainment but also as important business marketing platforms. Today, over 60% of the global population uses social media (Global Social Media Statistics, 2024), making it an essential tool for businesses to connect with diverse audiences. Advanced features such as targeted ads, analytics, and shopping integrations have even further enhanced it’s potential as a marketing medium.
Social media shifted the way businesses implement their marketing strategies – what used to be static, text-based interactions – are now dynamic, multimedia content, allowing businesses to share visuals, stories, and live updates to engage with and attract audiences effectively Ryan, 2017).



3. Marketing – Traditional Versus Modern
Traditional methods of marketing using media such as TV, radio and printed ads offered businesses a wide reach but with a very limited control over audience targeting. This method of marketing due to its high cost was also limited to businesses who could afford it, marginalising businesses with a smaller budget. Modern digital marketing – ‘the promotion of a business, product, service, or a brand online’ as McGruer (2020, p.14) defines it, uses social media platforms, SEO - search engines optimisation, emails and digital newsletters allows any business, no matter the size and budget, to deliver content to their audience in a cost-effective way (Leeflang et all, 2014). Social media in particular, allows brands to engage with targeted demographics offering tools such as ad targeting, hashtags and geotags. 
Traditional marketing is still broadly used and proves to be effective in building brand awareness. Modern approaches however offer more opportunities for expansion and outshine traditional marketing, allowing for creating content and ads tailored to the targeted demographic and their online behaviour, providing measurable results (statistics and reports) and allowing for real-time engagement with potential clients, where they become active participants rather than merely passive audience (Ryan, 2017).

4. Advantages of Using Social Media to Reach a Wider Client Base
Using social media in acquiring a wider client base has an array of advantages. Cost-effectiveness is one of them. Social media accounts are free to set up and paid promotions are more affordable than traditional advertising. Moreover, social media platforms offer tools allowing businesses to reach specific demographics, making paid ads not only more affordable but also ensuring they can reach their desired audience. Furthermore, the popularity and accessibility of social media across the world allow business to reach their target demographics not only locally, but internationally. This specific targeting offers potential for continuous improvement and refinement of marketing strategies with performance metrics features like traffic, clicks, shares and conversions (Leeflang et all, 2014).
Another advancement of social media marketing is the possibility for immediate interactions which helps to build rapport and trust with clients (Ryan, 2017) -audience can engage with brands directly through comments, polls, direct messaging, etc. These advantages make social media an unmatched tool for client acquisition and brand expansion.

5. Disadvantages in Using Social Media to Reach New Customers

Despite a number of undeniable advantages that social media offer to business, they also pose various challenges. The algorithm dependency is one of those challenges – to maintain visibility on the platforms, brands must stay updated and follow any algorithm and trend changes dictated by the platforms. Overreliance on data can also stifle creativity and innovations (Leeflang et all, 2014). Furthermore, platforms like Instagram prioritise paid promotions, which reduces organic growth for small businesses. Maintaining an active and engaging presence online requires also significant time and resources, which may pose a challenge to smaller brands with lesser assets. Social media marketing poses also certain ethical concerns relating to privacy of client data collected and used for targeting ads (Niininen, 2022). Despite these challenges, businesses can reduce risks by executing ethical practices, maintaining transparency, and regular monitoring. While social media offers vast opportunities, businesses must navigate these challenges to use it effectively and responsibly.

6. Conclusion
This report highlights social media’s evolution from personal networking platforms to a crucial tool used in modern marketing, emphasizing social media’s potential to expand reach, engage with potential clients and provide measurable results. While using social media to reach a wider client base offers revolutionary benefits, such as cost-effectiveness and real-time interaction, disadvantages like data privacy concerns, algorithm dependency present significant challenges. To navigate the challenges carefully, businesses should adopt an approach that combines paid and organic marketing strategies to optimize their social media efforts. Leveraging report results and analytics here is crucial to refine their strategies in order to stay relevant and ahead of the competition whilst being able to refine the budget and control the cost of paid promotions (Leeflang et all, 2014). In regard to ethical concerns, practicing transparency regarding clients’ personal data is crucial in maintaining audience trust. To ensure sustained success, businesses should integrate social media into a wider and ideally multi-channel marketing strategy that emphasizes adaptability to the continuously evolving digital landscape, data-driven targeted outreach, consistent content and ethical approaches.
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