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Introduction
This report will be explaining and discussing about how social and digital media can be used to research a wider customer base. Social media is widely used for sharing ideas thoughts and information through virtual networks and communities. This report will be talking about social media as a whole and how it has developed in recent years; traditional and modern marketing methods companies may use to attract their target audience and how companies can use social media for marketing overall. furthermore, we will compare the advantages and disadvantages of using social media as a tool for researching new costumers and/or reaching your target audience.























Social media allows users to use websites and application to create and share content and to participate in social networking. Social media started in the 1980’s -1990’s where they introduced users to digital communications through emails and real-time online chatting.  From laptop and computers, the social media shifted to smartphones overtime which allowed users to communicate with each other in more places (not only at home or office where there was a laptop or a pc). Social media at first was used to connect users (friends, family, colleagues) digitally. Desktop access helped people to grow online communities without leaving the premises of their home.
Technological improvements shifted the users experience to live streaming and videorecording as the cameras got more advanced and powerful and clear imaged. For example, Instagram was most popular for users to use for traveling, entertainment and fashion to share with other peers.
With the improvement of the digital world the marketing involved through social media has changed how users and mostly companies show and sell their product. Marketing is when a company or a seller shares his product ideas to the public or consumers with the aim to make them a buyer and a client to their product.
 

















Before the development of modern social media, smartphones and desktops marketing still existed; back then the most traditional way to sell a product was through a TV, radio, print, mail, billboards or magazines/newspapers. These methos or so-called traditional marketing methods were successful for their time but after the introduction of social media companies and businesses adapted quickly and realised that they can reach a wider audience and that they can target a specific group of people which would suit best for their product. Some modern methods that are used are: Email marketing, internet adds, product placement, affiliate marketing and many more. Furthermore, companies use social media marketing to increase their brand awareness’, generate leads and increased conversation develop and nurture relationships with their costumers and learn from their competitors.


The most efficient way to take advantage of social media’s popularity is to use existing audiences. To that end, digital marketers engage social media “influencers” to share messaging and product offers with their followers. Finding ‘influencers’ whose audience fall into the company’s targeted audience helps cut through the noise by targeting specific potential buyers. Social media giants like Facebook and LinkedIn provide in-depth analytics that allow companies and businesses to target specific demographic groups with adds, this is especially useful while trying to build brand awareness to new customers and potentially long-term costumers 
Social media engagement consists of various ways users respond to a post. This can include comments, follows, shares (and clicks on a shared link). All these actions are measurable thanks to analytics provided by the social media platforms (Facebook Insights, Twitter Analytics, LinkedIn Page Analytics, etc.).
Each of these engagements presents an opportunity for marketers to influence a customer or group of customers. For example, a company that monitors its Twitter feed in real time — either through an automated service or in person — is positioned to respond quickly to a customer’s request or comment.









There are numerous advantages as well as disadvantages using social media for marketing purposes. Some advantages are:
1. Cost effective advertisement: Social media platforms like Facebook have provided affordable advertising options to reach out to a wider range of audience 
2. Audience insights and market research: social media platforms provide insights of audience demographics interest and behaviour, this insights can be used to tailor marketing campaigns and develop products that cater for their needs 
3. Enhanced costumer targeting and segmentation: Social media platforms enable businesses to segment their audience and target specific customer segments with tailored messaging. This increases customer engagement, enhances their overall experience and increases conversions.  









Some disadvantages may include:
1. Negative feedback and reputation management: Negative comments or reviews can quickly spread across social media platforms, potentially damaging a company's reputation. A single negative incident or social media backlash can significantly impact a company's reputation.
2. Changes in platform algorithm: Social media platforms frequently update their algorithms, affecting the reach and visibility of organic content. These social media algorithm changes can significantly impact a business's social media strategy.
3. Limited attention spam: With users scrolling through endless posts, it becomes crucial for businesses to create compelling and visually appealing content that can cut through the noise



Conclusion:

