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In the realm of marketing communication, the Internet and social media are emerging as new communication and marketing platforms that are rapidly transforming the industry. Direct connections with customers, as well as targeted advertising and content delivery, are made possible through the use of social media platforms such as Facebook, Twitter, and Instagram. A few of the promotional benefits that Facebook offers are low-cost advertising, fast connections, and customer loyalty. The use of such platforms, on the other hand, creates concerns such as the management of images, the protection of privacy, and the handling of complaints and negative evaluations. Nevertheless, in the highly competitive digital economy, social media and digital media are indispensable for making contact with customers.
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Include an overview of social media, its use and development in recent years
The concept of social networks has advanced from mere connection websites to influential tools of communication, advertisement, and business. Originally formed to bring people together and also to share content, social media has grown exponentially in the last few years. Social media such as Face book, twitter, Instagram, linked in are now becoming essentials for business since they can be used for marketing, communicating with the customers and even advertising. Advancements in technology, especially portable devices, and enhanced internet connectivity have ramped up the utilization of social media as a tool for sharing information, making the facility a major revolution in people’s behavior. Most of these platforms enable real-time engagement hence enabling direct business-consumer engagement. In addition, the integration of the analytics tools has also improved in monitoring user behavior to align marketing strategies. Given the fact of how social media platforms are only advancing, its role is the consumer decision-making process and business growth makes it one of the critical tools of modern marketing strategy.
Outline what marketing is, what methods are open to companies, traditional vs modern
Marketing is defined as the total process of communicating, creating and delivering value based on the needs of the customer, to ensure the firm’s objectives are met. This process includes a number of techniques, the development of which has progressed through various stages. Print media advertising, TV and radio commercials, and direct marketing are examples of conventional advertising strategies that can disseminate information to the target consumers using the mass media platforms (Terho et al. 2022). These approaches aim at raising the awareness of the targeted audience about the existence of a particular brand and stimulating them to seek this brand. On the other hand, modern marketing is done through the use of the Internet and other electronic media where audiences are more likely to be reached. Social media marketing, SEO, emails, content marketing are some of the strategies that allow companies to share tailor-made, relevant information with targeted consumer groups (Herhausen et al. 2020). The transformation from the conventional approach to marketing to the present-day digital form is as a result of social changes in the taste and preferences of consumers towards a more forceful use of technological tools and strategies that are more personal, dynamic, and backed with actual figures. This evolution has enhanced marketing and turned it into a more efficient and effective field that allows organizations to have closer relation with their audiences and concrete outcomes.
Describe how social media can be used for marketing and reaching new customers
Marketing through the social networks is one of the most significant and effective means in the contemporary world that helps organizations to attract new consumers through advertising, content, and communication. Facebook, Instagram, Twitter, and LinkedIn, as well as other popular platforms, provide advanced capabilities for saving and selecting the exact audience you need and, therefore, delivering truly targeted marketing messages (Nam and Kannan, 2020). It also makes the marketing efforts more relevant and likely to turn potential customers into regular clients (Trachuk et al. 2021). Thus, it is evident that developing and posting engaging content on social platforms is one of the ways of attracting new customers to a brand. Interesting pictures, videos, and narrations can attract the attention of the target group, as well as topical and amusing posts can interest the target audience. Such communication also allows for direct engagement with the users and thus offers businesses an excellent chance to answer the questions of their users, get their feedback and enhance the overall community standing. Also, the viral characteristic of social media helps advertising to cover a large number of individuals throughout a very short period with little costs, hence, the customer base will expand drastically.
Outline the advantages of using social media as a tool for reaching new customers
Social media marketing allows organisations to target ads to their target audience, interests, and behaviours. Due to its availability on practically every platform, social media audience contact accelerates brand growth and consumer acquisition (Ijomah et al. 2024). Social media marketing is cheaper than traditional methods, making it suited for all businesses. Real-time engagement also allows direct conversation with potential clients, which helps the company create trust. Critical data analysis tools on social media enable marketing decision-making and campaign success and efficiency improvement.
Outline the disadvantages of using social media as a tool for reaching new customers
The following are social media marketing drawbacks. Most social media channels have active users, making brand and company image maintenance tough. People's negative comments can become viral and ruin the company's reputation. Social media algorithms vary over time, lowering content reach and needing ongoing parameter fine-tuning (de Oliveira Santini et al. 2020). The already busy business atmosphere makes it harder to detect one. Privacy breaches and data losses can damage customer trust and loyalty.
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A few examples of these include the strategic shifts in marketing communication that have been brought about by social media, advertising, and the involvement of customers. The value of a niche market and the importance of interactive communication are two examples of this. When it comes to optimising social media, businesses need to maintain a close eye on algorithm updates and provide content that is both attractive and relevant to their target audience. In order to increase results, marketing science strategies can be refined with the use of good data analysis. Incorporating such strategies into social media campaigns will result in increased frequency, relevance, and quality of those campaigns.
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