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[bookmark: _Toc165160375]Introduction
The progress of Internet technology has enabled businesses to use social and digital media to become more competitive and profitable by reaching larger audiences and improving the efficiency of their marketing strategies. Dwivedi et al. (2021) argue that the main advantages include cost savings, increased brand notoriety, and higher turnover. In 2024, 5.35 billion people worldwide are using the Internet on digital devices, mobile applications, and social media platforms (Petrosyan, 2022). The following report examines in what manner social and digital media can be utilised to acquire a broader customer base.
[bookmark: _Toc165160376]Analysis
Buckingham (2007) defines digital media as any form of media that is created, distributed, and accessed through digital technology. Digital media encompasses diverse types of content, comprising text, photos, audio, video, and interactive media available on platforms, websites, and other digital devices. The most relevant digital media firms worldwide include Google, Netflix, Apple, Facebook, Twitter, Amazon, etc. (Maryville University, 2020).
Carr and Hayes (2015) explain that social media (SM) represents a collection of online platforms that permit users to generate and share content, network with others, and contributeto virtual groups, facilitating the exchange of information, ideas, and opinions and engaging in conversations, discussions, and collaborations with others. Social media has become a fundamentalsegment of modern communication, enabling individuals to stay connected, informed, and engaged in both personal and professional contexts (Carr and Hayes, 2015).
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[bookmark: _Toc165160379]Figure 1. Social media use - April 2024
Source: Smart Insights, 2024
Chaffey (2024) highlights that almost two-thirds of the global population actively uses SM platforms, as illustrated by the figure above.
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[bookmark: _Toc165160380]Figure 3. Most used SM platforms
Source: Smart Insights, 2024
According to Chaffey (2024), statistics show that the most popular SM platforms are Facebook, YouTube, Instagram, WhatsApp, and TikTok, as illustrated by the figure above.
According to the Chartered Institute of Marketing (CIM, 2023), marketing is the business function that identifies, anticipates, and satisfies the needs and requirements of customers in a profitable manner. Traditional marketing includes practices such as direct sales, direct mail, catalogue marketing, telemarketing, direct response TV marketing, etc. (Kotler, Armstrong, and Opresnik, 2018).
The progress of digital technologies has become useful for marketers in the sense that they have seized the opportunity to increase the effectiveness of their marketing strategy based on digital practices (Pascucci, Savelli, and Gistri, 2023). Hence, they have built an online presence for their company and the brands in their portfolio by communicating, selling, promoting, and engaging with their customers via e-mail, websites, mobile applications, e-commerce platforms, SM platforms, digital advertising, search engines, etc. Compared to traditional media, digital communication and advertising can target wider audiences and also enable better customisation of messages. Digital media and social media enable marketers to interact with their customers and increase engagement with brands.
There are many advantages to using SM practices for reaching larger audiences and attracting more customers. The benefits of using SM include increased reach, targeted advertising, cost-effectiveness, increased brand awareness, customer engagement, real-time feedback, engagement and interaction, viral potential, and data and analytics (Buttle and Maklan, 2019). However, there are also drawbacks, such as time-consuming in managing SM accounts, harmful feedback and reputation management, platform algorithm changes, privacy concerns, competition and saturation, and dependence on platform policies (Parker, Van Alstyne, and Choudary, 2016).
For example, Facebook is the largest SM platform, and its use as a marketing tool has both benefits and challenges. According to Valand and Gaur (2020), the advantages include:
· Large audience (billions of users); hence, a massive potential reach for marketers. ​
· Targeted advertising: the platform enables marketers to target specific demographics, interests, and behaviours, ensuring that their ads are shown to the right audience. ​
· Cost-effective: Facebook advertising can be more cost-effective compared to traditional methods, especially for marketers with limited budgets. ​
· Engagement and interaction allow businesses to engage and interact with customers, building relationships and loyalty. ​
· Word-of-mouth marketing: Through Facebook Pages and fan groups, customers can share their experiences and recommendations, leading to positive word-of-mouth marketing. ​
· Analytics and insights: Facebook provides analytics and business intelligence that allow businesses to evaluate the implementation of their ads and campaigns, enabling data-driven decisions and optimisation.
On the other hand, there are disadvantages to using Facebook as a marketing tool to increase the customer base (Valand and Gaur, 2020), such as:
· Competition: a high level of competition for users' attention and engagement. ​
· Algorithm changes: Facebook's algorithm can change frequently, requiring businesses to adapt their strategies to ensure their content reaches the target audience.
· Advertising fatigue: fatigueor annoyance because of too many ads, conducting to decreased engagement.
· Privacy concerns: Facebook's privacy issues and data breaches can make some users hesitant to engage with businesses on the platform. ​
· Limited organic reach: Facebook has decreased the organic reach of business pages, making paid advertising more necessary.
· Dependence on Facebook: Businesses using Facebook as the primary marketing tool are dependent on the platform, making them vulnerable to changes in policies or algorithms. ​
The authors exemplify that YouTube has mainly the same benefits, along with visual appeal considering that videos have the potential to capture the attention of viewers and convey messages more effectively than text or images alone, and SEO benefits because YouTube is owned by Google; hence,the videos on YouTube can rank better in Google search results. As a result, businesses can improve their visibility in search engines and drive organic traffic to their video content, by optimising their titles, descriptions, and tags with significant keywords(Valand and Gaur, 2020). The challenges of using this platform include competition, ad blocking, limited control over ad placement, negative comments and feedback, and time and resource requirements (Valand and Gaur, 2020).

[bookmark: _Toc165160377]Conclusions
The progress of Internet technology has enabled businesses to use social and digital media to become more competitive and profitable by reaching larger audiences and improving the efficiency of their marketing strategies. The report examined in what manner social and digital media are used by businesses to acquire a wider customer base. The progress of digital technologies has become useful for marketers in the sense that they have seized the opportunity to increase the effectiveness of their marketing strategy based on digital practices. However, they must mitigate the challenges related to using digital marketing practices to attract larger customer pools.
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