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Introduction
In today's connected world, social and digital media platforms are essential for businesses looking to expand their customer base (LinkedIn, 2023). With billions of users actively engaging online, platforms like Facebook, Instagram, TikTok, LinkedIn, and YouTube offer unprecedented opportunities to interact, build brand awareness and increase sales. 
Businesses leverage these platforms to expand their customer base, build brand awareness, and enhance engagement. Social media's advantages, such as targeting specific demographics and facilitating real-time interaction, make it a cornerstone of modern marketing. However, challenges like misinformation, privacy concerns, and platform saturation must also be considered. This report examines the evolution of social media, its role in marketing, and the pros and cons of utilising it for customer outreach.
Overview of Social Media and Its Development
Social media has grown into a strong marketing ecosystem from fundamental networking platforms. The social media explosion began in the early 2000s when platforms like Friendster and Myspace made it possible for users to communicate online (Bartoloni & Ancillai, 2024). More than 4 billion individuals will use social media globally by 2023, with different platforms fulfilling different purposes. For example, TikTok is used for short-form videos, Instagram is used for graphics, and LinkedIn is used for professional networking (Statista, 2024). The functionality of social media has been enhanced by notable advancements like live streaming, e-commerce integration, and AI-driven algorithms, making it a crucial tool for businesses trying to interact with their clientele.
Traditional Marketing vs. Modern Methods
Marketing involves promoting and selling products or services, including research, advertising, and customer interaction (Kotler & Keller, 2016). Traditional marketing methods, such as television, radio, print media, and outdoor advertisements, dominated the pre-digital era (HBR,2022). While effective for broad reach, conventional methods often lack precise targeting and measurable outcomes.
Modern marketing allows companies to customise campaigns using digital tools and platforms for target audiences (Forbes,2024). One technique is improving a website's visibility on search engines. Email Marketing and content marketing produce worthwhile content to draw in and hold onto audiences through Facebook, Instagram, and TikTok. The transition from traditional to modern marketing has enabled businesses to optimise their return on investment by utilising data analytics, real-time feedback, and global reach (Chaffey, 2021).
Using Social Media for Marketing and Reaching New Customers
Among the distinctive marketing tools provided by social media platforms are targeted advertisements, which use user data to generate accurate demographic and interest-based targeting—working together to market goods or services with influencers, collaborating and using blogs, videos, infographics, and memes to engage audiences in content sharing (Forbes,2024). Social commerce directly integrates shopping functionality into websites such as Instagram and TikTok—using brand communities to promote user-generated content and cultivate loyalty. 
Advantages of Using Social Media to Reach New Customers
Social media allows businesses to reach a wider audience and interact with potential clients. One of its main benefits is that it is globally accessible. Companies can reach billions of users globally through platforms like Facebook, Instagram, and TikTok, which give them access to a wide range of demographics in various geographical areas (Gaille,2020).
Another significant advantage is the affordability of advertising on social media. Platforms such as Instagram and Facebook Ads enable businesses to run targeted campaigns at a fraction of the cost of traditional media like print or television. 
Additionally, social media is excellent for customer interaction and personalisation. Companies can use platforms to produce content that suits their target audience's tastes and passions (Safko, 2012).
Finally, social media makes social commerce possible by incorporating shopping functionality into platforms. Shoppable videos on TikTok and Instagram's "Shop" tab, for example, let companies simplify the buying process for customers and increase sales. 



Disadvantages of Using Social Media to Reach New Customers
Using social media to attract new clients has many advantages, but there are also drawbacks. According to Sharma (2018), platform saturation is one of the most significant disadvantages. It might be challenging to stand out when millions of businesses compete for customers' attention on social media sites like Facebook, Instagram, and TikTok. 
According to Arsath (2018), the possibility of unfavourable comments and public criticism is another significant disadvantage. Due to social media's open nature, malicious people or unhappy consumers can submit unfavourable reviews or remarks that swiftly gain traction and damage a brand's reputation. 
When platforms gather and store enormous volumes of user data and misuse this information, privacy issues and data security also present serious threats (Arsath, 2018). Consumers are becoming more worried about using their data, and any mistake in managing personal data can damage confidence and have legal ramifications.
The dependence on dynamic algorithms is another drawback (Sharma, 2018). Platforms often modify their algorithms, which affects when and how users see information. Companies that depend significantly on organic reach can experience an abrupt drop in exposure, necessitating higher paid advertising expenditures to be visible.
Lastly, according to Arsath (2018), social media marketing can be time-intensive and resource-demanding. Maintaining an active presence across multiple platforms requires regular content creation, monitoring, and engagement. 

Emerging Trends and Strategies
Social media marketing is still developing, with new tactics and trends giving companies new ways to connect with and interact with their target audience. One of the most important trends is the incorporation of artificial intelligence (AI) into social media (Bughin et al., 2017). AI-driven technologies are revolutionising how companies produce content, examine user behaviour, and forecast trends. 
Another revolutionary tactic that is becoming more popular is social commerce. These days, social media sites like Facebook Marketplace, Instagram's "Shop" button, and TikTok's shoppable videos all have built-in shopping capabilities (Forbes, 2024). These features streamline the purchasing process by enabling users to browse and purchase things right within the app. 
The emphasis on authenticity and user-generated content (UGC) also shapes social media strategies. Customers are more likely to trust content created by other users, such as reviews, testimonials, or photos featuring a product (Kietzmann et al., 2011). Brands increasingly encourage customers to share their experiences and feature this UGC in their marketing campaigns. 
Emerging technologies like the metaverse and virtual reality (VR) also open new marketing opportunities. Virtual spaces within platforms like Meta and Roblox host branded events, interactive experiences, and product launches (Santini et al., 2020). 
Conclusion
 Highlighting the transformative impact of social media on customer outreach, while offering immense benefits like global reach, cost-effectiveness, and engagement, businesses must navigate challenges such as platform saturation and privacy concerns. Companies should adopt innovative strategies like AI-driven analytics to maximise social media's potential and focus on creating authentic, value-driven content. Investing in employee training and adapting to emerging trends will also help businesses maintain relevance. Social media remains an indispensable tool for modern marketing, driving growth and fostering long-lasting customer relationships.
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