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Executive Summary
Social media marketing is a cost-effective and personal tool for businesses, especially SMES and start-ups, offering personalised communication and rapid visibility. However, it requires constant engagement, content creation, and careful network expansion. It's prone to trademark and copyright issues, trust, privacy, and security concerns. Negative publicity can quickly spread, so businesses must adapt and produce fresh content. Through posts, shares and videos on Instagram, super popular TikTok or professional business-oriented LinkedIn, businesses establish direct links with the client base, promote their products, and increase sales.
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Social media has therefore brought a great change in how companies get to other people and extend their reach in the marketplace. The evolution of social media clearly shows how important is digital marketing approach is in the modern global market environment. The role of social media platforms in gaining a wider consumer base and the benefits and challenges of social media platforms have been critically discussed in this study.
[bookmark: _dzczinodxfav][bookmark: _Toc196575030]2.0. Social media in reaching a wider customer base
Social media has become one of the most effective means of reaching a large number of people, especially in business circles, as far as customer acquisition, company information sharing and sales persuasion are concerned. Further, 76% of users stated that they have bought something they saw on the social network (Retail Touchpoints, 2025). It supports the fact that social media plays a crucial role in buying decisions. According to the authors Ristevska-Jovanovska and Bogoevska-Gavrilova (2021), influencer marketing has an important role in gaining consumer attention. The use of influencers in marketing has some established benefits because it increases credibility. Most of the companies are achieving rebranding with the help of a cooperation with influencers that has led the company to sales growth and a greater market share. 
[bookmark: _GoBack]The media platforms have integrated a live selling facility through which products can be advertised and bought in real-time. According to the authors Sun et al. (2021), the companies are gaining an advantage by recording high sales through their interactive live sessions. Additionally, customers get exposed to new brands, and the social media platforms have a major role in that (Jones, 2021). Similarly, the startup White Fox applied the practice of influencer marketing to appeal to the generation Z customer base, which significantly contributed to the company’s growth. Currently, the advertisement revenue of Facebook is 160 billion USD, which indicates its implementation in brand promotion (Statista, 2025). Social media platforms make a major contribution to achieving business goals for marketers.
Branding is more effective than the content created by an organisation, and this is a valuable method for engaging with your audience. 80% of the users are interacting with businesses, and Instagram plays an utmost role for brand communication (Dixon, 2024). Social media relevant features such as influencer marketing, live shopping, and platform-specific approaches provide businesses with what they need to expand the social reach towards the target audience. Social media platforms are revolutionising the current business by attracting their target audiences (Joshi, 2024). On the other hand, the applications are involved in business-to-business or B2B purchasing decisions at a certain level, and it is ideal for a business professional network (Haruna, 2022). Social media is considered one of the most efficient and cost-effective marketing channels, which is used by organisations at any level in society. 
[bookmark: _aa4cyopkpn1j][bookmark: _Toc196575031]3.0. Advantages of using Social media for development in business 
Social media marketing is a great tool for businesses, especially small and medium-sized enterprises (SMES) and start-ups. One major advantage is cost-effectiveness. Unlike traditional marketing channels like television or print media, social media is relatively low in investment and has a wide reach. This accessibility makes it a popular choice for SMES as it allows even businesses with limited budgets to engage with a wide audience. According to Abbasi et al.  (2021), personalised communication is another key benefit. Businesses can create content that speaks to a particular customer segment on social media platforms. Businesses can build stronger relationships with their consumers through direct messaging, comments, and interactive posts, which can lead to loyalty and repeat purchases. This is in contrast to traditional marketing, which tends to be less direct with the consumer and uses a one-size-fits-all approach. The brand awareness is rapidly increasing through viral sharing and influencer collaborations. It would take a lot longer to become known overnight with traditional marketing, but with a successful social media campaign, a brand can become known in an instant. This rapid visibility is particularly beneficial to start-ups, as it allows them to quickly establish their presence in competitive markets. On the other hand, Parida, and Prasanna, (2021) mentioned that social media marketing is also different from traditional marketing in that it requires constant engagement and content creation. To stay visible, businesses must produce relevant and appealing content continuously. Additionally, the network expansion potential is endless, but it needs to be handled with care to keep a good brand image. 52 % of the media impact value of Nike has been carried out mostly by the influencers (Statista, 2025). At 33% of the MIV, macro influencers also contributed to the brand's campaign performance (Statista, 2025). Social media marketing is overall advantageous because it is affordable, personal, and fast to reach the target audience. 
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Social media marketing offers great opportunities but also has its disadvantages that businesses need to take into account. It is highly time-intensive. To build strong customer relationships, companies need to be consistent in engaging, posting valuable content on their social media pages. Other than this, brands also need to respond to comments and manage interactions across multiple platforms.  It can be difficult for companies to stay competitive if they do not have a dedicated team or service to manage this.  Sunte (2022) stated that trademark and copyright issues are easily arise. Social media is informal and therefore brand names, logos and copyrighted materials can be misused. It is costly and time-consuming to monitor both your own platforms and third-party sites to prevent intellectual property violations. Additionally, trust, privacy, and security concerns are important. Customers are becoming more sensitive about how their data is collected and used in the current times. Any mishandling can result in breaches of trust, legal consequences and serious damage to brand reputation.  As per Al-Quran, (2022), privacy regulations must be strictly followed and there must be clear policies on how data is handled by companies. The second disadvantage is the speed at which negative publicity spreads on social media. A single dissatisfied customer or a poorly worded post can quickly go viral and cause a lot of damage to a company’s public image. The ability to control marketing messages is taken away by social media, and businesses are constantly exposed to public scrutiny. Also, there is a constant pressure to produce fresh and engaging content. Social media platforms are constantly changing, and businesses need to change with them. 
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In conclusion, social media offers corporations effective means for expanding presence, customer base, as well as sales opportunities by utilising features such as influencer marketing and live commerce. And so, the solid, dynamic, and well-organised social media strategy emerges as the only customary way to support the concept of flexible and sustainable business development for companies.
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