[image: IMG_256]
Certificate of Higher Education Business Skills for the Workplace

Module: Digital Skill
Module code: LCLM4002

Task 3 - Write a report about how social and digital media can be used to reach a wider customer base.

    Student name: Isabela Aparecida Ferracini Silva
                           Student number: 23337213




Table of Contents
Introduction	4
Overview of Social Media	5
Use and Development in Recent Years.	5
Marketing	5
Traditional Marketing	5
Modern Marketing	5
Social Media Marketing	5
Advantages of Social Media	6
Global Access	6
Cost-effective	6
Target Advertising	6
Real-Time Engagement	6
Brand-Awareness and Loyalty	6
Analytics and Measurement	7
Disadvantages of Social Media	7
Time-Consuming	7
Negative Feedback and Public Relations Issues	7
Competition	7
Algorithm Changes	7
Third-Party Platforms	7
Conclusion	8
References	9



[bookmark: _Toc185604979]Introduction
Social and digital media have emerged as effective tools for businesses that aim to expand their customer base in the modern world. Social media refers to online platforms through which people share content, interact socially, and network. The most popular social media platforms include Facebook, Instagram, Twitter, and LinkedIn, which give businesses unparalleled access to a global audience (WordStream, 2024). This report includes the evolution of social media, its role in marketing, and the advantages and disadvantages of using social media to reach new customers. It also explores how businesses can use social media effectively to grow their reach and engagement. 


[bookmark: _Toc185604980]Overview of Social Media
[bookmark: _Toc185604981]Use and Development in Recent Years.
Social media has rapidly evolved from simple communication tools to essential components of daily life and business strategies. In the early 2000s, platforms like MySpace and Friendster laid the foundation for what would become a multi-billion-dollar industry. With the arrival of Facebook in 2004, followed by Instagram, Twitter, LinkedIn, and others, social media became an opportunity for individuals and businesses to connect. Advanced mobile technology and the wider presence of smartphones have continued to advance and utilize social media. In recent years, social media has been increasingly integrated with other digital services such as online shopping, live streaming, and digital payments (Chen and Wang, 2021). Social media has also become, more interactive, where users engage in two-way communication with brands, comment on products, and even buy directly from the platforms such as Instagram and Facebook. The influence of video content is growing, especially through YouTube, TikTok, and Instagram Stories, which shows how businesses are using visual content to connect with their audiences (Aichner et al., 2021).
[bookmark: _Toc185604982]Marketing
Marketing is the process of selling and promoting products or services through market research, advertising, and sales strategies.
[bookmark: _Toc185604983]Traditional Marketing
Traditional marketing methods, such as TV commercials, print ads, radio spots, and billboards, have been successful in reaching a wide audience but are usually expensive and lack the precision of targeting. These methods depend on mass, one-way communication with the potential customer (Vuong and Mai, 2023).
[bookmark: _Toc185604984]Modern Marketing
Modern marketing, especially through digital and social media, allows companies to directly interact with consumers, create relationships, and measure campaign effectiveness in real-time. Digital marketing strategies, like content marketing, SEO, and email marketing, provide a more targeted approach for companies to reach the right audience at the right time (Herawati et al., 2024).
[bookmark: _Toc185604985]Social Media Marketing
Social media marketing will allow businesses to reach new customers by using platforms to create awareness, boost engagement, and build relationships with their target audience. Key strategies used by businesses to increase visibility include organic posts, paid ads, and influence marketing (Khanom, 2023).
Organic Social Media
This involves creating and sharing content on platforms without paying for ads. Content can include text posts, images, and videos, to engage users and create a loyal following. The challenge is that organic reach on many platforms has decreased due to algorithm changes, which prioritize paid ads.
Paid Social Media Ads
Social media networks provide the opportunity for targeted advertisements, thus enabling businesses to run advertisements that reach a specific demographic, such as by age, location, interest, and online behavior. It enables businesses to maximize marketing budgets by targeting only those most likely to be interested in their products and services (WordStream, 2024).
Influencer Marketing
The engagement of influencers who are those people with a massive presence on social media, influencing followers purchasing decisions is becoming a popular approach to reach new customers. Influencers have built-in audiences, and businesses can depend on their credibility to introduce their products to a wider, more engaged customer base (WordStream, 2024).
Social Media Contest and Giveaways
Companies can use contests or giveaways on Instagram or Facebook to connect with new customers, create buzz around their products, and drive social shares that build brand awareness (WordStream, 2024).
[bookmark: _Toc185604986]Advantages of Social Media
[bookmark: _Toc185604987]Global Access
Social media sites are available globally. This means that businesses can reach customers from various geographic locations, thereby increasing their pool of potential customers exponentially (Purwanto et al., 2023).
[bookmark: _Toc185604988]Cost-effective
Social media marketing is often less expensive than traditional marketing channels. Paid social media ads are relatively inexpensive compared to television or radio ads, and a business can set its budget according to its needs (Purwanto et al., 2023).
[bookmark: _Toc185604989]Target Advertising
In social media, a business can target its audience, with data details ranging from demographics, interests, and behaviors to location. All these help in sending efforts directly to people most likely to become customers, increasing return on investment.
[bookmark: _Toc185604990]Real-Time Engagement
Social media is associated with instant feedback from the consumer. Businesses can quickly answer consumer questions, comments, or concerns. This leads to the building of trust as well as transparency in communication with potential customers (Veleva and Tsvetanova, 2020).
[bookmark: _Toc185604991]Brand-Awareness and Loyalty
Social media sites provide a means for interaction with customers, thus establishing brand awareness and long-term loyalty. The constant stream of updates, promotions, and customer service interaction may keep users engaged with the brand.
[bookmark: _Toc185604992]Analytics and Measurement
Social media sites offer detailed analytics tools, which enable businesses to monitor the effectiveness of their marketing campaigns in real-time (Veleva and Tsvetanova, 2020).
[bookmark: _Toc185604993]Disadvantages of Social Media
[bookmark: _Toc185604994]Time-Consuming
It takes a considerable amount of time to prepare content, handle accounts, and reply to customers.
[bookmark: _Toc185604995]Negative Feedback and Public Relations Issues
Social media platforms are public, and any misstep can lead to negative publicity. Customers can voice complaints and dissatisfaction openly, which can harm a company’s reputation if not handled properly (Lane et al., 2024).
[bookmark: _Toc185604996]Competition
The millions of businesses marketing their products using social media create high competition in the market (Batat, 2024).
[bookmark: _Toc185604997]Algorithm Changes
Algorithms on social media sites change frequently, which can affect organic reach. A change in algorithm means that the content of a business is no longer shown to as many people even if it was previously performing well.
[bookmark: _Toc185604998]Third-Party Platforms
Many firms use social media to connect with their customers, however, these third parties may change their policies overnight or even shut down overnight (Nordesjö et al., 2022).


[bookmark: _Toc185604999]Conclusion
In summary, social media offers a very effective way through which businesses can reach a wider customer base, with many opportunities to build brand awareness, engage customers, and drive sales. By using organic posts, paid advertising, and influencing marketing businesses can effectively use social media to target specific audiences. However, challenges such as negative feedback, competition, and reliance on platform algorithms make it necessary for businesses to continually adapt their strategies. To improve the use of social media, businesses should focus on creating, engaging, high-quality content, monitoring trends, and investing in analytics to optimize their campaigns for better customer engagement and business growth.
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