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Introduction:
In this research on the digital age, the evolution of social media and digital platforms has transformed how organisations connect with their intended consumers.  Companies can now connect with a more extensive and varied client base than ever before with the touch of a button. The use of social and digital media has grown into essential tools for businesses that want to widen their reach, engage with their target audience, and eventually generate revenues. In this opening statement, we will look at the different ways that social media and digital media may be used to connect with an increasingly diverse client base, enhance visibility for the company, and develop significant connections in the online environment, we also discuss the advantages and disadvantages of social and digital media when it comes to reaching a wider customer base. 


An overview of social media's use and evolution in recent years.
Based on (Kaplan and Haenlein 2010), social media is "a collection of applications powered by the internet that are based on the intellectual and technological foundations of Web 2.0, and which enable the development and distribution of content developed by users." They highlight social media's productive character and how, in the age of technology, it has transformed interaction, engagement, as well as data sharing. Social media platforms have grown significantly in prominence in the past decade, garnering billion of consumers globally to sites like Facebook, Instagram, and TikTok according to (Pew Research Centre, 2021). Since influencer promotion is often considered by clients for non-commercial promotion but offers an extensive outreach to actively involved individuals, it seems to have become a successful and economical method of advertising.  Influential individuals on social networks are used by numerous companies to advertise their goods to certain consumers. ( Ye, G., Hudders, L., De Jans, S. and De Veirman, M., 2021) Furthermore, the development of e-commerce capabilities has elevated social media into a crucial source of revenue for companies whereas ongoing concerns regarding privacy and security have inspired platforms to enforce tighter regulations (Tufekci, 2008). To sum up the development of social media highlights its significant impact on society, business, and interaction in the modern age of technology.


Definition of marketing, available techniques for businesses, and old versus current approaches.

Broadly speaking, marketing encompasses the actions that a business needs to execute to generate and trade in importance among its clientele. For this case, establishing an explicit goal is mostly dependent on marketing. Thorough knowledge of consumers and rivals, coupled with an outstanding capacity to leverage the assets of a company to support client profitability, are essential for effective marketing.  Marketing is not merely an expert role; it is a comprehensive broad managerial obligation. (Silk, A.J., 2006). In result, advertising includes all a company's approaches plus initiatives aimed at creating and exchanging content with its clients. 
Businesses can use an extensive range of promotional strategies, from conventional to cutting edge. Newspaper ads, broadcast advertisements, TV ads, and postal initiatives are examples of traditional advertising avenues. (Ryan 2016) Those strategies are well-established and frequently seen by customers as being very apparent and recognisable. Aside from the development of technological advancements has made current advertising techniques more popular. Search engine optimisation (SEO), online marketing, email advertising, blogging, and influencer outreach are examples of tactics used in digital marketing (Mangold and Faulds, 2009.) These strategies make use of the web and digital media to expand the population that they serve, interact more personally with customers as well as analyse and assess advertising results in immediate effect. Modern digital techniques offer larger reach, allowing firms to successfully communicate with varied consumers through various platforms, whereas traditional approaches give familiar and visible touch. Combining conventional and modern marketing methods offer distinctive advantages.







social media's potential for marketing and acquiring clients. 
Organisations may leverage social networking channels to connect with a wider audience and promote their brand using a variety of tactics. Initially, companies can naturally develop recognition of their brand and draw in new clients by producing interesting and accessible material that speaks to their target audience (Hanna, 2011). Furthermore, businesses can build credibility and significant connections with prospective clients by constantly communicating with them through conversations, critiques, and social media listening. This will eventually increase engagement and devotion (Hajli, 2014). In addition, organisations may acquire new consumers and strengthen their advertising by utilising influencer advertising, which draws on the well-established authority and power of social media stars (De Veirman, 2017). All things considered, social media is a vibrant promotional instrument that gives companies unmatched chances of reaching greater numbers of people and establish intriguing, customised connections with new clients. 

The advantages of social media when acquiring new cliental 
There are many benefits to connecting with clients through social media. Initially, it gives companies access to a wide range of consumers, enabling companies to engage with prospective clients from a variety of backgrounds, regions, and preferences.  Furthermore, social networking portals provide organisations with sophisticated choices for targeting based on demographic factors such as age, gender, hobbies, as well as internet behaviour, allowing them to target particular groups of people with their marketing campaigns (De Vries, 2012). Additionally, because online content spreads virally, companies can appeal to a far wider audience through shares, likes, and retweets, which helps them draw in new clients via reputation and word-of-mouth suggestions as well as referrals (Kumar, 2016). From what has been stated we can understand that using social media has its advantages of reaching clients it allows you to acquire all sorts of customers wherever they could be in the world also whatever age or gender, this can all be done with a click of a few buttons which is quick and efficient when it comes to business on a great scale. 




The disadvantages of social media when acquiring new cliental
Along with to its many benefits for expanding one's consumer base, social networking has some drawbacks. Specifically, due through the rapid evolution of social media networks, companies may find it difficult to stay mindful of developing patterns and algorithms, which could result in inconsistencies and diminished possibilities (Qualman, 2012).Thus The design can be tough for anyone’s message to stand out among the multitude of messages on digital sites since these are extremely crowded spaces where companies have to contend for the users' focus with an enormous variety of other material and adverts (Scott, 2015). Clients' unfavourable comments or critiques on the internet can proliferate quickly and widely, possibly harming an organization's credibility and perceived value (Kaplan & Haenlein, 2010). Also, Public mistrust and hesitation to interact with firms via the internet have increased as a result of growing worries about privacy as well as information exposures on various social networking platforms (Hajli, 2014). All things considered, online platforms may be an excellent instrument for expanding an organisation's consumer base, but there are drawbacks that must be taken into account if you want your marketing initiatives to be successful.
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