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Business needs social media as a channel of communication or relationship with the customer, marketing products, and brands' promotion. Social media offers several advantages, including cheap advertising and targeting the audience, through which big brands have increased engagement among customers. As Quesenberry, (2024) stated social media marketing has proven flexible as well as relatively inexpensive for small businesses, reaching the target audience without wasting much. However, as with any other business, it entails drawbacks: negative backlash and the fact that private matters should remain private. The following report gives real-world examples of effective social media campaigns and B2B networking strategies as a way of studying these advantages and challenges.
[bookmark: _Toc182664520]Advantages of Using Social Media
[bookmark: _Toc182664521]Cost-Effective Advertising
[image: ]Quesenberry, (2024) underscored that social media marketing is an affordable and flexible solution compared to compact traditional means, like television or print advertisements. Businesses can set their budget to as low as a couple of dollars a day, making it accessible even for small businesses. Through tools such as Facebook Ads, it will automatically target specific demographics in terms of age, location, or interests to ensure that ads reach the most relevant audience (Mandviwalla and Flanagan, 2021). Such high precision tends to minimise wasteful spending on inappropriate or totally irrelevant campaigns. Platforms also offer analytics that give companies insights into performance and allow them to immediately refine strategies. For example, a clothing retailer can target young adults interested in fashion and then adjust the ads according to their engagement rates to maximise ROI.Figure 1 Facebook Ads as a Digitilisation Tool
Source:  (Adsmurai.com, 2024)

[bookmark: _Toc182664522]Audience Targeting
Most social media channels offer cheaper flexible marketing than traditional advertising through the likes of television or print media. Big businesses can even make this possible for small businesses on a budget as low as a few dollars per day.  Andreou et al., (2019) highlighted that most tools, such as Facebook Ads, often give specific options to target audiences according to age, location, or other interests to ensure that advertisements reach the most potential target audience. The above ensures minimal wasteful spending on untargeted campaigns. Analytics tools from third-party websites also help the organisations track progress and modify their strategy in real time. For instance, a fashion retailer could target young adults who are conscious about fashion and cut the ads according to their engagement rates to maximise return on investment.
[bookmark: _Toc182664523] Customer Engagement
The social media allows a two-way communication flow that helps businesses bond more closely with their customers. Through features such as polls, live videos, and interactive posts, it encourages active participation and hence valuing the customers (Cuffie, 2022). For example, a brand conducting Q&As live will be able to address the audience's concerns, thus instilling trust and loyalty into their relationship. Engagement made through this not only strengthens relationships but also improves brand visibility since satisfied customers share such experiences within their networks.
[bookmark: _Toc182664524]Challenges of Social Media Usage
[bookmark: _Toc182664525]Negative Feedback
Public platforms open avenues for customers who can express complaints or post negative reviews, which may spread like wildfire and severely damage the brand. One such adverse experience shared in public erases positive feedback, so business owners must address matters as soon as possible and professionally. If criticism is not attended to or if complainants are not treated properly, the problem worsens. Monitoring platforms is a must along with keeping concerns transparent. For instance, as Hornsey et al., (2024) indicated that public apologetic statements with attached solutions will naturally bring accountability. One more way to make criticisms into further opportunities for improvement for the business is by showing the customers how much they value their feedback. Thus, proper management of negative feedback will help in preserving trust and upholding the brand image in a competitive digital environment.
[bookmark: _Toc182664526]Privacy Concerns
The core challenge that organisations face when using social media is privacy. Data protection laws, for instance, GDPR must be complied with when handling user data through proper collection, storing, and usage. Exposing personally identifiable information leads to different forms of legal repercussions as well as loss of customer trust (Bharti and Aryal, 2022). Businesses must be transparent and enlighten users on what data policies are and the consent before collecting any information. For example, electronic commerce companies must ensure that information about payment is handled privately and data shared by third parties without permission is prohibited. Such ethical data handling instills trust with customers.
[bookmark: _Toc182664527]Real-World Examples
[bookmark: _Toc182664528]Case Study: Nike's Instagram Campaign
[image: ]Gao et al., (2023) underscored that Nike used Instagram for creating a feeling of community and authenticity through user-generated content. It incentivised the customers to post and tag their content through using the hashtag #JustDoIt and thus, Nike increases engagement and actual stories associated with the brand are in full view. The famous "Just Do It" campaign made use of Instagram's rich visuality to resonate emotionally with the target audience, fusing professional and consumer-generated content into an influential marketing mix. This helped in multiplying sales and proved that there can be intelligent use of social media, thus building loyalty and organic engagement.Figure 2 Nike's Instagram Campaign
Source: (Instagram, 2020)

[bookmark: _Toc182664529]B2B Networking with LinkedIn[image: ]Figure 3 Deloitte and LinkedIn
Source:  (Ramchandran, 2024)

Professional services firms such as Deloitte utilise LinkedIn as a strong platform with which they interact with industry professionals and expand the connections. They become a trusted source since they share thought leadership articles, case studies, and insights, hence gaining industry credibility (Meister and Willyerd, 2020). In addition to that, LinkedIn also presents a source for recruitment, through which organisations can extend invitations to potential talent to communicate about their culture and build relationships in anticipation of future employees, thus developing the business and fostering partnerships.
[bookmark: _Toc182664530]Conclusion
In conclusion, social media gives businesses a powerful and low-cost opportunity to go out and connect with their audience to gain loyalty and growth. With the use of targeted advertising and engagement tools, waste less in marketing efforts. There have also been emerging issues to tackle like getting negative feedback or managing privacy-related issues. For instance, the successful campaign referred to here would be Nike's Instagram Strategy which could represent this concept as much as it would illustrate how much social media can contribute to strengthening relationships and enhancing brand visibility in the digital age.




[bookmark: _Toc182664531]References
Andreou, A., Silva, M., Benevenuto, F., Goga, O., Loiseau, P. and Mislove, A. (2019). Measuring the Facebook Advertising Ecosystem. Proceedings 2019 Network and Distributed System Security Symposium. [online] doi:https://doi.org/10.14722/ndss.2019.23280.
Adsmurai.com. (2024). Facebook Ads Anatomy. [online] Available at: https://www.adsmurai.com/en/articles/facebook-ads-anatomy [Accessed 16 Nov. 2024].
Bharti, S.S. and Aryal, S.K. (2022). The Right to Privacy and an Implication of the EU General Data Protection Regulation (GDPR) in Europe: Challenges to the Companies. Journal of Contemporary European Studies, 31(4), pp.1–12. doi:https://doi.org/10.1080/14782804.2022.2130193.
Cuffie, C. (2022). Social media marketing strategies for improving customer social media marketing strategies for improving customer relationships relationships. [online] Available at: https://scholarworks.waldenu.edu/cgi/viewcontent.cgi?article=14232&context=dissertations.
Gao, X., Choi, S.-C., Kim, S., Kim, K. and Chakrabarty, M. (2023). HOW DOES BRAND-GENERATED CONTENT ON SOCIAL MEDIA INFLUENCE CONSUMERS: EMPIRICAL STUDY WITH FASHION BRANDS IN INSTAGRAM. Global Fashion Management Conference, [online] pp.924–924. doi:https://doi.org/10.15444/gmc2023.11.07.03.
Hornsey, M.J., Chapman, C.M., Stephen La Macchia and Loakes, J. (2024). Corporate apologies are effective because reform signals are weighted more heavily than culpability signals. Journal of Business Research, 177, pp.114620–114620. doi:https://doi.org/10.1016/j.jbusres.2024.114620.
Instagram. (2020). The Moment Lab on Instagram: ‘CAMPAIGN WE ❤️ JUST DO IT The swoosh and the Just Do It slogan are synonymous with the Nike brand. Introduced in 1988, the Just Do It campaign helped increase sales by 10 times over the next decade. Michael Jordan emerging as one of the greatest athletes of all-time while rocking the swoosh likely played a role in the spike as well… - - - - #nike #justdoit #MichaelJordan #adcampaign #ad #slogan #marketing #brandmarketing #PR #AirJordan #tbt #makememories’. [online] Available at: https://www.instagram.com/themomentlab/p/CRFGqZqFGJ7/ [Accessed 16 Nov. 2024].
Mandviwalla, M. and Flanagan, R. (2021). Small business digital transformation in the context of the pandemic. European Journal of Information Systems, 30(4), pp.1–17. doi:https://doi.org/10.1080/0960085x.2021.1891004.
Meister, J. and Willyerd, K. (2020). The 2020 Workplace How Innovative Companies Attract, Develop, and Keep Tomorrow’s Employees Today. [online] Available at: http://dspace.vnbrims.org:13000/jspui/bitstream/123456789/4315/1/The%202020%20Workplace%20How%20Innovative%20Companies%20Attract%2C%20Develop%2C%20and%20Keep%20Tomorrow%E2%80%99s%20Employees%20Today.pdf.
Quesenberry, K.A. (2024). SOCIAL MEDIA STRATEGY: Marketing, Advertising, and Public Relations in the Consumer Revolution. S.L.: Rowman & Littlefield.
 Ramchandran, A. (2024). Deloitte launches ServiceNow Workflow Outlook | Asish Ramchandran posted on the topic | LinkedIn. [online] Linkedin.com. Available at: https://www.linkedin.com/posts/asish-ramchandran-63856a73_its-a-big-week-for-deloittes-global-servicenow-activity-7171210174215442432-dmBc [Accessed 16 Nov. 2024].









image4.png
servicenow | Deloitte.

GenAlis here and already
transforming business.
Do you have what it
takes to meet this

moment?





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png
4 A

facebook
Ads




image3.png
NIKE - JUST

po 1t. IEEE

J— ‘m
V
M JUSTDOIT.
V

g





