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[bookmark: _Toc185075549]Introduction
Organisational communication in globalisation is carried through social and digital media platforms including Facebook, Instagram, and LinkedIn. Supported by such tools as email, SEO, and PPC or purchased audiences, these platforms assist firms in reaching more customers. This report assesses their viability and explores advantages and disadvantages under competitive business conditions.


[bookmark: _Toc185075550]Social and Digital Media to Expand Customer Base 
Businesses may target, acquire, and retain clients using the following tactics that social and digital media offer:
Content Creation and Engagement:
[image: Content, data, and engagement in value co-creation | Download Scientific  Diagram]
Figure 1: Content Creation (Heinze et al., 2016).
In social media, there is always a focus on the content that would attract the customers most. The use of videos on platforms that include YouTube and Instagram Reels has also been well-established as having success. In the publication of Chaffey and Smith (2022), they note that updating the content in the form of videos ensures that it has higher rates of engagement with comments compared to other posts. For instance, user-generated content and storytelling campaigns are well-perceived by the youthful population.
Precision Targeting:
Different platforms such as Facebook Ads and Google Ads enable a business to reach users based on a variety of factors such as their geographical location, age, gender, interests and even their behaviour patterns. This kind of targeting enhances the effectiveness of the marketing strategy. A case study by Chaffey and Smith (2022) illustrated that evaluating the ROI level and segmenting an audience would allow an e-commerce brand to increase the ROI of advertising campaigns by 35%.

Analytics and Data Insights:
Users of social and digital media platforms enable businesses to get real information about users that assists in enhancing organisational strategies. For instance, Instagram and LinkedIn boast post-performance statistics, target audience, and activity metrics, among others. These metrics make it easier for businesses to tweak their content and hence enhance the overall outcome of their campaigns (Kotler, Keller and Chernev, 2022).
Influencer Marketing:
Someone who has a huge number of followers subscribes to the idea of endorsing a particular brand in a particular target market. Those brands that have influences posting on third-party sites like Instagram, or TikTok, to mention a few, have built trust for their influence on the followers, so such visitors would generate massive traffic. Rana (2020) revealed that a massive majority of customers, 63% prefer the influencers’ endorsement over standard advertising.
Integration of SEO and Content Marketing:
This visibility aids in making social media content more integrated with other digital media tools, such as SEO. Organisations that make the most of their social media pages and the content they share with the right keywords will have more followers and hit rates for the firm's website. Victor and Imtiaz (2024) note that those companies that engage in both SEO and social media strategies and integration experience 20% more engagement.
[bookmark: _Toc185075551]Advantages of Social and Digital Media
Wide Reach and Accessibility:
Social media is another avenue through which businesses can interact with customers in the global market. Unlike the conventional marketing communication channels, these enable even small business organisations to cross geographical reservations.
Cost-Effective Marketing:
Some social media such as Facebook and Instagram offer cheap advertising as compared to those found in the television and print media. Kotler, Kartajaya and Setiawan (2017) opine that social media campaigns tend to generate higher returns on investment, and this is especially true in the case of new entrants or low-budget firms.
Real-Time Interaction:
It allows businesses and customers to engage in real-time conversation. In live chats, direct messages or comments sections, companies can instantly answer customer queries hence improving the brand credibility. 
User-Generated Content (UGC):
[image: User-Generated Content - Definition and Benefits - Seobility Wiki]
Figure 2: User-Generated Content (Popple, 2014).
If customers are required to prepare content regarding the experience of a given brand, the outcome is authentic and credible. For instance, customer testimonials, as well as the reviews and photos which are usually shared and displayed, can play a very big role when it comes to purchase decisions.
Measurable Outcomes:
Google Analytics and other tools which are available across social media platforms that avail impressions, CTRs, as well as customer engagement means that business decisions can be made based on these figures.
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Disadvantages of Social and Digital Media
Time and Resource Intensive
Staying active on social media means that one needs to be constantly engaging (Winer, 2016). The development of professional and appealing content, commenting on it and data analysis can be time-consuming for small businesses.
Algorithm Challenges
Moreover, it is implausible to maintain that organic access is reliable because social media algorithms continually update (Bowen and Ozuem, 2016). Companies that post on the website will realise their engagement was confined to unpaid posts, affording paid promotions a competitive edge.
Negative Feedback and Online Reputation Management
The public domain makes businesses vulnerable to criticisms, hatred and other uncomplimentary remarks. In the social media context, a single negative complaint can blow an adverse public image towards the brand if well handled (Benson, Tuninga and Saridakis, 2016).
Privacy and Security Concerns:
As the value of personal data increases businesses are under pressure to adhere to laws such as the GDPR (Yaniv Altshuler et al., 2013). Data mismanagement has consequences as severe as possible fines and a fundamental erosion of customer confidence.
Over-Saturation and Competition:
Brands are finding the social media space congested and therefore occupy a small space on site. Practical advice is a vital organ for marketing because audiences are continuously demanding novel ideas to get their attention (White, 2014).
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Case Studies
Nike’s “You Can’t Stop Us” Campaign:
Nike used video marketing on Instagram, YouTube, and Twitter when the COVID-19 crisis scattered creativity around the world.  The campaign received more than 50 million views in two weeks which proved that people like watching and sharing emotionally charged videos.
Glossier’s Customer-First Approach:
A beauty brand, Glossier, utilised Instagram Storeys and UGC as a mechanism for directly interacting with customers. The brand succeeded in creating many reposts for customer reviews and setting up a Q&A session to help build a loyal community that eventually helped increase sales by a huge percentage.
Airbnb’s social media strategy:
Airbnb is especially good at using social media by showing actual content from the users, and other travellers.  Comments on its Instagram account are mainly photos accompanied by beautiful images that capture travellers’ hearts, thus making followers highly interactive.


[bookmark: _Toc185075554]Conclusion
Through social and digital media, firms have the potential to create new customer reach-out strategies, brand development and growth. Despite the threats that may come across, ranging from competition and resource challenges, they can be used strategically to increase the visibility of businesses, build customer loyalty and triumph in a complex global environment.
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