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Introduction

In this digital space we are living in today, it’s very important that everyone has some form of digital skills not leaving out companies as well. Such skills may include just more usage of computers or even very complex technical capabilities. Such aspect would be utilizing these platforms for promoting different products or services offered by various organisations. When it comes to internet-based technical skills today, one should bear in mind that everybody needs to develop these capabilities including companies too. They span from mere usage of computers to more sophisticated technical know-hows. A key part of them might include social media marketing. This text seeks to analyse growths in social networking sites, juxtapose previous and current advertisement methods alongside weighing the merits against demerits of employing social networks as a method to engage customers attention.

Main body

The revelation of social media platforms has had a significant impact on how human beings interact and communicate with each other. The emergence of social networks such as Facebook, Twitter (now X), Instagram, LinkedIn and TikTok in the early 2000s’s was phenomenal. It is estimated that around 4.9 billion people worldwide will use social media on various platforms by 2024. Compared to their primary days, when they were just simple network sites, these platforms matured into multidimensional forms for communication, fun, and commerce. After making progress, including the content of short-form videos, live streaming opportunities and augmented reality (AR) features. User engagement has increased enormously over time.

The field of marketing includes a wide variety of activities aimed at promoting and selling goods or services, usually supported by extensive market research and well-thought-out advertising campaigns. Understanding consumer needs, developing value-based messages to attract and retain customers are just a few aspects of this process that encompasses everything else. To illustrate, it might be possible for a food organization to continue the existing mode of operation while harnessing digital means to increase its profit. This example was noted in the article written by George Westerman, Didier Bonnet and Andrew McAfee (2014, p. 5) “A grocery company is staying true to its traditional business but using digital to transform a new growth business. As one executive reported, “After two years, our e-commerce platform is bringing us 20% of our new clients and our traditional clients are consuming 13% more on average.”. This type of scenario demonstrates how integrating digital strategies into traditional marketing can increase new customer acquisition and sales among existing ones. 

According to Antczak, B. O. (2024, p. 316) ”A key factor in a  consumer’s decision to make online purchases is trust. Because consumers cannot physically touch or see the product they are purchasing, they must trust the seller to provide accurate and honest information about the product.” in the creation of a business are several features that need to be acquired, but the most important is the relationship between the seller and the buyer. Especially when it is an online business, the confidence of the person is harder to gain. By promoting on social media correctly you can achieve this, more precisely the whole image of the business must inspire belief. Building trust can be achieved through transparent business practices, positive customer reviews, secure payment options.

The main benefit of marketing through social media is its enormous reach. The use of social networking sites has many users providing many people access to a large customer base. By this means they can expand awareness about brands as well as draw in prospective clientele from different demographics. Besides, it costs less to market using these platforms than doing so through traditional means. As a result, small-scale businesses find social media advertising cheap enough compared to other forms of mass promotion. Another noteworthy advantage is based on the ability to identify advertising. Sophisticated social media techniques allow companies to reach an audience that matches their products according to their age, geographic area, and behavioural patterns. This directs marketing efforts to the most appropriate target group, increasing the chances of being effective. In addition, it allows real-time contact between traders and consumers through these platforms. Communicating with stakeholders (through comments, messages or even reviews) creates a sense of belonging among people who are involved in such platforms. Real-time feedback provided by social networks is also essential for companies. For example, a customer can make comments about a product online and companies can change their promotional techniques quickly enough. Agile helps businesses stay relevant while fulfilling the changing tastes of customers in a particular market niche.

Even though it has various benefits, social media marketing also has limitations, disadvantages. Building a strong social media presence takes time and effort, and business owners must often consistently engage and create content. The main disadvantage is that it is time consuming. A lot of time and energy is required for managing social media accounts, developing content and making connections with followers. Companies need to be ready to allocate resources to maintain a lively and fascinating presence on social media. Another challenge is accepting bad comments. If not properly managed, social media platforms may turn out to be places for negative feedback and remarks that can seriously affect the brand image. Therefore, negative reviews must be approached carefully by the company to settle the situation. Moreover, for posts to be visible on these platforms, social media algorithms keep changing. All this means that companies will always have to change their strategies if they want to stay relevant as well as continue appealing to their followers or customers. At last, another issue is the one connected with security and privacy that are intertwined with sales in social networking sites. In this regard, companies must protect accounts against hacking while also keeping personal information safe for users.

Recommendations

Social and digital environments are a great way for companies to connect with their customers. It is advisable for them to have an image that inspires confidence and a clear plan that will attract public attention. In this way, potential customers will contact the company and will achieve the desired relationship seller-buyer. Continuous development of the content as current and trending as possible is a good tactic of keeping relevant on digital and social media. Performance indicators should be monitored regularly to know what is successful or what should be changed. Finally, but not least by responding to anything from reviews, comments or even messages help create a devoted community that will always be there for you., by doing so you keep up in front of the marketing game.

Conclusion

Thus, it became impossible to imagine modern marketing without social media. Because now social and digital media have become the ability to reach a larger audience, to provide cost-effective solutions and provide real-time engagement to the buyer, he said, all of which bring important benefits to companies. As is clear from the article written by Michel Phan, Ricarda Thomas and Klaus Heine (2011, p. 217) “In addition to regularly posting news, pictures and videos on Facebook, Twitter and YouTube, Burberry launched its own social networking site, called Art of the Trench in October 2009.” the innovation and creativity to present to the public something new is one of the pieces of evidence that digital and social media is an important tool on the road to success. Without forgetting challenges, time management, responding to negative feedback, and keeping up with algorithm changes all lead to greater business benefit. By planning their strategy and keeping them adaptable and up-to-date, companies can use social media effectively to reach newer customers and meet their marketing goals.
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