The role of digital marketing in social enterprise
In this essay I will be writing to you about what digital marketing in social enterprise is. I will be explaining what digital marketing means and what social enterprise is as well. I will be explaining the way digital marketing works and the tools they use to set it all up.
Digital marketing is a way companies show off their products to many people all around the world. Digital marketing involves the use of the Internet, mobile devices, social media, search engines and other forms of communication to customers. Some marketing experts find digital marketing to be a whole new challenge, requiring a new approach to consumers and new ways of understanding how consumers act compared to conventional marketing. Digital marketing focuses on a specific segment of the customer base and is interactive. Digital marketing is on the rise and includes search results, email ads and promotional tweets – anything that incorporates customer feedback marketing or a two-way interaction between the company and the customer. Internet marketing is distinct from digital marketing. Internet marketing is advertisement that is solely on the Internet, while digital marketing may take place over the telephone, on a subway platform, in a video game or in a mobile app.
Social companies are businesses that are transforming the world for the better. Like traditional businesses, they aim to make profits, but what they do with their profits is what sets them apart – reinvesting or donating them to create positive social change. Social businesses are in our neighbourhoods and on our high streets – from coffee shops and cinemas to bars and community centres, to banks and bus stops. Through selling products and services on the free market, social companies build jobs and reinvest their income back into their businesses or the local community. It helps them to solve social issues, boost people's quality of life, provide training and job opportunities for those who are far from the market, promote communities and protect the environment.
The growth of social enterprises and their increasing influence in the private sector in recent years has come as a shock to many, catching the interest of policymakers, market strategists and the entrepreneurship industry. It appears like beginning a company purely to make a profit is no longer considered attractive – anyway, for millennials at least. The flabbergasting 94 per cent want to use their expertise to support a cause, while American confidence in the free enterprise system has fallen to around 50 per cent – down from 80 per cent only 15 years earlier. Starting a social enterprise is an exciting yet often realistic lifestyle option – viewed as the ideal way to address global problems such as hunger, climate change, injustice and employment while still making a living. Young people are no longer content with slaving away at the desks of non-profit organisations for the sake of a tuppence, wrapped up in a senseless hierarchy and scarcely capable of making an impact to change it. The notion of being one's own manager, of actually making a difference, of upholding one's own values, and of doing so with the privileges given to freelancers, is all too enticing for new age employees. ("Social enterprises & digital marketing: is it worth the investment?", 2020)
The climate shaping the digital marketing landscape is dynamic and ever-changing. It never stays still and is always shifting, changing and evolving. This provides new ways for a company to explore in order to boost its ability to effectively reach its targeted market. However, the application of an online marketer's campaign practises It's different from the offline version. Therefore, you need to look at effective approaches to reach your customers and ways to put your company that will drive income and overall brand recognition. The underlying basis for this is experience and understanding of both the macro and the micro influences that make up the complex world of the global marketplace. Macro Climate Four of the key and most important macro-environmental variables are: Modern Media Legal / Political / Ethics Cultural. Political differences may also lead to the growth of the Internet and thereby to the expansion of digital media in certain regions and to certain audiences. McKinsey & Company estimates that about 75% of the offline population is concentrated in 20 countries and is predominantly poor, low-income, disabled, illiterate and female. Countries such as Bangladesh, Ethiopia, Nigeria, Pakistan and Tanzania are examples of countries where Internet connectivity is very small. For this segment of the population, Internet use is deemed to be simply a service with no potential benefits. (Environment, 2020). 
The limitations they frequently encounter are the lack of computer literacy, which usually results in frustration or failure to use new devices or even simple reading, and the inability to read and write. As a result, societal exclusion from the opportunities offered by internet service providers to meet such markets is of little concern. The proximity of the internet community can be an barrier to the network that will offer Internet access. In certain situations, there is a shortage of neighbouring resources required for network connectivity, such as power grids. The reasons for this could include underdeveloped regional core network back-haul and connectivity networks, insufficient supply of spectrum or under-resourced technology growth. Nevertheless, policymakers around the world have begun to understand the enormous importance of getting more people online. In do so, they have started to invest in improving fixed-band networks and rising public Wi-Fi connectivity. In turn, software and internet providers are innovating on offerings that could boost the economic opportunities and quality of life of Internet consumers. (Environment, 2020)
It has been suggested that the Internet will support the world by "paperless transactions." There are also ways in which the Internet makes paper use redundant. Types include the reading of electronic newspapers and magazines, the introduction of paperless billing, internet advertising to replace postal advertisements, online phone books to replace traditional phone books, the use of newsletters, eBooks Also the written records, too. It has been stated in the United States that the decrease of paper use coincides with the time of rapid proliferation of the Internet. (Environment, 2020)
Technology is a significant contributor to the day-to-day running of a organisation. So far as the new world is concerned, the ongoing need for adapting to the coherence of development and the advancement of technologies and services will be a core challenge for businesses. Failure to respond to developments and patterns will lead to bad decisions and lost opportunities. This could also be the product of inappropriate use of the social media site. Based on the business, certain social platforms will be more suitable than others, e.g. Facebook vs. Instagram. A organisation has to decide which type to concentrate on and what to ignore based on capital, time and energy. It is important for a organisation to make good use of the correct social media platform. (Environment, 2020)
Many specific technical problems (e.g. servers being down to browsers and software bugs causing banner ads and websites not to load) that have a significant effect on the effectiveness of a digital marketing campaign. Beyond technical challenges, businesses also have-to invest in hardware and resources to carry out their digital media strategies. For example, a business that wishes to make video ads needs digital cameras, lighting and audio recording equipment and the skills to make use of it or must pay the studio for video production and recording. (Environment, 2020)
Economy varies from one country to another, one nation may suffer from a time of deflation, with low circulation of currency, and another experiencing a time of boom. It would influence businesses competing in the industry. As a result, there has been a move from targeting emerging countries to developed markets where GDP is higher and market-based customers are educated. Knowledge of the economy is key to determining the sustainability of progress there. Since there has been a move into reaching customers in an already mature technology environment, it has contributed to the involvement of local governments. (Environment, 2020)
Microenvironment 
With the microenvironment, it is important to note that changes to the digital market happen internally to the business. Macro environment factors are uncontrollable while micro factors are controllable factors. Microenvironment factors include:
Organisation
Customers
Suppliers
Competitors
Intermediaries
[bookmark: _GoBack]These components are totally interrelated and should be evaluated and used completely to succeed. In any case, four significant strides in controlling this part include: Portioning the market effectively with the utilization of the promoting blend. Organizations are presently starting to make personas more so than showcase fragments as it considers increasingly exact focusing inside web-based life. Scanning for fitting and appropriate middle people for the organization that will help development. Distinguishing how certain middle people and web-based social networking locales work in soundness to one another and the advantage this can give an organization while dealing with its exercises. Effectively picking fitting goal destinations for their items and exercises.
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