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Topic: How social and digital media can be used to reach a wider customer base.
[bookmark: _Toc173621471]Introduction
The key purpose of the following study is to evaluate the effective of social and digital media platforms for enabling organisations to develop bigger customer base. The report sheds light on the key trends and factors making social media impactful for businesses to attract large number of newer buyers. Alongside advantages of social media, the report also sheds light on its relevant limitations as a marketing tool for businesses. 
[bookmark: _Toc173621472]Overview and development of social media 
The first ever digital platform to pioneer the culture of social networking to the modern society is Six-Degrees and it was launched back in 1997 (Infante & Mardikaningsih, 2022). However, the first ever social networking platform to initiate trend for commercial usage of social media for marketing purposes is Facebook. Facebook was launched back in 2004 and it is the first social networking platform to introduce the concept of commercial monetisation (Chatterjee & Kar, 2020). 
[image: ]
Source: Statista, 2024
Launch of Facebook Ads back in 2007 was a revolutionary approach for making social media more productive towards commercial and marketing purposes. The current population of active social media users across the globe is around 4.9 billion and it has been projected to cross 6 billion active users by the end of 2028 (Khanom, 2023). Growing population of active users is making social media an increasingly important marketing platform for businesses over users. 
[bookmark: _Toc173621473]Traditional and modern forms of marketing 
Marketing can be defined as the set of activities performed by an organisation for promoting and selling its products or services to target market consumer segments (Veleva & Tsvetanova, 2020). Evolution of social media has been a crucial factor for changing marketing trends in the contemporary global market scenario. Some of the most common forms of traditional marketing include mass media advertisements, newspaper ads, outdoor marketing, direct mail, etc (Chatterjee & Kar, 2020). On the other hand, social and digital media has offered modern business industries with range of new marketing approaches including social media advertisements, influencer marketing, affiliate marketing, pay per click, search engine optimisation, etc. 
[image: C:\Users\Subho\Desktop\Dump and Junk\cost-of-reach-trad-vs-dig-digirati-1024x683.jpg]
Source: (Jacobson et al., 2020)
There are different key factors for differentiating social and digital media marketing from traditional marketing methods. First of all, exposure to wider population of digital audience and traceability of marketing effectiveness on social and digital media makes it significantly more efficient than traditional marketing methods like television or magazine ads. Moreover, reports claim that customer lead generation cost on social media and search engines is significantly lower than traditional marketing methods as well (Jacobson et al., 2020). Alongside social media, other digital platforms like search engines (Google, Bing, etc) offer businesses with newer promotional approaches like PPC and SEO to get more virtual exposure and awareness (Khoa & Huynh, 2023). 
[bookmark: _Toc173621474]Social media as a platform to reach new customers 
There are multiple factors that makes social media impactful platform for organisations to reach new customers. First of all, paid social media advertisements are largely similar to television advertisements for organisations to reach potential buyers over the internet. However, massive user count and increasingly higher usage time of social network platforms (especially among the younger generations) gives a promotional content with greater exposure to a wider aspect population of potential buyers (Chatterjee & Kar, 2020). Moreover, website traffic to social media promotional content also makes marketing performance more accurately traceable as compared to traditional mass media advertisements. 
Social media has provided businesses with a different approach of celebrity endorsement promotional method which is more commonly referred to influencer marketing. An increasingly huge global population is getting associated with different social media platforms as content creators or social influencers (Jacobson et al., 2020). Organisations can certainly attract potential new buyers through getting their products or services promoted by social media influencers with huge follower base. Selecting influencers relevant to the targeted product or service category could even generate more potential customer leads for a business (Infante & Mardikaningsih, 2022). 
Interactive methods on social media also enable businesses to maintain their own official pages for staying engaged with existing buyers and generate new leads through their virtual word of mouth. Promotional contents shared by followers and positive feedbacks provided by them could bring an organisation with potential new buyers through social media (Khoa & Huynh, 2023). Organisations could more precisely utilise social media for generating customer leads through affiliate marketing method. It enables businesses to engage individual social account users to promote company products or services through their pages in exchange of sales commissions. It is lot more productive marketing method for paying affiliate marketers with respect to sales lead conversions (Veleva & Tsvetanova, 2020). 
[bookmark: _Toc173621475]Advantages of using social media
Social media as a modern generation marketing platform offers businesses with wider range of advantageous benefits. The biggest benefit in this regard is traceability of marketing performance. Monitoring of social media website traffic and smarter use of social media analytics tools makes marketing performance and productivity significantly more traceable to businesses (Infante & Mardikaningsih, 2022). Another key benefit to be mentioned in this regard is positive impacts of real time follower feedbacks on the buying decision of newer buyers. Positive public or follower feedback for a social media based promotional content could significantly help an organisation to justify its reliability to newer buyers and get their positive buying confidence (Chatterjee & Kar, 2020). Another advantage of social media as a marketing platform is the availability of active interaction scopes. Social media comment sections and live chat facilities could be potential communicational paths for a business to meet the pre-purchase queries and informational needs of a potential buyer (Khanom, 2023). It certainly fosters better lead conversion rate through transparent interaction with newer buyers. 
[bookmark: _Toc173621476]Disadvantages of using social media
Although having range of advantages, social media as a promotional platform also has some limitations as well. First of all the most adversely impactful factor for a business could be biased feedbacks. Negative and biased public feedbacks on social media promotional contents could certainly affect brand perception among newer buyers and their purchasing intentions can also be negatively influenced as well (Veleva & Tsvetanova, 2020). Another disadvantage of marketing on social media is the risk of potential fraud. Social media platforms usually offer low protection for IP rights and it can lead to fraudulent activities with people using the name of reputed brands (Khanom, 2023). As a consequence, newer buyers could develop negative perception for the original brand. Marketing on social media is also highly time-consuming because it needs consistent activity and follower engagement as compared to traditional media (Khoa & Huynh, 2023). 
[bookmark: _Toc173621477]Conclusion
The above report not only highlights the effectiveness of social media to attract newer buyers in business but also sheds light on relevant challenges as well. It fosters a critical evaluation of social media so that businesses can rely on different marketing methods while keeping the drawbacks in mind. 
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