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1. Introduction

Social media and digital tools are undeniably one of the most important means of communicating in today's modern digital era. A company can create a Facebook, Instagram or LinkedIn profile to advertise their name, products or services to an endless number of people from all over the world, or even target just one customer. It allows business owners to keep the clients informed about their products and developments, while keeping an eye on what their competitors are doing as well. 

2. Overview of Social Media and Its Development

  Social media is defined as a collection of websites or applications that allow internet users to produce or share digital content or interaction. Over the last decade, social media has outlined dramatic trajectory of development, growing from simple communication tool to provide various services such as news and entertainment, as well as education and commerce. The most popular social media network – Facebook – which was initially launched in 2004 as a college social networking service, quickly grew to become a global platform with more than 2.9 billion monthly users. Another widely used app – Instagram – was originally built as a photo-sharing service back in 2010, but now it provides a possible marketplace for brands and influencers.
  
3. What Is Marketing? Traditional vs. Modern Methods

 Marketing is the act of promoting a product, good, or service to customers in order to generate revenue and awareness of a certain brand. Print ads, television and radio commercials, billboards, and catalogues or flyers delivered by mail are common ways to market products and services. These techniques have often been used by salespeople, but brands tend to have a limited ability to target certain audiences, and these methods tend to be pricey.

4. How Social Media Is Used for Marketing and Reaching New Customers

 Social media marketing is the process of utilising platforms such as Facebook, Instagram, Twitter, or LinkedIn to promote an item or service. When it comes to content creation and sharing, all of these platforms offer various opportunities for brands to reach their target audience. This could be achieved through paid advertisements, sponsored posts, influencer collaborations, or organic content.

 Pay to Play: Facebook and Instagram are two of the main social media networks that enable businesses to create paid advertising that is best placed on feeds/stories/subs of age, location, interest, general behaviour, etc.
  Organic Content: Other than the use of paid content, businesses still use organic content through regular posts, stories and videos to engage customers too. This way businesses can bring in more ‘fans’ to its page by maintaining constant relationships with customers through its content presented to them.
   Influencer Marketing: Collaborating with social media community opinion leaders (such as models, athletes, artists and individuals) who have a huge audience reach is one of the best ways to boost visibility. Such external influencers are active in social media such as Instagram, Twitter, Facebook and Snapchat, and can take personal responsibility for promoting your products or services to their audience.

5. Advantages of Using Social Media for Reaching New Customers

  Wider reach: Social media sites might have millions or even billions of active users, giving businesses access to a potentially large user base to whom they can try to sell their products or services. Targeting means that it’s possible to focus activities on those parts of the population one wants to target.
  Cost effective: Marketing through social media is a cost effective medium when compared with the traditional methods of marketing. User can create a social media account free which can help to promote their content and services for free, where as paid ads are also not very costly when we compare to the TV or print ADs. This technology is giving the small business companies a chance to compete on a global scale with the big companies.
   Greater brand awareness and recognition: If businesses post more frequently on social media, they stand a greater chance of being seen. Consequently, the greater the recall, an increase in brand awareness and recognition will ensue. In turn, this leads to an increase in sales

6. Disadvantages of Using Social Media for Reaching New Customers

   Negative Feedback: Though social media provides direct interaction between company and customers, it exposes a company to public shaming. Immediately after a negative comment is posted, it can be broadcasted to thousands of followers, which could severely damage the reputation of the business. Such situations need to be tackled game by game. 
  Dynamic changes to Algorithms: Daily, every social media platform is making changes to its algorithms that determine how content is being displayed to its users. 
  Time – It takes a lot of time to manage social media accounts, to create the fresh content and to deal with your customers. It’s hard for your small-sized business to handle social media activities, to gain a retention of your customers and to spare time to manage other operations of your business.





7. Conclusion

 As you can see from the report, there are a lot of perspectives in favour of SMM. First, the penetration is enormous, making it an attractive tool for gaining more customers. Secondly, when using SMM, a company can create cheap and direct communication channels that will also allow them to receive feedback on the business and its products.
Secondly, although SMM has a lot of advantages, one can observe some drawbacks as well. First and foremost, it can create big threats to the privacy of users, maintenance of unified brand identity, and reliable feedback from customers.
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