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1. Introduction

“What hath God wrought?” (Morse, 1844) 
This is how it all began in 1844 when the first Morse code message was sent. It was clear from the very first moment the importance of fast communication, in all aspects of our lives, and here we are today: digital and social media, one of the most important marketing tools these days for all kinds of business, used for the same perhaps: fast communication.
Digital and social media play an essential role in delivering information to connect brands with customers.
2. Development of social media for marketing purposes in recent years

In the 1990s, brands were using digital media to find customers, today social media helps customers find a product.
Traditional marketing strategies such as TV and newspapers were bypassed in the past decade by digital and social media platforms.
Although social media were created to enable communication with friends and family, having a waist number of users, it became spontaneous for companies to promote their businesses on the same platforms and drive the customers to their sites.

A page on Facebook, an account on Twitter, Instagram and other platforms it`s a must-have for all the big brands, as well as for medium, small and micro businesses.




3. Marketing on social media platforms

To promote a brand on social media the user should have a strategy: having a page on Facebook, Twitter, Instagram is a good showcase, however, it`s not enough.
The purpose of having a business profile on social media platforms is to build your audience. Only interacting with users all this is possible, as marketing on these platforms is based on users interaction. More a user is engaged more visibility a page can get, and more traffic can be diverted to a web page.

In the article “Advances in Social Media Research: Past, Present and Future”  the authors examined and elaborated on the many sides of social media over the years.
To find the right customer on social media is important to generate content that will engage a wide community on the platform. Continuous interaction between a business and a customer is essential. (Kapoor, et al 2018 p545).

Social media marketing is a science, engagement is essential to have the best effect and correctly promote a business on different platforms. If there is no strategy for better and more efficient use of digital and social media, the results will be far from what we expected.

4. Good and bad sides of advertising on social media platforms

The good side of social media platforms is a large number of users engaged, consequently, many potential customers can be diverted to social media marketplace or web pages. 
Social media marketing is focused on encouraging users to share the contest, acquiring followers and subscribers.

For companies using this platform means improving marketing, public relations, customer service and other activities based on the exchange of information.

The dark side of social media marketing is fake news and non-genuine comments that can damage a company's reputation and turn back potential customers. (Osasumwen et al, 2023 p1)

The credibility of the information users acquire on various platforms is questionable as most of it is user-generated content.
Many online users can get misled due to the fake information that is spread rapidly. They can make wrong decisions since the information they received has not been verified (Esraa A.A. et al, 2019.)

They usually rely on this information without any verification and this prevents them from making accurate decisions concerning their social lives, politics, or business events. Users face difficulty finding which piece of information is credible.

5. Importance of social media marketing for small and local businesses
	
Big brands have separate departments in charge of marketing on social and digital media, to promote a brand and a product.

Small and local businesses are using the same tools in different situations, they invest fewer resources for advertising, as they are interested in reaching local area customers only.
However, the technique is the same: create an interaction between the user and the brand.
Advertising on social media brands can choose the way to build the audience: It can be global, local, or even micro-local, by the gender, age and interests of the users.




6. Conclusion

While social media are used by brands for marketing and research, interact with potential clients, as 70% of internet users are on a daily bases active for at least one hour on social media platforms. Brands can`t ignore such a huge number of potential customers.
Moreover, users are glad that the platforms are free of any charge.
Are they really? As many famous and less famous people said: if something is for free, you are the product.
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