Name 1
Name:
Instructor’s Name:
Course:
Date:
Marketing Trough Social Media
Introduction
The trend in the evolution of technology has changed the traditional methods of doing things. The Internet is one of such development. The use of social media in marketing has been embraced in the modern business world. It is considered one of the best platforms to reach more customers. The use of social media marketing is considered to build trust among consumers on the products offered by a company in the market. Customers can interact with organisations in real time, and their queries are attended promptly. This article gives a deeper insight into the use of social media in marketing. 
History of Social Media
“Social media thus is an evolution of word of mouth that scaled up by leveraging the pervasiveness of Internet” (Sajithra 69). 
The initial development of social media started with E-mail in year 1971. However, controversy exists on whether E-mail can be considered as social media (Sajithra 70). But with simple definition of social media as the use of internet to interact, E-mail was the first development of the social media. Over the years, social media has evolved as technology is developing (Sajithra 70. Many social media platforms have been created and interaction has been made easy. Organizations have adapted to the use of the social media to interact with the stakeholders from any location globally. 
Definition of Social Media Marketing 
“Social media is engaging with consumers online,” (Neti 2)
Social media make the use of internet to interact and people engage in interactions disregarding the geographical distance between them. Organizations have indentified the pivotal role that the social media plays in reaching for more customers. Organizations are also able in meeting customers’ expectations by obtaining prompt feedback of the services or products. 
Current Information on Social Media Marketing 
“Different industries are adopting social media marketing at different rates, and while industries have started using social media marketing in their efforts to reach more customers, many still have not positioned it as their top priority” (Neti  4)
Marketers are now shifting most of the marketing function to social media. According to various studies, the budget for social media marketing has been on the rise. the allocation of some funds  for social marketing is expected to rise as more organizations are embracing the use of social media in marketing, selling, purchasing of the products and services. 
Thesis
The thesis of the research is to identify the impact of social media in the marketing function. The article gives a deeper insight on the role of social media in marketing. 


Body
Benefits of Social Media 
Social media has significant advantages over the conventional marketing strategy implemented by organizations. The use of internet and social media marketing has primarily three significant advantages to the organization (Neti 6). First, social media marketing offers a window for marketing the services and products of an organization and at the same time enhance airing customers’ grievances. Secondly, the use of social media enables easier identification of influential groups in the social media that becomes brand ambassadors for the organizations products and services. This helps an organization in the growth of the brand awareness. Lastly, the social media marketing is a cost effective marketing strategy to an organization (Neti 6). The cost of social media marketing is almost zero and the effectiveness of the strategy is excellent. The media is able to reach relatively more customers than the conventional marketing strategy. 
Many firms have invested in the social media marketing to interact with various stakeholders (SI 32). More so, the social media marketing has enabled organizations to understand the customers’ needs and expectations. This enables the organizations to develop products and services that meet the customers’ needs and expectations. Social media has become crucial in indentifying the shortcomings of the organization’s products and services from listening to customers directly. 
Social Media Pervasiveness 
The use of social media among people is no longer fancy. People of different ages are using the social media. Therefore, an organization is able to reach to not only to the young generation but also the aged. According to research, 46% of people aged between 44 and 62 years, and 61% of those between 17 and 42 years use the social media (Neti 9). Most companies develop their products and services according to demographic needs. Therefore, they develop products that suit a given segment and another product that suit another segment among the consumers. Thus, the use of social media facilitates capturing potential consumers from almost every age bracket. 
In relation to the conventional marketing strategies such as advertising, TV, the social media helps organizations to engage in interactions with the existing and potential customers (SI 53). Thus, the social media enables organizations to get feedback from diverse marketing niche. This improves the products and services delivered to the market and guarantee a firm in sustaining competition in the market. The organizations that use the social media in marketing have higher chances of optimizing sales and meeting the customers’ expectations compared to those that use conventional method (Bowen and Ozuem 43). Feedback plays a pivotal role in marketing. A firm is able to understand faults on the products and services delivered to the market. Thus, social medial is a platform that incorporates the young the aged people in the society and organizations make necessary adjustments according to the needs in the market. 
The Connected Customer
A consumer assumes the role of an innovator as organizations are able to develop products and services according to the preferences and tastes that the consumers want (Evans 32). The ability to transform the ideas given by the customers into practice gives firms competitive advantage in the market. The social media marketing concept connects the customer with an organization in a significant way. The customer is able to air suggestions and give feedback and obtain prompt response through the social media platform. The social media marketing provides a transparent, formal link to consumers. Besides, the social media links the employees to the customers (Evans 32). The link between the stakeholders leads to development of new product designs, understanding the markets, enhances services among others. These aspects of business are vital in developing viable strategies aimed at meeting the stakeholders’ interest. The customers’ objective is to gain superior products and services that meet their expectations. A company benefits in understanding the trends in consumer behavior and taking the initiative to adapt to the customers’ expectations (Evans 32). By so doing, a firm is able to retain customers and increase the sales volume. Further, a firm sustains the competitiveness in the market by addressing the needs of the customers in a timely manner. 
Marketing Strategies in Social Media 
The use of social media marketing is still at the infant stage. Most organizations have understood the importance of using social media in marketing. However, the organizations are still at the initial stages of adapting (Bowen and Ozuem 57). Before investing in social media marketing, organizations ought to understand the following;
· The current business environment is about customer satisfaction (Bowen and Ozuem 63). Thus, emphasis is not only on selling but interacting with the consumers. Therefore, the platform is the best in learning from the consumers and making improvement and innovations to the products and services. 
· Conventional marketing is a mass advertising strategy. However, social media marketing platform enables the organization to indentify peer groups ad make different advertisement to different groups. Further, the social media platform enables identification of influencers who can act as intermediaries to spreading brand awareness to as many people as possible. 
· Social media marketing facilitates strengthening of customers’ loyalty by offering prompt support services and consequently improving customer retention. 
Traditional marketing methods are costly compared to social media marketing (Evans 33). The conventional method uses focus, groups, surveys and test marketing in an effort to reach a broader customer base. However, the social media enables organizations to indentify the interested consumers of the products and services developed by the organization (Evans 53). Thus, developing a marketing strategy involves determining the target market and incorporating the social media strategy into the strategic plan. 
Case Study – Threadless Company   
Thread less company is one example that has embraced the use of social media marketing. The company develops and trades in branded t-shirts through the online ("Running Wild"). The company introduced a marketing strategy by the name Twitter Tees in the social media. The company uses crowdsourcing for allowing customers to vote for the t-shirt designs. The most voted t-shirt design is developed and traded by the company. 
The strategy has made the company to gain more publicity and have more than 700,000 followers ("Running Wild"). Consequently the sales volume has grown significantly over the years.  The social media platform allows participants to post funny tweets that the company should print on the t-shirts and the most voted tweet is printed on t-shirts. Twitter has millions of followers. Threadless Company is able to capture more customer base on the online sale of the t-shirt. Further, the company does not incur more cost in creating brand awareness among the customers. This would not be the case if the company used the conventional marketing strategies. 
Conclusion
Social media cannot be ignored in the modern business environment. The use of social media is taking place everywhere including homes, vacations, small business, and big corporates among other places. Therefore, organizations are diverting the marketing resources to the use of social media marketing. Social media goes beyond marketing as organizations are able to understand the consumer needs and preferences through the platform. Further, the interaction between the customers and the organization build strong relationship and enhance customers’ loyalty. Thus, social media marketing has more benefits to an organization.
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