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Incorporating social media to promote products or services
Social media offers interactive platforms available on web and mobile devices, where people create, distribute and share contents. Over the past decade, social media has enabled easier access to news updates, enhanced networking, entertainment and promoted viral marketing. Voorveld et al. (2018) observed that, providing customers with the right channels of communication is important in order to allow them to easily identify, connect and invest in them.
Facebook is the main social network platform that I prefer in marketing my Apple IPhone 11 Pro Max. With more than 2 billion users worldwide, the platform can reach the biggest number of viable customers, enhancing the possibility of making huge sales. Opening a Facebook account is free, and this implies that anyone with internet connectivity can own one or several accounts. This creates an avenue where one can have the customer base turning into one big community. Facebook allows opening a page, separate from the personal account, where one can run business advertisements and reach out to individual account owners to become followers of the page. This means that any information posted on the page is seen by all followers.
Other than text, Facebook allows sharing of multiple photos of the company, products, and even videos of services on is offering. The creation of new contents from time-to-time keeps the followers aware of new items in the market and where exactly to get them from. One can also pay for sponsored ads to promote the business which can reach even those who are not followers. It is possible to promote the exact business page when the Facebook account is linked to other websites and everyone visiting the website can be redirected to the page. Again, one can be redirected from the Facebook page to your website, which is specifically selling the product.
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