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Media Marketing
Introduction 
	Media is a communication means which entails broadcasting, publishing, and the internet. Initially, people and organizations used traditional standards to market their products or services, such as television. Still, with the increased use of social media by the public, marketing has been introduced into its platforms such as Pinterest, Twitter, and much more. 
Differences between traditional marketing and social media marketing.
[bookmark: _Hlk71722239]	Social media marketing is suitable in a cheap and fast mode compared to traditional marketing, which is expensive and time-consumin g(Iankova et al., 2019). With social media, one must develop accounts in the perspective platform such as Instagram, which is done using one’s phone or computer. In traditional marketing, one has to visit publishing or advertising houses. Mass media marketing can be measured. One can know precisely how many people have viewed the advertisement, unlike traditional marketing, where one cannot know how many people have seen or heard the advert. Frequently, mistakes can be made during communication. The published information cannot be changed as it is challenging to edit data in newspapers (Iankova et al., 2019).On the other hand, social media allows one to change information on the platform at any time if needed. Traditional marketing is not engaging as it is one way that involves the brand to the consumer hence no feedback or comments by the consumer. At the same time, social media allows interaction between the seller and consumers, which happens via shares, conversations on the thread, and comments. This makes it possible to create a community using social media, which is not likely in traditional marketing.
How is the message conveyed differently between traditional marketing and social media marketing?
	Shareef et al., (2019) stated that in traditional market, information is edited and published in newspapers, televisions, and radios while in social media message are not published instead it's created and posted on the specified platform of one's choice for example Twitter, Instagram, Pinterest, YouTube or Facebook and can be changed and edited differently in case of revision.
	Why messages should be tailored to different demographic groups
	Different customers have different wants, and it is the marketer's job to ensure that all their wishes have been catered for. There are reasons for list segmentation, one of them being to separate prospects from current customers. Candidates expect massive discounts while current customers require first-time offer deals. Also, one should create a segment for their biggest clients since they are most likely to spend massively on products compared to the average customers. One should offer them deals with improving their loyalty and also platinum status such as gifts and when you listen to thei rneeds, they feel more special (Gökerik et al., 2018). To resurrect inactive clients who have not purchased for at least six months, one can carry out campaigns, create messages to lure them into reactivating their relationships with the company.
Conclusion
	With most people using social media in their daily lives, marketing can best be done through its platform. This will ensure that the message reaches its target group. It will also make it convenient since both the seller and consumer can communicate directly and get an agreement fast.
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