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Social Media Application in Businesses
Through social media, people can freely connect with others, and sellers may reach and engage with clienteles in various ways. Social media is utilized by many of people worldwide, and it has quickly become one of our generation's major technologies. It is known that marketers have adopted social media as a marketing medium. The enormous potential audience spends countless hours a day on numerous platforms utilizing social media. Since social media has become an effective marketing and communications tool for enterprises, and organizations it is critical to evaluate it in the context of user behavior and marketing.
Many businesses have established corporate accounts on popular Facebook, YouTube, and Instagram, the three most popular social media platforms, to engage with target groups and stay in touch through various channels. Financial services, technology, e-commerce, consumer goods, retail, entertainment, media, gaming, telecom, and automotive enterprises are among the most popular industries on Facebook (Voorveld et al., 2018). Facebook has a sizable user base among US baby boomers and some Millennials who have active accounts. YouTube is the original video social media site, and it has a stronghold on the market, with 2 billion monthly active users. YouTube has a large user base that spans all generations. With 38 percent of US adults utilizing the network, it is second only to Facebook to reach the difficult-to-reach 65+ group (Voorveld et al., 2018). Instagram is a social media platform that caters to product-based businesses, significantly shoppable posts. Instagram is a gold mine for companies with a specific target audience of under 35: 75 percent of 18-24-year-olds use the platform every day, with 67 percent of Generation Z and 57 percent of Millennials (Cole et al., 2017).
Companies can employ the use of these three social media giants, among others, to interact with customers across all segments using different strategies. The most popular system employed by businesses is the use of Micro-influencers. They are not as renowned as celebrities, but they have large, devoted followings that are more focused especially on Generation Y and Z. In essence, these types of influencers are thought to be more genuine and reliable (Appel et al., 2020). Additionally, they are frequently regarded as legitimate "experts" in the topics they discuss, encouraging others to engage with them and watch the information they provide. Moreover, by utilizing these influencers, the company may engage customers through the first-person narrative (as opposed to advertisements), which is regarded warmer and more personal and has been proved to be more successful in engaging customers (Appel et al., 2020).
To date, many firms have used social media channels to provide customer service, respond to particular concerns, and resolve issues. Customer service is provided through unique smartphone apps and direct social media messaging and in turn, increases the company’s customer-base across all generations (Cole et al., 2017). Much of this is accomplished through business-oriented instant messaging services, which numerous big tech companies have lately introduced as business-related features in social media platforms. Customers can use the messaging system to contact a firm, ask inquiries, and even place orders for goods & services, which is frequently based on chatbots and virtual assistants (Appel et al., 2020). This technique is expected to grow in popularity across all generations since it integrates products and companies into the social media messaging apps that their consumers already use to network with others, provides quicker even real-time responses, is cost-effective due to the application of AI-driven chatbots and can deliver a more customized level of customer service despite the use of chatbots (Appel et al., 2020).
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