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Editorial 

Having a social media presence entails more than just a content-rich 
profile. It entails developing content that is targeted to your target audience's 
interests and demands. As a result, you'll gain trust, and you'll be one step 
closer to winning your audience's business. You can better understand your 
audience if you have a strong social media presence. "While there are a slew 
of growth 'hacks' for boosting a brand's social presence, I believe the most 
important factor knows your audience," said Ariel Boswell, a HubSpot social 
media expert. "A recipe for success is the ability to know your audience so well 
that you grasp what captivates their attention and couple that with information 
that delivers value in that time."

Social networking does not terrify today's small company owner. What 
evidence do we have? 93 percent of small business owners use Facebook, 79 
percent use Twitter, and 71 percent use LinkedIn, according to the 2015 Social 
Media Marketing Industry Report. However, being present and accounted for 
isn't the same as having a social media following. It may appear simple on 
the surface. Just give a few details about the company and go about your 
business. However, successful social media growth needs time and effort, 
as well as constant execution, monitoring, and strategic change. That is why 
so many companies, big and small, are turning to automation. Platforms like 
Facebook, Instagram, and Twitter are obvious places to contact new and 
highly targeted potential clients, with over half of the world's population using 
social media. Do you believe that on social media, individuals only interact with 
brands they are familiar with? Consider this: 83 percent of Instagram users 
think the platform helps them discover new products. Stillhouse Spirits had a 
17-point improvement in ad recall after running a Facebook campaign to raise 
brand recognition among outdoor enthusiasts.

For businesses of all sizes, social media marketing is a great method to 
reach out to prospects and consumers. People use social media to discover, 
learn about, follow, and shop from brands, so if you're not on Facebook, 
Instagram, or LinkedIn, you're missing out! Great social media marketing may 
help your company achieve extraordinary success by cultivating loyal brand 
advocates and even driving leads and sales. Because customers utilise social 
media on a regular basis and are exposed to businesses, it has enormous 
potential for businesses. However, because it is an ever-changing space that 
is extremely noisy and congested, it poses significant issues for businesses. 
Because it's difficult to keep up with changing social media trends, B2B reviews 
and ratings firm Clutch teamed up with marketing agency Smart Insights to 
survey 344 social media marketers from around the world to determine the 
value of social media, the most engaging content to share, common challenges, 
and what social media resources businesses are investing in [1-5].

On a regular basis, social media is likely the closest touch you have with 
customers. You can assess your audience's reaction within a few hours of 
publishing and learn something new with each piece. Create opportunities for 
your followers to connect with your brand on a deeper level by taking it a step 
further. Invite them to join in debates in the comment area, take entertaining 
"This or That" quizzes create polls, answer Q&as, and perform live videos, 
among other things. Through these activities, you can learn a lot about your 
audience's likes, dislikes, issues, and worries. This will enable you to design 
conversion-focused campaigns. Having a social media account without 
community management is akin to driving a car that is always running out of 
gas (a.k.a my car in college). You're not going to get very far. The importance 
of community management in the development of your social media presence 
cannot be overstated. In fact, Wu claims that it's critical to a company's growth, 
image, and social success. "Being proactive and reaching out to other brands, 
fans, consumers, and followers in related industries helps establish that 
community around your brand," Wu added. "People begin to remember the 
brand's identity, the types of conversations it has, and its level of expertise in 
that particular industry." 
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