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Market Segmentation

Business organizations need to have proper marketing strategies to satisfy potential customers’ wants and demands. Therefore organization sales managers must consider the demographic factors of the customers. For example, committee members should consider the population, income, and cultural ethics of the people in that area since you cannot target profitable business returns when the product you are selling is taboo to the people (Liu et al., 2019). Social media platforms enable business organizations to reach many people in a wide geographical area. Social media used include the following, Facebook, Instagram, LinkedIn, and Twitter.
Question 1

Facebook


It has more than 2 billion users and is the largest social media platform. Half of the people using Facebook visit the site several times every day, while 3/4 of the users logs in on daily basics. Facebook is used frequently by half of teenagers and half of people over 46 years. Therefore Facebook helps a lot in business investment since a large audience is reached through the platform and in a short time. Also, using Facebook ads, an organization can target customers who are willing to buy their products and services. Nevertheless, users can purchase products easily because the platform has social media e-commerce integrations (Błachnio et al., 2016).
Instagram


 Business organization targeting young demographic Instagram platform plays a fundamental role in making sales. Unlike other social media platforms, Instagram allows people to tell their brand's story and use images and videos. Using Instagram, people can provide behind the scene footage of their businesses and share important news and updates with their followers. Also, Instagram eases communication method between the organization and their client. If a customer has a question about a product, they can ask directly without making calls or physical visits to the organization.
LinkedIn

It functions as a business and employment platform and comprises professionals in a wide area of specialization. Over 300 million people use LinkedIn monthly. Business organizations can reach their followers and connections easily and without paying for their adverts, reducing their cost. LinkedIn users are business-minded, hence giving ideas on improving the quality of a product to satisfy customers' needs. 

Twitter


An organization using Twitter reaches a vast number of people within a short time since it is a real-time social media platform used by over 330 million people worldwide. The hashtags help people to follow conversations and participate in trading topics. The comments made about a particular product can help an organization to improve its product.
Question 2


Business requires a wide range of customers to make profits and meet their goals. Therefore, it is suitable for an organization to use Facebook and Instagram platforms for advertising their products and services because many people use these social platforms. On the other hand, it takes less time and money to reach a large audience (Alalwan et al., 2017).

Advertisement through videos on websites attracts many customers since many users find them more appealing and entertaining.  Also, videos can enlighten a customer on how to use the product. Social media platforms help an organization to reach its potential customers easily. Above all to create a social platform account is free and takes less time.
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