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Social Media is one of the emerging market domains that many businesses and firms are using to target billions of customers. Social networking marketing is one of the most efficient ways of reaching varied range of customers at given time. With the emergence of technology and internet, many people have access to numerous social media platforms such as Facebook, Twitter, Instagram, WhatsApp and many other platforms. Social networking sites are also seen as effective ways of raising awareness of a particular business and as such many firms have started seizing these opportunities by opening Facebook pages for example to enhance their product awareness and reach diverse groups of customers. Since the whole marketing landscape is continuously changing, social networking marketing has the power to share a piece of content of the company’s product all over the world in just a second. A company which uses social media has more competitive advantage when it comes to brand sales and awareness. This paper will therefore evaluate some of the literature on social networking with a key focus on Facebook.com. 
Bolotaeva & Cata (2010) in the article, “Marketing opportunities with social networks” examines the impact that the introduction of social networks have created in the field of marketing. Bolotaeva and Cata proposes that business that utilizes social media platforms more so Facebook.com have the ability to create brand intelligence since there is more than enough traffic created within social media networks. Moreover, they suggest that a social media appeal more to young audience which by and large makes the biggest consumers of most company’s products. Social Networking marketing on the other hand gives the business opportunities to develop trusting relationships with most customers through the web. They proceed to suggest that social media marketing such as Facebook.com provides the right avenues which many businesses can use to conduct marketing research. 
Domingos, (2005) in his article, “Mining Social Networks for viral Marketing”, proposes that social networks such as Facebook.com enables companies to capitalize on a particular market which maximizes their revenues. He suggests that companies can use Facebook.com to enhance their marketing capabilities and since many individuals are continuously getting connected to the internet, social networking marketing therefore enhances social marketing and interactions. Through social media marketing, companies are able to create a social contact and relationship with customers. Companies are able to get direct feedback on the consumer feelings and suggestions about their products. 
De Vries et al, (2012) in the article, “effect of social media marketing” argue that social media provides an excellent vehicle for fostering relationships with customers. Through creating brand posts, companies are able to gain brand popularity with many customers and this can increase sales and demand for the company products which can enable the company to generate more revenues. De Vries et al suggest that positioning of a company brand on social networks such as Facebook.com enable companies to gain brand popularity since Facebook.com is one of the social network sites with the highest number of users. Utilizing Social media as a tool for social networking marketing can enable the company to create a competitive advantage since they are able to reach diverse customers within the shortest time. 
In the article, “Effective marketing communication via social networking site”, Shen et al (2016) argues that Facebook.com provides an efficient way of connecting with friends and peers online which promotes the effectiveness of internet advertising. They propose that interactive advertising through social networking sites such as Facebook.com provides an effective way of promoting interactive advertising which helps in gaining greater consumer attitudes. 
Zheng et al (2015) argues that social media platforms such as Facebook provide affective channels where companies are able to build brand loyalty with customers. In their article, “Building brand loyalty through user engagement in online brand communities in social networking sites” Zheng et al (2015) argues that engaging users in online platforms enable companies to build a brand loyalty with customers since it enhances the sharing and allotment of information through effective collaboration with customers. 
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