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 Section 2 – Preliminary Analysis
The purpose of the paper was to analyze the role that social media platforms like Twitter and Facebook play in influencing the younger buyers whenever they interact with the brands. The nature of the study is explorative as it tries to get an answer on the influence that social media has on young buyers’ choice of a brand. The dominant model used in the study is a mixed-method study while still making use of the latent class analysis (LCA). The study concludes that the interactions driven by social media of a consumer with a brand can be said to be based on five motivations. These motivations are incentives and promotions, information on the product, service and information response timeliness, entertainment, and brand engagement.



 Section 3 – Methods & Empirics 
 As mentioned before, the research method used in this research used a mixed-methods approach. In this method of research, both qualitative and quantitative method data is used (Turner, Cardinal, & Burton, 2017). The research method involved the collection and analysis of both qualitative data and quantitative data. Also, the procedure used was a rigorous one since an appropriate number of participants of the study were selected. During analysis, collection of the data, and discussion, all the data was integrated, and none was left behind. The procedure used implemented the quantitative and qualitative components concurrently. 
 In data collection, various methods were used. However, the primary method was assessing the records of the diaries given to the participants of the study. Therefore, the process of collecting the data majorly surveyed. These 58 participants were required to do a written diary regarding social media usage. The period of study was a week-long to enable sufficient time for data collection. The participants were aged between 20-35 years. The diary that the participants filled guided the research participants to record their activities in social media concerning the most liked brand of their choice. The resulting brands from the study ranged from retailers, luxury, online services, sports and lifestyle, and media brands, among others. Every day, the participants indicated in the diary the primary way of interacting with that brand of their choice. The ways were Facebook, Twitter, or email. The respondents also indicated, in an open-ended response, their experience with the brand. 
 All 58 participants indicated 311 brand interactions. In order to understand the overall themes, the open-ended comments of these study participants were analyzed. The themes were related to the motivating factor for the interactions. The analysis involved reviewing the comments and then agreeing on the standout subject from the data. The latent class analysis (LCA) was used to come up with the themes of those interactions that were hard to deduce the meaning. The various topics included fresh content, entertainment engagement, Branded content, and exclusivity, among others.

 Section 4 – Critical Review (2 Paragraphs)
First of all, I believe that the article is good. The fundamental reason behind this is considering the complexity of the topic of research. It would not have been easy to determine the motivating factor for brand loyalty in the online interaction just by the use of either qualitative or quantitative research methods. The best approach, which is the one the study has used, is the mixed research method to ensure the credibility of the findings.
Generally, the article is very credible. The fundamental reason behind this is that it is peer-reviewed and, therefore, can be easily referenced while doing research. Also, it makes part of other journals in interactive marketing that deals with brand-consumer interactions. It is for this reason that it is can be useful in researching any related field.
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