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Article Review: Marketing Leaders and Social Media: Blending Personal and Professional Identities
Introduction
There has been tremendous growth in social media as a result of technological advancements witnessed recently. Social media being a group of internet-based applications which allow for creation and exchange of user-generated data. This includes platforms such as Twitter, Facebook and WhatsApp used by individuals and also various organizations. Social media has increasingly been applied as a branding and an engagement tool to improve marketing and connectivity with customers (Chen et al., 2011).  This paper, therefore, provides a review on the article giving its summary and other aspects such as article contribution towards research, the importance of the research and also the application of the information to my field. Furthermore, my personal opinion on the given topic will also be availed.
Article summary
The paper has a focus on the individual and organizational utilization of social media. Areas of address include specific research questions, methods, data samples and an analysis of the same. The article ends with a discussion and the areas that need future research. Debika and Kara reveal several motivations of using the social media which vary from the removal of the boundary that exists between individuals and the organization to the personal satisfaction and the positive perception of others which according to the authors is key for someone with a large following. According to the article, the contents released through the social media vary depending on whether it’s an individual or the organization that is disseminating the information. For instance, individuals commonly share information that concerns families, friends and news on sports while leaders mostly share professional information of their organizations (Debika, & Kara, 2018). 
 The authors discovered that the previous research heard a lot of focus on individuals and organizational use of social media, unlike this one which goes further to give the benefits and challenges in the maintenance of a blended social media account. Feedback obtained from the marketing leaders gives their desire to utilize the social media accounts in linking their personal and professional identities. The writers focus on the one producing the content with a prediction that future studies should aim at revealing the motivation of the users to follow the media accounts of marketing leaders and other brand representatives. The authors discovered that as a result of the increasing use of social media by corporate leadership, there is a corresponding increase in the number of individuals employed in the technology sector or marketing and advertising firms (Debika & Kara, 2018). Therefore, the paper gives a better insight into the motivation, benefits as well as challenges in using social media accounts that link marketing leaders’ personal and professional identities. 
The Contribution of the Article to Contemporary Thinking about Research
The article brings out a better contribution to the contemporary thinking about research. The contemporary research aims at better understanding of a concept such as the one presented here. The article brings out a better understanding of marketing leaders' motivation in using social media accounts. The article, therefore, provides a good contribution since it's in line with the aim of contemporary research.
Illustration of the Importance of using Research to make Decisions within an Organization
Decision making in any organization depends on the availability of information. This article whose objective is to bring about a better understanding of market leaders motivation in utilizing the social media accounts. The research, therefore, is key in the determination of the success in advertising which can be ascertained through the following that result. For instance, a good blend in personal and professional identities can easily be seen through the number of people who now follow on either Tweeter or Facebook account of the marketing leader (Zikmund et al., 2013). Furthermore, the organization can acquire the information about the business key potential areas and therefore create a strategy on how best to expand their market base. Therefore, this article is a good illustration of the importance of using research to make important business decisions. 
Application of the Information to my Field
The information in this article I key to my field. As a logistics field, I have to better understand the detailed organizational operations and complex flow that is involved as goods move from the organization to the consumption points. I have therefore to closely analyze social media as an engagement tool which will help me understand the customer distribution necessary for coming up with better channels of distribution of goods. The information gives me a good gauge on the attitude of buyers which is important in an effort to cut the cost for the organization. Therefore, the information is key to my field which makes me therefore able also to know how better to blend both as an individual and also as a professional at the same time.
My Opinion on the Topic of the Article
	The topic of the article is appropriate. It is important to further research on the area of marketing leaders and social media in this age and time since marketing and advertising can no longer ignore social media. I believe with a better understanding, this platform can be transformed into a large base for marketing and branding. Furthermore, the customer base can be monitored which then makes the research topic relevant since social media is a cheaper method of maintaining and also expanding the customer base for an organization. However, caution must be exercised since social media can also be a platform for defamation which might spoil the reputation of an organization.   
Conclusion
In conclusion, the growth in the scope of the social media from just individual interactions to a platform for organizational marketing. The article’s contribution on contemporary research is undeniable. The article brings a good informational source for decision making within any organization since the ‘information given is a good source of data for marketers. Therefore, the topic is relevant to the research paper.
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