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“Generation Like”
		 “Generation Like” is a documentary hosted by Douglas Rushkoff, published by PBS and broadcasted as PBS Frontline series in 2014. It is an English narration that describes how teens subscribe to different social media in a bid to get liked. The documentary starts with images of Facebook like signs and a number of teens who express their hunger for fame and likes. The imagery helps the viewer capture the message being communicated in the film. I feel that the documentary has done a good job in enlightening teens about the reality in the social media. As far as they get likes especially in Facebook and Twitter it does not guarantee their personal happiness and fulfillment (Koughan, & Rushkoff, 2019). The statement is well validated by the reaction of Daniela after taking a video to post on the social media. When taking the video she is happy and big smiles are on her face but immediately after switching off the camera there is a sad expression and she is left beating on the camera using her fingers. Generation Like has also expressed how many companies and firms have taken advantage of teen “hunger” for likes to form a marketing platform. An example to this is Lynch who spends hours on social media liking and re-tweeting tweets from Hunger Game. She is recorded saying that the time is worth it since at the end of the day she gets a really good number of likes even though she is not paid for it. I am actually sickened by her addiction and carefree feeling in her. The social media fame has also lead to teens living lives that can endanger them in the name of getting many likes. Steven is an example who is seen in the film engaging in dangerous bike riding in order to take a video for his wall. Generally, the Generation Like has outlined how the social media use teen for the benefits of many companies who target teens. It describes unconscious teem marketers who are well and famous on social media but broke and alone in real life (Koughan, & Rushkoff, 2019).
Consumer as the Marketer
	According to the film “the consumer is the marketer”. The statement means that the consumer for whom the product is produced is the person who promotes the product in order to have more customers. An example is the case of Lynch who does a big deal of marketing the Hunger Game by re-tweeting their tweets which are promoted by the fact that she is a big fan. Her tweets create more fans for the company. Tyler Oakley is another example who featured advertising Pepsi and other companies. This trend of consumers taking the role of advertising instead of the company has been a change compared to previous years where it was a one-way thing (Koughan, & Rushkoff, 2019). The company would do the talking to potential customers with less of the consumer doing the advertisement. Nowadays, especially in social media, the company does a minimal percentage of advertising. The bigger percentage is done by people especially the teens by liking and post about a product.  
Selling Out
 “Selling out” still means betraying one's supporters or followers in order to benefit.  Selling out can also happen when a person or a company don't care about its supporters and negatively uses them to make a profit. This culture still exists and mostly used by companies through social media. Selling out is well described in the film as many companies use teens to make support.  
The companies don't make consideration of what this does to kids but are concerned about the profits they make. Selling out has two sides f effects. It benefits the company and destroys the supporter. In a bigger perspective selling out destroys the personality of the supporter and may lead them to not realizing who they really are. 
Word of Mouth and Social Media
 Word of mouth marketing has been a long time marketing tool. "Word" about a product is spread from person to person until a  large number of people get to know about it. Social media marketing, which involves a similar technique though through the internet, has nowadays replaced the word of mouth technique. Social media in marketing a movie needs a social media user to post on his/her wall and his followers will see it.  This is however faster and more efficient compared to word of mouth as many followers will see at one point will repost and a big network is built. Social media does not require a face to face conversation which is a necessity for word of mouth conversation.
Impact of Social Media on My Identity
	I think if I had no internet access for 48hrs I would really miss Google. I surely don’t imagine having a life without visiting my G-mails for product promotion and other services offered by Google like Google. Instagram and Facebook would at the top of the list. Maybe I would try to go without Facebook and Instagram but not without Google. As it is outlined in Generation Like social media has impacted on teen lives it has also impacted on my identity.  It has somehow changed my introverted nature and I want to be more outgone. I want to share much of my life with friends on social media. Social media has also given me a platform to share my ideas. Addiction is the negative impact social media has on me. It has led to me losing touch with many of my friends as being mostly found online.
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