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What is Digital Identity? What can it mean for the users of the internet and the wide scope of matter that it holds within its grasp? Within this essay these questions shall be resolved. Social Media is the basis for establishing a Digital Identity. This essay will look into positive and negative impacts on an individual with particular regard to their social and work life. It is wildly known that the majority of people spend large amounts of time every day on Social Media (Lipschultz, 2018), but to what effect? Can it lead to a negative or positive image for these users and the perception that they portray to the world?
Social Media allows access to “online resources that people use to share 'content'” (Drury, 2008). Through many factors “Global computerization has entered a new phase” (Maryline Laurent, 2015). With the constant change and innovation of technology though the ages the effect on the interactive exchanges between people and their surroundings are universal. The diversity of communication material is astronomical, especially when it comes to Social Media and communication on a global scale ( (Jones, 2010, p. vi). Gone are they days where people are re-noun for making dates in their diaries in advanced to meet up and converse face to face. Although this does still happen within the minority, the majority have moved on to technology and the media. Today, many conversations are done through the internet by instant messaging such as Skype, WhatsApp, Facebook to name a few and using various other forms available for communication. Through the ages the medium of technology has “altered the fabric of society” (Jones, 2010, p. 7). It has allowed society to band together feeling closer to loved ones and even helps people to find lost relatives or friends. However, this writer’s opinion that with the growth of Social Media there is also a growth of crime on the internet. Hackers and stalking online are growing with the ease of available information on people. “In 2015, the rapid increase in online fraud and cyber-crime in the UK saw almost 6 million offences committed.” (Baig, 2017). “As many as 1 million women and nearly 400,000 men are stalked each year in the U.S.” (Katehakis, 2015). Finally, a report in the BBC News in 2011 also backed up this fact (Fenwick, 2011) .
	A Digital Identity is the information of a person or organisation that is stored online. In many cases a Digital Identity can be referred to as being a brand, or in a personal reference the term entity can be used. To have a successful brand one must be consistent in their usage within different platforms. This helps to reassure people, making them feel more secure in the resource that is being offered. A “brand” is a way to “connect with the public and establish or reinforce relationships” (Lipschultz, 2018).
Within a brand there is a digital footprint and a digital reputation that corresponds to the entity or brand. A digital footprint is the information that leaves a trail from one platform to another. A digital reputation is how the brand is perceived online. Marketers use these two digital formats (footprint and reputation) to “develop buyer personas that facilitate the strategic planning process” (Solomon, 2018). This means that anything users do on-line can be found and used by others for their own gain (Eliezerov, 2018). The users of Social Media do not solely ‘own’ their Digital Identity and for a long time it could be frequently be accessed by many. Users rarely read the terms and conditions that the govern how their data is used. Therefore, it is likely their data has been accessed, bought and sold by the owners of the server and the owners of the digital platform they use (e.g. Facebook) to help raise revenue for example in targeted advertising. Legislation to control this use is slow to emerge but there are improvements in this area such as the Data Protection Act 2018 (Data Protection Act 2018 , 2018). Our identity is registered by the government from the day we are registered at birth and then through life when using our passports, drivers’ licence etc (Eliezerov, 2018, p. 6). Governments are then able to track the user for their own purpose. Businesses use our identity when we sign up on-line and use the information track trends and increase their sales. Health facilities also use it to track populations overall well-being (Eliezerov, 2018, p. 7). 
A Digital Identity has an impact on an entities social and business life. Not having enough footprint could impact the chances of a job opportunity, the entity could be seen as not having an opinion on matters, the possibility of being swayed by other people’s opinions or being up to date with technology. This could be seen as not have much of an initiative and keep up with the everchanging global market. However, it could be said that having too much of a footprint could have a negative impact as the entity could be seen as spending too much time online instead of working. As such finding right balance between having enough footprint whilst not having too much can be tricky. In much of the same way how one conveys themselves online can have a similar impact. How one is constant in their usage, the way in which they write - do they use short text? Are they articulate? Or not? - do they change their opinions of matters constantly? Can all have an impact on how they are perceived by their peers and potential employers. When using social media in any of their forms it paints a picture of who you are as a person and by having different images of one’s self on different platforms can lead people to see you as being capricious. Whereas being concise leads people to see that one is reliable in their work and not easily swayed by others. “Building trust in a brand is still a crucial element of digital marketing” (Jones, 2010). This all leads to trust, users will “gravitate towards information relating to the trustworthiness of the individuals they wish to engage with before deciding to interact” (Mircea Zloteanu, 2010).
This writer’s social digital footprint is limited. This is due to not knowing what her brand is. However, with the increase of ease of cyber-attacks online it is a worry for this writer that her Digital Identity may be attacked which has also influenced her brand growth online. This in turn can have a negative impact in the objective of finding a job in the future as it could be interpreted that this writer is not up to date with the changes in the technology market. It could also be seen that this writer does not have an opinion on matters in her community and government. The likelihood of potential bosses seeing this would perceive this writer as being “old school” and not up to date with the latest technology. Whereas, it is more of a case that this writer only uses the Social Media platforms for keeping in contact with family and friend that live away and likes to spend her free time with her family face to face rather than in front of a screen. However, this writer has recently started to expand her usage to more of an academic use and has started to use LinkedIn. LinkedIn is a networking site used for professionals to “connect the world's professionals to make them more productive and successful.” (LinkedIn, 2017). By doing this her personal brand is slowly growing and is hopeful that by the end of her degree her brand will grow to be a sufficient size for potential employers. 
This writer has chosen to explore the brand and the Social Media impact of Bill Gates. Bill Gates is an American business man, investor, author, philanthropist and humanitarian. Due to his high-profile life having a positive brand is paramount to his work. It can be said that he reveals to much information about himself on the digital platforms, which can cause security issues. For example, by simply typing in his name (Bill Gates) into a search engine, it reveals his personal history on Wikipedia as well as on a biography site, what has come up lately about him in the news, the option to follow him on Twitter and Facebook. It even comes up with a way to contact him “The best way to contact Bill Gates is through the Bill and Melinda Gates Foundation” (Albers, 2016). This amount of information revealed has led to a cyber hack in 2013 (Cluley, 2013). 
However, it is said that by having “a much more productive and meaningful relationship with” (Jones, 2010, p. 151) consumers through social media it will increase the trustfulness and bond between consumers and producer as the consumer will see the producer as a person rather than a “thing”. Bill Gates has such a relationship with his consumers allowing them to contribute to his discussions using Social Media. Bill Gates manages his brand in a very effective way and as such his businesses have grown as well as his charity organizations. This is extensively due to him knowing what his brand is, unlike this writer.
Bill Gates started out in the business world as the co-founder of Microsoft along with his colleague Paul Allan. He developed a “white-hot drive and competitive spirit.” (Editors, 2014) which has contributed to his success. Due to his success within the business world Bill Gates has become a popular author to those wishing to develop themselves in the business world. Many of his books are about looking to the future and adapting to the change and innovation of technology. The Road Ahead – a book by Bill Gates – states that “The computer has already changed our lives – now they are about to change again” (Gates, The Road Ahead, 2008). In another one of his books Bill Gates states that “Most companies have a sizable investment in technology but are realizing only 20% of its potential benefit” (Gates, Buisiness @ The speed of Thought , 2000). These two statements support the evidence that technology is constantly being innovated along with Social Media.
Bill Gates uses his brand to impress trust in his consumers. This is done using many different platforms such as his personal blog. In his blog he allows his readers to sign up as an insider and contribute to different topics and conversation that are interesting to him (The blog of Bill Gates, 2018). In contrast although this writer has a blog, she has only used it three times and as such people are reluctant to follow (Bowskill, 2018). Bill Gates also manages his LinkedIn platform in a professional and concise manner having connections to many Entrepreneurs, CEO, Philanthropists and charity organisations. This has a very positive impact on his charity work and his organisations he has invested in as they will be able to help him in his emotional appeal for people. On this platform he uses more academic and professional posts compared to his other platforms such as Instagram and Facebook where is approach is much more relaxed, but still professional and consistent in his usage. This is wildly different to this writers’ approach to both Facebook and LinkedIn platforms. On Facebook this writers’ approach is very relaxed and not academic but is relatively active. However, on LinkedIn her approach is academic but not reliable due to her not understanding the full usage of the platform. Due to these two different approaches this writer could be seen as not being reliable and concise.
In conclusion it has been shown that being consistent and concise in the different Social Media platforms - as done by Bill Gates - the benefits to the brands personal business world can be extensive. It portrays a positive image to the public that can be reliable and trustworthy which consumers gravitate towards. Whereas having a laid-back approach that is unreliable has many negative qualities and perceptions leaving many peers and consumers seeing the brand as being flighty, untrustworthy and unreliable. This essay has also shown that having a brand that extends to many different platforms and reflect a similar persona in each broadens the consumer base. Furthermore, as seen through this essay having a consistent and trustworthy brand leads to a successful brand.
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