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Abstract
Social business intelligence is relatively a new term in the business world. The term incorporates two domains in business that is the social media and business intelligence. In order to divulge more about this new concept, this paper provides a review of Social business intelligence by two authors Gioti and Panayiotou. It critically analysis some of the aspects therein such as the incorporation of the term, its importance, the basis under which this particular study is occasioned and finally identifies some of the crucial implications that still undermine the utilization and incorporation of social business intelligence by some of the business entities.     
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Social business intelligence review
Social business intelligence book by Gioti and Panayiotou provides a literature analysis on the emerging trend of business analytics that utilizes on the use of social media to inform a business on business trends based on information gathered from online. The book critically defines the term social business intelligence (SBI) as well as offering a background of how the term was coined. According to the authors, the term SBI refers to the generation, publishing and distribution of business analytics by the consumers of cloud computing technologies. Social business intelligence is a new term that has been gaining popularity over the recent past. In the past, businesses utilized mostly on traditional business intelligence whereby the business entity depended mostly on internal based business analytics to determine their business performance and make informed business decisions. The surprisingly development of social business intelligence (SBI) has been associated with the onset of the social media platforms (Holsapple, Hsiao and Pakath, 2018 p.35). The major difference that can be associated with the traditional business intelligence and the social business intelligence is on the fact that SBI uses information generated by users (user generated content) that is found on the social media to make inexhaustible business decisions.
The effectiveness of SBI according to Gioti, Ponis and Panayiotou, (2018) has already been felt by most business entities. This can be attributed from annual reports gathered from some organizations that display a positive impact on the successful implementation or use of social business intelligence. In a nut shell, the incorporation of social media and business intelligence has been able to bring additional value to organizations that have implemented it. For instance, through the use of SBI, business get to increase its processes and capabilities (Davcheva and Benlian, 2018 p. 4). Improvement in processes and capabilities is closely associated with the fact that SBI taps on the data from the social media and analyse it to deduce crucial determinants of customer’s behaviour and wants associated with their demographics and profiles.
Importance of learning social business intelligence
The core concern of drafting social business intelligence according to Gioti, Ponis and Panayiotou, (2018) was to shed light on this new business academic literature. According to Gioti, Ponis and Panayiotou, (2018) SBI is a field that has not be effectively analysed even though it shows a very positive prospect in the business world. The field has also not been well captured and this can be highlighted from the fact that issues such as definition of SBI itself still poses a challenge. Furthermore, there is no sufficient research in the field that has been documented (Muntean, 2018 p.335). This is therefore part of the efforts of gaining further knowledge and exploring more on SBI.   
Basis of the study
Business dynamics is a key concern to the viability of any business. This is because, as the business environment changes, a business entity also needs to change in order to cope up with the changes. In the case where a business entity fails to change with the changing dynamics and hold on to the past process, it is imminent that such business entity will not be able to harness its full potential or even realize its potential. Acquiring knowledge on social business intelligence, which is by the way a dynamic in business is one of the ways of getting acquainted with the change and trends in the business sector as noted by Bhat, Hegde and Malaganve, (2018).  
Implications
Big data is the biggest implication that can be deduced from utilization of social business intelligence. The data sourced from the social media can be enormous and this is from the fact that SBI uses the various existing forms of social media to acquire the data for generating the trends (Bhat, Hegde and Malaganve, 2018.p.836). The problem with enormous amount of data is that it requires a highly sophisticated form of analytics to analyse and come up with the trends. In order to correct this implication, it is advisable for the business entities to narrow down their data to only the most crucial.  The implication of big data can also be associated with the impact of technologies and systems. According to the book, the major problem that still hinders the successful implementation and utilization of social business intelligence by organization is from the fact that the organizations are yet to have mature technologies and systems in place that are able to use SBI in order to deduce trends and make plans for the business entity (Sun, Sun and Strang, 2018 p.164) To curb this issue, it is amicable that business entities begin to employ state of the art technologies and systems that are able to handle the data on SBI. 
In conclusion, it is a clear fact that social business intelligence is a new trend in the business fraternity. The wide array of its importance and the fact that it utilizes on the use of new forms of technology (social media) makes it one of the most preferable form of making decisions and plans for the business. It is also imminent to note that SBI deviates from the normal forms of harnessing data to make decisions in a business entity, it utilizes on consumer centred approach in order to make decisions and plans for the business. It is also important to note that the technique has not yet received much of concentration in terms of research, it is therefore amicable that a further research be done on SBI going in to the future.        
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