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Topic chosen: The use of social media to promote businesses.
Title of source: Users of the World, Unite! The Challenges and Opportunities of Social Media.
Authors: Andreas M. Kaplan and Michael Haenlein.
Year published: 2010.
I identified this source through the UWTSD Library database and Google scholar by searching keywords including social media marketing, social media business promotion, and digital marketing. I selected this article after applying filters to show only peer-reviewed journal articles. It appeared consistently among the most highly cited publications, suggesting it is recognised as a significant contribution to the field of social media marketing.
I selected this source because it directly addresses my research topic by explaining how businesses can use social media to improve communication with customers, strengthen brand awareness, and develop effective marketing strategies. Unlike many online articles that focus only on practical advice, this journals article provides a theoretical framework supported by academic research. It also discusses both the opportunities and limitations of social media, allowing for a balanced understanding of the topic. This makes it valuable for supporting academic arguments rather than simply describing social media practices.
The article is highly relevant because it examines how organisations use social media platforms to encourage customers, build relationships, and enhance marketing performance. Although technology has evolved since publication, many of the concepts introduced remain central to current social media marketing research.
The article also provides a comprehensive overview of social media marketing by explaining it’s benefits, challenges and strategic applications. It established key definitions and concepts that are frequently referenced in later research. It is particularly useful because it helps readers understand why social media has become an essential business communication tool. 
One limitation is that the article predates platforms such as TikTok and newer features on Instagram and LinkedIn. Therefore, it should be supported with more recent academic research when discussing current marketing trends.
Moreover, this is a peer-reviewed journal article published in Business Horizons, a respected academic journal in business and management studies. Peer review means that the article was critically assessed by experts before publication, increasing its credibility and academic quality.
The article was published in 2010.Although it is not a recent publication, it remains one of the most influential articles on social media marketing and continues to be widely cited by researchers. It provides the foundational theory that many newer studies build upon. However, because social media develops rapidly, it would be appropriate to combine this source with more recent research to ensure current industry developments are also represented. 
The authors, Andreas M. Kaplan and Michael Haenlein, are internationally recognised scholars in business, management, and digital marketing. Both have published extensively on social media, consumer behaviour, and marketing strategy. Their academic ability and publication history increase the credibility of this source and show that the information is based on specialist knowledge rather than opinion.
This source is highly reliable because it was published in the peer-reviewed journal Business Horizons, ensuring it met rigorous academic standards before publication. This article has been cited thousands of times by other researchers, demonstrating its significant influence with academic literature. Furthermore, the arguments are supported by evidence and scholarly discussion rather than personal opinion or commercial interests. Although newer studies are needed to reflect current social media platforms and technologies, this article is still a trustworthy and authoritative source for understanding the foundations of social media marketing.
Overall, this is an excellent academic source for researching the use of social media to promote businesses. It is credible, relevant, reliable, and written by recognised experts in the field. Its greatest strength is providing the theoretical foundation for understanding social media marketing. However, because the article was published 2010, it should be used alongside more recent peer-reviewed research to provide a balanced and up-to-date analysis of current social media marketing practices.
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