Task 3 – Source Evaluation 
Name and student ID:  Anca Elena Turbatu 2539908
Topic chosen:  The use of social media to promote businesses
Title of source:  THE IMPACT OF USING SOCIAL MEDIA PLATFORMS IN BUSINESS PROMOTION
Author(s):  Oana PRICOPOAIA, Irina SUSANU
Year published:  2021

How did you find this source? 
This source was found by searching on Google Scholar for social media promoting for businesses topics.
Why did you choose this source? 
This source has been chosen after performing a CRAAP analysis and my results to that analysis were: 
C – Moderate (Slightly outdated for 2026 as social media tends to evolve rapidly.)
R – High (The title, abstract and introduction directly address exactly what the query asks: the impact of social media platforms on business promotion.)
A – Good (It has an international advisory/review committee and publishes proceedings with DOIs. The paper is indexed in RePEc (a respected economics research repository) and has been cited in later work by the same authors.)
A – Good (The writing style is clear, formal, and academic.)
P – High (The goal is to inform researchers, students, and practitioners about why and how companies should prioritize social media marketing.)




 


When was it published? Is it recent enough? Why? 
The source was published in 2021. No — not recent enough for most current purposes (as of July 2026). Social media marketing is one of the fastest-changing fields in business. Here’s why 2021 feels outdated in 2026:
· Platform landscape has shifted dramatically in 2021, TikTok was still rising in many markets. By 2026, short-form video (Reels, TikTok, YouTube Shorts) dominates, and new platforms/features have emerged.
· Algorithms and user behaviour changed - Engagement patterns, content formats that perform best, and how platforms prioritize posts have evolved significantly since 2021.
· Data is arguably old - the statistics and examples in the paper (e.g., Romanian Facebook/Instagram/TikTok user numbers) are based on 2019–2021 data. Those numbers are no longer accurate.
· New technologies and trends appeared - Widespread use of AI tools for content creation, influencer marketing regulations, privacy changes, e-commerce integrations (TikTok Shop, Instagram Shopping), and post-pandemic consumer shifts all happened after this paper was written.
· Marketing best practices moved on - What worked well in 2021 (content strategies, measurement tools, targeting methods) has been refined or replaced.



 
 
Author Credibility 
Who is the author? What are their qualifications or expertise? 
Authors affiliated with established public Romanian universities (Transylvania University of Brașov and Dunărea de Jos University of Galați). Both have management/economics faculties. It is the 15th edition of the International Management Conference organized by the Faculty of Management at Bucharest University of Economic Studies (one of Romania’s top economics universities), in partnership with SAMRO.


 
Reliability 
Is the source reliable? Why? 

Yes, as this is a legitimate academic source, not a blog, predatory journal, or unverified website. It comes from a recognized university-organized conference with an international review committee. Official conference proceedings with DOI: 10.24818/IMC/2021/05.10. Indexed in RePEc/EconPapers (a respected academic repository) and standard academic conference peer-review process (not as rigorous as top journals, but still reviewed).




