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How did you find this source?
This source was found via a trusted engine such as PubMed. I began by using broad search terms such as social media/marketing and business performance. To narrow my results, I used specific keywords like (social media) AND (brand Equality) AND (Business). I then reviewed the search results, and a factor that stood out to me was that it was highly relevant to my topic and had been recently published in an academic peer-reviewed journal.

Why did you choose this source?
I chose this source as it directly addresses my topic on how social media marketing leads to the success of a business. This article is highly relevant to my research question, as it examines the effects of social media marketing capabilities on business performance and brand equity. Secondly, I chose this source as it is a peer-reviewed journal article published in 2024, so the information is recent and credible in academia. Furthermore, the study uses original research of 326 businesses which offers evidence-based results instead of personal views, making it a valuable resource to back up my decision.

When was it published? Is it recent enough? Why?
The article was written in 2024, so it is a very recent source. This is vital as social media marketing is ever-changing and therefore, more recent research will give more relevant and contemporary evidence.





Author Credibility
The authors of this article are Sofiane Laradi, Amina Elfekair, Mahmaod Alrawad, Mujtaba Hashin, and Faten Derouez, all affiliated with universities in Algeria, Jordan, Saudi Arabia and Sudan. Their background in business, marketing and management indicates the expertise needed to conduct research in this field. 

Reliability
I believe this source is re liable as it was reviewed by Elsevier in the peer-reviewed journal, Computers in Human Behaviour Reports. The data collected from 326 companies were analysed using standard statistical methods, making the results evidence-based rather than opinion-based. 







