Task 3 – Source Evaluation Template 
Student Details
Name and student ID: Savko, 2530982
Topic chosen: The use of social media to promote businesses
Title of source: Using Affective Content to Promote High-Involvement Services on Social Media
Author(s): Hai-Anh Tran, Andrew Farrell, Heiner Evanschitzky, Bach Nguyen and Anna-Lena Ackfeldt
Year published: 2024

How did you find this source?
(e.g. Google Scholar, library database, google)
I found this source through the UWTSD online library and ScienceDirect. I searched for articles about social media, business promotion and customer behaviour.
I wanted a recent academic article that was clearly connected to the use of social media for business promotion. I looked at a few sources, but some of them were too general or did not fully match my topic.
I chose this article because of its meaning and the authors’ interesting approach. The article is not only about business promotion. It also looks at customer behaviour on social media. The authors explain the link between affective content and customers’ purchase intentions.
This was useful for my topic because the article shows how emotional content in social media posts can help promote high-involvement services. These services can feel risky for customers because they cannot see, touch or try them before buying. This wider approach helped me understand my topic better: social media promotion is not only about posting information, but also about influencing customers’ feelings, trust and buying decisions.

Why did you choose this source?
(Think about relevance, credibility, usefulness)
I chose this source because it fully matches the given topic. It is an academic article published in the scientific journal Journal of Business Research. The authors are fully credible.
The article explores the topic of business promotion on social media in depth. It examines how companies can use emotionally coloured words in social media posts to promote high-involvement services.
The material is useful because it explains how social media content can reduce customers’ perceived risks and increase their readiness to buy. This helps me understand that promotion on social media is not only about posting information. The style and emotional part of the message also play an important role.

Is it relevant to the topic? 
Yes, it is relevant to my topic. My topic is about the use of social media to promote businesses. This article focuses on service providers using social media communication to influence customer purchasing behaviour. It explains how affective content can help promote services and encourage customers to buy.

Is this a useful article? 
Yes, this is a useful article. It gives a clear explanation of why social media content matters for businesses. It also gives evidence from four experiments.
The article is useful for business owners and managers because it explains the idea in simple terms: emotional language in social media posts can make customers feel that the provider is making effort. This can reduce perceived risk and increase purchase intentions.

Is this an academic source?
Yes, this is an academic source. It was published in the Journal of Business Research, which is an academic journal. The source is a journal article, and it is listed as a peer-reviewed research output. It also has a DOI, volume number and article number, which makes it easier to identify and reference.
The authors also make the source credible. They work in business schools and universities, including the University of Manchester, Aston University and the University of Exeter. Their academic work is connected with business, marketing, services and customer behaviour. 

When was it published? Is it recent enough? Why?
It was published in 2024. This is recent enough because social media marketing changes rapidly. A recent article is better for this topic because businesses use social media differently over time. A 2024 source gives more up-to-date information about social media communication and customer behaviour.

Author Credibility
Who is the author? What are their qualifications or expertise?
The authors are Hai-Anh Tran, Andrew Farrell, Heiner Evanschitzky, Bach Nguyen and Anna-Lena Ackfeldt. They are connected with business schools and universities, including Aston Business School, Manchester Business School and the University of Exeter Business School. Their research is in business and marketing, so they have relevant expertise for a topic about social media marketing and business promotion. They work in business schools and universities, including the University of Manchester, Aston University and the University of Exeter. Their academic work is connected with business, marketing, services and customer behaviour. Heiner Evanschitzky, is Professor and Chair of Marketing at Alliance Manchester Business School, University of Manchester. He also has a strong academic profile, including an h-index listed in academic ranking databases. This shows that the authors have relevant expertise, so I can rely on this source more than a normal website or blog.
Reliability
Is the source reliable? Why?
(Consider journal, publisher, peer review, citations)
Yes, I think the source is reliable. First, it was published in the Journal of Business Research, which is an academic journal about business and management research. Second, the journal is published by Elsevier, a well-known academic publisher. Third, the article is peer-reviewed, which means other experts checked the research before publication. Fourth, the article has references to other academic sources, so I can see that the authors used previous research. The article also has a DOI, volume number, article number, abstract and keywords, which makes it easier to find, check and reference. For these reasons, I think this source is reliable and suitable for academic work.
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5-Minute Presentation Structure
1. Introduce topic and source 
2. Explain how you found the source
3. Evaluate credibility (author, date, reliability)  - To do so, you will need to respond to the above questions. 
4. Short reflection – What did you find difficult about this task? 
5. What did you learn from this task?

