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How did you find this source?
I found this source by searching Google Scholar. I used search terms such as “social media marketing”, “business promotion”, “small businesses” and “Pakistan”. I reviewed several results and then opened this article through the Springer Nature website. I read its title, abstract, introduction and conclusion to check whether it was relevant and understandable
Why did you choose this source?
I have picked this source because it discuss about how the small and medium sized enterprises can use social media marketing effectively so that they can get more visibility, get in touch with their customers as well as support their business growth. It's relevant since it provides insights into startups in Pakistan, which helps me more easily apprehend the business context. Another advantage of the study is that it pinpoints technological knowledge and infrastructure that businesses should make the best use of in social media marketing.
Is it relevant to the topic?
Yes. It specifically highlights social media marketing and sheds light on ways how companies use Facebook, Instagram, WhatsApp, YouTube and LinkedIn for product and service promotion, customer engagement, and wider reach to customers.
Is this a useful article? 
Yes. It offers insights from a survey of 386 startup owners in Karachi. The fact that its results indicated that technological knowledge and compliance with existing business activities and infrastructure encourage the use of social media marketing confirms this. Additionally, it offers recommendations on digital training and investment in adequate digital social media.
Is this an academic source?
Yes. It is an empirical research article published in an academic journal. It contains an abstract, literature review, theoretical framework, research methodology, results, discussion, conclusion and full reference list.
When was it published? Is it recent enough? Why?
The article was published on 28 February 2025. It is recent enough because social media platforms and digital marketing tools change quickly. A 2025 article reflects current business practices and recent technological developments more effectively than a much older source. The article’s recent publication also makes its findings relevant to businesses operating in the present digital environment.
Author Credibility
The article was written by Arsalan Ahmed, Sara Rashid, Norizan Mat Saad, Muhammad Waqas Rana, Ikhtiar Ahmed Khoso and Zeshan Ahmed.
Arsalan Ahmed, Sara Rashid and Muhammad Waqas Rana are faculty members at the Faculty of Business Administration, Iqra University, Karachi. Norizan Mat Saad is an Associate Professor at Universiti Malaysia Pahang Al-Sultan Abdullah (UMPSA) under Faculty of Industrial Management at UMPSA. Mr. Ikhtiar Ahmed Khoso is a Director of the Center for Entrepreneurial Leadership & Incubation at Sukkur IBA University. Zeshan Ahmed is affiliated to Putra Business School Malaysia.
They have experience in academic and business positions, which represents expertise in the areas of business administration, industrial management, entrepreneurship and business research. They also contributed to the research design, methodology, data analysis, reviewing and preparation of the article. Therefore, they have suitable expertise for research about social media marketing and small businesses.
Reliability
It is considered a reliable source since it was published by Springer Nature, which is a professional academic publisher in the Journal of Innovation and Entrepreneurship. The journal adopts a single-blind peer-review model, that is, the academic reviewers assess the research before it is published. The journal is also indexed in reputed academic databases such as Scopus, DOAJ, EBSCO, ProQuest and Google Scholar. The research methodology is clearly explained in the article. It employed quantitative survey which was conducted with 386 startup owners in Karachi and adapted items from some previous studies by researchers. It also clarifies how the data were analysed and summarizes the academic citations that are used throughout the paper. The authors state that their study is limited in scope to Karachi and the age group of the participants being relatively young. The results, therefore, may not necessarily be reflective of all businesses in Pakistan. There are drawbacks to this, but the article is able to offer some credible and useful evidence of how startups in Pakistan use social media marketing.
