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Slide 2 — Introducing the Topic
Social media is one of the greatest tools that have taken the place of promoting businesses of all sizes. Apart from the traditional ads, businesses nowadays are making use of social media, like Facebook, Instagram, and TikTok to connect with its consumers straight, create brand character, and boost sales relatively at low price tag (Li et al., 2020). Such a change has been vital for small and medium-sized enterprises (SMEs), which frequently do not have the resources funds of the bigger competitors (Popescu & Tulbure, 2022). This trend was then quickened by the COVID-19 pandemic that compelled many businesses to rely on social media marketing as a means of survival during the period of physical trading closures (Effendi et al., 2020). This was the topic I decided to research for the presentation as it is relevant with my personal experience taken that many small businesses are utilising platforms such as Instagram to connect with new customers.
Slide 3 — How I Found My Source
My initial search was in the database provided by the UWTSD library and Google scholar with some of the following terms: social media marketing SME performance; social media adoption small business. This strategy follows the guidelines from Digital Skills and Academic Skills for finding reliable and peer-reviewed information. The study that caught the attention of me was a study that in particular looked at the use and effect of social media marketing on the performance of SMEs (Chatterjee & Kar, 2020).
Slide 4 — Why I Chose This Source
I selected this article because it is directly related to my research topic as well as it's published in a reputed peer-reviewed scholarly journal and it gives me the evidence-based data and not the opinion. Based on the collected data from Indian businesses (Chatterjee & Kar, 2020), the reasons for SMEs using social media to market their products and services and the impact of this are explored. These findings align closely with those of other recent studies that have also found that SMEs using social media tend to see better customer engagement and sales performance (Qalati et al., 2022; Fu et al., 2024). Some sources were too technical or overly specific to any industry and therefore were not accessible or usable for this task, while the remaining sources were written in clear academic English, and were accessible and usable for this task.
Slide 5 — Evaluating Credibility: Author
Sayan Chatterjee and Arpan Kumar Kar are academics and have authored numerous papers on information management and digital business. Their information systems research expertise helps in strengthening the credibility of the analysis, as they have the expertise to understand the impact digital systems have on business practices e.g., social media (Chatterjee & Kar, 2020). Author expertise is important as it indicates that the research has been carried out by a person who is knowledgeable about the information being provided, making it more credible than something from a non-authority.
Slide 6 — Evaluating Credibility: Date and Relevance
The date of the source is also recent, 2020, and, especially in the world of social media platforms and marketing techniques, up to date. Although this study was carried out shortly before the onset of the COVID-19 pandemic, which has altered the adoption of digital in businesses, it still serves as a very relevant baseline and the results are reinforced and corroborated in other more recent studies carried out in the period between 2022 and 2024, which all reiterate the fact that social media is significantly affecting the performance of SMEs ( Zhang & Zhu, 2022; Amegbe et al., 2023). This is an indicator that the source is still relevant and hasn't been refuted by more recent research.
Slide 7 — Evaluating Credibility: Reliability
The source is reliable because it has been published in an academic peer – reviewed journal the International Journal of information management, which implies that the research has been reviewed in advance by other qualified researchers. The study also employs a simple empirical approach, which means that the data is gathered directly from the SMEs, and not based on anecdotal claims (Chatterjee & Kar, 2020). This aligns with what would be expected of a trustworthy academic source, according to the CRAAP criteria introduced in Digital Skills, where assessing authority, accuracy and purpose are important factors to consider when determining the reliability of an academic source. The findings of similar peer-reviewed studies involving large SME samples and using the same modelling technique, namely structural equation modelling, further support this reliability and also arrive at similar conclusions (Abbasi et al., 2022; Keelson et al., 2023).
Slide 8 — What I Found Difficult
The most difficult aspect of this was the narrowing down. Though many articles talked about social media marketing, few specifically about SMEs and credible business gains and measurable results. It was also hard to determine whether it was a good peer reviewed study or a sub-impression source like an industry blog posting with hard numbers that lacked methods. It was really important for them to learn to use the CRAAP test in order to determine whether a source was reliable or not, and not assume that a source is reliable based on its professional appearance.
Slide 9 — What I Learned
This task had me learn that it's not enough to find a source, it's also important to assess its credibility. Not just taking one study as an ultimate solution, I had learned how to find out who the authors are, where the work was published, and other recent research supporting the findings (Li et al., 2020; Effendi et al., 2020). I also increased my ability to use the library database and Google Scholar to narrow my articles to the most recent peer-reviewed ones.
Slide 10 — Conclusion
To summarize, social media has emerged as a critical marketing tool for businesses, especially SMEs, aiming to effectively spread and engage with their audience at a lower cost (Chatterjee & Kar, 2020; Fu et al., 2024). Evaluating my source based on the CRAAP test, proved that it is credible, relevant and reliable and provides a good foundation for understanding how social media aids in developing businesses.


Reference List 
Abbasi, G. A., Abdul Rahim, N. F., Wu, H., Iranmanesh, M., & Ng Chee Keong, B. (2022). Determinants of SME's social media marketing adoption: Competitive industry as a moderator. SAGE Open, 12(1). https://doi.org/10.1177/21582440211067220
Amegbe, H., Zungu, N. P., & Hanu, C. (2023). SMEs social media adoption and financial and non-financial marketing performance. Management Science Letters, 13, 162–174. https://doi.org/10.5267/j.msl.2023.4.005
Chatterjee, S., & Kar, A. K. (2020). Why do small and medium enterprises use social media marketing and what is the impact: Empirical insights from India. International Journal of Information Management, 53, 102103. https://doi.org/10.1016/j.ijinfomgt.2020.102103
Effendi, M. I., Sugandini, D., & Istanto, Y. (2020). Social media adoption in SMEs impacted by COVID-19: The TOE model. The Journal of Asian Finance, Economics, and Business, 7(11), 915–925. https://doi.org/10.13106/jafeb.2020.vol7.no11.915
Fu, C.-J., Silalahi, A. D. K., Yang, L.-W., & Eunike, I. J. (2024). Advancing SME performance: A novel application of the technological-organizational-environment framework in social media marketing adoption. Cogent Business & Management, 11(1), 1–24. https://doi.org/10.1080/23311975.2024.2360509
Keelson, S., Amoah, J., & Egala, S. B. (2023). Social media integration: An opportunity for SMEs sustainability. Cogent Business & Management, 10(1), 2173859. https://doi.org/10.1080/23311975.2023.2173859
Li, F., Larimo, J., & Leonidou, L. C. (2020). Social media marketing strategy: Definition, conceptualization, taxonomy, validation, and future agenda. Journal of the Academy of Marketing Science, 49(1), 51–70. https://doi.org/10.1007/s11747-020-00733-3
Popescu, A., & Tulbure, A. (2022). The importance of social media marketing strategies for small businesses. Bulletin of the Transilvania University of Braşov, Series V: Economic Sciences, 15(64)(2).
Qalati, S. A., Ostic, D., Sulaiman, M. A. B. A., Gopang, A. A., & Khan, A. (2022). Social media and SMEs' performance in developing countries: Effects of technological-organizational-environmental factors on the adoption of social media. SAGE Open, 12(2). https://doi.org/10.1177/21582440221094594
Zhang, F., & Zhu, L. (2022). Promoting business model innovation through social media strategic capability: A moderated mediation model. European Management Journal, 40(1), 56–66. https://doi.org/10.1016/j.emj.2021.06.001

