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[bookmark: _Toc237871962]Task 2: TEEL Writing
Selected topic: The importance of communication in the workplace
Good communications in the workplace make an organisation more productive by making clear the responsibilities of individuals, facilitating co-ordination and helping workers to feel confident in tackling problems. Employees and managers can avoid miscommunication and duplicated work by having relevant instructions to prioritise tasks. Communication should also be bidirectional, as asking questions and giving feedback can help to identify problems in time to not impact results. Gehrau et al. (2024) reported that effective communication by managers and peers positively contributed to staff members' empowerment. This indicates that communication enables staff to self-manage but remain connected to the organisational goals. However, excessive executive communication may reduce autonomy, demonstrating that message quality is more important than volume. Organisations therefore need to develop clear and relevant communication practices that are also responsive to further enhance their employee effectiveness and overall performance.


[bookmark: _Toc237871963]Task 3: Source Evaluation and Reflection
[bookmark: _Toc237871964]Topic chosen
The use of social media to promote businesses.
[bookmark: _Toc237871965]Title of source
“Analysing the factors that influence social media adoption among SMEs in developing countries.”
[bookmark: _Toc237871966]Authors
Offiong Helen Solomon, Tom Allen and Wangari Wangombe.
[bookmark: _Toc237871967]Year published: 2024
The article was published online in April 2023 and subsequently appeared in volume 22 of the Journal of International Entrepreneurship in 2024. Therefore, 2024 is used as the reference-list year.
[bookmark: _Toc237871968]How did you find this source?
I found the source through Google Scholar. I used the search term “social media business promotion SMEs” and “social media adoption small business sales”. I looked mainly at recent academic publications and read the title and abstract of the publications. I then chose this article because it was available full-text, appeared in an academic journal and directly addressed the use of social media in small and medium-sized enterprises for business.
[bookmark: _Toc237871969]Why did you choose this source?
I selected this source because it closely relates the use of social media to promote businesses. The study focuses on the role of social-media platforms in SMEs' advertising, collecting customers' information and supporting their sales. It also reflects the importance of knowledge, experience and training in the effective use of social media by businesses.
This article was more useful than a general website as it contained original research and details of the research methods used. It also gave the statistical results and accepted the limitations. This enabled the source to be assessed instead of just being taken for granted that it was professional.
Is it relevant to the topic?
The article is very relevant to the theme as the main objective is to explore the adoption of social media by businesses. Nearly 90% of the surveyed businesses primarily advertised products or services on social media, reports the survey. It also discovered that a number of SMEs employed these platforms to reach out to customers for information. These findings directly relate to the selected topic since it shows how social media can be useful with the promotion and communication with the customers.
The source is especially important for small businesses because they may not have as many resources to use for television, print, and other traditional advertising. However, the evidence concerns SMEs in Lagos and Nairobi. The results might therefore be less relevant when applied to rural businesses or organisations in markets with significantly different characteristics.
[bookmark: _Toc237871970]Is this a useful article?
The article is helpful in that it pinpoints a number of factors that affect the use of social media within businesses. These encompass social-media tools, time spent learning and the significance given to social media in business strategy.
Solomon et al. (2024) founded that firms which considered social media important to their business strategy were four times more likely to adopt it. The study also noted that 75% of the companies sampled in Kenya and 94.9% of the Nigerian companies indicated that there was marketing of sales using social media. These results would suggest that social media is a popular marketing medium.
However, this article does not establish the direct connection between social media and a rise in sales. It gauges adoption and business perceptions, not actual revenue changes. Thus, it is more appropriate to use it for understanding why SMEs use social media, and what types of capabilities can facilitate its use.
[bookmark: _Toc237871971]Is this an academic source?
This is an academic source because it is a research article that has published in Journal of International Entrepreneurship. It is authored by the names of the authors who are affiliated with the university and published by Springer Nature. It contains an abstract, literature review, conceptual framework, hypotheses, methodology, statistical analysis, results, limitations and a complete reference list.
The article is also assigned a Digital Object Identifier (DOI). Its DOI is 10.1007/s10843-023-00330-9. These elements set it apart from blogs, commercial marketing web pages and unsupported online opinions.
[bookmark: _Toc237871972]When was it published? Is it recent enough?
The article is published in a journal volume in 2024, which falls under the preferred five-year period. It is therefore considered recent enough to discuss in the context of social-media adoption.
However, the survey data were collected in 2016. This is a significant restriction as social media evolves rapidly, and users' actions may also shift. The publication is recent, but not all the evidence is up-to-date from 2016. The source is still valuable for examining factors like learning, knowledge and strategy but more recent evidence would be required to examine current platform-specific practice.
[bookmark: _Toc237871973]Author credibility
This article was published in the University of Westminster's online journal at the time when Offiong Helen Solomon was a member of the University. Tom Allen and Wangari Wangombe were at De Montfort University. The University of Westminster recognises Solomon as a Senior Lecturer of Economics. The authors' academic affiliations and expertise are relevant in the research as it studies business strategy, technology adoption and SME behaviour.
The accuracy of information provided on this website does not necessarily reflect the views of the author. However, the authors provide a transparent research process, engage with existing literature and acknowledge the limitations of their study. All of these factors increase their credibility.
[bookmark: _Toc237871974]Reliability
There are a number of strengths to the reliability of the article. It presents primary research collected from businesses in two countries. The final analysis covered about 199 usable responses; 100 from Nairobi and 99 from Lagos. The authors describe their variables, hypotheses and statistical method. They also indicate reliability coefficients of 0.858 for Kenya and 0.803 for Nigeria, respectively, which shows good consistency in the relevant measures.
The article has some drawbacks. The sample covers only two large cities and may not represent rural businesses or SMEs in other countries. The evidence is cross-sectional, meaning that it represents one period rather than changes over time. Other results are based on people's perception of the benefits of social media. The study also assesses whether businesses are using social media to promote sales, but does not prove that social media led to a higher sale.
Overall, the source is credible and suitable to explain the reasons for the use of social media for promotion among urban SMEs. However, it should not be assumed to be an all-encompassing indicator of business success when using social media.
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