Task 3 – Source Evaluation:
 Jabran Hussain 24542754
 Topic chosen: The use of social media to promote businesses 
Title of source: Role of Social Media Marketing Activities in Influencing Customer Intentions: A Perspective of a New Emerging Era 
Author(s): Jamil, K., Dunnan, L., Gul, R. F., Shehzad, M. U., Gillani, S. H. M., & Awan, F. H. Year published: 2021 

How I found this source?
I uncovered this specific paper by utilising the Google Scholar database. To isolate highly relevant, peer-reviewed literature, I applied targeted boolean search strings, specifically pairing keywords such as "social media marketing activities" with "brand awareness" and "business promotion". This query immediately highlighted this article due to its high citation frequency and explicit alignment with contemporary digital corporate strategies.









Why I chose this source? 
This source was selected primarily because it bridges the gap between theoretical marketing principles and actionable business metrics. Rather than merely listing platforms, the text critically examines how targeted interactive campaigns directly stimulate brand equity and customer purchasing intentions. It is profoundly relevant to my topic as it evaluates the core mechanisms businesses rely on to transform passive social media engagement into sustainable market growth. Furthermore, its presence in a rigorously vetted database cements its academic utility, providing an empirical foundation rather than speculative industry commentary.

When it was published/recency and why I chose it: 
The study was published in 2021. Given the blistering speed at which the digital landscape shifts, historical data from a decade ago can quickly become obsolete. A 2021 publication window strikes an optimal balance; it is contemporary enough to capture the modern smartphone-centric economy and the normalization of algorithmic Web 2.0 consumer dynamics, yet established enough to have undergone rigorous peer review and academic vetting.





Author Credibility:
The article was co-authored by a team of established academic researchers, including K. Jamil and S. H. M. Gillani, who are closely affiliated with institutional business administration and consumer behavior disciplines. Their collective domain expertise is evident in the precise methodological design of the research, which relies heavily on statistical structural equation modeling (SEM) to track consumer metrics rather than anecdotal evidence. The authors' background ensures that the insights provided are grounded in established psychological and economic frameworks rather than superficial marketing trends

Reliability:
The structural integrity of this source is exceptionally high. It was published in Frontiers in Psychology, a globally recognized, high-impact, peer-reviewed journal. The text incorporates a vast literature review, meticulously cross-referencing foundational marketing theories and contemporary empirical data from other notable scholars. Because the findings were subjected to a blind peer-review panel before distribution, the data holds a degree of objective validity that popular blogs or standard business articles simply cannot replicate.







5-Minute Presentation Structure (Delivery Plan) 
Introduce topic and source
Delivery Note: I’m going to kick off the presentation by introducing my topic—how businesses use social media for promotion. From there, I'll introduce the core academic paper I chose, which is a 2021 study by Jamil and his team, to show the data backing up the topic.
Explain how you found the source
Delivery Note: Next, I’ll explain my search process. I'll talk about using Google Scholar and how I used specific search terms to clear out general internet noise and zero in on an actual, peer-reviewed study. 
Evaluate credibility (author, date, reliability)
Delivery Note: This is where I'll break down the source using the CRAAP test. I'll cover why a 2021 publication date is perfect for a fast-moving topic like social media, highlight the author's background, and explain that the journal Frontiers in Psychology uses a strict peer-review process, making the findings incredibly reliable. 
Short reflection – What did you find difficult about this task?
Delivery Note: For the reflection, I'll be honest about the toughest part: sorting through a massive wave of shallow commercial marketing blogs and opinion pieces just to find a single piece of genuine, data-driven academic research that had real substance. 
What did you learn from this task?
Delivery Note: I'll wrap things up by talking about what I got out of this. The main takeaway for me was learning how to properly look past a shiny headline and actually check a source's methodology and peer backing before trusting it.
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