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Portfolio Introduction:

I would like to draw your attention to this portfolio, which includes the most important tasks required in the Education in the Digital Age module. In my writing and research, I will address and highlight the understanding of the role of influencers in modern digital marketing, and how modern digital technology has changed the way brands communicate with consumers. In this portfolio, I evaluated two sources using the CRAAP test to examine the quality of each source and its relevance to the topic. Then, I analysed how the two sources align with each other through comparison and synthesis. After that, I presented an argumentative essay explaining how influencers have become an essential part of modern digital marketing for many companies in the contemporary era. This portfolio aims to demonstrate my ability to evaluate sources, construct academic arguments, and apply digital-age concepts to real-world situations. This work has helped me develop research skills, academic writing, and awareness of the importance of contemporary digital development.
· AI Usage Statement:

When I completed this work, I used artificial intelligence tools which are a form of modern digital technological advancement only as academic support tools, such as for language checking or dictionary use. They helped me clarify some ideas and improve and organize the text to ensure that I followed the academic standards required of me in writing th- assignment.
Nevertheless, all ideas, decisions, and both the initial and final formulations are entirely my own personal work and effort. I reviewed, edited, and wrote every part and every word of the portfolio myself, so that it clearly reflects my full understanding of the topic. I confirm that I did not use artificial intelligence to generate the tasks in any way. I was very careful to ensure that the final work reflects the skills I have learned and the knowledge I received from the lecturer and through self-learning, while fully adhering to academic integrity. Here, I will evaluate and review two sources related to the topic I chose to write about, which is the role of influencers in modern marketing. I will evaluate each of the two sources using the ARAAP test, followed by a synthesis paragraph explaining how the two sources support each other.
· Task 1 – Source Evaluation
· CRAAP Test – Source 1
Currency:
This article was published in 2021, and it is recent and suitable for studying the impact of modern social media in the digital age.
Relevance:
The study discusses the impact of communication through social media on corporate image, and this is directly related to the idea of influencers’ impact on brand image.
Authority:
The two researchers are specialists, and the article was also published in a peer-reviewed scientific journal, which gives it strong academic credibility.
Purpose:
It is observed that the purpose is not commercial but purely scientific, and it is clear that the study examines how digital content significantly influences the audience.

· Second Source:
Currency:
A report from the year 2025, and this is one of the most recent sources related to marketing and influencers.
Relevance:
It directly discusses the effectiveness of influencers, the growth of the industry, return on investment, and engagement rates.
Authority:
The Influencer Marketing Hub platform is globally well-known and used by major companies.
Purpose:
To provide important information for the market rather than advertising.
· Synthesis Paragraph:

The first source explains and details how communication style influences the audience’s perception, while the second source takes an approach based on presenting numbers and strong results achieved by influencers through their campaigns. When the two are combined, it becomes clear that influencers’ communication methods are effective in gaining audience trust, and the numerical data also demonstrates the success they have achieved in the contemporary reality.
· Reflection on the First Task:

In the first task, I learned how to use academic vocabulary, structure sentences, and evaluate scholarly sources. Through the CRAAP test, I learned how to determine whether a source is current, relevant to the topic, and whether it serves my research or not.
This work made me think and analyse in a more academic manner and with greater awareness, helping me distinguish between academic scientific research and commercial marketing content produced by companies.I also discovered how two different types of sources can complement each other and align through analysis, purpose, and viewpoint—especially when one source discusses the topic theoretically while the other relies on real data and statistics. Writing the synthesis and analysis paragraph increased my ability to combine ideas, broadened my thinking, and showed me how two sources can support a single argument. Overall, the first task strengthened my research skills and increased my confidence in assessing reliable information.

CRAAP Test – Source 2
Title: The Role of Influencers in Modern Marketing:

Influencers have become a powerful and effective tool in the era of modern marketing. In the present time, and with the continued growth of digital communication, most companies if not all rely on influencers to reach the audience in a realistic and noticeable way. In contrast to traditional advertising, influencer marketing relies on trust and social relationships. This article highlights that influencers have played a major role in modern marketing because they shape public perception, choose appealing content, and provide measurable and comparable results for brands. One of the most essential reasons that made influencers attract the audience’s perception toward brands is explained by Baruk and Wesolowski (2021), who state that the method used by influencers to deliver information on social media has significantly affected how people perceive and manage institutions. Research also supports that influencer communication style strongly affects brand attitudes and consumer responses (De Veirman, Cauberghe & Hudders, 2017). It has been shown that digital personalities, interaction, and communication style all together play a central and important role in shaping the audience’s perception. These findings are important for influencer marketing because influencers follow the same digital communication and marketing approach to connect with their followers, especially when influencers share a personal experience or provide an opinion about a brand. This appears natural and genuine, and it significantly increases the likelihood that followers will be influenced by their opinions. In addition to their ability to shape impressions, influencers are also capable of building strong relationships with their followers. Many consumers today prefer recommendations from influencers and public figures over traditional advertisements that we were accustomed to before, because they trust influencers as real people rather than companies. This is supported by Freberg et al. (2011), who found that audiences perceive influencers as more credible, authentic, and relatable than traditional celebrities. Followers usually feel an emotional connection with influencers through following their daily content, their stories, and sharing common personal interests. This has indeed helped brands and advertisements reach users on a deeper level. Influencers have become a kind of link between companies and consumers, as they deliver promotional messages in a human and emotionally engaging way. It is also understood that influencers deliver strong results in marketing through shaping impressions and gaining trust. The Influencer Marketing 2025 report clarified that most companies invest heavily in influencer campaigns because they achieve tangible success. The report highlights high engagement rates, significant returns on investment, and continuous year-to-year growth. According to Influencer Marketing Hub (2025), influencer marketing provides one of the highest ROIs compared to many other digital strategies. Smaller influencers often achieve better engagement because their followers show stronger loyalty and connection. These figures indicate that influencer marketing is not only popular but also generates real profit, genuine growth, and impressive results for companies. Moreover, influencers help brands deliver advertisements and promotional content to the target audience more easily and more effectively than traditional advertising. For example, a company operating in the fitness industry can collaborate with influencers in the field of sports, especially athletes or professionals. This ensures that the investor’s message and the product reach directly those who are interested in health and fitness and who regularly go to gyms. This makes the marketing campaign successful and cost-effective. Additionally, influencers understand the type of content their followers prefer, which helps companies create posts that appear natural and acceptable to the audience. Influencer marketing also faces some challenges and difficulties. For example, some influencers promote too many products, which has a negative effect and reduces followers’ trust. In some cases, influencers may fail to clearly indicate that the posts are paid, which raises concerns about credibility.
Despite these challenges, the advantages of influencer marketing outweigh its shortcomings, especially when advertisements and promotions are managed in a responsible and professional manner. In conclusion, influencers have become an essential part of modern digital marketing because they represent the audience’s perspective, rely on trust, and provide measurable results. Academic research has shown how digital communication affects public perception (Baruk & Wesolowski, 2021; De Veirman et al., 2017), and professional reports have also demonstrated the strong performance of influencer campaigns (Influencer Marketing Hub, 2025). When these studies and insights are combined, it becomes clear why growth continues through influencers and why companies rely on digital promotion through them.
· Reflection on the Second Task:

As for the second task, it is no less important than the first one because it required me to write an argumentative essay using strong arguments and evidence. Through it, I learned how to build well-structured and connected arguments that include:
objecting to certain points, agreeing with others, adding my own opinion, and sometimes supporting ideas with real examples. This strengthened my ability to think critically and developed my skills in analysing information more deeply instead of merely describing it.
I also gained a more scientific understanding of how influencers affect consumer opinion, and how their approach differs entirely from traditional marketing methods. Using academic sources, scholarly studies, and professional reports helped me present balanced and credible arguments. Writing this essay expanded my academic and scientific understanding, improved my academic writing style, and enabled me to connect theory with practice in the field of digital marketing.
· Portfolio Conclusion:

In conclusion, this portfolio has allowed me to develop my academic skills and abilities in research, accurately evaluating sources, and building strong academic arguments. This was achieved through analyzing digital communication and the role of influencers. I now have a clearer understanding of how modern digital marketing techniques function and operate. These tasks have also helped me gain skills and confidence in academic writing and in applying the concept of the modern digital age. Overall, I have made meaningful academic progress through my learning of this module over the past period, and I look forward to gaining even more knowledge.

· References:

1- Baruk, A.I. and Wesołowski, G. (2021) ‘The Effect of Using Social Media in the Modern Marketing Communication on the Shaping an External Employer’s Image’, Energies, 14(14), p.4177. Available at: https://doi.org/10.3390/en14144177

2- De Veirman, M., Cauberghe, V. and Hudders, L. (2017) ‘Marketing through Instagram influencers: The impact of number of followers and product divergence on brand attitude’, International Journal of Advertising, 36(5), pp. 798–828

3- Freberg, K., Graham, K., McGaughey, K. and Freberg, L. (2011) ‘Who are the social media influencers? A study of public perceptions of personality’, Public Relations Review, 37(1), pp. 90–92

4- Influencer Marketing Hub (2025) Influencer Marketing Benchmark Report 2025. Available at: https://influencermarketinghub.com/influencer-marketing-benchmark-report/ (Accessed: 17 November 2025).





[image: ]








[image: ]

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

image4.svg
                 What Is an Influencer ? • An influencer is a person who promotes products or companies through social media. • An influencer uses their personal connection with the audience to influence purchasing decisions. • Companies pay influencers because people trust their opinions and experiences.
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                 Advantages of Influencer Marketing  • Companies value the ability to target the right audience. • It supports the brand image and increases its promotion. • It contributes to building strong trust with customers. • It creates a personal and close relationship between the audience and the product.
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                  Real - World Example • Gymshark grew very quickly because it collaborated with fitness influencers. • The influencers provided realistic and credible workout content. • The campaigns led to increased sales and higher customer loyalty.
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                 Conclusion & Evaluation  • Influencers have helped brands reach a large percentage of their target audience. • They have strong influence because of the trust and personal connection they build with their followers. • However, success depends greatly on choosing the right influencer for the brand.
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