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CRAAP Evaluation 
· Currency: Both articles are current as they were published in 2024, making them related to current marketing processes, especially in the growing area of influencer marketing. 
· Relevance: The focus of Rachmad’s article is on influencers in marketing campaigns. In this way, it offers insight on how influencers work with brands vs. the consumer's role. Liu's article provides an analysis to the effectiveness of influencer marketing in relation to traditional marketing. Liu's article assists Rachmad's article as it allows a grasp of influencer marketing in the context of today's marketing efforts.
· Authority:  While Rachmad's article is relevant, it doesn't provide a strong authorial or academic authority, making it more practical. The article by Liu is published in the SHS Web of Conferences, which is an academic peer-reviewed publication, which gives it greater authority as an academic source.
·  Accuracy: Liu's article is structured to a comparative analysis, showing a higher level of accuracy. In contrast, Rachmad's opinions may be offered without evidence or offer a more general experience. 
· Purpose: Rachmad's objective seems to promote the use of influencers in marketing, which may present a “positive” bias. Liu, however, has a purpose to more objectively analyse two methods of marketing (influencer marketing and traditional marketing). Liu's article presents research-based findings to be useful in determining choice.



Synthesis
Both Rachmad (2024) and Liu (2024) examine the growing popularity of influencer marketing in the modern business world. Rachmad looks at the influencers can help brands develop connections with their audience, especially across social media platforms. In the article Rachmad focuses on how influencer promote trust and encourage the consumer to take actions through personal interactions. Liu’s article included a comparison study of influencer marketing and traditional advertising and found that influencer marketing is preferable, as traditional advertising does not resonate with digital audiences. Liu highlighted as an example that influencer marketing strategy begins with an emotional connection with its followers that Rachmad articulated as an influencers' everyday role with a follower base. Liu's article supported influencer marketing is more engaging, and conversion rates were at least two percentages higher than traditional advertising examples. However, Liu offers limitations to influencer marketing, stating that it is about trends and targeting specific demographics. Liu's more critical view of influencer marketing balances Rachmad's more promotional view. In general, both articles agree influencer marketing is part of modern marketing strategies. Liu evaluates some reporting research on when and why influencer marketing works better. Rachmad mentions the use of influencer marketing in everyday marketing use.
Reference List
Liu, H., 2024. Strategies and effectiveness analysis of modern marketing methods: A comparative study based on influencer marketing and traditional advertising marketing. In SHS Web of Conferences (Vol. 207, p. 02008). EDP Sciences.
Rachmad, Y.E. (2024) The Future of Influencer Marketing: Evolution of Consumer Behaviour in the Digital World. PT. Sonpedia Publishing Indonesia.
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In the world we live in today, traditional marketing is no longer sufficient to attract and hold the attention of modern consumers. The emergence of social media has introduced a new type of marketing known as influencer marketing. Influencers are people who have developed a substantial social media following and are regarded as trusted voices of authority in specific interest areas. Their participation in modern marketing has quickly grown due to their ability to establish a more personal and authentic connection with an audience, than traditional advertising could offer. This essay will demonstrate that influencers are a key part of the modern marketing landscape because they enhance consumer awareness, provide an emotional appeal, and stimulate engagement and action. The 4As (Aware, Appeal, Ask and Act) will be discussed, in relation to how influencers reshape the way brands interact with audiences. 
To begin, influencers help their followers become aware of brands, which is especially handy for a younger audience who particularly are active on Instagram, TikTok, YouTube and other social media channels. Younger audiences now ignore traditional ad formats (e.g., television, print) that digital natives are not likely to respond to. Instead, influencers on social media can seamlessly integrate a brand message within their content, so it doesn't feel like an advertisement, but rather a friend sharing a new product. Influencers increase the likelihood that audiences will be open to learning more about new products and services. For example, micro-influencers tend to feature products within a lifestyle context, and this type of exposure generates a sense of familiarity and trust within the following (Khan et al., 2022). Brands recognise through the insights provided from influencer partnerships how visibility and reach can exceed traditional advertising, and especially benefit niches (e.g., beauty, fitness, gaming) (Srivastava, 2021). As a result, influencers are a powerful means of building brand awareness in an increasingly crowded online space.
The second role influencers play relates to emotional appeal and how it impacts positive brand impressions. Unlike celebrities who can seem cold and out of reach, influencers are often authentic and relatable. Influencer content usually comes from a real-life experience, problem, or solution, thus providing the audience an opportunity to develop an emotional connection. In fact, as this relationship builds trust, the marketing message becomes more effective. When influencers share a product story or how it helped alleviate a problem, it seems more credible than forced.  According to research, consumers are more likely to trust and purchase from a brand that is recommended by someone they follow (Gambhir and Ashfaq, 2021). In this context, influencers are also aware of how to construct content that is consistent with their own attributes, values, interests, and perspectives, thus providing an opportunity for emotional engagement. Brands partnered with appropriate influencers can benefit from effective emotional appeal and use this to develop long-term relationships with customers.
Ask is the next step in the 4As framework, which refers to an influencer' s ability to ask their followers to relate to a brand, either verbally or by making recommendations, via text ads, or comments. Influencers have a distinctively that appeals to their audience while being a bridge between a brand and an audience. Through content that engages audiences and influencer followers, such as a live video, Q&A, polls, or giveaways, influencers encourage their followers to react and respond to the idea, rather than simply watch or obstruct other ideas and thoughts about a brand. This type of participation is beneficial to the brand because it enables the collection of feedback and creates two-way communication. When influencers ask their followers for advice about a product, or to try something new, it becomes an interactive experience that conveys community. This interaction offers insight into the brands’ consumers’ preferences, and helps to establish brand loyalty (Khan et al., 2022). Therefore, influencers facilitate the shift from passive advertising to active engagement.
Finally, influencers drive the action phase, at which a follower makes a purchasing decision. The influencer promoting a product will lead to an action conversion, as the recommendation is from someone that is perceived as trusted. According to a study, followers reported that they would be more likely to try a product that is recommended by an influencer, than to act on a routine advertisement (Liu, 2024). Influencers also incorporate clear call-to-actions in their post, stories and videos, which prompt followers to buy the product, visit the brand’s website, or make use of a coupon.
Digital marketing is also evolving and expanding to include built-in shopping capability, on platforms such as Instagram and TikTok, which will allow the user to buy directly from the post or video. Overall, as the marketplace becomes more digital, influencers are expanding brands’ ability to lead followers through the consideration stage in their consumer journey, and the decision stage and beyond.
Despite the increasing influencer role, there are still critics who will argue that not all influencer marketing is effective. Influencer marketing needs more clear guidelines and is complicated by fake followers, lack of transparency and over-commercialisation. Nevertheless, brands are becoming more diligent and use data tools to research engagement rate and audience authenticity before establishing relationships (Srivastava, 2021). Also, the most successful influencer campaigns and partnerships are based on meaningful relationships with influencers rather than contractual and monetary agreements. The most important element in the consumer relationship is trust, and followers can usually sense the difference of when an endorsement is authentic versus disingenuous. Influencer marketing is developing along with regulations and standards for both the brand and consumer (Ravi Bosco, 2023).
In conclusion, influencers serve as a powerful tool in modern marketing. When applying the 4As framework influencers not only create awareness, and portray an emotional connection to the brand, they also, encourage interaction and when their followers reach the action stage, encourage them to buy and purchase as well. There may be challenges like those mentioned but the strengths of this marketing approach outweigh the risks, especially when masses of consumers are each connected to an influencer’s channel and have the option to purchase through their platforms. Influencer marketing has been able to accommodate the shift from discovery to purchase, while being a respected source of credible product recommendations. The ways influencers are connected to the consumer are unique, intimate and personal and will for some time continue to be one of the most adaptable tools in modern marketing and consumer influence.
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The Role of Influencers
I !! ! in Modern Marketing

« Influencer marketing is now at the core of how brands
communicate with digital audiences.

« Research has shown that influencers impact consumer
attitudes, trust, and consumer buying behavior (Joshi et
al., 2025).

« Social media has quickened the shift away from
traditional advertising to peer style recommendations
(Vrontis et al, 2021). Consumers are turning to
influencers for product guidance, authenticity, and
awareness of trends.
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Key Insights From
Research

« Influencers are beneficial because audiences
consider them to be relatable and credible (Leung et
al., 2022).

« Transparency (“i.e., “ad, “sponsored”) is required to
maintain credibility and steer clear of ethical issues
(Karagur et al., 2022).

« Digital consumers now expect brands to work with
influencers whose values fit with theirs, not just meet
a minimum threshold (Rachmad, 2024).

« New trends include micro-influencers, niche
communities, and long-term instead of one-time
partnerships (Joshi et al., 2025)

SOCIAL MEDIA
INFLUENCERS

Shaping Modern Markceing
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Real-World Example:
Duolingo on TikTok

Why Duolingo is a strong example

« Duolingo reimagined the brand with influencers and creator-
type content on TikTok.

« The brand actively partners with creators to create content
that, through humor, storytelling, and trends, highlights the
app in a more organic way.

« In turn, this has transitioned Duolingo's brand image from
merely an instructional tool, to a fun and culturally relevant
brand.

« Ultimately, the effect has been immense growth in
engagement, visibility, and downloads globally providing an
example of how content in line with influencer brand
persona can better align with the brand's personality (Leung
et al., 2022)





image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image2.png




