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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
Source 1: Liu (2024)
The CRAAP Test shows that Source 1 has good Currency (it’s from 2024), which is important in a rapidly changing area like digital marketing. The article describes the difference between influencer marketing and traditional forms of advertising, so it’s Relevant to current marketing strategies. The Authority of this source is genuine; it’s published in the SHS Web of Conferences, a respected publication in academia. Liu’s research shows strong Accuracy through well-written research methodology, comparative analysis, and existing literature that supports his findings. The text was presented logically, backed by data providing trustworthy results. Finally, Liu’s Purpose is solely to review and assess marketing techniques; there’s no attempt to persuade or sell anything to the reader, which means Liu is writing academically and informatively.
Source 2: Khan et al. (2023)
Using the CRAAP Test to evaluate Source 2, there is also Evidence of Currency since this source was published in 2023. Although there have been recent trending techniques regarding influencer marketing that most marketers are currently using, this study remains highly Relevant. Source 2 provides substantial evidence of the Authority of its authors because it’s published in the Global Management Journal for Academic & Corporate Studies, a peer-reviewed academic journal. The study provides Evidence of Accuracy using surveys, statistical analysis and empirical research, supporting the study’s conclusions. The Purpose of this study was also academic, and it aimed to discover and study the behavioural and marketing aspects of this form of marketing rather than promote a specific product or service.


Synthesis Paragraph
Both sources explore different views of influencer marketing. However, they approach this subject in slightly different ways, complementing one another. Liu (2024) stated how influencer marketing is superior to traditional forms of advertising by offering personal, interactive communication with consumers. Khan et al. (2022) supported Liu’s claim by providing evidence that when consumers feel engaged with a company’s message through an influencer, they will generally respond more positively. While Liu presents a broad overview of all forms of marketing, Khan et al. focus on the interaction aspect between influencers and their followers. Both sources support the growth of influencer marketing in contemporary marketing strategy. However, while Liu describes the structural and strategic differences between influencer marketing and other forms, Khan et al. describe the psychological and behavioural characteristics influencing the success of influencer marketing. Together, the two studies demonstrate how various elements make influencer marketing successful. Influencer marketing is successful due not only to differences from traditional techniques but engaging the consumer through interaction built a strong relationship of trust and engagement.
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[bookmark: _Toc211416045]Task 2 – Essay
With influencer marketing, businesses can access their target market via a more personal connection to the influencer. This personal connection may increase consumer trust as compared to the more indirect connections many businesses have with their customers when they advertise via traditional forms of advertising. Many consumers today can connect with influencers on social media. This enables consumers to see clearly what is happening between the brand and the consumer. According to Liu, the relationship a consumer has with the influencer plays a very important role in determining how much trust a consumer has in an influencer who tries to sell them a product or service.
Businesses can achieve measurable returns on their investment through consumer participation in the marketplace. As the use of influencers continues to grow, it is essential for businesses to understand how best to communicate with and trust their influencers, as well as the level of consumer trust generated using influencers. As with any emerging trend or technology, businesses must consider the effects of using influencers on their bottom line as well as the potential ethical risks involved in a highly competitive marketplace. As such, influencers help to create a more dynamic and persuasive marketing environment and provide consumers a means to receive information according to their desired needs (Primasiwi et al., 2021).
Given the dependence of modern-day consumers on social media for finding out about products, reviews and recommendations, influencer marketing is a highly effective way for brands to reach and persuade consumers to purchase products because they fit more naturally into the way people act online; i.e., looking for content that is based on others' opinions, as well as peer-like endorsements (Joshi et al., 2025). Because of influencer marketing's adoption of niche targeting, brands can identify influencers with followers that fall into specific age/gender/demographics, as well as very specific interests and values, thus allowing brands to create campaigns that are both effective and cost-effective (Joshi et al., 2025). In contrast to traditional advertising methods, which usually attempt to reach a broad segment of consumers with very little precision, influencer marketing allows businesses to directly target messages to a much more defined and relevant consumer group. Matching products to specific consumer segments is one of the largest contributors to the increasing popularity of influencer marketing and the proved effect it has on consumers' intent to purchase from brands (Al-Zubaidie and Al-balaghee, 2024).
Nonetheless, to provide an effective argument, both sides of the argument must also be addressed. While there are many advantages to influencer marketing, there are also several limitations to using influencers for marketing purposes. Particularly with people using their influence for too many different brands, critics express concerns that there is less authenticity when a consumer relies excessively on influencers to determine whether the products are quality or not; thus, when influencers become overly sponsored, followers start to lose the trust and confidence in their recommendations. The problems with influencer marketing are that there are many false claims made by influencers or misrepresentation of consumers who are vulnerable to these misleading advertisements, thus potentially creating regulatory concerns. Some of these influencers alter their follower numbers or engagement numbers when brands enter partnerships with them, thus potentially resulting in the brand being disappointed when no significant return occurs from the partnership. These issues emphasise the need for brands to be exceedingly cautious and conduct thorough assessments of each influencer they are considering working with. Brands should also ensure that the way they market themselves remains ethical and transparent (Joshi et al., 2025). Despite the numerous challenges associated with influencer marketing, the value created by these partnerships overwhelmingly outweighs the challenges; they simply reinforce the principle of strategically selecting an influencer and responsible management practices.
The last element of the 4As framework is associated with the action that companies should take based on the information gathered from the influencer marketing. Companies that seek to derive maximum benefits through influencer marketing should build long-term relationships with the influencers they work with; many have found that multiple short-term promotional efforts have less impact than ongoing long-term collaborations with influencers. The ongoing collaborations create consistency and authenticity, thereby offering more realistic product recommendations, since the followers of influencers see/product recommendations being made over time. When selecting influencers, brands should use engagement and follower interaction data in lieu of simply using the total number of followers as a basis for choosing an influencer. To maximise the effectiveness of influencer marketing, brands should use complementary digital strategies, including targeted ad campaigns and user-generated content, to enhance their marketing efforts through an understanding of the strengths of influencer marketing and minimising the risks associated with unreliable or inconsistent influencers (Liu, 2024). Therefore, when implemented appropriately and with thoughtful and strategic design, influencer marketing has the potential to evolve into a sustainable marketing practice that provides additional opportunities for influencing the purchasing decisions of consumers.
In conclusion, influencer marketing is central to the success of marketers in modern marketing because it is effectively aligned with consumer behavioural patterns; the engaging nature of influencer marketing leads to higher levels of engagement and trust development compared to traditional advertising. The authenticity of influencers, misinformation, and the credibility of influencers are valid concerns for marketers, but all these concerns can be addressed and mitigated through appropriate influencer selection, maintenance of ethical business practices, and the establishment of long-term relationships between the brands. The evidence shows that influencer marketing provides strong advantages within the current digital environment for businesses (Khan et al., 2022). To realise the full benefits of influencer marketing, businesses must understand both the opportunities and challenges of influencer marketing and adopt strategies that are responsible and effective in shaping consumers' purchasing decisions.
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Introduction

Today, influencer marketing is a very
popular marketing strategy for
businesses.

Consumers have greater faith in
influencer endorsements than in
standard ad placement.

Through influencer support, brands

quickly connect with the right audience.

Engagement and credibility are higher
when promotion is from a fellow
consumer and relatable (Srivastava
2021; Bosco 2023).
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Key Findings and
Real Example

« Follower engagement is enhanced when
influencers communicate and interact with
followers (Khan et al. 2022).

« Influencer created content is perceived to be
more credible than advertisements because it
appears to be personalised (Liu 2024).

« Influencer marketing creates trust and
influence buyer's propensity to purchase (Al-
Zubaidie & Al-balaghee 2024).

For instance, Gymshark was able to quickly
grow their brand and build a strong global
community by teaming up with fitness
influencers across Instagram and TikTok.
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Evaluation and
Conclusion

« In terms of trust, engagement and targeted outreach,
influencer marketing is very effective.

* When influencers endorse a large quantity of products
and present false or misleading content, they
compromise ethical business practices.

+ When brands strategically select and collaborate with
credible influencers, the benefits typically surpass the
challenges.

« As digital usage and behavior evolve, so will influencer
marketing.

BREAKDOWN OF KEY MARKETING EFFECTIVENESS METRICS
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