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[bookmark: _Toc214904120]Research and Synthesis (Task One)
[bookmark: _Toc214904121]Source 1 - Influencer marketing effectiveness: A meta-analytic review
Pan et al., (2024) is a current source published in 2024, which is essential as the evolution of influencer marketing is rapidly increasing with consumer behaviours being impacted on digital platforms. The article aligns with the research topic, examining how influencers impact consumer behaviours and purchasing decisions through trust. The authority of the article is reinforced through publication in the Journal of Academy of Marketing Science, a peer-reviewed journal and written by established researchers with several published papers and academic background in marketing research. The accuracy of the source is supported with research over 251 papers utilising a wider range of evidence, alongside author knowledge in marketing. The purpose of this source is to understand the effectiveness of influencer marketing formed from an academic perspective. 
[bookmark: _Toc214904122]Source 2 - Social media influencer marketing: foundations, trends, and ways forward
Joshi et al., (2023) is a current source published in 2023, reflects the article remains current, following along with the theme of trends in modern marketing. The article examines trends, development and future direction on influencer marketing, being highly relevant to the research topic and understanding on the evolution of digital marketing strategies. The authority of the article is supported by its publication in Electronic Commerce Research, a peer-reviewed journal. Alongside, the article written by respected and expert authors in digital marketing. This academic article is based on research from over 200 literature reviewed articles, detailing information supported by extensive credible research. The purpose of this article is to provide an overview of adapting to social media trends and future direction of influencers in marketing from an academic perspective, alongside future opportunities on identifying future research on the topic.
[bookmark: _Toc214904123]Synthesis
Similarly, the sources highlight influencer marketing and its effectiveness and growth on consumer behaviours but approach the topic from different angles. Whilst Pan et al., (2024) demonstrates influencers have significant impact on consumer behaviours and purchase decisions. Alongside, building connections with followers and establishing trust, credibility of the information provided and authenticity. In contrast, Joshi et al., (2023) measures how influencer marketing is developing and the future direction on influencer marketing, by examining trends and technology that will re-shape marketing strategies. Complimenting each other in combining research on influencer marketing and agreeing that influencers are a crucial component in modern business and digital marketing, driven through trust and engagement. Furthermore, similarly displaying insights on how the topic is shaping marketing for the future.
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[bookmark: _Toc214904125]Essay (Task Two)
Influencer marketing has become a central part of modern marketing, shifting from being optional to a core tool used throughout digital marketing (Digital Marketing Institute, 2025). Consumers are increasingly relying on social media for information and recommendations on purchase guidance, combining relationships built on trust between influencers and followers, significantly playing a crucial role in shaping the effective use of influencers (Pan et al., 2024). Research highlights influencer marketing has become the future of modern marketing for businesses to digitally promotion, increased visibility and creating strong brand to consumer relationships (Joshi et al., 2023). However, research may suggest that influencer marketing can be an effective approach for modern marketing (Leung et al., 2022), there are considerable challenges that present with the evolution of technology in virtual influencers (Mouritzen, Penttinen and Pedersen, 2024), where followers question the authenticity, trust and brand reputation. 
This essay will critically analyse the effectiveness and its significant growth on influencer marketing for businesses to utilise as a tool to build relationships with its consumers. It explores how human influencers can build emotional connections with their audience and how different factors can influence consumer purchase behaviour and contribute to brand loyalty. With further examination on the evolution of virtual influencers, evaluating the advantages alongside the risks it poses to authenticity, ethical concerns and consumer trust. Ultimately, evaluating the benefits of influencer marketing and outweighing the disadvantages and risks on influencer marketing.
Digital marketing is increasingly popular in the marketing sector due to continuous technological advancements and aims to appeal to a wider demographic audience with many digital platforms that exist today (Kingsnorth, 2022; Largo, 2024). Although consumers actively avoid traditional digital advertisements, due to feelings of being overwhelmed and privacy concerns (Schomer, 2021), they continue to actively engage with influencers content on platforms such as YouTube, Tiktok and Instagram (Hassan and Ahmed, 2022). Voluntary use of digital platforms increases engagement and opportunities for persuasion and reduces resistance from consumers (Gomes, Moreira and Ometto, 2022). 
Rachmad, (2024) supports this by stating the change within the marketing practice to include influencer marketing in modern business is an effective way of building relationships, engaging in the trust and sense of connections made with their audience to create long term brand loyalty. Alongside, Pan et al., (2024) supporting this argument through a meta-analysis review actively demonstrating that influencers reflect positive attitudes influencing the consumers purchase decision, due to the followers perceiving them as credible and authentic. 
The trust followers established with influencers, operates as a form of digital word-of-mouth marketing, as micro-influencers build their community are often perceived as genuine rather than paid advertisers (Li et al., 2024). Additionally, Joshi et al., (2023) agrees by discussing the development of technology and future direction of social trends in influencer marketing, can influence the marketing strategy for businesses, further demonstrating the effective use of influencer marketing. As a result of this, multiple sources show the advantages of influencers in digital marketing and argue that it benefits modern businesses today and will further develop to become an important factor within the marketing strategy.
Although influencer marketing demonstrates strengths in the marketing sector for the use of businesses to promote connections between the consumer and brand (Leung et al., 2022). One major issue relates to the development and future use of this marketing strategy such as the development on virtual influencers. Virtual influencers or digital avatars are CGI (Computer generated imagery) or AI generated influencers resembling humans and their behaviour and actions to capture content and depict them as humans promoting a product or service (Conti, Gathani and Tricomi, 2022).
Dondapati and Dehury (2024) argues that virtual influencers aren’t as effective as human influencers and lack genuine experiences. Thus, affecting the authenticity and trust of the content, resulting in their ability to influence consumers on purchase decisions. The absence of experience can weaken emotional connection and effectively challenging Joshi et al., (2023) methodology on future success in influencer marketing even when adapting to technological developments and trends within marketing.
Mouritzen, Penttinen and Pedersen (2024) states their agreement with Dondapati and Dehury (2024) by further stating that the use of virtual influencers pose the risk for businesses in bad brand reputation. Lacking genuine lived experiences with further risk in ethical concerns particularly when audiences may not be aware to computer generated content. Additionally, these lack of experiences may prevent audiences from forming relationships with virtual influencers, contrasting on the crucial success that makes influencer marketing effective.
Despite Dondapati and Dehury, (2024); Mouritzen et al., (2024) providing contrasting views. Gerlich (2023) argues that the use of virtual influencers has become a popular trend for brands to promote their product or services. He goes on to say that individuals have supported the use of virtual influencers due to their reliability, predictions and trustworthiness. Suggesting that virtual and human influencers can complement each other when implementing marketing strategies.
Regardless of such benefits on the use of influencers and virtual influencers having positive impacts, creating reliable predications and building relationships with followers (Leung et al., 2022; Gerlich, 2023; Joshi et al., 2023; Pan et al., 2024; Rachmad, 2024), growing concerns have arisen on influencers prioritising financial gain, damaging the relationship and weaken authenticity (Cheah, Koay and Lim, 2024). Similarly, Wu (2022) expands on the argument, highlighting disadvantages that consumers experience inconsistency in the product that influencers recommend or advertise. Furthermore, stating that influencers simply are not interested in consumer relationship and brand reputation, which can be significantly impacted in result of the actions of the influencers the business associates with.
With further investigation in real-world insights, AU Vodka demonstrates the effectiveness of influencer marketing. Hall (2024) analyses the brand in identifying how they effectively used influencer marketing and a zero-click strategy to increase accessibility, visibility and brand awareness. This highlights AU Vodka utilising influencers within their marketing strategy reinforcing its relevancy and effectiveness.
In conclusion, although there are challenges outlined on influencer marketing on utilising brands and followers purely for financial gain and lack of loyalty to its audience. Alongside, its evolution on virtual influencers and potential risk on brand reputation and ethical concerns. Despite these challengers, a further range of supporting research outlines that influencer marketing remains relevant and is highly effective throughout modern marketing strategies. Adapting business to changes, due to technological features such as implementation of virtual influencers and evolution of digital marketing, can increase promotion to consumers. Further arguing effective use of human and virtual influencers in marketing can implement trust, credibility, brand reputation and impact consumers on a personal level. Alongside, prioritising authenticity while building relationships and minimising the disadvantages highlighted. Therefore, influencer marketing is an effective and essential role in digital marketing, which will consistently evolve and shape the future direction of influencer marketing and its effective use within businesses. 
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Real World Example

AU Vodka are an established Swansea based
brand that effectively used Influencers to raise
brand awareness and visibility.

Ben Welsh @ -
-®
48 HOURS OF STICKY TOFFEE ©

- 2.5M views across socials
- 500+ A Listers and Influencers posts
- Creative US and UK gifting 1
UK in-person influencer drops
- Teaser Send outs pre launch #4

An insane 48 hours already for the sticky toffee global launch with our
influencer marketing. €

It's been amazing to see the amount of organic influencer posts from gifting \
across the world with a reach of over 200M+! €





image8.png
Although there are challenges and risks present.
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