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My academic skills have increased over this course. At the beginning, I had only a basic understanding of researching, Harvard referencing, and using digital tools. I often didn´t know how to begin a task and felt frustrated, but the learning in the Digital Era module guided me. I learned how to analyse and evaluate resources using the CRAAP test (University of Wales Trinity Saint David, 2025), structure essays and presentations, make my writing clearer, and use different software confidently. They are important for professional life because clear communication, accurate research, and digital confidence are essential in workplaces where reliable information is expected.
[bookmark: _Hlk215851032]A new ability I learned is how to reference using the Harvard style (Ellis, 2025, slides 2-40). In the past, before studying this module, I did not realise the importance, because I did not use to reference properly; now I understand that it helps me to prevent plagiarism. I give credit to someone else's idea, and support my arguments by quoting, paraphrasing, and summarising; using the correct citation in text and the reference list at the end of my work (Ellis, 2025, slides 10-12). When I started this course, referencing was confusing, but my confidence increased by practising. This ability is important in university and in jobs where getting the correct information matters. 
Additionally, I learned that using the CRAAP test helped me to know if the source is trustworthy by checking if it is updated, relevant, to know who the author is, if I can verify the information, and the purpose of writing the text (University of Wales Trinity Saint David, 2025). I used to select the first information that I found on Google, but now I know what information I have to choose. This has made my work more reliable and taught me that research is not just about finding information, but about finding the right one. For example, when I was doing my first essay, I found many articles that didn’t meet the criteria because they weren’t updated, so I chose the updated ones, where I could check the author, relevance and the other criteria.  This is important in my university work and especially in accounting, where the decisions I make need to be based on trustworthy information to avoid mistakes.
Although I have not used AI very much because I am concerned about academic dishonesty, it has supported me by explaining difficult words, giving me simple terms and examples. AI is useful for learning, but it is not accurate, so it is necessary to understand the importance of critical thinking and doing my own work, so I can really learn and develop by myself. I learned to use AI by checking the information it gives.
To find enough information for my assignments was one of my first difficulties. So, I started feeling desperate, but my lecturer explained how to use keywords in the university resources, such as the online library and Primo Research Assistant. This taught me that research requires patience and strategy, and I finished my assignments, which is a success for me. 
Another obstacle was doing my first presentation because I was scared of speaking in public. After reflecting on my experience using Kolb’s Learning Theory, I realise that I don’t need to memorise everything (University of Wales Trinity Saint David, 2025). I will develop my presentation abilities by dedicating time to practice, as a result, it will help me to engage the audience, having visual contact and not reading from my notes. I feel more confident creating slides and preparing for speaking tasks (University of Wales Trinity Saint David, 2025). 
One personal goal for the future is to apply all I have learned and the skills I have gained throughout my university journey to my professional life. I want to keep improving my academic, digital, and communication skills, as they will support my success and help me to become a confident professional.
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APPENDIX
I have created a Microsoft Excel book which helps me with the CRAAP Test.
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I read every single source, highlighting the most important information.
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Then in my notes, I synthesise, paraphrase or summarise the information.[image: ]

With my presentations and all my writings, I made a plan. It was a useful guide for my writing. [image: ]
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Abstract: Social media marketing has become a crucial component of contemporary business strate-
gies, significantly influencing brand visibility, customer engagement, and sales growth. The aim
of this study is to investigate and determine the key factors guiding customer attitudes towards
social media influencers, and, on that basis, to explore their effects on purchase intentions regarding
advertised products or services. A total of 376 filled-in questionnaires from an online survey were
analysed. The main characteristics of digital influencers’ behaviour that affect consumer perceptions
have been systematized and categorized through a combination of both traditional and advanced
data analysis methods. Structural equation modelling (SEM), machine learning and multi-criteria
decision-making (MCDM) methods were selected to uncover the hidden dependencies between
variables from the perspective of social media users. The developed models elucidate the underlying
relationships that shape the acceptance mechanism of influencers’ messages. The obtained results
provide specific recommendations for stakeholders across the social media marketing value chain.
Marketers can make informed decisions and optimize influencer marketing strategies to enhance user
experience and increase conversion rates. Working collaboratively, marketers and influencers can
create impactful and successful marketing campaigns that resonate with the target audience and drive
meaningful results. Customers benefit from more tailored and engaging influencer content that aligns
with their interests and preferences, fostering a stronger connection with brands and potentially
affecting their purchase decisions. As the perception of customer satisfaction is an individual and
evolving process, stakeholders should organize regular evaluations of influencer marketing data and
explore the possibilities to ensure the continuous improvement of this e-marketing channel.

Keywords: social media marketing; influencer marketing; customer satisfaction; behaviour intention;
purchase intention; structural equation modelling; PLS-SEM; machine learning; MCDM

1. Introduction

Social media influencers, also referred to as digital influencers, online influencers or
internet influencers, came into prominence at the beginning of the 21st century, during the
transition from the early Web 1.0 environment to the collaborative Web 2.0 era.

[2]. The rise of social media has turned influencer marketing into a

preferred tool for brand awareness and sales promotions.
The COVID-19 health crisis has been one of the catalysts for technological advance-
ments in marketing strategies. As people spent more time online due to lockdowns and
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                    The Role of Influencers in Modern Marketing Evelyn Ramirez Influencer marketing frequently aims for large numbers of followers, but authenticity should be the primary objective. (Ilieva et al., 2024).
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                                     Who are influencers and why does influencer Marketing matters?    Influencers are individuals who can shape followers’ decisions and have built audiences through their content (Enke & Borchers, 2019). - Major business strategy. - Influencers shape consumer decisions. - Reach wider audiences.
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                                            Real - world Examples The influencer 420doggface208 shared a video on TikTok where he was skating while drinking juice and listening to Dreams by Fleetwood Mac (Savage 2020).       The famous TikToker Khaby Lame, who has over 160 million followers, partnered with Pepsi in 2022 to promote Nitro Pepsi.
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                                       Key Insights from my research? - Parasocial interaction. - Authenticity. - Online presence and brand perception. - Reach versus higher engagement. - Ethical Concerns.   
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                             Evaluation: Benefits and Problems    - Benefits: High Engagement, viral potential, strong trust - building, and effective persuasion of customers. - Problems: Risk of dishonesty, fake followers harm product; misleading content. Conclusion
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                                       Effectiveness of this approach - Authentic content follows the AIDA model: Attention, Interest, Desire, Action. - Emotional connection. - Credibility. - Following the Code of Non - broadcast Advertising (CAP Code)   
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