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CRAAP Test.
The first source reviewed in the paper is a recent study published by Farrell, Campbell and Sands (2022) in 2022 and therefore provides a current view of how Digital Behaviour is evolving. This study will provide an understanding of the role that influencers play in today’s marketing environment and how they impact consumer behaviour. The authors are credible academically qualified researchers, and the study appears in a well-respected peer-reviewed journal, The Journal of Advertising Research, which demonstrates strong authority. The method used for research was clearly defined, and analysed with statistical methods and well-supported arguments, therefore the study is accurate. The intent of this article is to identify the motivation of consumers to enable brands to develop more effective social media relationships. The article does not seek to persuade marketers; its focus is to provide information on the motivations behind consumer behaviour.
The second source analysed here is an article by Leung, Gu, Li, Zhang and Palmatier (2022) and was published in the same year as Farrell et al (2022); therefore, it is similarly current and relevant to marketing strategies used today. This article investigates the effectiveness of influencer marketing so that we can better understand the impact that they have on consumers and brands. The authors are well-respected marketing scholars, and the article has been published in an extremely credible academic journal; The Journal of Marketing, therefore it is widely regarded as one of the most credible journals concerned with marketing studies. The authors of the article produced a very accurate meta-analysis which means it reviewed and combined the results from many other studies to arrive at reliable conclusions. The objective of this article is to identify when and why influencer marketing works best and presents a great deal of insight without attempting to promote any specific brand or product.

Synthesis
Combining both studies demonstrates the important and strategic role that influencers play within modern marketing practices. The first study conducted by Farrell et al. illustrates the motivations of consumers to engage with influencers by establishing that consumers are motivated by authenticity, trustworthiness, and entertainment when engaging with influencers. The second study conducted by Leung et al. broadens this perspective to demonstrate the importance of establishing trust and credibility between the brand, influencer, and audience as being key to success in influencer marketing. While both articles were focused on the psychological and relationship-based aspects of marketing to consumers, Leung et al. focussed on measurable marketing outcomes. Both articles provide valuable insights into how brands can achieve success with influencer marketing and the best way for influencers to develop authentic, credible relationships with their followers. The combination of both studies gives marketers a clear picture of the motivations that drive consumer behaviour, as well as the overall effectiveness of influencer marketing.
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The Role of Influencers in Modern Marketing

Influencers have taken up so much of marketing these days and they have been utilised by loads of companies and brands to promote their sales and products. This essay states that, in order to be as successful in the modern day of marketing, the influencer must play an important role because they appeal to the consumer’s interest, they possess strong influence over the people they are engaged with, they help consumers make purchasing decisions with their positive recommendations, and they create emotional bonds (memory-evoking) between consumers and brands. The 4As framework (Attraction, Authority, Assistance, and Attachment) provides the framework for discussing how influencers help marketers successfully communicate with consumers in this age of digital technology. The references used for this discussion come from academic sources, which will provide evidence that influencers do not represent only a digital person, but also serve as a strategic marketing tool through which brands can impact the buying behaviour of consumers. (Leung et al., 2022)
In the 4As framework, the "A" in Attraction describes how the influencer appeals to the target market. Influencers use their relatable content, personal stories, and consistently engaging with their audience to create an attractive method for connecting with a target market as opposed to using traditional advertising methods. Research indicates that when consumers view the accompanying materials provided by influencers, they may be more likely to be entertained, motivated, or connect with the influencer on an emotional level. This emotional appeal allows the influencers to stand out among many competing sources of information online. In addition, research by Farrell, et al. (2022) supports the concept that when consumers find an influencer's message, it is authentic, relevant to their situation; hence, consumers will engage with the influencer. Influencers' unique ability to command consumers' attention has led to their growing importance to marketers in today’s world. (Farrell, Campbell, & Sands, 2022). The second component of this framework is Authority. Influencers are characterised as perceived authority figures or experts in their respective communities and fields. The community usually perceives the influencer's opinion on relevant topics (ex. Fashion, Fitness, Beauty, Technology) and considers them to be credible sources of information. Furthermore, since influencers are viewed as authorities, many followers will tend to believe that the products and services they recommend are of higher quality than similar advertisements that appear in traditional media channels, especially those that do not feature someone who is perceived to be an authority in the juvenile space. According to Campbell and Farrell (2020), different forms of authority can be associated with different categories of products or services; thus, when an influencer has social, cultural, or professional authority related to a specific category of product/service (e.g., fitness), they will have greater persuasive power in promoting/advertising those types of products. Therefore, audiences are more inclined to trust the claims made by influencers regarding a specific product or service if that influencer possesses social, cultural, or professional authority associated with that same product or service. Furthermore, Belanche et al. (2021) found that when there is a strong similarity between the influencer and the brand or product, the followers will have even more confidence in their purchasing decision based upon that recommendation. Therefore, an influencer's authority is a primary reason for shaping consumer behaviour towards marketing messages. (Campbell, & Farrell, 2020; Belanche et al., 2021). 
The third component of the model, Assistance, refers to the way in which influencers assist consumers to identify the best options for making informed purchasing decisions. As consumers are constantly inundated with so many choices within the digital marketplace, they often become confused and require assistance from influencers regarding the product the consumer would like to purchase, where to purchase the products, and which brands are trustworthy. Leung et al., 2022). According to Leung et al., 2022, "the impact of influencer marketing on a consumer's purchasing behaviour is made greater by providing the consumer with specific useful information that facilitates decision-making." Thus, the amount of interaction between an influencer and their followers (Khan et al., 2022) increases followers' perception of the value of an influencer's recommendations as they feel they can ask questions and receive personalised assistance from the influencer. Therefore, an influencer provides practical resources to consumers, enabling them to build their confidence in making purchases of the product being endorsed. (Leung et al., 2022; Khan et al., 2022).
In addition, the highest level of interaction produces strong attachment between influencers and followers. Followers feel connected to the influencers they follow because they communicate about their lives and experiences through social media, as well as producing a sense of community among followers. Due to the emotional attachment created by influencers, followers have greater trust and loyalty to influencers, and therefore they are more likely to support the influencer and the brands they recommend. Influencer marketing has grown significantly because it facilitates the development of long-term relationships versus a once and done exposure through traditional means of advertising (Srivastava, 2021). Additionally, having a strong emotional connection to a brand encourages followers of influencer marketing to develop a more frequent engagement with brands associated with their influential. When influencers create emotional attachments, audiences engage more fully with them and become more responsive to marketing.
As a result of this connection, audiences are much more likely to respond favourably to the marketing messages they receive from the influencer and form positive attitudes towards the brands being promoted (Srivastava, 2021).
Collectively, the 4As define how influencers effectively attract consumers' attention, build authority as experts in the product, assist and enable the consumer to make an informed purchase decision, and create emotional attachment as strategic partners. Academic research supports that influencers are not merely content creators. Influencers utilise authentic communication, expert guidance and long-term relationship building to promote their partners; thus, building stronger connections between consumers and brands than have ever before (Leung et al., 2022). Therefore, the Role of Influencers in Today’s Marketing is significant and valuable. Thus, as digital platforms continue to evolve, the impact of influencers will grow.
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Influencers bring unique and creative insight that
resonates with the audiences via the relationship they
build (Farrell et al., 2022)

Influencer marketing may also be effective when there is
increased engagement between influencer and audience
(Khan et al., 2022)

Additionally, research indicates that consumers will trust
and purchase from brands that they perceive as credible
when marketed by an influencer who appears to them
relatable (Leung et al., 2022).
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Dermalogica UK partnered with beauty
influencer Olivia Attwood to showcase the
Dermalogica skincare regimen on the
influencer's social media channels through an
approved post (Leung et al. 2022).
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According to (Farrell et al., 2022), influencers allow,
businesses to connect with the younger generation \
of consumers, who are more likely to trust online ——
creators than traditional advertising.

When using influencers, businesses aim to create
brand loyalty through increased brand visibility and
developing an emotional connection with the
consumer (Bosco, 2023).

Influencer marketing is important because it
influences consumers' purchasing behaviour, which
is why it has become an international marketing
strategy for contemporary corporations (Srivastava,
2021).
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                                Introduction on influencers and modern businesses  According to (Farrell et al., 2022), influencers allow businesses to connect with the younger generation of consumers, who are more likely to trust online creators than traditional advertising .  When using influencers, businesses aim to create brand loyalty through increased brand visibility and developing an emotional connection with the consumer (Bosco, 2023 ).  Influencer marketing is important because it influences consumers' purchasing behaviour, which is why it has become an international marketing strategy for contemporary corporations (Srivastava, 2021).    


