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Task 1 – Research and Synthesis

[bookmark: _Int_NJptV8I7]Both “Influencer: The Science behind swaying others” by Cornwell and Katz and “B2B influencer Marketing” by Bennett, explore influencer marketing. Bennett discusses its ‘business’ and Cornwell and Katz explore its ‘science’.  
‘B2B Influencer Marketing’ was published in December 2024 and contains current information about the business-to-business (B2B) influencer marketing. It looks at how businesses can utilise influencers to drive their revenue and closely examines how to use influencer marketing effectiveness for business. It explores how to master your B2B marketing strategy with influencers. With over a decade of experience in the B2B industry, the author Nick Bennett, is a key figure as a marketing firms' co- founder. Published by Kogan pages, a reputable business publisher with over 50 years of experience, it has no spelling or factual errors and contains references to support its points. 
‘Influencer: The Science Behind Swaying Others’ was published in December 2020 is still current and considers the topic of influencer marketing. The book has two authors, Helen Katz, a senior vice president and global research lead in the data science practice of public media. She has a PhD in communications and a M.S in Advertising. The second author is T.Bettina Cornwell, a professor of marketing at university of Oregon. Published by Routledge, a major reputable academic publisher, the book is peer reviewed, factually correct and is supported by references.
By looking at how influencer marketing affects the B2B world, Bennett considers how businesses can build trust through partnerships with influencers, which can support brand growth. Influencer marketing is cross-generational and rapidly evolving, growing exponentially, with Bennett believing significant money still to be made. Agreeing with this, Cornwell and Katz state that marketers are putting a 10 per cent budget aside for influencer marketing, which may increase over the next few years. They consider the marketing industry to be shifting, with companies wanting to be seen to be evolving rapidly. They look at the relationship of influencers and brands, and how celebrities are no longer the only people with influence.
Cornwell and Katz argue that influencers have become major figures in marketing, as trusted, reliable and authentic people.  Influencers build a strong community in a specific niche, which they capitalise on and aim to drive sales for the business. Bennett also champions this, by saying that businesses want people who have built trust, credibility and authenticity in the industry, as well as having built a niche.  

On a worldwide level, Cornwell and Kratz believe that influencer growth in Asia is more prevalent than in the West.  Bennett also considers the outreach of global compared with local influencers and believes that global influencers are the celebrities of the influencer world. 
Cornwell and Katz classify influencers as either macro and nano, or authentic and inauthentic. Bennett doesn’t place an importance on follower size but considers it more beneficial to be an expert in your field. He argues that bigger is not always better, with the more professional B2B side of influencer marketing bringing credibility and build long-term relationships. 
While both books look at the role of influencers in marketing, they can be seen to have different perspectives.  However, they do agree that Influencer marketing is only just beginning, and predict that it will keep going, taking over an even larger share of the marketing industry. 
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Task 2 – Essay 
This essay will delve deep into the role of influencers in modern marketing. It will compare and contrast to positives and the negatives of Influencer marketing. It will look at the future and how the industry is growing. Influencer marketing plays a vital role in the way modern marketing is evolving. In order to ensure the ongoing success of campaigns, having insight into the key impactful issues surrounding this will be considered. The essay will also look at what will happen to influencer marketing with the demise of social media, and how safe are influencer without social media. It will look at the challenges with influencer marketing, authenticity, performance inconsistency and long-term sustainability. With the rapid growth of digital marketing and influencer marketing has come out as a market leader, this will be considered as to  what the future might look like for influencer marketing.


The world of marketing is constantly advancing and evolving at an ever-changing rate. Social media and online data have enabled exponential growth over the past few years in the marketing industry, and it does not seem to be slowing down any time soon, which Seth et al (2024) support. Influencer marketing can be considered to be one of the leading reasons for this. It’s estimated that companies are putting 10 per cent of their marketing budget towards influencer marketing. It is thought that this amount will grow over the next few years, confirmed by with Cornwell & Katz (2021).  For a company to remain competitive, they will need to consider the value and priority of any such investment to them. 
In 2016, the industry expanded from $1.7 billion to 21.1 billion industrially in 2023, with Bennett (2024) suggesting it’s not showing any signs of slowing down. It is this type of growth that makes influencer marketing an appealing proposition.  Signing an influencer, using good incentives, to strengthen a brands identity should be a key part of a company’s effective marketing strategy.  However, having sight of the possible risks as well as benefits will also need to run through the marketing strategy. 
Marketing has evolved its approach over the past few years to reflect a more competitive arena. With more people using ad blockers, there is a growing need for brands to collaborate with influencers for their advertisements to stand out on social media, rather than the traditional way of advertising, which Glenister (2024) confirms. However, Tobin (cited in Glenister 2024) looks at how there are challenges that come with influencer marketing. It is the requirement to constantly optimise marketing that needs to be central to a company’s marketing strategy. The hiring of an influencer is only the first part of the strategy, and a clear focus on the influencer content is key, to prevent a campaign missing the marketing brief.  One video might gain a lot of traction and get one million views, and the other may only get 100000 views, depending on how the social media algorithm distributes their content. It is important for a company to establish a system to monitor the performance of each piece of content. This will increase a company’s awareness and strengthen how competitive an influencer marketing campaign will be.
[bookmark: _Int_dxuAwbfO]Influencer marketing appears to generate more noticeable outcomes, and brands are clearly profiting from their influencer collaborations. Brands also appear to be getting a good Return on Investment (ROI) on influencer marketing. Reports have stated that for every $1 spent on influencer marketing, the brand can expect to make back around $5.20, supported by Alvarez-Monzoncillo (2022). Some influencers may have a large following, but may not drive any business to a company, there are several reasons for this. The influencer could have been popular a long time ago and amassed a large following, but now isn’t as active and would not drive any traffic to a business. Companies need to look at the number of likes and comments they are getting. If their recent post doesn’t have anywhere near the number they should, then they are probably no longer relevant and not worth using to promote a company. Also looking at engagement, how many likes and comments they are getting is key. A company needs to focus on how meaningful comments made are. By critically analysing these comments, including one-word comments and emojis, then it could mean a lack of genuine followers, and they are not likely to get people to the business, supported by Butow & Garcia (2024).
Companies need to strongly consider how safe the influencers are and their social media accounts. Gasnar (2025) explores the effect a social media ban would have on influencers, and the consequential effect on a company. Because celebrities have already built up a large reputation and might even be famous worldwide wide, they already have an established purpose within the busy arena of possible marketing.  Influencers need the platform of social media to advertise, themselves and their impact. A company needs to carefully consider hiring an influencer into a traditional marketing campaign, unless they are well established.   In comparison to a celebrity who would still maintain their relevance if social media disappeared. However, as influencers become more mainstream and they begin to build businesses and diversify outside of social media, they can protect themselves if something does happen to social media Gasnar (2025) champions this.

In conclusion, it’s obvious that influencer marketing is essential in today’s world of marketing, driven by rapid growth, changes in consumer behaviour and increased demands in authentic engagement. With benefits such as strong ROI, large social media outreach and the ability to bypass traditional advertising. It also faces challenges, such as authenticity, inconsistent performance, and unpredictable social media platforms. Influencer marketing will continue to grow over the next few years, but its future does depend on businesses marketing the correct decisions, making strategic choices, monitoring performance, and preparing for any sudden shift in the industry. The reach on social media is exponential; it has the opportunity to reach a much larger audience than a traditional campaign. When used correctly influencer marketing will continue to be a powerful tool that businesses can use.
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[image: A hand writing on a whiteboard

AI-generated content may be incorrect.][image: ][image: ][image: A black and white text on a dark background

AI-generated content may be incorrect.][image: ][image: ][image: ][image: ]




	
	
	



image3.png
WHAT IS INFLUENCER
MARKETING?2

*INFLUENCER MARKETING IS ONE OF THE MANY MARKETING STRATEGIES THAT BUSINESSES CAN
IMPLEMENT TO PROMOTE A PRODUCT, BUSINESS OR SERVICES. IT'S WHERE INFLUENCERS USE THEIR
LARGE SOCIAL MEDIA PRESENCE TO PROMOTE A BUSINESS'S PRODUCT. INFLUENCERS TYPICALLY
HAVE A NICHE WHERE THEY HAVE BUILT TRUST AND CREDIBILITY.

*MRBEAST IS A GOOD EXAMPLE OF THIS. HE HAS A FOLLOWING OF OVER 870 MILLION ACROSS
ALL PLATFORMS (CAO ET TAL, 2025). BETWEEN $500,000 TO $3 MILLION PER VIDEO

*BRANDS USE THAT TO SELL THEIR PRODUCTS. THEY TYPICALLY EITHER OFFER THE INFLUENCER A
COMMISSION-BASED DEAL, IN WHICH THE MORE SALES THEY CAN GET FOR THE BUSINESS, THE
MORE COMMISSION THEY RECEIVE. OR THEY WILL PROMOTE THEIR PRODUCT FOR A FEE.

*IT HAS THE OPPORTUNITY TO REACH A WIDER AUDIENCE AND CAN HAVE A BETTER RETURN ON
INVESTMENT THAN TRADITIONAL MARKETING FOR THE BUSINESSES.
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WHY DOES INFLUENCER
MARKETING BELONG IN
MODERN BUSINESSES?

¢ AS MARKETING IS RAPIDLY CHANGING, INFLUENCER
MARKETING IS COMING OUT AS ONE OF THE
FAVOURITES AND IS GROWING AT AN EXPONENTIAL
RATE. INFLUENCER MARKETING IS ALL ABOUT BUILDING
TRUST AND AUTHENTICITY, INSTEAD OF TRADITIONAL
ADVERTISEMENTS.

IT CAN ALSO BE CHEAPER AND MORE COST-
EFFECTIVE WITH A BETTER ROI THAN TRADITIONAL
ADVERTISING.
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HOW EFFECTIVE IS INFLUENCER MARKETING?2

Influencer Marketing is essential in today's world of marketing. And it looks like that
stake will be growing in the next few years, Seth et al (2024) support this.

AS Influencer marketing expands, more and more big name companies are beginning
to utilize it and see success, such as Google, Samsung and Sony.

.Brands are appearing to be getting a great return on investment on influencer
marketing. Reports have stated that for every $1 spent on influencer marketing, the
brand can expect to make back around $5.20, (Alavarez Monzoncillo, 2022).

Brands that aim to have long term partnerships and engage with influencers will see
higher ROI and better customer connections (Chan, 2025).
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KEY POINTS FROM MY RESEARCH TikTok

+ Influencer marketing has become a key part in modern marketing. It's been driven
strongly by the rise of social media across the last decade. Furthermore a clear shift in
consumer behaviour and the way marketing is evolving, and an increase in access to
data. Influencers allow brands to bypass the traditional sense of marketing and build
more of a stronger connection with the customer.

+ | also looked at what would happen to an influencer with the demise of social media.
We saw this in January of this year when TikTok was shut down in America. An influencer
would lose everything to a social media ban, as we saw before (Gasnar, 2025).

» If social media disappeared tomorrow, all the influencers would have no platform to
advertise on, and influencer marketing would no longer exist.
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GYMSHARK HAVE DIFFERENT LEVELS OF INFLUENCER MARKETING. YOU
CAN BE A GYMSHARK ATHLETE IN WHICH YOU ARE A VITAL PART OF THE
BRAND, OR YOU CAN JUST PROMOTE THEIR PRODUCTS.

BY GETTING INFLUENCERS TO PROMOTE YOUR PRODUCT LIKE
GYMSHARK HAVE, YOU ARE ENABLING THE MILLIONS OF FOLLOWERS
THAT THE INFLUENCERS HAVE TO SEE GYMSHARK IN EVERY POST AND
STORY THEY CREATE.

AFTER GYMSHARK DECIDED TO PARTNER WITH INFLUENCERS, THEY SAW
A 200% INCREASE IN REVENUE IN THE PAST FEW YEARS.(CHAN,2025)
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