[image: ]

Module Name: Learning in the Digital Era
Module Code: BMBM4008  
Assignment Name: Evidence of Learning 
(E-Portfolio)
Topic: The Role of Influencers in Modern Marketing
Student Name: Ilie Sbircea 
Student Number: 2414596
Lecturer: Ffion Cumberpatch
Deadline: Monday 24th of November 
23.59








Wordcount:  2000
AI Acknowledgement  
I confirm that I have not used any AI generated materials as my own work. 
I confirm that I have copies of my drafts which I may be asked to provide in evidence.



Contents
Task 1 – Research and Synthesis	4
Task 2 – Essay	7
Task 3 – Presentation	12


[bookmark: _Toc211416044]Task 1 – Research and Synthesis
CRAAP Test
The first source is an article by Zhou, Blazquez, McCormick and Barnes (2021) that reviews the use of narrative strategies among social influencers and their relationship to consumer engagement. Using the CRAAP test, the source is current, as it was published recently and reports on current trends in digital marketing. The source is very relevant, as it speaks directly to influencer communication and its impact on marketing outcomes. The authors show authority, as the article appeared in a peer-reviewed journal and its authors have extensive experience with or training in business and marketing. The content appears accurate, as it includes detailed data, clear methodology, and discussion supported by evidence. The purpose of the article is both academic and analytical, as it aims to explain how narrative strategies overcome cultural obstacles and increase trust. There appears to be little bias, as the content is balanced and cited information is robust.
The second source is an article by Abbas (2025) and looks at the general potential of influencer marketing as a modern brand communication tool. Again, the source is very current and addresses the rapid development of the vast field of digital marketing. The source is relevant as it comments on influencer marketing from a broader perspective, while also showing the potential of influencers for shaping brand awareness and consumer behaviour. The author appears to have authority, as the work appears in a multidisciplinary research journal. The accuracy also appears strong, as the paper includes examples, industry trends and discussions backed up by literature. The purposes of the article are predominantly academic, but also practical, as the article seeks to show the potential and added value with influencers for brands. Some positive bias could be present, as the article discusses the benefits of influencer marketing more than it acknowledges any limitations; however, the paper still offers credible information.
Synthesis 
When synthesising, both sources agree that social influencers are a powerful force in shaping consumer engagement. Furthermore, they both stress how social influencers assist brands in better communicating and reaching their consumers in ways traditional advertising cannot. Zhou et al. (2021) enhance this point by demonstrating how narrative strategies, storytelling, and transparency affect ways in which social influencers increase trust in followers and consumers. Abbas (2025) also builds on this point but discusses how narrative strategies translate to the overall growth of marketing communications with an increase in brand awareness and marketing outcomes. The primary difference in these two sources is that Zhou et al. focuses on communicative strategies and styles, while Abbas looks at a larger impression of influencer marketing. Collectively, and beyond their differences, both sources conclude that social influencers are effective based on their ability to reach large audiences, but also their ability to shape consumer attitudes with styles of engagement, which ultimately assists brand growth.
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The Role of Influencers in Modern Marketing
Influencers have become a critical part of the modern marketing landscape, influencing how brands can engage consumers in digital discourse. Their success has a direct relationship to how consumers' affinity shifted from more traditional advertising strategies to social media-based communication strategies focused on authenticity, relatability, and two-way conversation. The main thesis of this essay is that Influencers are a necessary and effective form of marketing in the modern context, and that their impact is largely positive for brands, if they are well thought out and planned. In discussing this topic, the 4As framework is utilised to demonstrate a clear rationale that influencers compliment brands in the scope of brand awareness, increased trust by consumers, create opportunities for measurable outcomes from engagement, while also considering some obstacles and challenges related to this specific marketing method.
The first point is influencers improve brand visibility and reach. Many brands today are struggling to stand out in increasingly cluttered online markets. However, influencers allow direct access to a community of followers who are loyal to influencers. Research has shown that influencer narratives are effective in establishing and breaking cultural and communicative barriers and thus allowing brands to more easily enter new markets (Zhou et al., 2021). This shows that influencers are essentially the "bridge" between brands and consumers that marketing campaigns aim to realise, which increases the relatability of these campaigns. Analysis of current marketing practices reveal that influencer formats work well for small and medium-sized businesses that do not often have the financial capital to allocate for traditional forms of advertising. Micro-influencers can effectively reach constraints even if audience numbers may be less overall, which helps small and medium-sized businesses save costs and build their ability to grow within the marketplace. Overall, the strategic use of influencers increases a brand's presence in the market in a much more efficient way than traditional methods.
A second strong aspect of influencer marketing is its ability to build trust. Today’s consumers are increasingly inclined to prioritise peer perspectives and consumer-generated content over messages directly from organisations. Influencers, who typically hold a unique space between celebrity and everyday consumer, offer a particularly advantageous position to enable persuasive communication. Evidence from recent research suggests that the endorsements of influencers can have a significant impact on consumer buying behaviour, particularly when the influencers share personal experiences with a product (Prajapati, 2023). This method of personal endorsement enhances authenticity and represents a different voice to the consumer, establishing credibility and effecting purchase behaviour. Additionally, credibility develops when influencers engage in regular dialogue with audiences in a transparent manner. The emotional connection that can occur between influencers and their audiences is difficult for brands to duplicate themselves, resulting in influencers being a key element of modern marketing.
Yet, challenges and limitations must also be considered. Issues associated with commercialised content, misleading sponsorship arrangements, and lack of authenticity can weaken influence for consumers. When audiences feel that influencers are only motivated by payment, engagement decreases, and the reputation of the brand can diminish. Current research warns of the potential for oversaturation; where consumers are exposed to too many sponsored posts, resulting in a weariness and scepticism (Rathod, 2022). Matching the wrong influencer to a brand can also result in poor campaign and wasted resources. The rapid growth of influencer marketing has also raised issue of regulation of online endorsements. Vulnerability of undisclosed sponsorships also diminishes trust in consumer relationships with both the influencers and the brand and can result in legal action towards influencers and the brand. 
On balance, the value of influencer marketing is intact. Many of the perceived weaknesses may be addressed with thoughtful direction and open communication that involve ethical marketing practices. Brands that choose influencers based on more than follower count and who market with an understanding of the influencer relationship and genuine communication tend to be more effective. Current empirical evidence indicates that influencer marketing can outperform traditional forms of advertising. It delivers content in the ways that align with the habits of living consumers (Liu, 2024). The functionality of interactive social media allows restaurateurs and brands to measure engagement in real time, making influencer campaigns easier to assess and improve. Empirical evidence also indicates that influencers will develop in importance in the marketing toolbox, with brands recognising the contributions influencers make to sales, public opinion, and developing long term loyalty from consumers (Arzhanova et al., 2022). The illustrated evidence supports the emerged argument in this essay that influencers will become a part of marketing strategy.
With the increased usage of short-form video content sites like TikTok and Instagram Reels, this push has become stronger. Influencers create brief and engaging content that quickly goes viral and leads users to respond. This type of marketing addresses the changing consumer, allowing marketers to be flexible to respond and remain relevant in an ever-changing digital life. The innovative form of influencer content, which varies from influencer to influencer, contributes to a marketing space that is less repressive and repetitive. Brands who exhibit thoughtful influencer marketing as part of their marketing mix in their strategy tend to create stronger brand identity and stronger consumer loyalty. Reports from empirical evidence even validate that influencer marketing is now a prevalent leverage for building brand recognition and making purchasing decisions in a digital marketing world (Abbas, 2025, Proshchenko, 2023). This lends more support that influencer marketing is unquestionable seen more positively then negatively.
In closing, the evidence suggest that influencers are a powerful and valuable method of marketing in today’s marketing. Influencers create more visibility for a brand, create loyalty through trustworthiness, and delivery content in a way that fit with consumer living now. Although limitations exist including oversaturation, transparency challenges, and authenticity the challenges can be reduced through thoughtful, care, and ethical campaign design. When influencers are used as part of a marketing strategy, they provide many advantages more than traditional advertising forms. Overall, as an argument of and from this essay, influencers are valuable marketing. Overall, they will generate how brands engage with consumers in meaningful ways now and in the future.
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Why Influencers Matter
Today

» Social media influencers assist brands in reaching a younger
digital audience (Rachmad, 2024).

* They influence consumer trends and behaviors in the online
context (Karakas & Zovko, 2024).

* Using stronger narrative techniques makes brand-related
messages more interesting (Zhou et al., 2021).

* Influencers help bridge the gap between brands and consumers
(Rachmad, 2024).

* Brands now have relationships with influencers as part of their
contemporary marketing strategies (Karakas$ & Zovko, 2024).

* More authentic storytelling leads to stronger interest from the
audience (Zhou et al., 2021).





image3.svg
                                                                                                                       Why Influencers Matter Today • Social media influencers assist brands in reaching a younger digital audience ( Rachmad , 2024). • They influence consumer trends and behaviors in the online context (Karakas & Zovko, 2024). • Using stronger narrative techniques makes brand - related messages more interesting (Zhou et al., 2021). • Influencers help bridge the gap between brands and consumers ( Rachmad , 2024). • Brands now have relationships with influencers as part of their contemporary marketing strategies ( Karakaš & Zovko, 2024). • More authentic storytelling leads to stronger interest from the audience (Zhou et al., 2021).        


image4.png
Challenges and Consumer
Reactions

+ Generation Z frequently steers clear of influencers whom they
view as disingenuous (Pradhan et al., 2023).

+ Inauthenticity and overtly commercial content damage trust
(Zhou et al., 2021).

« Misunderstandings due to insufficient sponsorship disclosure
may cause a negative reaction (Zhou et al., 2021).

+ Generation Z has an aversion to influencers promoting
products they do not even use (Pradhan et al., 2023).

roded With Disturbing Reels?
e’s Why

+ Inconsistency and disconnect between the influencer and
brand diminishes credibility (Pradhan et al., 2023).

« Too much advertising will fatigue the audience (Karaka$ &
Zovko, 2024).
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What Makes Influencer
Marketing Effective

+ Genuine content creates closer connections (Zhou et
al., 2021).

+ Awareness of culture creates more propensity to
accept messages (Zhou et al., 2021).

« Influencers should show the same values as their
followers (Pradhan et al., 2023).

+ Brands should use influencers that have experienced
the product honestly (Pradhan et al., 2023).

« Communicating consistently builds trust over time
(Rachmad, 2024).

« Influencers are still a relevant channel for companies
evolving into the digital market (Karaka$ & Zovko,
2024).
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The Rise of Social Media Influencers in Marketing
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