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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
Two of the most recent research articles on influencer marketing by Leung et al. (2022) and Bosco (2023) show how important and growing a part of the marketing mix influencers are today, as well as why organisations are beginning to utilise influencer marketing. Both articles are evaluated using the CRAAP Test with their strengths and weaknesses highlighted. The article by Leung et al. (2022) is recent due to publication within the last few years after the rapid growth of the influencer marketing field, and the information in this article is relevant to the topic in that it details how influencers can affect consumer behaviour and what influences the success of an influencer campaign. The authors, who are well-respected academics, published the article in one of the most prestigious journals in their field, which adds to the credibility of the research. Empirical evidence was presented, including detailed methodology, clear discussion of purpose, and the accuracy of the research findings was determined by detailed data analysis. The only limitation is that the research focus was on specific segments of the market.
Bosco's (2023) doctoral dissertation is also relatively new and, like Leung et al. (2022), contributes new information to our understanding of influencer marketing. This include how using influencers can assist in establishing customer loyalty, which is a major element of a modern organisation's marketing strategy. Due to being completed under doctoral supervision, Bosco's work has a level of credibility due to the supervision as well as having conducted extensive research on this topic. The only possible difference between the two articles is the validation of the information within Bosco's dissertation; generally speaking, dissertations are not as rigorously examined as articles published in peer-reviewed journals. Bosco's dissertation was based on a combination of qualitative and quantitative data; the stated purpose was well defined, and the contextualised statement of the research can further assist in developing an understanding of influencer marketing in an international business environment. While Bosco's dissertation presents a comprehensive understanding of the topic, the limitations could arise from the sampling methods used to identify his sample population.
The synthesis of the two articles presented in this review points out the area in which both articles present similar viewpoints. Both articles provide evidence that influencer marketing has a substantial impact on shaping how consumers perceive brands and how they will ultimately purchase products. Leung et al. (2022) focus on the influencer's ability to influence their audience by utilising trust, relevant connections, and an emotional bond with their audience, while Bosco (2023) expands on the influencer's ability to foster loyalty among customers through developing long-lasting and mutual relationships with their audience, rather than just selling products. The major difference between both articles is how Leung et al. are measuring influencer-marketing success based on marketing metrics (i.e. how many views did they get on Instagram), while Bosco is emphasising developing strong customer-loyalty relationships internationally through utilising influencers. Together these two articles provide an overall picture of how a company can build long-lasting, loyal relationships with customers through influencer marketing, as well as helping the company develop a successful short-term approach to building their brand. Ultimately, the two articles demonstrate that the role of influencers in modern marketing is complex and multifaceted. This is evident from the combination of information presented in both sources that provides an overall understanding of the relationship between influencers and businesses.
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Influencers in digital marketing have rapidly become very important in how consumers connect with brands. The role of an influencer is becoming more significant because it acts as a bridge between a brand and its audience, helping create perceptions of the brand while assisting consumers in making better purchasing choices and developing long-term relationships with the brand. This essay presents evidence that influencer marketing is a very effective way to market products today, as it creates new levels of trust between the consumer and the brand, increases the precision of targeting, enhances the level of engagement than traditional advertising methods. At the same time, influencer marketing presents challenges related to people's inability to believe in the credibility of influencers due to the number of similar people promoting similar items to them. Using the 4As model of advertising as a framework, this essay establishes a clear position and supports it with evidence from the literature.

This essay concludes that influencers represent a unique blend of authenticity and persuasive power, which encourages many brands to pursue influencer marketing over traditional means of promoting their products. Many influencers establish personal bonds with their followers; this bond creates trust that becomes an advantage to brands trying to gain credibility in competitive industries. Research shows that when influencers are considered authentic and knowledgeable, they can substantially impact consumer attitudes and increase brand loyalty and purchase intent (Bosco, 2023). Furthermore, research also shows that influencer recommendations resonate with consumers because the influencers frequently have a greater level of similarity with their audience than do traditional brands (Liu, 2024). By establishing a personal relationship with the consumer, influencer content is more likely to capture consumer's attention than are traditional forms of digital advertising. Research demonstrates that influencers are viewed as opinion leaders in Digital Communities, which shape trends and encourage brand loyalty and product adoption through the authority they exercise over their followers (Bilovodska and Kulik, 2020). In combination, these findings suggest that influencers can create and maximise their influence over the success of modern marketing efforts.

Evaluating this phenomenon supports the argument that influencer marketing yields effective outcomes across multiple consumer categories. One key reason is that influencers can identify their audience with greater accuracy than traditional mass-marketing methods because their areas of concentration are often defined by interest, lifestyle, or other demographic characteristics. This hyper-targeted approach enables brands to efficiently communicate with a receptive consumer base, therefore maximising efficiency and impact (Leung et al., 2022). A second reason is the emotional engagement created by influencers. With personal storytelling, product reviews, or simply looking and living well, followers feel a connection with influencers, creating an emotional attachment, which increases the persuasiveness of the influencer marketing message (Hugh Wilkie et al., 2022). In addition to increasing the overall effectiveness of influencer marketing messages, emotional engagement generates increased interaction via discussions, comments, and sharing, which ultimately increases brand awareness and visibility. Finally, influencers are instrumental in helping to build long-term loyalty between brands and customers in competitive global markets (Bosco, 2023). The benefits demonstrate how influencer marketing provides brands with strategic opportunities for growth that traditional advertising methods struggle to match.

As such, influencer marketing has many advantages; however, the numerous limitations of influencer marketing must also be addressed. At present, one of the major challenges affecting the success of influencer marketing is the increasing level of scepticism that younger generations hold toward influencers and brands. Research indicates that the reason many members of Generation Z are sceptical towards both brands and influencers stems from their recognition that a large percentage of influencers' social media posts are, in fact, paid advertisements. As such, many Generation Z consumers may choose not to engage with brands or influencers if they appear to be inauthentic or overly commercialised (Pradhan 2023).

Oversaturation of promotional content produced by influencers through social media has become a challenge due to the increasing number of individuals entering the influencer marketing field. Because of the increasing size of the influencer marketing platform, both brands and consumers are becoming less confident in utilising the same promotional content to drive new customers to their brand as others are, resulting in a decline in credibility for the influencer marketing industry overall. Research suggests that brands may also lose credibility with their influencer partners by partnering with too many different brands or promoting too many products, ultimately reducing the effectiveness of the influencer marketing campaign (Rathod 2022).
Another challenge brands encounter is that most influencers do not provide measurable results; thus, brands have no method of determining the true effectiveness of their influencer marketing campaigns as they are faced with inconsistent metrics and the potential of fraudulent followers. Though brands may be able to leverage the advantages associated with influencer marketing; to implement successful campaigns, brands will be required to manage the potential risks associated with authenticity, transparency and alignment with the influencer.

To maximise the benefits associated with influencer marketing, while also minimising the associated challenges, the final stage of the 4As framework provides an action plan for brands. Brands must choose influencers that closely match their target audience (based on values, audience, and communication style) to establish a high level of trust and eliminate the risk of appearing inauthentic. Influencers should also be encouraged to post authentic, personalised content in lieu of posting pre-scripted promotional messages, thereby strengthening the influencer's credibility with followers and developing an emotional connection. Additionally, brands must be transparent with consumers. Finally, companies should employ macro- and micro-influencer strategies in a balanced way. Macro-influencers offer broad visibility, while micro-influencers provide niche, high-trust engagement. By utilising multiple types of influencer marketing, brands can develop a balanced influencer marketing strategy (Prajapati 2023). Through a focus on authenticity, alignment, and measurable performance, brands can create effective, sustainable influencer marketing initiatives that meet the demands of modern consumers.
In conclusion, influencer marketing is becoming a critical component of modern marketing because of its ability to foster trust on an emotional level while delivering targeted advertising to the appropriate audience. As brands must manage multiple challenges associated with influencer marketing, including consumer scepticism and overwhelming exposure to influencer marketing messages, the potential benefits of employing a strategic approach to influencer marketing will far outweigh the drawbacks. Therefore, influencer marketing represents a unique opportunity for brands to communicate with consumers that is closely aligned with their current digital consumption habits, and thoughtful selection of influencers and transparent practices will continue to positively impact the future of influencer marketing and overall brand communications.
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Introduction: Role of
Influencer in Marketing

« Influencer marketing is now one of the most impactful
ways that businesses can promote themselves.
Influencers allow brands to target specific audiences
with greater efficiency, establish credibility, and foster
emotional ties with their customers. The importance of
this method cannot be overstated since today’s buyers
often base many of their purchasing decisions on social
media influencers(Leung et al., 2022).
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Key Research Findings

« Influencers create trust and authenticity.

« Influencers provide targeted communications.

- - ] « Influencers drive engagement.

« Challenges exist such as scepticism and oversaturation.
« Gen Z responds to authenticity more than promotion.
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Real Example & Evaluation
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« Case Study: La Roche-Posay “US Open” Campaign YOUR SUNSCREEN

Check your email to receive your

+ La Roche-Posay partnered with the US Open as its official sunscreen sponsor. &shop online.

« They provided an interactive experience for consumers to scan their skin for
sunshine damages.

« Just as La Roche-Posay used social media to educate and build trust among
consumers (e.g., Jae Gurley posted authentic TikTok videos), other brands can lear:
from La Roche-Posay in using social media to create awareness of their products
and services (Hugh Wilkie et al., 2022).

Strengths S oo 5o7
« Very engaging and credible.
« Creates awareness through actual demonstrations of skin damage.

« Works when influencers use intangible means of creating awareness of their
products.

« If the content is perceived as overly commercial, there may be a decrease in the lev|
of trust consumers have (Szakal, 2022).
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