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The Role of Influencers in Modern Marketing

In today's digital marketing environment, businesses increasingly rely on influencers to communicate with their customers. To check whether the information on influencer marketing is reliable, I looked at two sources and evaluated them using the CRAAP Test. The first source is by De Araujo et al. (2025), which focuses on the importance of authenticity. This source is quite recent, so the information feels up to date for a topic that changes so quickly. This source is highly relevant because it examines why influencers have such a strong influence on consumer behaviour. The authors have expertise in marketing research, so the source has strong authority. What also makes it credible is that the study is supported by observed evidence, particularly research on trust and the relationships influencers build with audiences. De Araujo et al. (2025) make clear that authenticity and trust are what really shape how people respond to influencer promotions. The article exists to inform and examine influencer marketing strategies—not to sell anything—which makes it appropriate for academic work.
The second source is by Khalfallah and Keller (2025), and it examines transparency in influencer marketing. Because it was published in 2025, it is extremely current and fits today’s marketing environment well. The source is highly relevant because it explains how honesty about sponsorships affects consumers’ buying decisions. All three authors have expertise in digital marketing and e-commerce, which gives the article strong authority. The information is also reliable because the study is supported by observed evidence and analysis of consumer behaviour. Khalfallah and Keller (2025) explain that transparency in influencer advertising increases consumer trust and engagement, particularly when influencers clearly disclose sponsored partnerships. Like the first source, this article is focused on analysing influencer marketing rather than promoting products, which makes it reliable and suitable for academic use.
When comparing the two sources, both clearly agree that trust is one of the most important elements of influencer marketing. De Araujo et al. (2025) focus more on the emotional side of trust, explaining that people feel more connected to influencers when they appear genuine and relatable. This emotional connection can make audiences more open to the brands that influencers promote. In contrast, Khalfallah and Keller (2025) discuss the practical importance of transparency, such as clearly informing followers when a post is sponsored. While both sources emphasise trust, De Araujo et al. (2025) highlight emotional authenticity, whereas Khalfallah and Keller (2025) focus on honesty and disclosure as key factors influencing consumer behaviour.
Although the two sources approach the topic from slightly different perspectives, they both demonstrate that influencer marketing works best when influencers are honest and consistent. This suggests that brands should collaborate with influencers whose values align with their own, rather than simply choosing individuals with large numbers of followers. Overall, the findings from both sources show that authenticity and transparency are essential factors explaining why influencer marketing is so effective in today’s digital environment.
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Argumentative Essay on Influencer Marketing
Influencers have become a central element of how businesses communicate with consumers in the digital marketing environment. Traditional advertising methods such as television and print media are no longer as effective, particularly among younger audiences who spend significant time on social media platforms. Instead, businesses collaborate with influencers on platforms such as Instagram, TikTok, YouTube, and Snapchat to promote their products and services. Influencers build strong relationships with their audiences, which enables them to shape consumer attitudes and purchasing behaviour. According to Lou and Yuan (2019), influencer marketing is effective because audiences perceive influencers as more authentic and trustworthy than traditional advertisements. As a result, influencer marketing has become an important strategic tool for businesses seeking to engage digitally active consumers (Campbell and Farrell, 2020). The Four A’s framework—Analyse, Agree, Argue and Arrive—provides a useful structure for understanding how influencers guide consumers from initial awareness to long-term brand loyalty.
The first stage, Analyse, focuses on creating awareness of a product or brand. Influencers are particularly effective at this stage because they already have established audiences who trust their opinions. Djafarova and Rushworth (2017) found that influencers are often perceived as more relatable and credible than traditional celebrities, especially among younger consumers. When influencers integrate products into their daily routines, the promotion appears more natural and less commercialised. Furthermore, De Veirman, Cauberghe, Influencer and Hudders (2017) demonstrate that influencers with large and engaged followings can significantly increase brand visibility and shape positive consumer attitudes. This suggests that influencer marketing is highly effective in raising awareness among digital audiences. However, the effectiveness at this stage depends on the influencer’s credibility and the relevance of their content to the target audience.
The second stage, Agree, occurs when consumers begin to understand and accept the value of the product. Influencers contribute to this stage by presenting information in an engaging and relatable way. For example, a fitness influencer may explain how a supplement improves performance, making the benefits easier to understand. Lou and Yuan (2019) argue that influencer content generates higher engagement than traditional advertising because it is perceived as more personal and credible. Transparency also plays a key role in this stage. When influencers clearly disclose sponsored content, it can enhance trust rather than reduce it. This indicates that audience agreement is influenced not only by the information provided but also by the honesty of the influencer. Campbell and Farrell (2020) emphasise that selecting the right influencer is crucial, as their credibility directly affects how audiences interpret brand messages.
The third stage, Argue, focuses on persuading consumers to take action. Influencers often combine emotional and practical appeals to encourage purchasing behaviour. For instance, they may use tutorials, product reviews, or discount codes to support their recommendations. Shamim and Azam (2024) show that influencer marketing can significantly increase purchase intentions and impulse buying due to the emotional connections formed between influencers and their followers. Additionally, De Veirman et al. (2017) highlight that when there is a strong alignment between the influencer and the brand, consumers are more likely to trust the recommendation and respond positively. This demonstrates that influencer marketing can be more persuasive than traditional advertising because it combines emotional engagement with useful product information. However, excessive promotion can reduce credibility, which may weaken persuasive impact.
The final stage, Arrive, occurs when consumers develop loyalty to a brand and begin to promote it themselves. Influencers support this stage by creating online communities where followers can share experiences and recommendations. Gökerik (2024) suggests that influencer marketing can strengthen brand loyalty when consumers feel a strong sense of trust and connection with the influencer. Long-term collaborations between brands and influencers also help maintain brand visibility and encourage repeat purchases. Campbell and Farrell (2020) argue that influencers can act as long-term brand ambassadors, reinforcing ongoing relationships between businesses and consumers. This highlights the importance of consistency and authenticity in sustaining long-term customer engagement.
Despite its advantages, influencer marketing also presents several challenges. One key issue is the presence of fake followers and artificially inflated engagement, which can reduce the effectiveness of campaigns. In addition, audiences may become sceptical if influencers promote too many products, leading to a loss of trust. Shamim and Azam (2024) note that consumers are less responsive when influencer content appears overly commercial or insincere. As a result, many businesses are increasingly working with micro-influencers, who tend to have smaller but more engaged audiences. This shift reflects the growing importance of authenticity and genuine audience relationships (Campbell and Farrell, 2020). Therefore, while influencer marketing can be highly effective, it requires careful management and strategic decision-making.
Overall, influencer marketing plays a significant role in modern business communication. Through the Four A’s framework, influencers guide consumers from initial awareness to long-term loyalty. Lou and Yuan (2019) demonstrate that influencer marketing builds stronger trust and engagement compared to traditional advertising methods. Furthermore, influencers enable brands to reach audiences that are less responsive to traditional media, particularly younger consumers. By delivering authentic and relatable content, influencers help businesses strengthen relationships with their customers and improve brand recognition.
In conclusion, influencers are an essential part of modern digital marketing. The Four A’s framework explains how influencers move consumers from awareness to active brand advocacy. Although challenges such as fake engagement and loss of credibility exist, research consistently shows that influencer marketing increases trust, engagement, and brand loyalty. Therefore, influencer marketing remains a highly effective strategy when businesses prioritise authenticity, transparency, and careful influencer selection.
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