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[bookmark: _Toc214810522]Task 1 – Research and Synthesis
Source One: 
https://www.tandfonline.com/doi/full/10.1080/08911762.2024.2444492#d1e134 
This article is very current as it was published December 28th, 2024. This makes the findings relevant to the current micro-influencer trends in marketing.  This source is very relevant as it looks directly at Micro-Influencer marketing and its impact on teen consumers purchasing intentions. This article is written towards an academic audience, so the depth and theoretical framing is good for my assignment.  The information within this article is accurate as it is based on data they collected from teen participants. This shows that the findings are not based on opinions but rather based on data.   The purpose of this article is to contribute to research on Micro-Influencer marketing, not to sell a product. This makes it suitable for my assignment. 
Source Two: Sprout Social:
 https://sproutsocial.com/insights/microinfluencer-marketing/
This source is verry current being published August 25th, 2025, which makes it useful, it reflects the current trends and dynamics within influencer marketing.  This source is also very relevant as it explains what Micro-Influencers are and why they are valuable to brands. Social sprout is a well-known social media management platform. This gives the source authority within social media marketing. This source references the 2024 Influencer marketing report, however the data is partly produced by Sprout, there is a risk of selective reporting. The purpose of this source is to inform about micro-influencer marketing, However, there is a secondary purpose of promoting their tools. 
Both these sources examine the effectiveness of micro-influencers, but from different angles. The academic article written by Sweta Chaturvedi Thota Et Al talks about how micro-influencers have a real influence on brand reputation. The article found that typically what influencers say can lead to a positive on how brands are perceived by teens, and influence purchase intentions. Similarly, the Sprout Social article also highlights that micro-influencers can positively shape a brand reputation. Sprout Social explains that Micro-influencers reach more of a niche audience as they create their following around a shared interest which helps build consumers trust while also encouraging people to engage or purchase with the brand. 
However, each source provides a different insight as to why micro-influencers work. Thota et al focuses on teen scepticism, showing that the effectiveness of micro-influencers depends on their reputation. This source shows explains that when teens do not feel sceptical, its because they trust the influencer more and believe that they genuinely like or use the product. This gives them a higher influence on consumers purchase intentions. In contrast, the Sprout Social article talks about how brands can create trust between the consumer and the influencer. This article suggests that brands choose influencers who fit their brand, for example, a makeup company would choose to work with a beauty influencer, this is so that the campaign reaches their niche target audience. Using both these articles shows that micro-influencers in marketing are most effective when reputation and trust is considered 
Overall, when both the academic and industry article are used together, it shows how micro-influencers can be used effectively for marketing, however the business success depends on how they use them. The academic article shows that positive brand attitude and consumer purchasing intentions only occur when the audience trusts the influencer. The industry article supports this by showing that trust can be built through value alignment by using a micro influencer that fits their target audience perfectly. This means that micro-influencer marketing works best when the brand chooses influencers who align with their product perfectly and appear genuine to the audience. Therefore, both sources suggest that authenticity is the key to determining how effective micro-influencers are in marketing. 
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Within the last decade, influencer marketing has become one of the most influential tools in shaping consumer behaviour, particularly with the growth of TikTok and other social media platforms. Micro-influencers are typically described as a content creator with a following of 10,000 to 100,000, play an important role with influencer marketing.  Micro-influencers are trusted more than celebrities and macro influencers when it comes to recommendations, this is because they build their following depending on their niche, and they are also more personal with their followers. This essay argues that micro-influencers are the key to successful modern marketing, this is because they generate higher trust, stronger engagement, and are more relevant to brands target audience. To support this case, this essay will use a mixture of industry and academic sources. 
Micro-influencers are much more effective that macro-influencers as they generate higher levels of trust with their audience, as well as authenticity among consumers (Attah, 2023).  Micro-influencers have a smaller following, meaning that they can create a better connection, this makes the following feel more of a community. This makes micro influencers feel more relatable and trustworthy (Prohibition a, 2022).   Similarly, micro-influencers content tends to feel more genuine in comparison to macro-influencers, this makes their advertisements feel more natural (Pieter and Angelopoulos, 2024).  Followers often see micro-influencers as an ordinary person, which boots the relationship they have which overall boosts their trust. These factors make their advertisements more persuasive and increases the likelihood that the consumer will trust their judgment.  According to Thota et al (2024), the younger audience tends to become sceptical of influencers when their posts receive an unusual number of views, this is because they associate this sudden popularity with an inauthentic sponsorship. Prohibition (b, 2025) says that micro-influencers can be trusted up to 10 times more than macro influencers due to their close relationship with their followers.  This shows that brands will have more engagement when they use micro-influencers as they are trusted more and appear more authentic than macro-influencers. Having this higher trust also increases consumers willingness to try new products, which makes micro-influencers more effective in driving sales. Thota et al (2024) study shows that influencer authenticity is linked directly to scale, meaning that a micro-influencer has more trust from their audience. Due to this, when a micro-influencer posts an advertisement, their followers believe more that they use and like the product in comparison to a macro-influencer. This is reinforced by industry evidence which shows that consumers view a micro-influencer as ‘real people’, making their recommendations more authentic (Prohibition, b 2025). Glossier is now a multimillion brand, but it only managed to get there through the use of Micro-influencer. Glossier build a ‘cult’ like community with its blog ‘Into the Gloss”. Glossier started as a blog, they would encourage deep conversations and include users' feedback into their product development. This made customers feel heard, and they therefore used word of mouth techniques to promote the brand (Extole, 2022) (Nain, 2023).
Micro-influencers generate higher engagement rates that macro-influencers which makes their content more persuasive and impactful.  Micro-influencers typically have a stronger relationship with their audience, and they can maintain a personal connection with their followers by responding to comments or DM’s (Gasner, 2025). This consistent communication builds community and trust as followers feel recognised. However, macro-influencers receive thousands of messages and comments per day making it nearly impossible to communicate and build this level of trust with their audience (Annette, 2025). This difference is significant for marketing as the community-based engagement that micro-influencers can offer leads to loyalty, higher engagement levels and overall higher brand endorsements (Reservio, 2024). Overall, if a brand wants to reach their target audience the better option would be micro-influencers. They have a better connection with their audience, which makes them trusted more. 
Micro-influencers offer a brand better value for their money while allowing them to reach a niche audience. Micro-influencers typically charge much less than macro-influencers or celebrities, and they may even offer to do an advertisement for free products (The Country Content, 2024).  Brands can partner with several micro-influencers for the price of one macro-influencer, allowing them to reach a broader yet more targeted audience (Team insightIQ, 2025).   Micro-influencers niche allows a brand to reach a more relevant and interested audience, whereas a macro-influencer typically has a variety of followers. This makes using a macro-influencer harder when a brand wants to reach a more specific audience (Reservio, 2024).  However, Macro-influencers can still provide immediate and wide exposure which makes them powerful for brand awareness (creativeformore, 2025). Despite this, micro-influencers are still the clear option for marketing as they produce authentic content. This authentic content can be reused by brands across their own social media platforms to save on costs while keeping a natural and trustworthy feel (Babbington-Fowles, 2024). Overall, while macro-influencers can be used to create an immediate awareness for brands due to their higher following, micro-influencers typically offer a better return on investment.  This is down to their cost effectiveness, and their ability to target a niche audience. When a brand uses micro influencers, they have the ability to work with several micro-influencers for the price of one macro-influencer whilst also saving money. 
Micro-influencers offer brands a combination of authenticity, trust, engagement and better return on investment. The smaller communities that micro-influencers have allows them to build a personal relationship with their followers which helps make recommendations feel more personal in a way macro-influencers often can not achieve. Having this level of trust manifests itself into higher engagement rates as well as more persuasive advertisement. Both industry and academic evidence shows that micro-influencers work better for brands as typically they cost less making brands have a better return on investment. Overall, micro-influencers offer a more efficient marketing approach, providing brands with stronger engagement, niche markets and better return on investment. 
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