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[bookmark: _Toc214462496]Task 1 – Research and Synthesis
Due to the growth of social media, companies have implemented influencer marketing as a part of their strategy, such as companies in the domains of sport, beauty, travel, fitness, food, pets, and games, to reach the most public possible and create loyalty with their customers based on recommendations of influencers (AW and Agnihotri, 2024). Both AW and Agnihotri (2024) and Ilieva et al. (2024) agree that the relationship between influencers and their followers creates a sense of confidence through parasocial interaction; by sharing their routine and personal experiences, followers feel as if they know them well. Moreover, authenticity is primordial in the interaction between the two parties as it increases trust and engagement (AW and Agnihotri, 2024). In addition, knowledge, appearance, and lifestyle engage audiences and help establish a powerful presence online, which reinforces both the influencers and the brand’s credibility (Ilieva et al., 2024). Nevertheless, AW and Agnihotri (2024) also examine the idea that, particularly in the beauty industry, followers may compare themselves to influencers who use filters or digital editing, which can lead to lowered self-esteem. Ilieva et al. (2024) do not focus as much on these ethical concerns, but highlight that image, knowledge, and lifestyle play a significant role in how their audience perceives influencers and how effectively they engage with followers. While Ilieva et al. (2024) centre their attention on the positive impact of the influencers, AW and Agnihotri (2024) emphasise the risk of dishonesty and its effects. An example of this is the controversial case of the famous influencer Mikaila Nogueira’s collaboration with L’Oréal, where she was accused of wearing false eyelashes in a promotional video for Telescopic Lift Mascara (Sandler, 2023). This incident illustrates how easily trust can be damaged among followers when authenticity is questioned, which can have a negative impact on the brand being promoted (AW and Agnihotri, 2024). Both studies agree that choosing the right influencer is essential for a campaign’s success. AW and Agnihotri (2024) focus on the importance of choosing influencers whose values match the company’s mission to avoid ethical problems. Ilieva et al. (2024) focus more on how influencers engage with their followers on a personal level, which helps build a big emotional connection. Complementing the, Beicher et al. (2024) add that the success of a campaign also depends on its objectives; if the goal is reaching a larger audience, macro influencers are more effective because of their number of followers, while micro influencers generate higher engagement with a specific public and can be more effective with a higher Return on Investment. All these studies show that effective influencer marketing is about building real, honest relationships that reflect the brand. AW and Agnihotri (2024) and Ilieva et al. (2024) agree that trustworthiness and attractiveness are the main factors, so the Credibility Theory and the Marketing Funnel Model can be applied in campaigns to share honest product reviews. In conclusion, influencer marketing can be a successful strategy for companies when they focus on creating credibility and attracting consumers with real content. The credibility of an influencer is essential for maintaining customer trust and preventing negative consequences. As a result, choosing the correct influencer who aligns with the campaign goals and authenticity can have a big impact on influencer marketing strategy and its effectiveness.
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Technology has advanced, creating a greater influence on people, separating them into two groups: influencers and followers (Lajnef, 2023). In the past, Communication depended on print advertising, television and radio, and companies had limited ways to capture customers' attention and interaction. A crucial change is the rise of social media influencers, who now play an important role in influencing purchasing decisions across different platforms. These influencers enhance belief in the products or ideas they support. Their trustworthiness plays a key role in helping consumers make informed choices. This essay discusses how influencers are important in modern marketing to boost consumer engagement. However, their success relies on being authentic and credible. In addition, the benefits and risks of influencer marketing are discussed using theories and examples.
Influencers are people who can shape followers’ decisions and have built audiences through their content (Enke & Borchers, 2019; Al-Zahari et al., 2023). Unlike traditional celebrities, they create a connection with their followers through regular interaction with them (Tabish, Bashir and Nadeem, 2025). Abdullah & Ampauleng (2024) and Leung, Gu, and Palmatier (2022) agree that influencers have become an important part of modern marketing strategies because they allow companies to attract and retain customers nowadays. Ilieva et al. (2024) add that when influencers post photos, reels, and videos across social media platforms, followers can like, react, comment, and share, allowing their content to go viral. This ability to generate interaction is one of the key reasons why influencer marketing has become so effective. However, this influence has a risk because followers might not realise when content is meant to persuade them.
A good example is the influencer 420doggface208, who shared a video on TikTok of himself sidewalk surfing while drinking juice and listening to a song by Fleetwood Mac. As a result, his video went viral with over 96 million views, driving a significant increase in juice sales and song streams on Spotify (Savage 2020). This case shows how genuine content can transform an ordinary moment into a strong marketing opportunity. This also raises the concern that people may buy products based more on trends than on informed choices. Also, the famous TikToker Khabane Lame, who has over 160 million followers, partnered with Pepsi in 2022 to promote Nitro Pepsi.  The campaign was able to reach a greater audience than Pepsi’s social media because of his authentic attitude and strong connection with followers (Adam, 2022). These examples show how collaborating with influencers is an effective strategy for connecting with customers (Abdullah & Ampauleng, 2024).
Influencer marketing is not just about promoting products, but also about creating connections and sharing experiences that create trust between consumers and brands (Prasanth Y Shanmuga Priyan, 2024; Ilieva et al., 2024; Singer et al., 2023). Influencers can make products seem normal, desirable or inspirational, shaping public perception and purchasing behaviour (Ilieva et al., 2024). Depending on what they post and who their public is, influencers can be classified by content type, platform, or followers' segment, each helping different marketing goals and budgets (Ilieva et al., 2024).  
The AIDA model helps companies understand how influencers can move their followers through four stages: awareness, interest, desire and action (Wont et al., 2024). In the juice example, the influencer went viral to create attention, shared a relatable story to generate interest, built an emotional connection to create desire, and led to action with an increase in product sales (Savage, 2020; Casais, 2023). This example shows how influencer content can activate the entire decision-making process.
Return on Investment (ROI) measures how much profit a campaign generates compared with its costs, involves analysing every stage of the customer process, from initial awareness to the final purchasing conversion (Beichert et al., 2024). In this context, the main factor in optimising the ROI in influencer marketing is the strategy of identifying the correct influencer who aligns with the brand values, which can be measured through metrics such as likes, shares or direct conversion (Beichert et al., 2024). However, it is more complicated to assess indirect effects of a campaign, such as brand memory, customer trust, and long-term loyalty (Shanmugapriya, Ashoor, Prashanth, & Upadhyaya, 2025). This shows that influencer impact is not always easy to measure, even when it looks successful.
However, influencer marketing strategy can be a risk for companies; for example, some influencers purchase false followers, which leads to wasted marketing funds and damages the brand's reputation, or influencers may also have opinions that are in conflict with the business (Ekinci, Dam, and Buckle, 2025). To maintain their followers’ confidence, influencers must support the campaign’s objectives and the company’s values (Al-Zahari et al., 2023). On the contrary, it can lead to legal problems and damage the brand’s reputation, resulting in financial losses (Filali‐Boissy, Jouny‐Rivier and Perren, 2025; Al-Zahari et al., 2023). In the UK, the Code of Non-broadcast Advertising (CAP Code) says all ads must be “legal, decent, honest and truthful” (Advertising Standards Authority, 2025), and influencers must follow it. These rules help to reduce risk and promote trustworthiness, helping to protect both brands and customers. People often trust a message when they see the communicator as knowledgeable and reliable, according to Source Credibility Theory (Ilieva et al., 2024). When influencers share content that focuses on the company’s values, customers feel more confident about making a purchase (Filali‐Boissy, Jouny‐Rivier and Perren, 2025). 
It is important to recognise that before buying a product, the audience should critically evaluate the product attributes and ask themselves whether the product offered is suitable and if it fits their personal needs (Tabish, Bashir and Nadeem, 2025). Some products offered in social media may contain ingredients that are prejudicial for health, such as drinks that contain too much sugar; unregulated weight loss pills, or even normalising the use of alcohol or drugs; as the same as adults, children and teenagers are exposed to all kinds of information or disinformation, which means that soon they can make wrong decisions based on influencers (Ekinci, Dam and Buckle 2025). These concerns must make people question the ethical impact of influencer marketing and the need for responsible consumption.
In conclusion, social media influencers have become an essential part of modern marketing by influencing consumer behaviour and engaging audiences with genuine and interactive content. Their ability to influence depends on credibility and trustworthiness, which are aligned with brand value, increasing purchasing decisions. However, influencers and consumers must follow ethical and legal standards. Consumers need to carefully evaluate products to make informed choices. The relationship between influencers, brands and followers will continue to be important as digital marketing advances, showing the value of trust and moderated consumption.
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                    The Role of Influencers in Modern Marketing Evelyn Ramirez Influencer marketing frequently aims for large numbers of followers, but authenticity should be the primary objective.
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                                     Who are influencers and why does influencer Marketing matters?    Influencers are individuals who can shape followers’ decisions and have built audiences through their content (Enke & Borchers, 2019). - Major business strategy. - Influencers shape consumer decisions. - Reach wider audiences.
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                                       Key Insights from research? - Parasocial interaction. - Authenticity. - Online presence and brand perception. - Reach versus higher engagement. - Ethical Concerns.   
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                                       Real - world Example - The influencer 420doggface208 shared a video on TikTok where he was skating while drinking a juice and listening to Dreams by Fleetwood Mac.   
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                                       Effectiveness of this approach - Authentic content follows the AIDA model: Attention, Interest, Desire, Action. - Emotional connection. - Credibility.   
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                             Evaluation: Benefits and Problems    - Benefits: High Engagement, viral potential, strong trust - building, and effective persuasion of customers. - Problems: Risk of dishonesty, misleading content. Conclusion


image14.png
References

Aw, E.C-X. and Agnihotri, R. (2024) ‘Influencer marketing research: review and future
research agenda’, Journal of marketing theory and practice, 32(4), pp. 435-448.
Available at: https://doi.org/10.1080/10696679.2023.2235883.

Enke, N. and Borchers, N.S., 2019. Social media influencers in strategic communication:
A conceptual framework for strategic social media influencer communication.
International Journal of Strategic Communication, 13(4), pp.261-277. Available at:
https://doi.org/10.1080/1553118X.2019.1620234

llieva, G. et al. (2024) 'Social Media Influencers: Customer Attitudes and Impact on
Purchase Behaviour’, Information (Basel), 15(6), p. 359. Available at:
https://doi.org/10.3390/info15060359

Savage, M. (2020) 'Fleetwood Mac’s Dreams get streaming boost from viral TikTok
video’, BBC News,6 October. Available at: https://www.bbc.co.uk/news/entertainment
arts-54432900 (Accessed: 19 October 2025).

Wong, I.H.S. et al. (2024) ‘Social media celebrities’ influence on youths’ diet behaviours:
a gender study based on the AIDA marketing communication model’, Aslib journal of
information management, 76(5), pp. 778-799. Available at:
https://doi.org/10.1108/AJIM-11-2022-0495.





image15.svg
                                  References - Aw, E.C. - X. and Agnihotri, R. (2024) ‘Influencer marketing research: review and future research agenda’, Journal of marketing theory and practice, 32(4), pp. 435 – 448. Available at: https://doi.org/10.1080/10696679.2023.2235883 .  - Enke, N. and Borchers, N.S., 2019. Social media influencers in strategic communication: A conceptual framework for strategic social media influencer communication. International Journal of Strategic Communication, 13(4), pp.261 – 277. Available at: https://doi.org/10.1080/1553118X.2019.1620234  - Ilieva, G. et al. (2024) ‘Social Media Influencers: Customer Attitudes and Impact on Purchase Behaviour’, Information (Basel) , 15(6), p. 359. Available at: https://doi.org/10.3390/info15060359  - Savage, M. (2020) ‘Fleetwood Mac’s Dreams get streaming boost from viral TikTok video’, BBC News,6 October. Available at: https://www.bbc.co.uk/news/entertainment - arts - 54432900 (Accessed: 19 October 2025). - Wong, I.H.S. et al. (2024) ‘Social media celebrities’ influence on youths’ diet behaviours: a gender study based on the AIDA marketing communication model’, Aslib journal of information management, 76(5), pp. 778 – 799. Available at: https://doi.org/10.1108/AJIM - 11 - 2022 - 0495 . 


