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[bookmark: _Toc214834208]Task 1 – Research and Synthesis
Source one - Social media influencer marketing: foundations, trends, and ways forward.
C - This paper was published in 2023 and uses up to date information. 
R - The article focuses on social media influencer marketing and fits the research ideology correctly. 
A - The journal article is published as part of a peer reviewed journal. 
A - The article focusses on the subject matter and highlights research around social media influencers.
P - The paper is written in a clear and academic style and contains both agreements and arguments around influencer marketing.
Source Two - Influencer marketing effectiveness: A meta-analytic review 
C - This source was published in 2024 meaning the information is up to date.
R - The journal entry focusses on influencer marketing and the effectiveness. 
A - The entry is published in a peer reviewed setting with credible references attached.
A – This source is clearly defined and focuses on a non-bias approach to influencer marketing. 
P – The source is written academically and contains contrasting narrative.



Whilst researching the topic ‘the role of influencers in modern marketing’, two journal articles that focused on the subject where discovered. Both Pan et Al (2024) and Joshi et al (2023) have the outlook that influencer marketing is now a central and expanding area in digital marketing. Both papers give credence to the fact that trust, and social identification are major factors when looking at the use of influencers in marketing. 
However, Pan et al (2024) disagrees with the fact that the influencers persona should be considered when choosing to include them in marketing strategies. Joshi et al (2023) shows that the influencers following and social presence are defining features of how effective the outcome may be. 
Both Pans et al (2024) and Joshi et al (2023) agree that social media influencers heavily rely on factors that need to be looked at from the business point of view such as social media types. Pans et al (2024) highlights the fact that social media influencers create a safe environment when consumers feel that the information is manipulative and genuine. Joshi et al (2023) goes on to confirm this stating that engagement in influencers heavily relies on the influencers authenticity and is crucial to fostering trust, which in turn creates a positive outcome for the brands that they represent. 
Pans et al (2024) shows that although extensive research has been conducted on the role and effectiveness of influencers in modern marketing, it should be researched further to understand the full extent of the outcome. Joshi et al (2023) confirms this by suggesting that future research is necessary. 
Joshi et al (2023) identifies that the category of influencers can be segmented into three categories, micro, whereas the influencer has between 10,000 and 100,000 followers, meso where followers are between 100,000 and 500,000 and macro where the following is up to 1 million and should be considered as such. However, Pans et al (2024) refers to influencers as a whole and does not segment the role into individual categories. 
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[bookmark: _Toc214834210]Task 2 – Essay
Influencers, defined by The Cambridge Dictionary as ‘a person who is paid by a company to show and describe its products and services on social media, encouraging other people to buy them’ plays an essential role in modern marketing. Xu (2023) suggests that use of influencers in modern marketing can boost brand image and foster trust with consumers. In contrast to conventional advertising, influencer marketing profits from creating a connection with consumers on a more personal level. Baghel (2024) affirms this by suggesting that creating this trust is due to influencer marketing creating personal, relatable and engaging content generating a more credible method of marketing. 
This essay aims to critically analyse the role of influencers in modern marketing, assessing both their effectiveness and the inadequacy of their practices. By analysing these points this essay seeks to provide a balanced evaluation of whether influencer marketing is a valuable element of modern marketing and whether it should be adopted in marketing strategy. 
Influencer marketing is a partnership between social media users and a brand to review, promote and sell products or services to their often large following. These partnerships often are paid in the form of monetary or commission. Duffy (2020) creates an ideology that social media influencers are individuals that have a highly visible and notable following and a structured relationship with brand sponsors. Ekinci, Dam and Buckle (2025) affirms that influencers are powerful individuals with the skills to steer consumers social norms and purchasing behaviour. 
However, choosing social media influencers requires careful and calculated research to become beneficial in modern marketing practices. This is supported by Jacks (2025) who suggests that choosing an influencer requires time and effort to create the optimal efficient outcome. Jacks (2020) then continues to suggest that research into social media influencers is often overlooked by business cause an underperforming marketing plan. Ekinci, Dam and Buckle (2025) outline that without proper research influencers can deceive the consumer with misinformation and lack expertise in health, politics and social issues surrounding the product. 
Koneti, Seetharaman and Maddulety (2025) argues that regardless of these points the impact of effectiveness is not known and suggest that further research is requires to fully understand the matter. Pan et al (2024) emphasises this by suggesting the need for continued and expansive investigation into influencer marketing, continuing to say that future research is essential to fully understand the impacts and integral workings of influencer marking within the modern marketing environment.
Kotler, Armstrong and Balasubramanian (2020) suggests that although social media has its advantages a more traditional approach to marketing continues to be relevant. It remains an effective method in reaching older aged demographics and building brand credibility across a multitude of platforms. This ensures that all marketing mix are covered and the likelihood of a demographic gap forming is reduced. Santiago (2024) supports this by suggesting that traditional marketing can foster a strong sense of credibility and brand image with consumers. Brand credibility can be built at a slower and more genuine manor before entering a more fast paced and volatile marketing strategy such as social media influencers. 
Whilst social media influencers require careful consideration, the process of influencer marketing can build a personal brand image and build trust. According to Pinkerton (2022) influencers are being relied on for the latest trends, reviews and a more audience focus product showcase. Blanche et al (2021) further argues that social media influencers now operate as key trendsetters with interactive and personable styles, the study goes on to suggest that social media influencers yield a better outcome than traditional celebrity endorsement marketing. 
Social media influencers in today’s modern standards of marketing are outperforming more traditional marketing methods, concentrating wider market segmentations and reaching defined demographic, Pinkerton (2022) goes to say that social media influencer marketing is a growing dominance in the marketing domain, suggesting that influencers produce and drive engagement more effectively. The study also goes to display that it is an easier way to assess the engagement type and effectiveness.  
Drawing from the sources, it becomes clear through a strong industry wide agreement that the role of social media influencers in modern marketing is a key aspect to consider. Jacks (2025) studies the role of influencer marketing from the brands perspective and suggests that social media influencing marketing is a good aspect to consider when compiling a marketing strategy, but careful and calculated research should be adhered to. However, both Ekinci, Dam and Buckle (2025) and Kotler, Armstrong and Balasubramanian (2024) suggest that comparatively social media influencer marketing outperforms traditional marketing in outcome, there should be stricter and defined guidelines in the approach. Transparency in communication develops genuine trust and conveys factual information in the marketing campaign. The use of clear and transparent information should be adopted to avoid misinformation and maintain genuine consumer trust. According to Balaban, Mucundorfeanu and Naderer (2021) the study suggests that full disclosure of information does not always create negative impact on consumers but develops an understanding of trust between brand and purchaser. 
In conclusion, social media influencer marketing plays an essential and increasingly viable role within modern marketing. The ability to create personable and engaging content enables companies to build brand image and trust in a way that more traditional advertising may struggle to accomplish. However, studies suggest that the overall outcome of social media influencer marketing may not be successful. The use of influencer marketing relies of strategic research in the individual to be used for the marketing content. 
While influencer marketing presents both creative opportunities and contradictive outcomes, the method stands as a vital part of marketing strategies. When executed with care and open communication the method can produce an increased sense of brand trust and overall boost in brand image. 
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