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Source 1: Farrell, Campbell & Sands (2022)
Since influencer marketing changes rapidly, their article is very useful as it remains very current (published in 2022), and immediately perceptible to help explain how consumers today engage in the practice. Their article is also very relevant because the article helps explain the various types of consumers who follow or engage with influencers, which helps us obtain more immediate insights into influencer marketing. The article is also by scholars with published research expertise and is published in the Journal of Advertising Research, a peer-reviewed, reputable academic journal, which helps add to the authority of the source. Furthermore, since the research uses the consumer data and statistics to cluster consumers based on their motivations and clearly explains the findings, their research is accurate. Also, since the purpose of their writing is academic, meaning it is meant to help inform the reader rather than sell, we can rely on the article as being objective as well. 
Source 2: Leung et al. (2022)
Also published in 2022, this article is very current, which is relevant for aligning with some of the modern social-media trends that consumers experience today and, therefore, creates a good fit. Their article is highly relevant because it discusses what makes influencer-marketing effective, focusing on credibility, relationships, and good content. The article is from the Journal of Marketing, a top journal in the marketing field, so this also adds authority to the source. Furthermore, since the article is based on a systematic review of many studies about influencer marketing, this is also accurate since the researcher explained their findings based on a lot of evidence. The purpose of the article is to clarify, summarise, and understand what research already knows about influencer marketing, so although informative, it is not a promotional piece. 
Synthesis Paragraph
Both sources are both important in explaining why influencers have effects in marketing today yet focus on different aspects of the phenomena. Farrell et al. (2022) study why consumers choose to engage with influencers. They articulate that consumers choose to engage with influencers based on many different factors such as entertainment, inspiration, learning or relatedness. This suggests that consumers who choose to follow, or engage in conversations, with influencers may not all behave the same, therefore brands will want to understand different types of audiences. On the other hand, Leung et al. (2022) are focused on what makes influencer marketing work in general. They articulate the main aspects of influencer marketing that influence consumer attitudes or behaviour is credibility, good quality content and a good relationship with the influencer and the follower. Both of their studies refer to the importance of the relationship and trust. However, Farrell et al. articulate the relationship through engagement motivations, while Leung et al. articulate in terms of use in altering purchase intentions. Overall, these two sources help create a bigger picture of consumers engaging with influencers for different purposes and then when those influencers then build trust and positive relationships with their audience, that leads to the marketing implications for brands.
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In the current digital age, the way businesses promote products has transformed. Traditional advertising methods, whether it be television commercials or printed advertisements, are insufficient to draw a consumer’s attention. Many companies collaborate with influencers, or people on social media with an established presence, to meet the customer where they are. Influencers serve an important role in generating brand awareness, establishing an emotional connection to the brand, continuing the learning phase of the brand, and ultimately (if the connection is strong enough) converting to a consumer. This essay provides a review of how influencers interface within each stage of the 4As:  Aware, Appeal, Ask, and Act, as to why they are the future of marketing.
The first step in the 4As is Aware. Influencers have a voice in discovering new products to talk about within their social media platform, whether that is through Instagram, YouTube, and TikTok to name a few. Many of their followers trust them and, therefore, pay attention to what they post. When an influencer promotes a product, it is shared and seen by thousands of possibly millions of people, especially in niche markets such as beauty, fashion, or technology; the larger the following the more reach. When a brand can reach more people than with the standard advertisement, this is called enhancing and elevating the brand to a targeted market (Durmishi and Durmishi, 2024). Influencers tend to build their platform under one niche area of interest, for example, fitness, or gaming; this means that those following them have a genuine interest in that area thus raising brand awareness possibilities (Zak and Hasprova, 2020).The second step, Appeal, is connected to getting people to like or feel that the product is a positive thing. Influencers struggle with this step because most of their content is based on personal experience or engagement with the product they are recommending. This allows content to flow in a more realistic and believable inner narrative. People are more apt to bond with these messages when we relate to the messenger (which is always someone we admire, or someone we perceive as credible). This is particularly successful when the typology of the influencer accurately matches the brand, style, and values of the message (Belanche et al. 2021). Many young people are generally turned off by traditional advertising and rely on followers they connect with, which makes social influencers far more attractive (Halvadia and Menon, 2021).
The third step is Ask, where the consumer desires to gather additional information before making a decision. The influencer is very helpful at this stage because they frequently provide a comprehensive review of the product, showcase how to use the product, or perhaps they answer questions in the comments, or they may address specific product inquiries during a Live. These reviews help build a greater understanding of a product and increase consumer confidence that they are making an informed purchasing decision. Two-way communication is one of the important factors that provide success to the influencer, their followers, and the influencer's message (Khan et al., 2022). It gives the consumer recognition and accountability through connection. The more information consumers receive about a possible purchase in a friendly, trusting, and helpful exchange, the more they are likely to trust the purchase decision.
The last step is Act, which is when a person makes the purchase decision. Influencer partnerships generally include special links for purchases, discount codes, and possibly a limited timeframe to attempt a purchase through the influencer's post. Promotions not only create a sense of boredom, but they also create an urgency or scarcity around a purchase, making the product feel even more desirable. Many people are more inclined to engage in a purchase when the decision is influenced by someone they trust and someone they can click a link to make the purchase (Liu, 2024). Ultimately, the research and implications for influencer marketing to provide tangible results is simple; when young women purchase products shown by influencers on social media, influencers effect changes consumers value, want, or desire (Leung et al., 2022).
Despite influencer marketing being beneficial for building rapport in consumer markets, there is a risk factor in influencer marketing. Not all social influencers have products that they genuinely promote, they may not have even used the product they recommended in a post. Some may work with brands that produce low-quality products, or they may have a fake following or too many low-engagement followers, and they have little effect on an organization and reputation. Businesses can protect their reputation by selecting the identified messenger and analyzing data, such as before they engage in a partnership, follower activity, and prior collaborations; however, the influx of influencer marketing stems from the brand fully knowing the influencer, as well as the influencer only recommending products that they know to be true. As such, influencer marketing is more than just a trend; influencer marketing is a legitimate marketing strategy that helps brands communicate with real-time consumers in a relatable, immediate connection, while being credible in developing a step to build trust with their audience to encourage or building future purchase decisions (Campbell and Farrell, 2020).
In conclusion, influencer marketing plays a relevant role in today's marketing strategy. They help consumers become aware of new brands, connect with them, further their product knowledge, and purchase their product. The 4As Model (Aware, Appeal, Ask, and Act) presents the continuum of an influencer's ability to guide their audience through purchasing their product. Ultimately, while there are risk factors in influencer marketing, the easier process of the influencer assisting will outweigh the risks. Influencer marketing helps organisations build a brand's credibility, credibility to the consumer, access the correct target market, and increase sales in ways that are very difficult to obtain often through traditional advertising.



[bookmark: _Toc214406754]Reference List
Bajrami, S.M. and Qerimi, F. (2022) The impact of digital marketing vs. traditional marketing on consumer buying behaviour. Traditional Marketing on Consumer Buying Behaviour, 9 March.
Belanche, D., Casalo, L.V., Flavián, M. and Ibanez-Sanchez, S. (2021) Understanding influencer marketing: The role of congruence between influencers, products and consumers. Journal of Business Research, 132, pp. 186-195.
Campbell, C. and Farrell, J.R. (2020) More than meets the eye: The functional components underlying influencer marketing. Business Horizons, 63(4), pp. 469–479.
Durmishi, A. and Durmishi, L. (2024) The impact of influencer marketing on the consumer decision-making process. Multidisciplinary Science Journal, 6(11), p. 2024227.
Halvadia, N.B. and Menon, S. (2021) A study on the impact of existing and emerging trends in digital marketing on consumer buying behaviour. Skips Anveshan, 2(1).
Khan, S., Zaman, I., Khan, M.I. and Musleha, Z. (2022) Role of Influencers in Digital Marketing: The moderating impact of follower's interaction. Global Management Journal for Academic & Corporate Studies, 12(1), pp. 37–64.
Leung, F.F., Gu, F.F., Li, Y., Zhang, J.Z. and Palmatier, R.W. (2022) Influencer marketing effectiveness. Journal of Marketing, 86(6), pp. 93–115.
Liu, H. (2024) Strategies and effectiveness analysis of modern marketing methods: A comparative study based on influencer marketing and traditional advertising marketing. SHS Web of Conferences, 207, p. 02008.
Zak, S. and Hasprova, M. (2020) The role of influencers in the consumer decision-making process. SHS Web of Conferences, 74, p. 03014.
[bookmark: _Toc214406755]Task 3 – Presentation
Introduction: Why Influencers Matter in Business
Main Points 
· Conventional advertising is becoming outdated in the digital ecosystem.
· Influencers can generate trends and impact the purchasing decision-making process on social media channels such as Instagram, YouTube, and TikTok.
· Brands are leveraging influencers to reach niche audiences in a more engaging and authentic manner (Scholz, 2021).
· Influencer marketing represents a key strategy in the 21st century business context.
Key Findings from Research
· Influencers establish a sense of trust and credibility, often seen as appealing, particularly compared to traditional advertising (Lou and Yuan, 2019).
· Consumer engagement is more valuable than follower count building interpersonal relationships with dimension (Farrell, Campbell and Sands, 2022).
· When an influencer fits the brand well, the messaging flows naturally, increasing persuasion (Campbell and Farrell, 2020).
· Influencer campaigns increase intent to purchase and product recall (Leung et al., 2022).
Real-World Example: Gymshark
· Gymshark experienced growth through fitness micro-influencers who weren’t celebrities.
· Influencers shared workout pics while wearing the brand.
· Built a community around fitness, lifestyle, and shared vision.
· Now, a global fitness brand through low-cost, high-impact influencer campaigns. (Scholz, 2021).
How Effective is Influencer Marketing?
Advantages
· Provides a more engaging and personal experience than traditional advertising.
· Allows advertisers to reach loyal, niche communities online (Leung et al., 2022).
· Allows advertisers to promote products through authentic discussions and build trust in product recommendations (Lou and Yuan, 2019.
Challenges
· Fake followers and inauthentic promotions can lose consumer confidence (Farrell et al., 2022).
· Not all followers fully understand that the content is promotional.
· Too many endorsements can cup the audience or develop mistrust.
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