The role of influencers in Modern marketing 

Argumentative essay

[bookmark: _Int_McoT2kFD][bookmark: _Int_a3rkUL9s][bookmark: _Int_2uFtbJoy]The rapid expansion of social media platforms has transformed the marketing sector, giving rise to influencer marketing as an important promotional strategy that is being used. Unlike traditional celebrity endorsements, influencer marketing relies on individuals who have earned certain audiences through digital platforms such as TikTok, instagram, youtube and many more. The essay argues that influencer marketing is more effective than traditional marketing in recent years, it enhances authenticity, builds stronger consumer trust and enables highly targeted communication with consumers. However, it’s effectiveness depends on creditability and strategic transparency between the influencer and a brand. 
[bookmark: _Int_ZgzoM1tS][bookmark: _Int_7dec7xY4][bookmark: _Int_RZSS3vKF]The reasoning that influencer marketing enhances authenticity is supported by research showing that audiences perceive influencers as relatable and trustworthy. Freberg et al. (2011) found that social media influencers are viewed as knowledgeable, approachable, and credible and they have traits that align with traditional models of source creditability theory. Unlike corporate advertising, influencer content is often used within everyday lifestyle posts, making brand promotions appear organic rather than overly commercial. This perceived authenticity increases persuasion because consumers are less likely to have scepticism when marketing messages resemble peer recommendations.
[bookmark: _Int_0FzwU1CD]Adding to this argument, De Veirman et al. (2017) demonstrates that influencer characteristics significantly affect brand attitudes. Their study reveals that while a high number of followers can increase popularity, effectiveness depends heavily on product. When influencers promote products that align with their personal brand, consumer attitudes towards the advertised brand improves. This supports the argument that authenticity is not just about popularity but about knowing the difference between identity and endorsement. 
[bookmark: _Int_2FSPTSKR]Despite this concern, influencer marketing strengthens it’s long-term viability. Micro influencers often support smaller but highly engaged audiences, research shows that engagement rates tend to be higher among influencers with a moderate number of followers, reinforcing the idea that closeness of the influencer and consumer builds trust, this addresses scepticism by demonstrating that influence does not depend solely on mass reach.
[bookmark: _Int_3mfDyaD2]Another advantage of influencer marketing is its capacity for targeted communication, social media algorithms enable brands to collaborate with influencers with audiences who match the same values and products. This increases relevance. Compared the traditional mass media advertising, influencer campaigns allow for more measurable engagement metrics such as likes, comments and shares. These analytics provide marketers with real time performance feedback which in turn supports data driven strategy adjustment. Brown and Hayes (2008) explain that influencers are effective because they engage in two-way communication styles with their audiences, this interaction often strengthens influencer and consumer relationships, and it then is more like to increase the likelihood of brand loyalty.
[bookmark: _Int_S8JTeEP9][bookmark: _Int_mk7tqfWV][bookmark: _Int_hgeX8N3M][bookmark: _Int_sEi8qDG8][bookmark: _Int_6Y6aByek]Another key advantage of influencer marketing is the ability to target the specific audiences, unlike celebrities, influencers can often operate in different markets that their audiences are already interested in such as beauty, fitness, gaming and many more. This allows brands to reach consumers, which in turn increases relevance. Lou and Yuan (2019) argue that influencer creditability and content value significantly affect consumer trust and purchase intention, often when content is tailored to a certain audience, this level of precision makes influencer marketing more efficient that traditional celebrity endorsements. Applying the 4A’s framework which is awareness, attitude, action and advocacy. It further clarifies the effectiveness of influencer marketing, in terms of awareness, influencers introduce brands to niche communities that may be difficult to access through traditional advertising channels. Influencers shape positive perceptions by transferring their creditability to the brand. To pursue action, influencers campaigns known as posts include discount codes, or direct purchase links. This encourages customer response. Advocacy is used when followers share influencer content, amplifying brand reach. Through these four stages, influencer marketing supports the full consumer decision making process. Djafarova and Rushworth (2017) found that influencers are perceived as more trustworthy than traditional celebrities, reinforcing the argument that influencer marketing is more affective. 
[bookmark: _Int_KmMVgoxQ][bookmark: _Int_NrxjLGWt][bookmark: _Int_7ZWo7ThU][bookmark: _Int_qJyHLrmR][bookmark: _Int_53G9tXYM][bookmark: _Int_jMKAPo7r]Despite these advantages, influencer marketing is not without mistakes. A major concern is the risk of over commercialisation, as influencers that promote too many products may lose credibility as consumers feel that it isn’t genuine. Kapitan and Silvera (2016) suggest that audiences may question the authenticity of endorsements if they appear financially motivated. Campbell and Farrell (2020) provide an overview of influencer marketing, including the classification of influencers into mega, macro, micro and nano categories. Their research highlights the importance between reach and engagement, noting that smaller influencers often achieve higher engagement rates due to stronger connections which was stated above. Nevertheless, the arguments must acknowledge ethical and reputational risks, influencers are individuals whose personal behaviour can affect associated brands. Controversies involving influencers may result in negative brand reviews, this highlights why the importance of careful selection and brands continuing to be monitoring influencers. Celebrities can provide instant global visibility and are particularly well at building brand awareness on a large scale. Their status can also enhance brand image, especially for luxury products, but in the context of modern digital marketing where consumers prefer authenticity, personal connections and better engagement. These advantages are often outweighed by the benefits of influencer marketing. It suggests that while celebrity endorsements are still relevant, they are no longer the most effective strategy in many contexts.
[bookmark: _Int_m9SZFtLo][bookmark: _Int_zqwuQaVn][bookmark: _Int_F7SHLns9][bookmark: _Int_d3ms5Z3s][bookmark: _Int_84egveRi]In conclusion, influencer marketing represents a powerful evolution in promotional strategy within the digital era. By using authenticity, trust and targeted communication, influencers can significantly shape consumer attitudes and behaviours. Ultimately, influencer marketing is not just a trend but a central component of modern marketing and is capable of delivering awareness, shaping attitudes, prompting action and generating advocacy in ways that traditional advertising struggles. 
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Synthesis

[bookmark: _Int_2ZueqZ53][bookmark: _Int_FgjOLrtZ][bookmark: _Int_X62XZ6Sk][bookmark: _Int_GjAeG1m3][bookmark: _Int_WuyylGJi][bookmark: _Int_4qHMBct0][bookmark: _Int_mdW5MLr2][bookmark: _Int_74N0dzKo][bookmark: _Int_HN9lWrq0][bookmark: _Int_MCvPtFhD][bookmark: _Int_TbmNuQrQ]Both De Veirman et al (2017) and Freberg et al.(2011) emphasise the importance of credibility in influencer effectiveness, although they approach the topic from different angles. Freberg et al.(201) focuses on how audiences perceive influencers, identifying traits such as expertise, trustworthiness and relatability as central to influencer status. In contrast, De Veirman et al. (2017) Examine structural characteristics, such as follower count and product congruence snd how these influence brand attitudes. While freberg et al. (2011) Conceptualise influencers primarily as opinion leaders whose personality traits influence, De Veirman et al. (2017) Demonstrates that numerical indicators of popularity can enhance or damage perceived credibility depending on context. Together the two studies complement each other, one explains that psychological foundation of influence, and the other explores how digital metrics and brand alignment affect marketing outcomes. Both agree that influencer effectiveness is not automatic, it depends on perceived authenticity and relevance. However, De Veirman et al. (2017) Highlights a potential risk which is a large follower count can reduce perceived authenticity if the product fit is low which suggests that strategic alignment is crucial. Both sources indirectly support the growing importance of micro and nano influencers. While it is not the primary focus, their findings point out that smaller influencers maintain stronger relationships and have higher engagement rates. This reflects current marketing trends and reinforces the idea that influencing is determined more by trust than by audience size alone. In terms of the CRAAP test on the source from Freberg et al. (2011) it shows strong authority and accuracy due to it’s publication in Public Relations Review and it’s use of empirical research methods. However, because of it being published in 2011, it’s currency is limited because of the rapid incline of platforms such as Instagram and Tiktok. But despite this, it is still relevant because it provides an understanding of influencer characteristics that still apply today. In addition, from a CRAAP perspective on the De Veirman et al. (2017) source, it shows strong currency and relevance, as it reflects more recent developments in social media marketing, particularly in the rise of influencers. Its accuracy is supported by experimental research and statistical analysis, while it’s purpose is academic rather than promotional. Overall, both sources are reliable and relevant, though they may differ in currency and focus. Freberg et al. (2011) provides a strong theoretical foundation, while De Veirman et al. (2017) offers a more contemporary and practical view. Together they provide a understanding of influencer marketing, demonstrating its effectiveness on both the credibility of the influencer and the brand. 
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