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[bookmark: _Toc234397403] Introduction 
This paper focusing on the journey of an Influencer online presence on social media platforms, who create content to promote and share knowledge about the content. Many influencers target the younger generation who interact socially and review products online. It is a challenge to engage young people and what is being created and shared is being questioned if it is genuine. Organisations are recognising influencers can be an asset to promoting products and employ influencers, but as time goes on organisations find another way to project sales things; begin to change and the influencers career is under threat.
















[bookmark: _Toc234397404] Background
According to writers, Influencers began to create on platforms in the year 2000, to share activities, hobbies and interests. However, many have turned this into a career to earn an income. (Appendix, Social 10-1a. Swot- Strengths. Joshi, Y., Lim, W.M., Jagani, K. and Kumar, S. (2023). (p10. 1a).
Social media platforms is a tool for creators to attract and engage followers to purchase products, Nevertheless, it poses a problem on how creators promote the message to young audiences, with the intention to build long-term relationships. Influencers need to study behaviours to determine how they approach and deliver creative content, “by observing consumer cognition, emotions and reactions to consumers data to target the right people.” (Drossos, D. Coursaris, C. Kagiouli, E. 2024. 1175). (p10. 2a. 11. 9).
[bookmark: _Toc234397405] 5.1 The importance of the influencer
The influencer informs the follower about products that are of interest. This can help customers to make commitments to make a purchase.  Abdou, A., Mahdid, F.Z. and Khodri, R. (2024). (Appendix,11. 3).
Writers claim that organisations can identify and work with influencers who target the right customers and can offer free and product discounts. Routray, J.K. (2024).  (Appendix, 10. 6c. 11.5).
Nistor believes, once the product gains high reviews the influencer becomes insignificant. Nistor, C. Selove, M.  Villas-Boas, J. (2025). 5251. (Appendix. 11.13).
Certain influencers are using live streaming to engage users and to build trust and purchase products. However, the issue with this is, “it neglects the economic importance of customer value and choice.” (Leong, K, Y. Ho, J, S, Y. Tahseen, S. 2024. 991). Appendix, 10. 3a). Writers expand on the fact of users having a connection with an influencer not only fosters trust but also develops commitment to purchases. Labai, B. Rosario, B, A. Beichert, M. (2025) 12. (Appendix 11. 2).


[bookmark: _Toc234397406] Influencers who have large or small followers
followers engage with influencers who are committed and loyal. For example, they look at if an influencer can connect well with the product to test if it is genuine. A study was carried out on Kayla Itsines who is a fitness instructor and author. Kayla has over 15,000 followers and has posted over 8000 posts on Instagram and is an influencer who many followers trust.  Agnihotri, D., Chaturvedi, P. Kulshreshtha, K. and Tripathi, V. (2023). (Appendix, 10 .4c and p11. 1& 5).
[bookmark: _Toc234397407] 6.1 Can influencers be trusted?
In the beginning, Influencers were known to be trustworthy, but as this industry has grown over the years, many are questioning if an influencer is telling the truth. On advertisements and promotions, especially when there is a mix of personal interests and advertising of a particular product. Ki, C, W. C. Chow, T.C. and Li, C. (2022). A survey of 44% was carried out on authenticity, only 6% believe influencer use a product that is advertised; and 12% say products are not used by influencers. Ki, C.-W. C, Chow, T.C. and Li, C. (2022). (Appendix 10.1b, 6a p11.12).
Followers start to question if Influencers are genuine contributors. This is a major issue, especially when influencers are not honest.  Jiyeon, L. Eunice, K. (2025) 1714. (10. 4b 11. 8). Influencers online presence is at risk, it could result in “deplatforming,” and loss of popularity. Manoel, H, R. Shagun, J. Jordi, C, I, M. (2020). (10. 5a).
 The younger generation desire influencers to share personal experiences to get to know influencers character. Followers trust in influencers who have followers of about ten to one-hundred followers. These are called Micro-influencers, and those who have large audiences are called Macro. Gen-Z, prefer Micro-influencers, as Micro’s engage more with the followers and communicate up to date information on a regular basis. Schultz, C.D. (2025). Appendix 10,1a, 4c and 11 4.)
“Gucci” is proof that if you produce technical innovation, choose the right influencers to compliment your campaign products, and building Murial for the environment, it can bring organisations respect and grow organisations reputation. (Henlein, M. Anadol, E. Welte, D.  2020.)  (Appendix 10, 4b. and 11, swot 6).

[bookmark: _Toc234397408]The rise of virtual influencers
 Influencers play a huge role in contributing to the marketing organisation growth and prospects on social media today. That is why large amounts of capital has been invested into these systems It has become the new trend who Gen-Z now prefers. It has become a threat to human influencers careers. (Swot, 11. 14,15). VIs lacks sufficient research Laszkiewicz, A. Kalinska-Kula, M. (2023). 2494. (10. 2b 11. 7a).
[bookmark: _Toc234397409]7.1 Stake holder analyses model
 Gen Z. This generation relates more to social media platforms than other generations such as Baby boomers who have low level interests. Also, low level interests are users who do not match the aesthetics, or product range in data information. Chiwala B. Mpundu M. Zula MJ (2025). (Appendix.12).
[bookmark: _Toc234397410]7.2 Drivers 
 Influencers are given the opportunity to create content and speak to vast amounts of people online platforms to attract and build consistent followers globally. Yuon D, K; Hye-young, K. (2023). 
Organisations can identify and work with influencers who target the right customers and will offer free products and discounts. Routray, J.K. (2024). 
Virtual influencers are the driving force attracting audiences more than humans according to beauty and various industries. For example, ‘Magalu attracted six million followers and accumulated $33,000 for each advert on Instagram in 2022. Within six months, sixty organisations invested virtual influencer ‘Lil Miquela in 2024.’  Marketing teams are investing 30% to VIs to serve 58% consumers and these are 75% Gen z who are followers of Virtual assistance. Other brands such as ‘Prada use virtual influencer called ‘Cody’ to promote their perfume. virtual influencers have an advantage over humans as they are programmed, whereas humans can potentially damage the company’s reputation with fabricated and misleading claims. Sorosrungruang, T. Ameen, N. Hackley, C. (2024). 3124-3125.


[bookmark: _Toc234397411]Pressures
Gen-Z expect influencers to be more transparent and share personal experiences to build trust. This has resulted in new influencers coming forward. For example, “Singer Frankie Bridge” was open and honest about a personal illness, which was classed as acceptable to followers. 
Writers advise the importance of virtual influencers should be programmed to build trust to their followers and be genuine and honest, at the same time, be prepared to do what is right and acceptable whilst conducting marketing practices with the intention to build meaningful relationships. If organisations are using a virtual influencer, they need to be careful and regularly monitor their systems. Another valued point offered, entailed making sure to match VIs with the right customers ‘social values and lifestyle.’ Chiuan, S. (2025).
[bookmark: _Toc234397412]8.1 State
 The Federal trade commission formed in 1914 have done thorough research on social media platforms to detect if content is “unfair and deceptive acts.” If influencers are found in breach of the guidelines, then a warning is sent out, and this must be signed, if influencer continues this could mean a penalty fine is issued. Skalbania, S. (2022). 675-676.
[bookmark: _Toc234397413]8.2 Impact 
Writers state that influencers can negatively exploit users to promote products. (Aldlimi, T. Priporas, C. Vasilios, C. 2025. 474).  This can negatively impact organisations, users on platforms, and loyal followers if the information is not correct. Especially where it concerns health and fitness. Schultz, C.D. (2025). 
Virtual influencers are programmed to be like humans. and mimic human behaviours. This is viewed as a committed source, and declared as trustworthy, and stable. Many have replaced human trust for human made algorithms who traded in human followers are increasingly attracted to virtual influencers to do the job, one of the main reasons is, VI’s, do not need constant breaks and time out, influencers can be subject to ridicule and controversial issues. However, the concerns are, these virtual systems have not had thorough research, VI’s can potentially harm and misinterpret which can cause negative impact. to followers. Gerlich, M. (2023). 178.
[bookmark: _Toc234397414]Recommendations
Virtual influencers and human influencers can work well together and enhance the organisations reputation providing there are regular training.
 Influencer should be given ethical and moral conduct instructions; this should be agreed with the influencer and by both parties in a contract. For example, testing products to give honest opinions and doing live demonstrations with the product. humans are more effective working with followers showing empathy and sharing personal experiences with customers that are relevant and relatable. 
Virtual influencers should only be used and programmed by trained staff and be useful to give product detail specifications, notices of stock availability; and financial transactions and be programmed and monitored regularly for glitches and grammar that will not offend users.
[bookmark: _Toc234397415]9.1 Conclusion
This report observes the rise of social media influencers, looking at the hobbyist, and activities of interest, and those who became experts in product knowledge. These have become platform celebrities. However, those who have micro or macro influencers were being questioned and held accountable by Gen-Z for fabricated words and demanded transparency. Despite influencers rising and communicating personal struggles, organisations decided to invest in Virtual influencers which seemed to become popular but still presented technical issues. The solution here is to allow virtual and human influencers to work within the required capabilities.









[bookmark: _Toc234397416]Appendix: 
[bookmark: _Toc234397417]10.1 STEEPLE Analysis
	S
	T
	E
	E
	P
	L
	E

	1a Hobbyists turn into content creators on SMP

1b Health risks to followers who trust influencers who claim they have knowledge of products advertised
	2a Creating content and advertising of product knowledge for followers to make commitments
	3a Customer value and choice
3b Building reputation

4b is there genuine & honest customer
Care?
4c Micro/Macro engagement

5c Attract followers globally
	
	5a Trade restrictions breaking laws
	
	6a Misleading information
For financial gain


	 
	2b Vis under concern
	6c Receiving discounts on products
Income generated adverts
	
	
	
	




[bookmark: _Toc234397418]SWOT Analysis
	Strengths
	weaknesses
	opportunities
	Threats

	1.Online presence

2.Trusted Influencers
Reputation
	7.Lack of knowledge in products
	9.Creating new content 

	12. Products receive negative reviews from human influencers

	3.Income 
	7a Vis’ not having thorough checks
	10.Able to attract new customers globally
	13. Influencers can become insignificant to products. Nictor, C. Selove, M.  Villas-Boas, J. 2025. 5251).
14.Competition from other creators

	2. Gen z engagement
	 
	
	15. threat of Vis ‘taking over humans

	 5. Consistent followers
	8.Telling the truth
	11.Choice of influencers to match creators’ products
	

	
6.Human influencers
Support organisations to promote products
	
	
	





[bookmark: _Toc234397419]Stakeholder Analysis model
Level of interest
Low                                                                 High
	A minimal effort:
Baby boomers’ generation
 Influencers and Users who don’t match the criteria for organisations and/or products
	B. Keep informed:
Micro-influencers and Macro-influencer’s
Audiences

	High Interest
C. Keep satisfied:
Audiences
Young followers
Gen-z
	Drivers
D. Influencers
Organisations
Gen-Z
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