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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
Source 1: Liu (2024) 
· Currency: This source was published in 2024, which is very up to date and relevant for discussing contemporary marketing strategies. Influencer marketing is rapidly changing, making newer research more valuable and useful. 
· Relevance: Liu includes a robust comparison of influencer marketing to more traditional advertising. This is particularly relevant to the topic of this source, because it provides background to understand what initiated the emergence of influencer marketing and how it differs from previous advertising. 
· Authority: Liu is published by SHS Web of Conferences published by EDP Sciences, an established and credible academic publisher. This lends the source academic credibility and legitimacy.
· Accuracy: This is a conference-based article, using analysis, comparison, or review from marketing theory and literature. Even though it is not as in depth as an article from a journal, there is still accurate, documented, and presented information. 
· Purpose: The intent of Liu is academic. To provide and compare marketing strategies. The author is not attempting to sell a product or service, and this style and possibly a peer-review process suggests more objectivity to the piece and should be considered credible.
Source 2: Abbas (2025) 
· Currency: This source is from 2025, which indicates it is up to date, particularly when considering that the influencer marketing practice is still developing.
· Relevance: Abbas purposefully discusses the power of influencer marketing as a contemporary marketing tool. This is relevant and pertains to why influencer marketing has changed or continues to change how brands are promoted today. 
· Authority: This source appeared in the Journal of Advance Multidisciplinary Research. While this journal is not as well-known as leading marketing journals, it is still peer-reviewed. 
· Accuracy: Abbas takes positions based on example and endorses marketing concepts. The logical arguments presented are not difficult to follow and read flow easily. However, the article is more descriptive than analytical. However, there are accurate, and meaningful reasons of why influencer marketing is effective. 
· Purpose: The purpose of this article, and the author's intent is to inform readers about influencer marketing. The tone is academic and objective. 
Synthesis Paragraph
Both agree that influencer marketing is now a legitimate competitor in modern marketing strategies that Liu (2024) is more focused on the strategy and effectiveness of influencer marketing while Abbas (2025) as with intent implied the persuasive powers of influencers and how they may affect consumer behaviours as a brand image. In synthesis both complement each other because they concur not only as to why influencer marketing works, they claim it to be more effective than traditional marketing practices and doing so in a more strategic manner in the current digital environment.
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In recent years, influencer marketing has emerged as one of the most significant approaches in the modern-day commercial landscape, particularly because consumers are spending so much time on digital channels. The thesis statement of this essay is that influencers have a more effective and persuasive influence on consumer behaviour in marketing than conventional advertising, which is due to authenticity, trust, targeted communication, and involvement with consumers. Using the 4As framework of assertion, argument, analysis, and application, this essay highlights why influencers are important in the world of modern marketing and how businesses rely on them more than ever. 
Influencers have become a staple of modern-day marketing because they have developed a personal connection that cannot be achieved through conventional advertising. Many studies have examined the role influencers play in the modern marketing environment and concluded that influencers provide a more personalised form of communication that fits consumer behaviour around media consumption and audiences' consumption of media (Liu, 2024). Studies have already demonstrated that consumers in fact prefer information that is presented in a more natural and relatable style rather than scripted messaging by companies. Influencers produce content that generally touches on their everyday lives, lifestyle content, and opinions, which has resulted in a perceived trustworthiness among consumers and a far more human feel (Jayasinghe, 2021). This trust is a major contributor to their marketing effectiveness, as their followers see influencers as trustworthy and familiar information sources. When influencers produce their content in a style that is personal and relatable, the message conveys less of an advertisement feel and more like an endorsement or recommendation from a trusted source. Companies are aware of this and therefore select influencers that represent the brand's personality in a manner that generates the authenticity that they could not just present through traditional advertising.
Another advantage of influencer marketing, when compared to traditional advertising, is that it generates significantly more engagement. Research showing the advantages of influencer content compared to conventional methods shows that influencer content is significantly more interactive than traditional methods of advertising (Liu, 2024). This supports the view that engagement leads to increased persuasion from the consumer viewpoint, as consumers who liked, commented, or shared the content become more emotionally engaged with the content and the brand. Additional insights in the literature show that when influencers interact with followers the effectiveness of marketing messages is even further enhanced because communication shifts from one way to two way (Khan et al., 2022). This type of engagement is something mostly absent in traditional advertising. Followers can connect by being able to ask questions, request product opinions, and getting replies directly from the influencer. Many of these comment interactions are more meaningful. In all, followers are processing content at a different level meaning increases the amount of information the consumer will absorb; therefore, studies illustrate a higher level of remembering a brand or considering buying. Brands are capitalising on this concept by creating campaigns that leverage influencer interaction and engagement to maximize the benefits by encouraging influencers to interact with followers via Q&A's, product demonstrations, and personalised comments, etc. 
Influencers also have a defined role in shaping consumer purchase behaviour based on the psychological impact of social proof. When the public views influencers utilising a specific product, they perceive it as valuable. For instance, research illustrated that consumers depend on influencer recommendations for their purchases in part due to trust in the opinions and experiences presented by influencers about products (Abbas, 2025). Instead of relying on ads, consumers frequently seek out guidance from influencers when deciding on fashion, beauty, technology, and lifestyle products (Prajapati, 2023). This makes the case for influencers acting as digital opinion leaders whose behaviour influences their follower's attitudes and intentions. When analysing this, it is apparent that influencers can provide social proof by displaying real-life examples, reviews, and demonstrations in their content. These examples, in turn, allow consumers to envision themselves using the product and increase their confidence in their purchasing decision. This concept can be observed in practices such as unboxing videos, product tutorials, and honest reviews, allowing audiences to consider their purchasing decisions with ease.
Another significant reason why influencers can be so effective in modern marketing is because their impact can be tracked and measured using digital tools. Businesses can evaluate how effective and successful influencer campaigns are by tracking engagement rates, click-throughs, conversions, and audience growth (Primasiwi et al., 2021). This information allows companies to ascertain if consumers reacted to the message, if the influencer engaged the intended audience, and if it led to a purchase decision in any form. This further supports the argument that influencer marketing provides identifiable data and digital metrics that are often not present with traditional advertising. From an analytics standpoint, the measurable results provide brands with a greater understanding of consumer behaviour in addition to making more specified and knowledgeable marketing decisions. For example, brands can evaluate which influencers create the most engagement, as well which type of influencer content convert best. Utilising this information, brands tweak and adjust their marketing strategy by narrowing down their influencer selection criteria and designing the content to a shape that embodies their audience preferences.
Despite the effectiveness of influencer marketing, it is not without its challenges. Mixes such as over-saturation, followers being sceptical of influencers promoting too many products, or lack of authenticity (Rathod, 2022). A recent study indicated that collaborations that do not pair well would negatively impact the trust of the audience and weaken overall effectiveness of the marketing (Rathod, 2022). This reinforces the need for authenticity to be integral to the influencer strategies. Audiences can often spot when influencers promote products that they do not utilise or use and will react negatively. From an analytics standpoint, this implies that successful influencer marketing relies upon enduring partnerships that involve well-matched and compatible influencers with brands, rather than short-lived one-off exchanges. An example being seen in brands focusing their strategies on working with influencers that share similar values or align their brand with the influencers on social media who display a consistent identity online, this led to stronger more credible campaigns.
In conclusion, influencer marketing plays an integral part of modern marketing due to its combination of authenticity, trust, and measurable impact on engagement. Influencers communicate to their audience in a manner that feels personal and relatable and generate stronger connections with audiences than traditional ads. Influencers also impact what and how consumers buy products through trust and social proof. Their efficacy is further supported by identifiable performance metrics that help companies to create future strategic campaigns. Although challenges may exist, branding with authenticity in mind during influencer marketing planning will help ensure that it remains one of the most powerful tools available to marketers today. Brands that implement successful influencer marketing strategies are also more likely to do so effectively in engaging and influencing digital audiences in a highly competitive market.
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INFLUENCER MARKETING VS
TRADITIONAL ADVERTISING

= Influencer marketing offers personalised and interactive communication that
traditional advertising cannot replicate, making it more appealing to digital users
who want authenticity and engagement on social platforms (Liu, 2024; Khan et
al., 2022).

= Companies are shifting their budgets increasingly from traditional ads to
influencers because influencer-generated content drives better engagement,
higher relatability, and greater ROI, all while being supported by measurable
consumer response (Primasiwi et al., 2021; Liu, 2024).
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HOW INFLUENCERS SHAPE CONSUMER
DECISIONS

* INFLUENCER MARKETING FOR[ZZ1 1NN

L

¥

= Influencers play an important role in shaping consumers' purchasing
behavior, as their followers feel confident in the influencer's experiences,
product demonstration, and honest reviews, which helps to minimise
uncertainty and increase purchase intent (AL-Zubaidie & Al-balaghee,
2024; Khan et al., 2022).

= The visual storytelling and relatable connection that happens between
the influencer and their followers provides an extra layer of persuasion,
as followers view the influencer as a credible source helping to navigate
purchasing decision and driving their attitudes towards brands (Liu,
2024; AL-Zubaidie & Al-balaghee, 2024)
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CONCLUSION

Influencer marketing has emerged as a key principle
in contemporary digital promotion.

Influencers produce authentic, relatable and engaging
content that speaks to audiences.

Their credibility and personal connection to audiences
greatly influence consumer attitudes and purchasing
decisions.

Brands also benefit from higher engagement, trust
and more measurable ROI than traditional advertising.

As digital consumption continues to increase,
influences will be able to continue to transform
marketing principles.
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