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[bookmark: _Toc211416044]Task 1 – Research and Synthesis
The article by Al-Mu’ani, Alrwashdeh, Ali, and Al-Assaf (2023) is highly relevant to the study of the role of influencers in modern marketing. Published online in May 2023, it falls within the last five years, that its findings remain current in the rapidly evolving digital landscape. Its credibility is strengthened by the authors academic positions within their university and the extensive reference list provided which demonstrates that the information is reputable and supported by prior research. The purpose of the article is to explore how influencer attributes affect consumers purchasing intentions a key focus of contemporary marketing studies and directly relevant to the requirements of the role of influencers in Morden marketing. A second article by Yusuf and Gizem (2025) also maintains strong currency as it was last updated in July 2025. Its recent publication ensures the information reflects the newest developments in influencer marketing. Both articles align closely with the topic of assignment as they describe how influencers act as intermediaries between brands and consumers. They highlight that influencer marketing has become a major trend and emphasize the continued need for research into its effects especially as social media becomes increasingly central to consumer engagement.
 The articles discuss several important aspects of influencer marketing including the impact of social media influencers on purchase intentions and the growing demand for digital influencers across multiple sectors. Both note a shift away from traditional celebrity endorsements toward influencers with strong social media followings. This change is attributed to the rise of digitalization and a preference for more relatable, authentic content creators. Yusuf and Gizem(2025) support this by stating that social media platforms have become focal points for both individuals and companies making influencer marketing a central strategy in the digital era. Both studies also highlight that while influencer marketing can significantly enhance brand image when executed correctly it also carries risks. Poorly planned or inauthentic influencer campaigns can damage a brands reputation. Several case studies referenced in both articles support the hypothesis that influencer marketing positively affects consumer purchasing intentions though some studies present conflicting results. This inconsistency reinforces the need for strategic planning thoughtful influencer selection and well developed content before launching campaigns.
A shared theme in both articles is that credibility plays a moderating role in how consumers perceive risk when engaging with influencer promoted products. Effective influencer marketing therefore depends on transparent communication and trust between influencers and their audiences. The humanised approach that influencers bring to brand communication distinguishes this method from more traditional marketing techniques making authenticity and clarity essential.
Both sources also acknowledge limitations in current research. They note that factors such as consumer age and gender are not sufficiently considered and that more targeted research is needed to understand how different demographics respond to influencer marketing. The articles agree that while influencer marketing is a powerful tool but further direct research is necessary to analyse its full impact on consumer behaviour and to refine strategies for its effective use.
Reference List:

 L,Al-Mu'ani , M,Alrwashdeh , H,Ali and K,Al-Assaf.(2023) The effect of socal media influencers on purchase intention : Examining the mediating role of brands attitude. Available at : https://www.growingscience.com/ijds/Vol7/ijdns_2023_63.pdf (Accessed: 2nd November 2025)
O,Gizmen and K,Yusef ‘Socal media trend influencers relationship with consumer purchasing. Available at : https://www.proquest.com/docview/3232790230?accountid=130472&parentSessionId=8j7KzBlouYoxMbDvO%2BSYeZqqrRHv4PtToUb4DDri8Hc%3D&pq-origsite=primo_ra&sourcetype=Scholarly%20Journals (Accessed: 2nd November 2025) 





[bookmark: _Toc211416045]Task 2 – Essay
This essay will examen the areas on the role of influencers in Morden marketing and how they engage with the community, social media is created when acclimated levels of personal communications is channel making things like Facebook or Instagram on web 2.0. Then enable users to create content, connect with each over or in groups, whilst there are many definitions of social media and many forms of social media, they all connect us over the internet in some form. L,Wolfers, D,Neumann, S,Klein and F,Gaiser(2025).Following the article by A,Hahn(2024) it is apparent that the definition and meaning of the influencer is when people use social media to shape opinions and behaviours some acting as ambassadors and work to influence their followers purchasing decisions. They often have a following of people who are interested in their channel and are encouraged by them.
In the 2000s the boom of the internet had started with the increasing amount of products and services being produces on the internet traditional marketing struggled as more people became connected to each over the web , it made marketing on the internet easier changing their perceptions of the consumer forcing the brands not tell them what to buy but taking the consumers point into what to sell more J.Garcia(2023). As traditional marketing mainly thing about the wider people and not centralized area such as tv advising or bill bords for decades these dominated marketing until the last two decades when internet made the world more fast paced and mad the older style of marketing take a step back as we stepped into a new world of marketing and demand more nishes and more personalized experiences W,Harris(2025).
Consumer influencers reach a wide range of audiences and even individuals with fewer than 10,000 followers often called micro influencers are now used by brands. As influencer culture has developed the number of potential brand endorsements has grown rapidly. These influencers can raise awareness for a brand in a cost effective and authentic way.
 They can also support a brands reference group strategy. By targeting several similar influencers to promote the same product marketers can repeatedly associate the brand with a particular type of consumer or lifestyle. Such as the findings in J, Lee and E, Forturay(2021) show that when influencers post about a brand how well they “fit” the brand can change the way people view the brands customers. This can make people see the brands audience as more similar or it can shift which types of people they associate with the brand.
It is apparent in being and influencer being genuine and open have become interwind with being an influencer as J,Ryser(2025) shown and that the consumer amire influencers with honesty and transparency and don't want to see scripted promotions unlike celebrities. Long lasting collaborations with brands and influencer help strength consumers perceptions of the brands authenticity and make long lasting customers as the consumers see the influencers engaging repeatly with the brands content. The influencers help connect with the brands with more effectively than originally the celebrities with more human connection and transparency it helps authenticate a brands identity through the influencer's connection. To get a higher engagement rate it's normally the influencers who portray their real self will see this engagement rate than people who follow the trends. Influencers who promote brands normally have a common view and promote their lifestyle that fit within the brands these successful collaborations make sense to the audience and benefits both the influencer and the brand E,Murry(2025). These brands tend to use hashtags and content creation to promote a brand, like Cadi B did for Fashion Nova while collaborating with their brand, her influencing power and her content of her in the brands clothing. This made a positive effect on the sales, and her marketing made the brands campaign exceed expectations this is a prime example of the role of influencers in Morden marketing Geleto(2024).
Brands tend to use influencers to target the consumer through nishes of the markets as Gymshark dose extremely well they create engagement through macro and micro influencer while meant companies use macro to produce limited product ranges as is seen by a lot of users on these platforms with over normally 100k views they also use the micro for engagment as there crate hash tag (#) trends throughout that target community with Gymshark doing self improvement videos this crated a trend which saw the engagement factor rise quickly and now is ongoing creating endless marketing from #gymshark 66 a fitness journey a lot of influencers in the sport sector got involved in A,Thakur(2025). 
Overall influencers play a huge role in modern marketing because they connect with people in a way that feels more real and personal than tradional advertising. Traditonal marketing is fading due to the limitations of the area it covers and the changing trends of the consumers. Influencers are more likely to get more engagement because of their ability to show their everyday lives, promote brands they like and create trends makes their content more engaging for their followers. brands benefit from this by reaching the right audiences through both big and small influencers, like Fashion Nova and Gymshark have done successfully with social media growing every day influencers will continue to shape how people see brands make buying choices and join online communities. They are now a key part of how modern marketing works and will likely stay that way in the future in the evolution of technology.
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Why do business use
influencer marketing?

- When a company uses influencers to market their
product to the public using social media platforms.

- The influencer builds trust and credibility for the brand
, they are trusted by the views, the influencer is
trustworthy than the more traditional types of
marketing.

- Highly focused companys' can use influencers to
conquer certain market areas as influencers have a
certain type of followers. The relevance is extreamly

important in marketing as an influencer will have a
genre to their following like boxing or swimming the
majoirty of the following will probably like boxing or

swimming, business can use that then to posibly
promote the new boxing gloves or swimming shorts to
a lot more concentrated sources of views rather than
putting on traditional tv for everyone to see. (two.
teachers, 2022)
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The influencer — Who are they ?
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My Findings

targets for customers.

» That we are at the tip of the ice Burge of a new digital era of marketing and
influencer marketing will only continue to grow as digital platforms and
consumers behaviours evolve.
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The power of the influencer and the new digital
era

The power of the influencer : when a business collaborates with an
influencer it helps build a brands awareness and helps build
credability for the brand. This can be through sponsored content,
giveaways, blogging and guest interviews. Many company's do these
to increase their sales and the brands awareness.

The digital era : The development in technology in
recent years has seen a massive increase in the use of
social media worldwide making it the ideal environment
for influencer marketing to thrive as we have moved
more digitally. The easy access to these platforms
allows brands to connect more in direct ways and more
interactive ways. (The Rise of Influencer Marketing in
the Digital Age, 2024)





