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Link Vlog: https://drive.google.com/file/d/1831D1gy-8efMAVP4Ap4IvAEa8xrt6cc-/view?usp=drivesdk 
This Vlog is about my experience and development during the Learning in the Digital Age module. At the beginning of this module, I had knowledge that needed improvement regarding academic research and referencing. My confidence in speaking English in front of native students was also something that needed and still needs improvement. I was also facing pressure because I am pregnant and trying to balance university, emotions, and preparations for the baby. So learning in this module was important not only academically but also personally.
At the beginning, I had some knowledge about Harvard referencing from my foundation thesis, which gave me an idea of how to reference, avoid plagiarism and academic offences I realised that referencing demonstrates academic integrity and credibility, aligning with university guidance on citation standards (Cite Them Right, 2025). During the module, I learned how to use the CRAAP test to check if sources were reliable assesses currency, relevance, authority, accuracy, and purpose (University of Chicago Library, 2023). Understanding timeliness, relevance, authority, accuracy, and purpose helped me choose better articles. This changed my way of researching, because now I do not choose a source just because I think it looks good, but based on the CRAAP test. I now understand that referencing is not only a formal requirement but also a way to demonstrate credibility and academic integrity in future assignments and professional work
Learning about digital skills was another important part of this module. I used PowerPoint to create presentations and Word more efficiently. Creating the vlog was a challenge, because I do not feel comfortable speaking in front of the camera, especially in a language that is not my native tongue. I often worry about my accent and pronunciation not coming out correctly, which makes me less confident. But preparing the video helped me realise what I need to improve to communicate more clearly, even if I do not sound perfect. The fact it was a vlog instead of a face-to-face presentation encouraged me to complete the task, because I could record at my own pace with less pressure.
I also learned that digital skills are not just using technology, but involve planning, structure, and ways to engage listeners. When recording the video, I needed to summarise information, choose key points, and try to be as clear as possible, which made me practise communication.
The permission to use AI was useful, mainly for revision and avoiding some mistakes. But the module made me reflect on ethical use. I learned that AI could improve learning, but it cannot replace my thinking. Sometimes AI used phrases that did not sound like me and I needed to readjust, or it changed something I did not ask for, so even when using AI, it needs to be done carefully. This reflects international guidance on ethical and responsible use of artificial intelligence in learning environments (UNESCO, 2024)
One of my biggest challenges is communication. My shyness and lack of confidence still hold me back, and I often do not participate in class for fear of speaking incorrectly and not being understood. Before UWTSD, I did my preparation course at another institution where all students were immigrants like me, so I felt more comfortable communicating. Changing to an environment where most students are native speakers made me insecure.
My greatest achievement was being able to apply the CRAAP test and justify why I chose sources for my work. This showed me that I was learning. Recording the vlog was another achievement, because I overcame anxiety and fear of the camera even without feeling confident.
My main goal is to improve my written and spoken communication to feel prepared for future presentations and the job market. I want to continue building confidence to achieve my goals as a student and future professional.
This module allowed me to learn more about research tools that the university offers, showed me how I can get help and improve digital skills. It also helped me understand that everything is part of a learning process and that even with challenges, I can still progress in my studies and future career. I will continue to apply the CRAAP test and Cite Them Right referencing skills in my next modules, as these tools support evidence-based writing and academic professionalism



Appendix A — CRAAP Test
CRAAP TEST 1 — Djafarova & Trofimenko (2019)
‘Instafamous’: interest credibility and self-presentation of micro-celebrities on social media
C — Currency: Published in 2019, the article is recent and remains relevant given continued in digital influence and social media behaviour.
R — Relevance: The topic aligns directly with digital marketing, credibility, and consumer behaviour — all relevant to coursework and module themes.
A — Authority: The authors are academic researchers, and the article appears in a peer-reviewed journal, which increases its credibility.
A — Accuracy: The article uses qualitative methods and is well-referenced, supporting accuracy and reliability.
P — Purpose: Its purpose is academic — to examine credibility and online behaviour, without commercial agenda.

CRAAP TEST 2 — Lou & Yuan (2019)
Influencer marketing: how message value and credibility affect consumer trust
C — Currency: Published in 2019 — recent and relevant to ongoing influencer marketing research.
R — Relevance: Highly relevant to branding, consumer psychology, and influencer marketing — directly connected to coursework themes.
A — Authority: Appears in a respected peer-reviewed journal — signalling academic authority.
A — Accuracy: Structured on empirical data with clear methodology and referencing.
P — Purpose: Academic purpose — exploring consumer responses to influencer messages.

 CRAAP TEST 3 — Forbes (2023) – Hugo Boss article
(online news/business article)
C — Currency: Published in 2023 — highly current.
R — Relevance: Relevant for business environment insight, market trends, and real-world context — suitable for applied discussion.
A — Authority: Forbes is a recognised business publication, but not peer-reviewed — credible but requiring critical consideration.
A — Accuracy: Based on corporate statements and projections — accuracy should be cross-checked with academic or market sources.
P — Purpose: Purpose is business journalism — informative but potentially influenced by market positioning.

CRAAP 4 - De Veirman, Cauberghe & Hudders 
C — Currency  : Published in 2017, the article remains relevant to digital marketing as influencer behaviour and brand effects are ongoing topics. However, because social platforms evolve quickly, more recent research may provide updates.
 R — Relevance: The article aligns directly with module themes such as credibility, consumer trust, and influencer marketing. It supports assignments that explore follower metrics, engagement, and brand perception.
A — Authority: The authors are recognised academics and the article is published in a peer-reviewed journal (International Journal of Advertising), which strongly validates its authority.
A — Accuracy: The study uses empirical evidence, clear methodology, and formal referencing. Findings are supported by previous literature, indicating reliable accuracy.
P — Purpose The purpose is academic — to analyse how follower numbers and product fit influence brand attitudes. No commercial bias is apparent.


Appendix B-  Screenshots of Research
· articles that used the CRAAP tool: 
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Evidence of Referencing Tool Use
Cite Them Right Online showing journal article citation model used to reference De Veirman et al. (2017).
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· SLIDES PRESENTATION – POWER POINT 
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APPENDIX C — PLANNING NOTES
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Why Influencer Marketing Matters Today

* Over 4.98B social media
users (Statista 2024)

* Influencers trusted more
than ads

* Authenticity drives
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