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Task 1: The Role of Influencers in Modern Marketing

Influencers have become a significant part of modern marketing, especially as most people now spend a lot of time on social media. To assess the reliability of information about influencer marketing, I examined two sources and evaluated them using the CRAAP Test. The first source is by Rajput (2024), which emphasises the importance of authenticity. This source is quite recent, so the information feels current for a topic that evolves rapidly. It is also relevant as it directly discusses why influencers have such a strong influence on consumers. Even though Rajput may not be a widely recognised expert, the article still seems credible because the points are linked to well-known ideas like trust and similarity between influencers and their followers. The arguments are logical and align with other researchers' findings, suggesting the information is accurate. The purpose of the article is clearly to explain and inform, not to promote anything, making it appear honest and valuable for academic use.
The second source is by Migkos, Giannakopoulos and Sakas (2025), examining transparency in influencer marketing. Since it was published in 2025, it is highly recent and aligned with today’s marketing landscape. This source is highly relevant because it explains how honesty about sponsorships impacts consumers’ purchasing decisions. The authors possess strong academic credentials, adding authority to the source. The information also appears reliable, supported by data and comparisons between influencer marketing and other advertising methods. Like the first source, it aims to analyse and clarify rather than to advertise, making it trustworthy.
When comparing the two sources, both clearly agree that trust is the most crucial element of influencer marketing. Rajput (2024) emphasises the emotional aspect of trust, explaining that people feel more connected to influencers who seem genuine and relatable. This emotional bond can encourage audiences to be more receptive to the brands the influencer promotes. Conversely, Migkos et al. (2025) focus more on honesty and transparency, such as ensuring followers are aware of sponsored content. While both sources discuss trust, Rajput concentrates on how influencers evoke emotional responses, whereas Migkos and colleagues consider practical aspects, including how transparency influences buying behaviour.
Although the two sources approach the subject from slightly different angles, they both demonstrate that influencer marketing is most effective when influencers are honest and consistent. This suggests that brands should select influencers who genuinely align with their values, rather than focusing solely on those with large follower counts. Overall, the insights from both sources indicate that authenticity and transparency are vital reasons behind why influencer marketing is so successful today.


.


Reference List
Migkos, A., Giannakopoulos, G. and Sakas, D. (2025). Influencer transparency and consumer
buying behaviour in digital markets. Journal of Digital Marketing Strategy, 12(1), pp. 44–59.
Rajput, A. (2024). Authenticity in influencer marketing and its impact on brand trust.
International Journal of Social Media Marketing, 9(3), pp. 112–125




[bookmark: _Toc211416045]Task 2 – Essay

Task 2: The Role of Influencers in Modern Marketing

In the current climate of digital technology, businesses are adopting a range of
communication methods to reach potential customers. One of the most prominent
approaches is the use of influencers, who are followed by large communities of loyal
fans. Influencers operate across multiple social media platforms such as Instagram,
TikTok, YouTube, Snapchat and others. As a result, they have become a preferred
choice for many businesses when promoting or advertising products, as they are
able to persuade customers or influence their mindset in ways that encourage
purchasing behaviour. This ultimately helps businesses maximise their profits. To
evaluate the effectiveness of influencers, this essay draws on the Four A’s
framework: Analyse, Agree, Argue and Arrive. These stages provide a useful
structure for explaining how influencers attract consumers, from the moment they
first encounter a product to the point at which they actively support or purchase it.
The discussion will also draw on recent research to demonstrate how influencers
help businesses promote their brands or products and attract as many customers as
possible.
As mentioned earlier, one of the first stages of the 4A’s model, Analyse, is where
influencers introduce products and make consumers aware of the brand. At this
stage, they highlight the importance and usefulness of the product, often
demonstrating how they themselves benefit from using it. Their followers can be
easily persuaded to try the product because the influencer presents it as something
valuable or high quality. Many fans view influencers as relatable role models whom
they can trust. Rajput (2024) notes that consumers often trust influencers more than
well-known celebrities because influencers are perceived as ordinary people sharing
their everyday experiences. As a result, many consumers trust the products used by
the people they follow. This is supported by Pan (2025), who explains that young
people often hear about new businesses from influencers before they see traditional
advertisements. This shows how influential these figures are in generating brand
awareness, especially for audiences who engage primarily online.
The second stage, Agree, occurs when consumers begin to understand more about
the product. Followers who trust an influencer are likely to agree with their views and
start to recognise the value of the product or brand. Influencers are effective at this
stage because they create content that is engaging, easy to understand and relevant

to their audience. For example, a fitness influencer might explain how a supplement
improves their performance, making the information clearer and more relatable to
their followers. According to Migkos, Giannakopoulos and Sakas (2025), influencer
posts attract more interaction than standard digital advertisements because
audiences prefer content that feels authentic. Transparency about sponsorships also
increases agreement, as being honest builds trust rather than undermining it. This
shows that agreement depends not only on the information provided but also on the
honesty and trustworthiness of the influencer.
The third stage, Argue, is when influencers begin to persuade people to take action.
Influencers often provide both emotional and practical reasons for buying or using a
product. Moreover, they connect with consumers on a personal or emotional level by
creating content that links the product to their followers’ lifestyles (Zhou, 2023). This
approach increases engagement and is particularly effective with younger
audiences. Influencers also use a variety of strategies to reassure customers that
their recommendations are genuine, such as referencing credible individuals, sharing
customer reviews or providing live videos of real users. These methods help
consumers feel confident and positive about their choices. Furthermore, Kim and
Song (2024) observe that consumers are more likely to follow an influencer’s advice
when the influencer’s personality matches the brand and they appear trustworthy.
Influencer marketing is therefore often more effective than traditional advertising
because it combines logical and emotional appeals that audiences can connect with.
The final stage, Arrive, occurs when consumers who have purchased and used the
product begin sharing their experiences with others. Influencers create
spaces—such as comment sections, reviews or discussion platforms—where
followers can share their opinions and spread information about the product to
friends and family. Al-Omoush (2024) highlights that many influencers actively
encourage these conversations, which helps extend product promotion far beyond
their immediate follower base. This strategy increases the reach of the
advertisement and exposes the product to a wider range of potential consumers.
Long-term partnerships with influencers also help maintain brand visibility, keeping
the company in the minds of the influencer’s audience over time.

However, use of influencers to promote products also has several limitations that
businesses must consider. One concern is the rise of misleading content, including
advertisements enhanced by artificial intelligence. This can damage consumer trust
because overly altered or exaggerated representations of products appear less
credible. Additionally, some businesses prefer to work with influencers who have
smaller but highly loyal audiences rather than those with millions of followers.
Followers may lose interest in influencers if they feel misled or believe the influencer
is more focused on making money than genuinely endorsing products (Rajput,
2024). This highlights the importance of promoting products honestly rather than
using manipulative techniques. Ortega and Lin (2024) also point out that some
companies prioritise influencers who have a genuine interest in their brand rather
than simply selecting those with the largest followings.
Overall, influencers play an essential role in helping businesses promote their
products and reach their target consumers. When the 4A’s framework is applied
effectively, businesses can successfully promote their products by understanding
consumer behaviour, building trust and enhancing brand familiarity. Influencers act
as a bridge between companies and customers, especially in a digital world where
younger audiences are less willing to engage with traditional forms of advertising.
This helps consumers remember brands, develop loyalty and build long-term
relationships with companies. In conclusion, influencers are a significant part of
modern digital marketing because they help businesses connect with consumers in
authentic and meaningful ways. The stages of Analyse, Agree, Argue and Arrive
demonstrate how influencers guide consumers from initial awareness to active
support. Although issues such as artificial engagement and algorithm changes
present challenges, research consistently shows that influencers increase trust,
engagement and long-term business success. For these reasons, influencer
marketing will remain one of the most effective strategies for businesses in today’s
digital environment.
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