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Reflective VLOG Supporting Notes: Learning in the Digital Era
1. Academic Skills
· When I started this module, I just Googled everything and picked the first thing I saw
· I never thought about whether a source was actually trustworthy
· Now I use the CRAAP test to check if something is good to use (see Appendix 1)
· It looks at Currency, Relevance, Authority, Accuracy, and Purpose
· I used it on two articles for my e-portfolio
· Khalfallah and Keller (2025)
· De Araujo, Dhaigude, Kamath, Pai, Nayak and Ganesh (2025)
· I realised that just because something is published doesn't mean it's reliable
· Now I check who wrote it and why
· My arguments feel stronger because I'm using better sources 

2. Referencing
· Harvard referencing was a nightmare for me at first
· I kept messing up the punctuation and italics
· I didn't get why it had to be so exact
· To fix this, I made my own template showing how to reference different sources
· I used colours to help me remember the format
· I also asked my lecturer to check my first few attempts
· Now I get it – referencing shows where my ideas come from
· It stops me from copying someone else's work
· I spend way less time fixing mistakes now
3. Four A's Framework
· I learned about the Four A's
· Analyse, Agree, Argue, Arrive
· I used it to structure my essay on influencer marketing
· It helped me organise my thoughts properly
· Instead of just describing things, I was actually analysing them
· My essay flowed better and made more sense
 
4. Digital Skills
· I had to record a VLOG using Microsoft Stream
· At first, talking to a camera felt really weird
· I had to figure out lighting and sound and where to put the camera
· After practising a few times, I got more comfortable
· I also got better at using the university library website
· I learned how to search with keywords and filters
· This saved me loads of time finding good sources

5. Using AI
· At the start, I used AI to get quick answers without thinking
· Now I use it differently
· I use it to brainstorm ideas when I'm stuck
· I use it to find keywords for searching
· Sometimes I use it to summarise long articles so I know if they're worth reading
· But I learned that AI isn't always right
· I have to check everything myself
· My work still needs to be my own

6. My Biggest Challenge
· Harvard referencing was definitely my biggest struggle
· I kept getting small details wrong
· I had to go back and fix everything after finishing my essays
· I solved this by making a reference template
· I practised a lot
· I also asked my lecturer for help
· It got easier over time
· Now I feel confident with it

7. What I'm Proud Of
· I'm most proud of my influencer marketing essay
· I used the CRAAP test to pick good sources
· I used the Four A's to structure my argument
· I finally got my referencing right
· It felt good to hand in something I worked hard on

8. My Future Goal
· I want to become more independent with my studies
· I want to use the skills I learned in all my future modules
· finding good sources
· referencing properly
· using digital tools
· I also need to get better at time management
· I want to stop leaving things to the last minute
· I want to produce good work consistently

9. Final Thoughts
· This module changed how I learn
· I went from just using Google without thinking to actually knowing how to research properly
· I've picked up skills that will help me through the rest of my degree
· These skills will probably help in my career too
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Appendix 1
Appendix CRAAP Test Evaluation
 Criteria and What I found
Source 1: De Araujo et al. (2025)
Currency- Published in 2025. Really recent, which matters because influencer marketing changes so fast.
Relevance- Talks about influencer credibility and how it affects consumers. This was exactly what my essay was about.
Authority- Written by a few university researchers. Published in Cogent Business & Management, which is a peer-reviewed journal.
Accuracy- Uses actual research and theories like self-brand congruity. Seems reliable and well put together
Purpose- Just trying to inform and analyse influencer marketing. Not trying to sell anything.

Source 2: Khalfallah and Keller (2025)
Currency- Published in 2025. Very up to date, which is important for digital marketing topics.
Relevance- Looks at authenticity, transparency, and trust in influencer marketing. These were key points in my essay.
Authority- Published in Acta Psychologica, which is a well-known academic journal. It's also a systematic literature review, so it brings together lots of research.
Accuracy- Uses evidence from multiple studies. The findings seem well supported.







Appendix 2
Appendix 2 – Presentation Slides (Task 3)
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Appendix 3
Appendix 3 – Essay Referencing Evidence
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The Role of Marketing in Organisations

Marketing is the system, process and business activity that creates, communicates,
and delivers value through products and services that benefit customers,
organisations, and society as a whole (Jobber and Ellis-Chadwick, 2019).
Marketing's primary objective s to enable organisations to reach their goals by
understanding, identifying and fulfling customer needs better than competitors.
Marketing was traditionally viewed as being mainly concemed with advertising and
selling products. However,its importance has increased significantly in the modern
business environment, its role has expanded considerably. Marketing now plays a
strategic role within organisations by helping to quide decisions, support long-term
growth and build competitive advantage (Kotler et al., 2021). In addition,
organisations operate within an extemal environment influenced by political,
economic, social, technological, legal and environmental factors, all of which shape
marketing strategies and decisions (Johnson, Scholes and Whittington, 2020).

In addition, rapid advances in digital technology have transformed how organisations
communicate with customers, particularly through the use of digital platforms and
social media (Chaffey, 2022). This essay critically evaluates the role of marketing
within organisations by examining how effective marketing supports organisational
goals, how macro-environmental factors influence marketing decisions using the

PESTLE framework, and how organisations have adapted their marketing strategies
in an increasingly digital world. Examples from Apple, Tesco and
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