Essay 
This essay will delve deep into the role of influencers in modern marketing. It will compare and contrast to positives and the negatives of Influencer marketing. It will look at the future and how the industry is growing. Influencer marketing plays a vital role in the way modern marketing is evolving. In order to ensure the ongoing success of campaigns, having insight into the key impactful issues surrounding this will be considered.
The world of marketing is constantly advancing and evolving at an ever-changing rate. Social media and online data have enabled exponential growth over the past few years in the marketing industry, and it does not seem to be slowing down any time soon Seth et al (2024) support this. Influencer marketing is one of the leading reasons for this. It’s estimated that companies are putting 10 per cent of their marketing budget towards influencer marketing. This percentage is likely to grow over the next few years, with Cornwell & Katz (2021)  confirming this. In 2016, the industry has expanded from  $1.7 billion to 21.1 billion industrially in 2023, and it’s not showing any signs of slowing down,  Bennett (2024) supports this. With this type of growth, it’s hard to see why companies would look elsewhere for marketing. If companies are able to sign on an influencer to be part of the brand with good incentives and that influencer begins to gain traction and grow their following. This would indicate that the company’s marketing strategy was effective, as they have successfully leveraged influencer marketing.
Marketing has evolved its approach over the past few years. With more people using ad blockers, there is a growing need for brands to collaborate with influencers for their advertisements to stand out on social media and to stand out in the news feed, rather than the traditional way of advertising Glenister (2024) supports this. However, Tobin (cited in Glenister 2024) looks at how there are challenges that come with influencer marketing. People don’t realise that you have to constantly optimise. People just hire an influencer and believe that’s all they have to do, but they are wrong. Influencer content can be very hit or miss. One video might gain a lot of traction and get one million views, and the other may only get 100000 views, depending on how the social media algorithm distributes their content. You have to have a system in place to monitor the performance of each piece of content. 
Influencer marketing appears to generate more noticeable outcomes, and brands are clearly profiting from their influencer collaborations. Brands also appear to be getting a good ROI on influencer marketing. Reports have stated that for every $1 spent on influencer marketing, the brand can expect to make back around $5.20, so it’s clearly working Alvarez-Monzoncillo(2022) can support this. Some influencers may have a large following, but may not drive any business to your company, there are several reasons for this. The influencer could have been popular a long time ago and amassed a large following, but now isn’t as active and would not drive any traffic to your business. You could look at the number of likes and comments they are getting. If their recent post doesn’t have anywhere near the number they should, then they are probably no longer relevant and not worth using to promote your company. You can also look at engagement, how many likes and comments they are getting. Likes look good, but you also have to look at comments and shares. But are the comments meaningful? If there are a lot of one-word comments and emojis, then it could mean a lack of genuine followers, and they are not likely to get people to your business Butow & Garcia (2024) support this.
How safe are influencers and their social media accounts? What are influencers without their social media accounts? Influencers would lose everything to a social media ban. Gasnar (2025) supports this. Unlike celebrities who have already built up a large reputation and a famous worldwide wide. If all social media disappeared tomorrow, all the influencers would have no platform to advertise, and influencer marketing would no longer be a thing. No company would higher an influencer to put in a traditional marketing campaign because nobody would know who they are, in comparison to a celebrity who would still maintain their relevance if social media disappeared. However, as influencers become more mainstream and they begin to build businesses and diversify outside of social media, they can protect themselves if something does happen to social media Gasnar (2025) champions this.

In conclusion, it’s obvious that influencer marketing is essential in today’s world of marketing. They already take up a stake in the marketing industry, and it looks like that stake will be growing over the next few years, and its growth looks like it will skyrocket over the next few years. Influencer marketing has proven to be effective in modern marketing. It achieves this by being authentic. As marketing evolves over the next few years, influencers will be at the heart of it and connecting the brand with the consumer by building trust with the consumer that no other form of marketing can do. The reach on social media is exponential, it has the opportunity to reach a much larger audience than a traditional campaign. Companies, brands and businesses need to be cited on this, as the impact can be equally a negative one if the campaign goes wrong. Having an awareness of who the up-and-coming influencers may be will further future-proof campaigns.
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