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I. Introduction
A. Background information: Social media influencers are personalities who have established a reputation due to their knowledge as well as expertise pertaining to a particular topic (Ki & Kim, 2019).  
B. Background information: Social media influencers post specific topics regularly on their social media accounts and win huge followings of passionate and engaged individuals who closely monitor their views. Business organizations have a high preference for social media influencers because these influencers can act as brand ambassadors or product promoters and encourage the majority of their followers to prefer the products or services they promote (Xu & Pratt, 2018). However, the issue of whether social media influencers are beneficial or harmful to society has raised heated debate over the past years.    
C. Purpose statement: To persuade my audience on whether social media influencers are beneficial or harmful to society. 
D. Thesis statement: Social media influencers are beneficial to society because they build trust and credibility, serve the purpose of tastemakers, and act as a link between societal members and business organizations, although some people believe that social media influencers are harmful to society because they define beauty standards in society.   
II. Body
1. Social media influencers are beneficial to society because they build trust and credibility.
a. Notably, societal members have a tendency to believe information from persons familiar to them compared to information emanating from organizations or celebrities. The notion behind this is that social media influencers try to reach societal members. 
b. Social media influencers invest significant amounts of time as well as efforts in building their audiences. The most authentic social media influencers also highly engage their audiences, and as a result, such audiences develop enormous trust and credibility in them (Xu & Pratt, 2018).  
c. Therefore, when these influencers endorse a certain brand, societal members, who form part of the influencer’s audience, have a high probability of trusting the influencer’s recommendations. 
d. Because of the trust and credibility members of a society have in social media influencers, they end up purchasing products or services endorsed by the influencers at a higher rate compared to customers who get to know similar products or services using the traditional channels of advertising.
2.     In addition, social media influencers are beneficial to society because they serve the purpose of tastemakers.
a. Conversely, one of the significant reasons why social media influencers have a significant connection with their followers is that they create expertise in niches, which appeal to societal members. Societal members and followers of social media influencers appreciate the expertise of such influencers in a certain niche, and they closely follow any updates on their social media accounts with keen interest (Dhanesh & Duthler, 2019).
b. In order to pay forward, social media influencers customize the content in their social media posts to meet their follower’s interests.  
c. Also, social media influencers act as early adopters of products and services they promote, and they take advantage of their social media following to intensify the product’s or service’s message. This is essential to social members because it removes any doubt about a certain product or service.
3. Besides, social media influencers are beneficial to society because they act as a link between societal members and business organizations. 
a. Social media influencers are the forces behind brands building effective relationships with their customers on various social media platforms. Essentially, effective relationships with customers are crucial for the sustainability of any brand.
b. Social media influencers drive audiences to the social media pages of various brands and also promote oral communication of brands contrary to direct advertising. Research shows that before deciding on what to purchase, 86 percent of women make a reference on social networks (Ki & Kim, 2019). 
c. Through the various social media accounts of social media influencers, community members can raise their concerns about certain products or services promoted by such influencers, who in turn communicate such messages to their brands. Subsequently, the brands are able to attend to the raised concerns so as to maintain their customers.
4. However, some people believe that social media influencers are harmful to society because they define beauty standards in society. 
a. Notably, social media influencers have a massive following on different social media platforms, and therefore business organizations bank on them to advertise makeup, clothes, and all types of products that would make societal members look better.
b. The ads set by these influencers define beauty standards in society, and this is one of the major reasons they have negatively impacted society. Conversely, society members look up to social media influencers, and if they do not look after them, they make all efforts and take all risks to try and look like them (Chatzigeorgiou, 2017). 
c. Consequently, this affects societal members negatively because they change themselves to live by the beauty standards set by these influencers. When society members look at themselves in a mirror, they feel that they look bad and thus want to change. In the process of changing, some of the things like makeups society members apply may negatively affect their health. 
III. Conclusion
A. Social media influencers are beneficial to society because they build trust and credibility, serve the purpose of tastemakers, and act as a link between societal members and business organizations, although some people believe that social media influencers are harmful to society because they define beauty standards in society.
B. Personally, I think social media influencers are beneficial to society because they primarily help in creating awareness about new products and services and link community members to business organizations. As a result, it becomes easy for business organizations to address any concerns raised by community members about certain products or services.  
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