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Executive Summary: Introduction

Background

The Advertising Standards Authority (ASA) commissioned MTM to update its 2019 research on influencer marketing disclosure. Si nce
then, the social media landscape has evolved significantly - most notably, the rise of TikTok, increased user engagement, and ne w
advertising formats. This study will inform a review of guidelines to ensure influencer marketing continues to comply with th e
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Objectives

A To explore the scenarios when consumers are unable to identify ads without the use of a label
A To examine awareness, understanding and interpretation of the different labels used to describe ads across platforms
A To draw out insights as to which labels and methods of disclosure provide clarity for the UK online population to be
able to distinguish ads from surrounding content
A To look at the extent to which different user groups may differ in their ability to identify ads and their interpretation
of different labels - and the reasons for this.

Research Methodology

A Stage 1 (qualitative research): Seven -day online community discussion with 30 participants aged 13 - 64 across the UK

A Stage 2 (qualitative research): Follow  -on individual depth interviews with eight respondents from Stage 1

A Stage 3: Using Stage 1 and 2 findings, an experimental framework of example stimulus was designed to support Stage 4

A Stage 4 (quantitative research): Online survey with 1,900 UK participants aged 13 -PpeKa] 0Agod] $KzKcé3zAnKnljXIKézg
Fieldwork took place between May = -July 2025.
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Executive Summary: ldentifying influencer marketing

Both contextual signals and clear labels help

Influencer marketing is not always very clear : : _ _
the UK online population to identify ads

A Fundamental aspects of the social media A When social media users are identifying ads,
experience make influencer ads difficult for the first signal is picking up a cue or cues
Oy j2oa] #+X] AK] zZntNzgXzoXK k@ snegtons ofabrand
Oy the similarity in paid promotions vs. Oy the tone of voice
genuine reviews Oy visual features of the brand/ product,
Oy the algorithmically -led feed of including brand logos
relevant, but often unfamiliar, content. Oy familiarity with the brand
A Experimental tests in this study have Oy familiarity with the influencer
confirmed the issue: no type of ad is indicating that the post is unusual in
universally recognised, and many non  -ad some way
posts are mistaken for ads. Brand ads, ov calls to action
however, remain the gold standard interms y
of high levels of clarity. A However, these context signals vary and are

not consistently present in influencer posts.
As aresult, labels help to increase

A In these tests, influencer ads fell
significantly short of the standard set by

iti i 395 167 7 a

brand ads, when it comes to the UK online rgcognltlon LS I th? absen_ce rELen % Q ¢V 2

: : : S|gnals and play a crucial, confirmatory, alexandradudley BOURSIN CRUDITE BOARD WITH
population being sure that a post is an ad ole Qv ¢ n anva d CRISPY SMASHED POTATOES
KEw (p Y K E S g S J[ rL SoK q A S " é_ ]’ é r)o > g % %{q'( AD We are approaching outdoor entertaining... more

: bri g| g 3 ad arltyg her th e
ads vs. 54% for influencer ads).
mftm contextual signal from the content is weak 4

or ambiguous.



Executive Summary: Benefits of adding prominent labels

The UK online population wants clearer
labelling of influencer ads

A Thereis widespread demand for

clear labelling of ads.  80% of the UK

online population say they prefer it
when influencers are clear about
when they are advertising
something - and 80% agree that
clear labelling is essential to be
able to identify influencer
advertising. This helps users decide
how to respond V whether to trust
the recommendation / advice, act
on it, or skip past it without even
fully engaging with the post.

A Ensuring fully transparent
influencer marketing will help to
support and maintain trust across
the wider social media ecosystem
benefiting audiences, influencers,
platforms and brands alike.
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Placement is critical

A The placement of labels is just as
important as their wording (see
next slide for discussion of optimal
wording).

A Labels work best when placed
upfront and when they require
minimal effort to spot. This means
appearing either visually within the
content itself (56% of the UK
online population ranked this in
their top 3 of 8 positions tested) or
at the beginning of the caption
(53% ranked in top 3).

A Reflecting this, 79% of the UK

online population feel influencers
should place ad labels upfront
with no extra clicks needed to
reveal them.



Executive Summary: How to improve clarity
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consistently viewed as the clearest

> _father of dauahters @ and m...

A Certain labels stand out as clearer than others. Paid Paidgaftngsshin
Partnership is seen as offering the most clarity (37% of the - )
UK online population ranked it in their top 3 of the 16 labels
tested), as it both signals that a post is an ad and helps to
meet the desire (from 70% of the UK online population) to
understand how influencers have been rewarded.

A The next clearest are AD/#ad (27% of UK online population
ranked in top 3) and Commission Paid (25% ranked in top 3).
These stand out along with Paid Partnership as being the
most consistently effective labels from the in - situ
experimental test.

A Incontrast, #gifted and #thanks were among the weakest
performing labels for creating clarity that an influencer post
is actually an ad, failing to sufficiently explain the nature of
nlj = K&aj gt Xyt N whkhe Brgnd apd &tenE lj & 3 K
ranking as poorly inthein -Eant KnZEnKzEKel 2]
gzkxg” w¥K

A This reflects a pattern in the ranking of label clarity: labels
with no indication as to whether an influencer was financially
compensated were consistently ranked the lowest for

: -
|l 2 ok vos curl Detangling Milk \

tianawilson

AD The new @VOS Curl Detangling
winn Spray sa game changor! |r... more
/

Commission paid

perceived clarity.
mtm
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overview of method




Background: examining consumer awareness and
understanding of influencer marketing

Advertising Standards Authority (ASA)

Advertising that is identifiable

5l 2K é KAEKnli =Kyt  EKaTheGAP Egde Rjuiekthat

regulator of advertising. It applies the
UK Advertising Codes written by the
Committees of Advertising Practice
(CAP) and Broadcast Committees of
Advertising Practice (BCAP). The ASA
ensures ads across all media are legal,
decent, honest and truthful, and takes
action where advertising is misleading,

harmful, offensive or otherwise
irresponsible.

The ASA commissioned MTM to
conduct this research study on its
behallf.
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Notes: (1) The Competition & Markets Authority

marketing communications are
obviously identifiable as such. 1

Ads should be designed and / or
presented in a way that makes it
easy for consumers to recognise
cljznKagEXKz] oKagj~

The close resemblance of influencer

ads on social media to the

surrounding editorial content means

the labelling of ads has been
considered, to this point, to be
almost always crucial to ensuring
they are obviously identifiable as
advertising.

also offers guidelines for influencers and warns that they may be in breach of

consumer protection law, as well as breaking industry rules on advertising, if is not clear to audiences that a post is an ad

= A
B

Previous body of work

01j ¥ K 019 res&arch on the
labelling of influencer marketing

found that people struggle to identify

social media posts that are in fact
ads. But the more noticeable the
label, and the more its meaning is

< urderstood-tq refer to.gdvertising,
nKzo Oth%dﬁljlfeac%% ¢ IR

nsdmers are able to

correctly identify them. The research

Need for 2025 research

The social media landscape has
changed considerably since that
last research was conducted:
more people are engaging with
social media; new platforms have
emerged (most significantly,
TikTok); platforms are offering
their own ad labelling tools; and
user experience of this type of

i g3 ZoKnAKaj I Aduideliors] > KmatkefindsaKd their media

for influencers , on how to deploy the
Codes and ensure it is clear that ads

are ads.

0lj ¥ K 022 res&rch on host -
read ads in podcasts reached similar

conclusions.

literacy is likely to have
developed over time.

The ASA therefore decided to
update its research in 2025 to
inform a review of guidelines.


https://www.asa.org.uk/codes-and-rulings/advertising-codes.html
https://www.asa.org.uk/news/clarity-for-consumers-why-ad-is-essential-in-paid-influencer-posts.html
https://www.asa.org.uk/static/790d2e01-e3f8-4fea-b3c99ef91a9f04dc/Influencerguidance2023v4-FINAL.pdf
https://www.asa.org.uk/static/790d2e01-e3f8-4fea-b3c99ef91a9f04dc/Influencerguidance2023v4-FINAL.pdf
https://www.asa.org.uk/resource/ad-labelling-in-podcasts-research-report.html
https://www.asa.org.uk/advice-online/recognising-ads-advertisement-features.html
https://www.gov.uk/government/publications/social-media-endorsements-guide-for-influencers/social-media-endorsements-being-transparent-with-your-followers

Research objectives and scope

Research objectives:

A Identify and explore scenarios where consumers struggle to
recognise ads without labels

A Assess consumer awareness, understanding and
interpretation of ad labels across platforms

A Determine which labels and disclosure methods help users
distinguish ads from the surrounding content

A Analyse how different user groups vary in identifying ads and
understanding labels v and why.

Project scope:

A Platforms: focus on TikTok and Instagram but also drawing
on habits and perceptions from across further social media
platforms

A Labels: Four broad categories of labels tested (examples on
right), with nine labels overall (seven across TikTok &
Instagram, two platform unique) tested in the experimental
framework

A Sample: individuals aged 13 - 64 with different levels and
patterns of social media usage.
mtm

Notes: (1) Please see Appendix for more information about platform selection, stimulus used to
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re approaching outdoor entertaining..more
El Adl TdzGbgE [ bW s YPratform specific labels

A Example: #Ad, AD, AKaz339ZEBK 324a0%K3
Advert aAajnK kNzjoXe¥XKaj
3AEREWXK t AS3aEEaA
" .
from press ups,armcurlsand «
Q13ek Q1274 Y 1,340 A
mattdoesfitness Having aspirations to look like
someone you see on social media is fine, as long as you
appreciate that the way you see.. more
No label All other labels
A Examples: could include AKaz339gZEbK #alnzo
mentioning or tagging “prstay” wK®T Ag] KkNzj o~
brands / partners "zl lagaznx” LLI,?(" nljz

T239gANZK3zNnat 832 nE” Kt] oZSNENRZj o&] #+KzJ oKNZ2t ndaAj EXKedanlja] KnljZKNZEZzNt jwKz] o KEZ33g4a] +uw



Methodology: this was a four stage

1 study combining

gualitative and quantitative research

Qualitative Community
Discussion (May 2025)

What? Seven-day online
community board with 30
consumers.

Who? 13 64-year- olds; all
using social media at least
once a day; mix of one or
more platforms used.

Why? To gauge consumer
awareness, understanding
and interpretation of social
media posts that are and
are not ads, looking at
influencer marketing in
context with other types of
posts.

mtm

Qualitative Depth Interviews
(May - June 2025)

What? One- hour individual
depth interviews (conducted
online) with eight participants
from Stage 1.

Who? 14-51-year- olds; mix of
social media usage and types
of content consumed; mix of
ability to recognise ads.

Why? To gain a richer
understanding of behaviours
and attitudes. Interviews
enabled open discussion and
guided exploration of
challenges in identifying
influencer marketing.

Notes: (1) Please see Appendix for more detail on study methodology, sample profiles,

research questions and stimulus used to prompt participants.
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Quantitative Experimental Design
(June 2025)

What? Experimental framework
built, based on insights from
Stages 1 and 2, to test four
categories of label conditions and
multiple context features that
have an impact on consumer
ability to identify influencer ads.
Examples of influencer posts
used to populate the framework
were jointly selected by the ASA &
MTM

Why? To ensure a rigorous and
comprehensive experimental
design that tested all the key
variables of interest to deliver a
robust read on the insights
emerging from the qualitative
stages of the study.

04

What? 20- minute online survey.
Participants shown mock

Instagram and TikTok reels with
EXgXtnXoKEnajtgtEKA]J
éXgg+KZaINt AEZwKI Agg
gauging direct response to those

influencer posts and labels.

Who? 1,900 participants aged
13+ across the UK, including a
boost of 300 13 - 17-year-olds.
Sample profile weighted to be
nationally representative.

Why? To robustly measure
ability to identify influencer
marketing based on different
labels and context features.

10



Influencer marketing stimulus

Testing a wide range of influencer marketing stimulus was
integral to providing informed insights into how users identify
marketing posts and to explore consumer awareness,
understanding and interpretation of different ad labels.

MTM worked closely with the ASA to select posts from UK -
based influencers. These posts were selected purely to ensure
the study considered a variety of different features and that
findings represented posts from across the influencer marketing
spectrum. Some of these related to post characteristics (e.qg.

the platform they were shown on, influencer gender, product
sector), and others based on the features/style of the posts

(e.g. labelling used, content type, whether if featured a

voiceover, use of music, etc.)

We tested over 30 different influencer marketing posts across
various stages of the study. The findings of the qualitative
stages informed the selection of ads tested in the quantitative
stage.

mtm



Stage 3. We chose eight influencer marketing posts as
stimulus, each with a range of different features

_- Context Features included? Characteristics of post Type of content

Influencer post 1 . - Product Well - _

P Bra_nd in GEAuEse inﬁer - Familiar Fe- Voice - . known Fash- Fit - C.OOk

Platform voice - tone of Male Music . Beauty . ing/ Travel
o - acted brand male over influ - ion ness
with Food
encer
Naomi Bouncy d~
BIOWS 1 TikTok
Proudlock &
Emma Lou TikTok
Lucy & Little .
Liv Madeline
Trinny Woodall (@)
Kirthanaa ‘@]
Alexandra Dudle ‘@l
Matt Does Fitness ‘@l
mitm 12

Notes: (1) Click on influencer name to follow the hyperlink to the real post. 3
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https://www.tiktok.com/@naomi.bouncy.blows/video/7483610634274295062
https://www.tiktok.com/@naomi.bouncy.blows/video/7483610634274295062
https://www.tiktok.com/@theproudlocks/video/7424888625050979617
https://www.tiktok.com/@theproudlocks/video/7424888625050979617
https://www.tiktok.com/@lucyandlittle/video/7486954455372434710?_r=1&_t=ZN-8vAcKWVuQER
https://www.tiktok.com/@_livmadeline/video/7497983651049671958?lang=en
https://www.instagram.com/p/DHqkT9gtc0-/?hl=en
https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1
https://www.instagram.com/p/DJE-BypKjRM/?hl=en
https://www.instagram.com/p/DHqOIcPo91C/

Stage 4. Advertising posts were tested in two ways; a mocked up
In- situ test and a follow up section focusing specifically on the ad

Spot the Sell

Exercise
Influencer ads were
integrated into a
simulated social
media feed (which
also featured brand
ads, reviews and
editorial content)

and survey
respondents were
asked to respond by
selecting buttons to
signal whether they
believed posts were
an ad or not

mtm
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#gifted We are approaching outdoor entertaining...more

Posts shown in isolation and
participants asked about...

A Attributes associated with
influencer

A Level of clarity that a brand
was being advertised by the
influencer

A Reason behind their
response on clarity

A Level of brand stand - out

A Level of prior relationship
with the influencer (if any)

A Level of prior relationship
with the brand (if any)

A Perception of whether a
reward was received by
influencer

13



Stage 4. Each example post was adapted to robustly test the
Impact of different labelling conditions

In the survey, each participant was randomly assigned four of the eight influencer posts (two on Instagram, two on TikTok), e ach featuring
ZKoalll 5NZJ nKgzkIgKKEANKNR ZK °AKgzk=Zg™ Kt AJ oanaA] kwXKolj & E K YatfehshD@ Ker posp/faliet E n, K
V allowing detailed analysis of the impact of individual labels for each post. When combined, more sizeable bases (over 900), a llowed

robust analysis of patterns across individual posts and across different labels . Testing only one label at a time allowed the impact of each

label to be assessed while holding the creative content constant.

N“”.”ber & responden_ts EZzNazj nEKAI KOtheolabels Unlabelled Platform specific labels
seeing each label variant

TOTAL AD #ad #thanks #gifted @brand No label Partner - on Paid Influencer

ship (TikTok only) ('“Sgi?;am
7600 982 918 903 997 950 950 965 486 449
947 121 110 115 118 120 110 119 134 i
953 126 123 115 128 112 121 116 112 i
956 114 113 122 118 127 122 116 124 i
944 120 116 117 124 118 113 120 116 i
957 121 107 115 127 119 127 122 i 119
943 132 121 101 137 119 111 120 i 102
940 126 107 107 121 119 122 117 ) 121
960 122 121 111 124 116 124 135 ] 107
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sample to achieve was set as opposed to an exact number to achieve, to allow for quotas to be distributed across cells



SECTION 02

Social Media Landscape:
Mapping and understanding 5
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Key Findings In This Chapter: 1 of 2

Social media is avidly used in the UK,
although habits vary by platform

Ninety - eight percent of 13 V64-year-
olds use at least one of the eight

social media platforms asked about

in the survey. YouTube and Facebook
are the most widely used, while
Instagram and TikTok sitinamid  -tier
of popularity (although this varies by
age). Facebook, Instagram and TikTok
are the most habitually used V and
YouTube and TikTok hold user
attention for the longest.

mtm

Age is a prime driver of platform
choice and content consumed

Younger audiences are the most avid
social media users and favour TikTok
and Instagram for short - form, trend -
driven content where they can
connect with creators, celebrities and
friends alike. Older audiences skew
more towards using Facebook and
YouTube, and are often motivated by
different needs, including sustaining
relationships with people they know,
and consuming news.

Informing Insight: Age Focus

Given the significant role of age in
shaping social media behaviour and
attitudes, we highlight age

differences throughout this report.
Based on similarities in social

media habits and motivations for
consuming different content, we

have defined age groups as  younger
(13-24), mid -tier (25 -44) and older
(45-64) audiences in the study

16



Key Findings In This Chapter: 2 of 2

mtm

Platform interface and purpose determine
the types of content consumed

While Facebook, Snapchat and LinkedIn are

geared towards content from people you
know personally, YouTube, TikTok,
Instagram, and Twitch offer more content
from a variety of sources. TikTok and
Instagram especially involve users being
exposed to all kinds of content sources by

the algorithm, whereas YouTube and Twitch

users make more active personal choices
about content to consume.

Informing Insight: Platform Focus

Because of the scrolling feed -
based, algorithmic nature of TikTok
and Instagram, that exposes users
to a vast range of content that is
often neither actively chosen nor
familiar, it was decided to focus the
research on the two platforms.
YouTube & Twitch, the other
creator -led platforms, were
explored generally. All stimulus
tested in the study was from
Instagram & TikTok.




Social media is avidly used in the UK: 98% of 13

used at least one of these eight platforms in the last month

Social media apps used last month

UK online population (13 - 64 yrs)
Average no.
f platf
g
75% 4.2
67%
60%
40% 40%
31%
13%
m -
D 0O @ B S in
TikTok users
YouTube Facebook Instagram  TikTok X Snapchat Linkedin  Twitch
(formerly
known as
Twitter)
mtm

Source: MTM ASA Quantitative research. A1 Which, if any, of the following social media apps have you used in the last month?
Base: Online 13 V64 - year- old population (1900)

YouTube is the most used of the eight social media
platforms tested = among the UK population, with 84%
claiming that they used it in the last month. This was
followed by Facebook.

This study focuses on Instagram and TikTok. They sit in
the mid -tier of usage, with around 3 in 5 using these
platforms.

€l ] KzggKZa*ljnK3zgznlANIEKZNZIK J Inn:

UK online population use at least one of these.

There are other, newer social media platforms as well
but they tend to be smaller and this study focuses on the
eight platforms listed as a broad representation of the
social media category, in 2025.

v

V64 - year- olds
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Usage patterns vary widely across platforms

- TikTok,

Instagram, YouTube and Facebook dominate

Frequency of use
UK current users of each platform (13 - 64yrs)

5% 5% 5% 6% gy 6% .
199 13%

<Once a
10 week
o 0
22% W 2994 .
Few times a
week
E Once a day
[v)
59% M 5600 M c30,
m Multiple
times a day

B0 - @00 =

TikTok, Facebook and Instagram are habitually used , With the
majority of users dipping in and out, multiple times a day. Use of
Twitch and LinkedIn is less frequent and (along with YouTube

and X to an extent) more session - based i.e. one session per day
or every few days being a more common pattern.

mtm

Source: MTM ASA Quantitative research. A3 How frequently do you typically use the following social media platforms? A4 And, o
following social media platforms each week?

Base: Online 13 V64- year- old population who use social media (1862) TikTok (1177) Instagram (1291) Facebook (1404) YouTube (1599)
13 64-year- old population who use social media weekly, TikTok (1147), YouTube (1557), Twitch (236), X (712), Snapchat (789), Ins

Average time using platform per week
UK current weekly users of each platform (13 - 64yrs)

Less than
an hour

m 1-4 hours

29% M 32% B 33%
+
—_ m 5+ hours
14% B 14% W 13% @ 12% 7%

TikTok and YouTube users are on these platforms for

longer periods compared with other platforms, with 1in5
users claiming 5+ hours per week (total across sessions). In
contrast, Facebook and LinkedIn users are on these

platforms for considerably shorter periods.

32%

n average, how long do you typically spend on each of the

X (744) Snapchat (813) Twitch (251) LinkedIn (567), Online
tagram (1261), Facebook (1375), LinkedIn (516)



Age Is a major driver of which
SOC|a| med|a apps are used Social media apps used last month V by age group

UK online population per age group

Younger audiences (13 -24-year-olds) lean towards TikTok, 100%
Instagram and Snapchat, drawn by a mix of peer influence, 90% ~—
. . . . 0
quick entertainment, and a constant flow of digestible, short -
form content. Algorithms reinforce trends and surface 80%
personally and culturally relevant content.
70% /
Older audiences (45 V64 -year-olds in particular)  tend to 60% \/
favour platforms they adopted earlier (particularly YouTube
and Facebook) to support relationships, follow local/interest - 50%
based groups and keep up with news or practical updates.
40%
There is a clear generational divide ; younger audiences 30%
embrace trend -driven content, while older audiences tend to
be anchored to platforms that focus on connection and 20%
familiarity. YouTube spans both groups, offering trendy and 10%
current content while maintaining personalised, longform
viewing experiences. 0%

13-17 18-24 25-34 35-44 45-54 55+

mtm
Source: MTM ASA Quantitative research: Al Which, if any, of the following social media apps have you used in the last month?
Base: Online 13 VB4- year - old population in each age group; 13 -17 (300) 18-24 (179) 25 - 34 (439) 35 -44 (397) 45 -54 (258) 55 -64 (327 )

BB c3eE20



Younger audiences may be newest to social media

are the heaviest users

Time since first starting using social media V By age
UK current social media users per age group
0/
8% 13%
Can't remember
m 9+ years ago
68%
69% 65% 7-8 years ago
m 5-6 years ago
m 3-4 years ago
12% 8% 7% W <2 years ago
11% 69 7%
13-17 18-24 25-34 35-44 45-54 55-64

The youngest age groups are unsurprisingly the newest to social media,
having been introduced to it by family/friends or via platforms with

child - friendly versions (e.g. YouTube). Few over  -25s are coming to
social media for the first time, with the majority having started over

nine years ago.

mtm
Notes; (1)*Low base size warning (n<100) (2)**Too low base size warning (n<50)

Source: MTM ASA Quantitative research: A2 When did you first start using social media (e.g. YouTube, Facebook, Instagram)? A
Base: Online 13 VB4- year - old population who use social media (1862), 13

-17 (298), 18- 24 (179), 25 - 34 (437), 35 - 44 (396), 45 -54 (251), 55- 64 (301), UK current daily users YouTube 13

- but they

Platform daily usage VvV By age
UK current users of each platform in each age

m13-24 m25-44 m45-64

88%

5%

829%82% 86%
/750/‘?1%

o0 BOUBI%
7% 9% 3% 679 0%
9%
0,
21967 45962
Ie% II

@ 0o ¢ OE

71%

I 0%

*

Younger age groups are the most frequent users of social media,

particularly TikTok and Snapchat. 25
for YouTube and Instagram, while 45
across all platforms, except Facebook.

V44 -year - olds match them
V64s post lower daily use

21

3 How frequently do you typically use the following social media platforms?
-24 (433), 25 -44 (730), 45 -64

(436), TikTok 13 - 24 (408), 25 - 44 (592), 45 -64 (177), Instagram 13 - 24 (377), 25 - 44 (656), 45 - 64 (258), Facebook 13 - 24 (284), 25 - 44 (669), 45 - 64 (451), X 13- 24 (162), 25 - 44(433), 45 - 64 (149), Snapchat 13 - 24 (353),

25-44 (394), 45 -64 (66 *), LinkedIn 13 -24 (83 *), 25-44 (342), 45 - 64 (142), Twitch 13 -24 (86 *), 25- 44 (157), 45-64 (8 ** )



Entertainment, learning and social connection are the main
drivers for social media use

Motivations for using social media V by age
UK current social media users per age group

1324 o5_ 44 45-64 éAt 429gK3Z04d72" EX3Naj3znNe Konz
entertainment and mental escape, particularly

To be entertained To be entertained Connect with friends/ family among the under -44s
Learn new things Learn new things To be entertained
Connect with friends/family Connect with friends/family Learn new things Social connection  is important across ages but
Distract myself/pass time Distract myself/pass time Distract myself / pass time is the top driver for older audiences
Lift my mood/feel good Lift my mood/feel good Get tips on how to do something

While use of social media to learn new things

HEEECECERENE EN

Get tips on how to do things Stay up -to - date with news/culture Escape everyday life )
. : : : unites across the age groups, news
To escape everyday life Get tips on how to do something Stay up -to - date with news/culture consumption iS more common as Users get
Find people w/similar interests Be inspired Find people w/ similar interests older
Be inspired Get recommendations Stay up -to - date with local events
Get recommendations Find people w/ similar interests Lift my mood/feel good While not a core driver, y  ounger audiences
Connect with people | admire Stay up -to - date with local events Be inspired IO_Ok to SO_C'a_I med|a_as a way of engaging
: " : . .. : with aspirationa | figures
i3 Connect with celebrities/stars | like AV 2t nKesKkNZ] o0EKc To get recommendations
Escapism & Learning & Social Inspiration &
feel good news connection aspiration
mtm 22
Source: MTM ASA Quantitative research: A6 And, which of the following reasons explains why you engage with social media platf orm s?

Base: Online 13 V64- year - old population who use social media and are 13 -24 (477) 25 - 44 (833) 45 -64 (552)



While Facebook and Snapchat are used for connecting with
others, TikTok and Instagram provide more varied content

Engagement with different content sources
UK current users of each platform (13 - 64yrs)

Influencers/
content creators
92%690%90%g7945704 91%

| | | I 88%89./.85./.86./.86./.|

V by platform

I Celebrities B Reviewers

95% 95%

4% 73%
65%710/%8%71% 68% C

65%
III I III |57%

74%7104

88%
81%
I |76% I

Media

Companies
95%  96%

87%86%
| | I |81'/o81%81%

LY

Businesses /
brands

Friends/family/
colleagues

8690,

820 84%

9 82%

75%750/0720/070%73%

3

66%

82%
2%
67%
IBO%I

On Instagram and TikTok
wide variety of content.

, users experience content from a range of different sources
Facebook and Snapchat stand out for friends/family content

the newsfeed. This results in
platforms

less on TikTok. On YouTube, users engage with content more purposefully, actively choosing what they prefer to watch rather t
YouTube users having lower overall engagement levels with content sources asked about

, with algorithm - driven newsfeeds exposing users to a
- this is also a major feature of Instagram but seen

han relying on
compared to other

mtm

Source: MTM ASA Quantitative research: A7 How often do you engage with content produced by the following sources on [platfor
People who share content about their lives on social media/ Singers, sports stars, actors/ People who trial and share opinion
promoting/informing people about products/services / Media organisations post clips/ highlights from content they make / Frie
Base: Online 13 V64- year- old population who use TikTok (1177) Instagram (1291) Facebook (595) YouTube (603) X (378) Snapchat (411
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m]? V Ever engaged
s of products/ Companies
nds/family/colleagues
) Twitch (235) LinkedIn (368)



The interfaces of creator -led platforms determine user
choices

TikTok

algorithm to serve content which is
simultaneously personalised, random, and
broad. There is little control over the content
they watch . On this platform we see users
being less likely to find or follow the same
creators again, or to feel they have a deep
relationship with creators.

Instagram

While users are more likely to follow creators
on Instagram than TikTok (partly due to its
strong legacy as a connection  -focused
platform), their feeds feature content that has
been served based on the algorithm (e.0.
suggested posts, ads, Reels) rather than actively
chosen. As a result, the content consumed is
wide - ranging and diverse.

Instagram & TikTok: mostly  algorithm -led content choices
mtm

Mostusers EAg>ge KNZge KA] Knlj 2K bA

YouTube

z #Nhile the homepage serves users with a mix of

subscription -based and algorithm - based
suggestions, users commonly make an active
choice when selecting a video. This, along with
the longer -form nature of YouTube content,
means users are more  personally invested in
specific content creators in a way that is not
always seen on purely short  -form video
platforms.

Twitch
Compared to other platforms, users choose
content most purposefully on Twitch . The live -

streaming format and interactive chat create
ongoing dialogue between creators and audiences,
fostering especially close - knit communities
Because users often spend longer periods
watching streams, this strengthens bonds and
builds a high level of trust with creators.

Twitch & YouTube: mostly  active user content choices
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SECTION 03

Influencer Landscape: How do
Influencers fit into the social
media experience?




Key Findings In This Chapter

Interaction with influencers varies by
age and platform used

TikTok and Instagram users interact
with influencers most frequently.

Under - 45s see influencer content
frequently and organically  V and are
more likely to understand that this
content can be either partnership - or
trend - driven. For older users,
influencers feature much less in their
social media consumption and are
seen as public figures primarily, rather
than sources of content.

mtm

(3 o 1Q
/o“::b{;ﬁ”\ & X&\ %

Influencer marketing may be
expected but can still feel intrusive

While understood to be a fundamental
part of social media the, often
unsolicited, nature of influencer ads in
an otherwise user -directed content
environment means that many feel it
iS more intrusive than other
marketing. A typical social media

Trust is an important factor in the
evaluation of influencer posts

Social media users constantly evaluate
influencer content to decide whether or

not to engage with it. Younger

audiences are working out whether they
can trust that the post reflects the

a] gt ]t INE” KnNt = KA3
audiences want to trust that the

I 50> EXkgZ] o KAl Kz oEKe &nlji Whifprmiisgding ¥ z|daByi&ineate

forces users to go an extra step when
evaluating posts: determining whether

any commercial relationship. Helping
the UK online population get to these

7 K3 AEnRKAEKZ K %3] t&] £~ KNI taAsggghickly thréudh tr¥nsparent

or a paid promotion.

disclosure can help maintain trust
throughout the social media ecosystem.

J a&AT Xk
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Although influencers and celebrities feature across social
media, engagement with them varies by platform

Engagement with different content sources V Influencers/content creators and celebrities
UK current users of each platform (13 - 64yrs)

m Influencers/content creators m Celebrities

96%
92%  90% 88% 89% 88%

81% 87%
caos  7A% ’ 75%  75%
0, 0 0%
i I I I I I I i !

TikTok, Instagram and Twitch have the highest proportion of users who have interacted with influencer/creator content. High proportions

of Instagram and TikTok users are also engaging with celebrity content , Which can also fall within a typical definition of influencers when
EljAca] #+K kZlja]) oKnljZKEt =] ZE”- KAIl KnljZ&d8NKg&do0ZEwKbzt Sk AAAWKe &) £Z0o0] Kagedavithe AL |6t k = 1
influencers/content creators on these platforms, which involve more active navigation either to see friend/family/colleague c ont ent or
other favoured types of content.

mtm

Source: MTM ASA Quantitative research: A7 How often do you engage with content produced by the following sources on [platform ]? V Ever engaged - People who
share content about their lives on social media/ Singers, sports stars, actors - Results for other content types were seen on previous slide.

Base: Online 13 VB4- year - old population who use TikTok (1177) Instagram (1291) Facebook (595) YouTube (603) X (378) Snapchat (411 ) Twitch (235) LinkedIn (368)
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Frequency of engagement with influencers is highest on
TikTok and Instagram

Frequency of engaging with content creators/influencers V per platform 1!
UK current users of each platform (13 - 64yrs)
4% TikTok and Instagram stand out as the main
Never 8% 12% 19% platforms for  daily influencer engagement.
e 25% 3206 _— s Their visual, short -form formats and the
2204 37% perceived authenticity of the content on both
<Once a platforms, allows users to feel constantly up -
week B to-02n>KeanljKajlgtsjt ENE” Kgao.

24% 24% And the strong trend culture on both platforms
encourages users to consistently check in to

stay in the loop.

H Few times a
week

31%

m Once a day

26% 23%

Although users generally feel highly invested in
individual creators  on YouTube, they consume

m Multiple 9% 8% 8% their content less frequently as a result of the
times a day 10% 9% 10% [l 1% longer nature of many YouTube videos.
e Conversely, TikTok and Instagram can be
d ‘@] @ & w G dipped into throughout the day 2.
TikTok
mtm 28

Source: (1) Quantitative research: MTM ASA Quantitative research: A7 How often do you engage with content produced by the fol low ing sources on [social media platform]?
(2) Qualitative research: Online communities & follow up depths.
Base: Online 13 VB4- year - old population who use TikTok (1177) Instagram (1291) Facebook (595) YouTube (603) X (378) Snapchat (411 ) Twitch (235) LinkedIn (368)



Under - 45s are the most likely to be engaging with
Influencers on a weekly basis across all platforms

Weekly engagement with influencers/content creators V per platform, by age band
UK online population (13 - 64yrs) using each platform, in each age group

m13-24 m25-44 wm45-64

79%
76% 72% 71%

64% 65% 62%
56% 56% 56% 56% 56%
0,
45% 48% 44% o 46% 41%
32% 28%
I I -

@ & in|

TikTok and Instagram are the main platforms where people engage with influencers . Younger audiences are generally more avid
users of these platforms and with influencers being a big part of the content mix younger users are highly literate when it comes

to influencer content . Older audiences are also most likely to come across influencers on TikTok and Instagram but at a much

lower rate than younger audiences V a trend seen across different social media platforms. With older audiences focusing on
following people they actively know V either creators in an area of interest or friends/family/colleagues V influencers play less of a
role in their social media world.

mtm

Notes: (1)*Low base size warning

Source: MTM ASA Quantitative research: A7 How often do you engage with content produced by the following sources on [social m edia platform]?

Base: YouTube 13 -24 (113), 25-44 (199), 45 -64 (291), TikTok 13 - 24 (408), 25 -44 (592), 45 - 64 (177), Instagram 13 -24 (377), 25 -44 (656), 45 - 64 (258), Facebook 13 -24 (88), 25 -44 (182), 45 -
65 (325), X 13-24 (72), 25 - 44 (189), 45 - 64 (117), Snapchat 13 - 24 (186), 25 - 44 (181), 45- 64 (44 *), LinkedIn 13 - 24 (51*), 25-44 (188), 45 - 64 (129), Twitch 13 -24 (71), 25- 44 (156), 45 -64 (8 *)
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There are nuances to how different age - groups define and
ajnxNztnKeanl K ajllgt>jt ZNE"

While all audiences view influencers as people who regularly create online content, and act as a source of inspiration and
entertainment, there are clear generational nuances to how social media users will interact with influencers.

13-24 25-44 45+
A Influencers are online creators who have A Influencers are online creators who give A Influencers are defined by their level of
large followings and post frequently and their audience access to their lives : 3 ZNEA] z g KtHerg 5 little™ K
consistently providing inspiration and advice, via differentiation between celebrities and
A Defined by talkability , both due to regular posting full -time content creators / career
algorithm -driven discovery and A Discovered through the  algorithm and influencers
recommendations from friends sought out based on interests (fitness, A This age group is less likely to discover
A For this audience, brand partnerships / beauty, etc.) influencers organically  ; those 45+ tend

to come across influencers through

advertising are integral parts of being an _ . :
exploring topics of interest

influencer
What makes somebody an influencer is What makes someone an influencer is What makes someone an influencer is
omebody that's got  a big amount of omeone who posts pretty much every hen a person becomes a brand . This
following . They can reach a lot of people day, multiple times a day, and  shares normally happens through them  creating
with what they're saying, and they  get - their life , products, goes to events, etc. My lots of videos . | prefer comedic and
sponsored and getbranddeals Y bo Ct s YAt b favourites are Shannon Mooney, Shauna educational influencers in the finance,
well -known by people and ~ you oftensee i Boylan, Molly Mae, who tend to just  talk cooking, and comedy niches. My favourite
dzCt TPRETATDO BAaUDBETbsEaADBNDEADPGFHAAYICH tdzbdzCt s ¥ AjgrimgE d T b b dzCihflaehcers are Samuel Leeds and Gordon
shopping, cleaning the house, etc. 4l TGl sYGBbREEOATbBRETEt SSY
Female, 13 17, TikTok & Instagram User Female, 25-34, TikTok & Instagram User Male, 55 - 64, TikTok User
mtm 30

Source: MTM ASA Qualitative research: Online communities & follow up depths



The majority, regardless of age or platform use, expect to see
Influencer marketing at least some of the time

tNZ>X3>] nKednlKcojllgtZjtInNKzooINnaEa] #+ KAEKEA3ZInlja] #+ KoKZa3 >t nKnAKE
UK online population in each group

NET AGREE:
Influencer o0 e, | 40% 39%
advertising is 38% . - - § B Slightly
something | expect | 36% § Agree
to see on social |
media i §
0 § . m Strongly
6 9 A) 31% 1 30% 33% 3 35% 36% .
i 23% i
NET Disagree: 10% | §
TOTAL 13-17 18-24 25-34 35-44 45-54 55+ User Non- User Non-
i f user | user
Age ~ Instagram TikTok
mtm 31
°cAnSEvKIKEokKcénNA] $+ge KoAEZ+NZISw# KcEga+linge KPAEZ+*NIZ#wKe] S&nlj ZNpUpobd3s S KANKoAEZ+*NZZ#K KcoA]  nKA Ac# K] AnK&JtgtoZoKIANK3INIES] nznaAj
Source: MTM ASA Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent you agree or disagree with the following statements.

Base: Online 13 V64- year - old population (1900) 13 -17 (300) 18-24 (179) 25 - 34 (439) 35 -44 (397) 45 -54 (258) 55+ (327) Instagram Us er (1291) Instagram Non - User (609) TikTok
user (1177) TikTok non -user (723)



The UK online population react in many different ways when
they see influencer marketing posts

was sarcasticand  funny
which made it hard to tell.
Gymshark, Matt Does Fitness

he voiceover is very sales -
like which made it obvious.
Octopus Energy, The Dadsnet

o dz¥Grd  and genuine
ith minimal product
references.

Gymshark, Matt Does Fitness

understood it was an
dvert but it just felt ~ boring .

The Productivity Method, Grace
Beverley

0 n~ EneEftilg wayto

00>XNNAaEZKnljZK3NAott nKzZEK&n EK

like a day in the life video.
Runna, Niamh Mackinnon

She was honest and clear it
as an advert and gave a
discount code as well.
Runna, Niamh Mackinnon

posts in all sorts of ways

and the product advertised.

Our qualitative research saw respondents describe influencer

V natural, funny, interesting, honest
depending on what style the content took, which in turn proved
to be hugely wide ranging. Their reactions laddered up to inform
their evaluation of and reaction to the content, the influencer

mtm

Notes: (1) Figures shown are aggregated across all eight influencer posts tested with all label conditions, netted together (
Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative research: C1 We would like

content you saw.

Base: Online 13 VB4- year - old population who saw each post, ~950 per influencer post

Perceptions of Influencer Marketing Content
UK online population (13 -64yrs) V across all influencers

Yes - Attribute applies ® No - Attribute doesn't apply

To mirror the evaluation process that users go through when
looking at a post, the quantitative survey included a series of
attributes based on participant reactions from qualitative
research. For each influencer marketing post, survey participants
were asked whether each attribute applied to that post. Findings
show a wide range in how influencers are generally seen.

2)¢é29gSEe+#KzJoKg: NaJ #2#KeZNZKNnINJIEKn2nKZI3sN*+ZoKoaNZt nge KINAZK32zNnat a3

you to tell us whether you think the following words apply to the piece of
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Influencer marketing can still feel intrusive, despite being
native to social media V especially when unsolicited

Given that influencer marketing feels native to Perceptions of influencer marketing 2
creator -led social media platforms  , and is easy UK online population (13 - 64yrs)

to scroll past, it is perhaps surprising that a
third of the UK disagrees that influencer
marketing is less intrusive than other forms of
ads.

6%
9%

Don't know

W Strongly agree

25%

Findings from the qualitative research
suggested a link between ads being
unsolicited , and people finding those ads more

m Slightly agree

m Neither agree nor

intrusive (and less trustworthy). A third of the diéagree'
UK online population claim to actively follow 14% Slightly disagree

influencers for their suggestions, suggesting Strongly disagree

many may be consuming influencer posts 17%
mainly when algorithmically served to them 1 31%
14%
ol bd dzy GbG gally ig/dstedb oilY OF Rave a Influencer advertising is less intrusive | actively follow influencers to get their
arasocial relationship with them, oY Tbg Ol s bf d dzCiftan other forms of advertising suggestions on brands & products
| s G Y'bEA'bt Rt T'bCI UUs 'bsoﬁleﬁoﬁ:edth TYbc wj bol bddzyYGb
sETYdzbiYBde@F 8zY Gbt @ bithrior®s o BCl Rt b NET: Agree 34% NET: Agree 32%
trepidation about trusting it. NET: Disagree 32% NET: Disagree 46%

Male, 25 - 34, Instagram and TikTok User

mtm 33
Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative Research: D1 Thinking

about influencer advertising generally, please tell us to what extent you agree or disagree with the following statements.

Base: Online 13 V64- year - old population (1900)



Qualitative interviews revealed a range of queries that go
UﬂAL#UKtEZﬂEMKUZ OEKeljZ] Kt A] EL 33

Is it worth interacting with? Can | trust it? Does it feel relevant to me?
Am | enjoying it, finding it Do the opinions feel genuine, is Is this post targeted, is it useful
me? natural?

And, due to the prevalence and expectation for seeing influencer marketing, users also have to ask

themselves an additional question: Is this an ad?

mtm 34

Source: MTM ASA Qualitative research: Online communities & follow up depths



The content evaluation process helps inform whether
users are going to trust the opinion of the influencer

Trust is an important lever for influencers: users

are driven towards influencers for genuine,
authentic content. If that authenticity is
tjoZnN3aj oKke K3 NA3Ana
zga#F] Keanl KnljxKaj llgt
could be created.

With a third believing that influencers limit
themselves to only promoting brands they

kXgaXoXKajuwKan™ EXt gzznNKn
a

AE] " nKEZZXZ] KZEKzZ] Ktjt AJ o
impartial advice. Instead, it is judged with a
degree of wariness  just like other types of
commercial messaging

We see a minority viewing influencer ads as being
more effective than a brand ad V and 2in5 see
them as less effective 2.

mtm

UK online population (13

A KAl Kz Kk Nz
jt N EKozgt

17%

24%

| trust influencers to only agree to
promote brands that they really
believe in

NET: Agree 36%
NET: Disagree 41%

Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative Research: D1 Thinking
about influencer advertising generally, please tell us to what extent you agree or disagree with the following statements

Base: Online 13 V64-year - old population (1900)

Perceptions of influencer marketing 2
- 64yrs)

Don't know
m Strongly agree
m Slightly agree
® Neither agree nor

disagree
19% Slightly disagree

Strongly disagree
23%

| would be more likely to buy a brand
if it is promoted by an influencer than
if | saw an ad directly from the brand

NET: Agree 30%
NET: Disagree 42%
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However, trust manifests differently by age, with social
media users evaluating influencers for different outcomes

Perceptions of influencer marketing V by age ! Younger audiences are more motivated to use social media for
NET Agreement among UK online population in each group recommendations/reviews and see this as part of an
influencer's role. Therefore, influencer marketing is seen as less
m13-24 m25-44 m45-64 intrusive to their social media experience, leading them to focus

gZEE'KAJ 'Krl,IjZ'K(yar]ZirL'Khi-_ZEr)oaAj 'KAII'K 3Ko
“ Abfattealy nNtEnKnljXankKA3aj aAj a~

42% 43% 43% 40% When an influencer | know posts an ad, | would be interested and

o 30% 40%

37% 37% ok into the product more as | trust the influencer. 2
Female, 13-17, Instagram User
24% 23%
Given their greater familiarity with traditional media, older
12% 13% audiences find influencer advertising more intrusive and dislike
the, sometimes, cloudy delineation between advertising and
content. They want to trust the ecosystem to make this

delineation for them and confirm " AAZEXKnljaEKI z2ZXZKz Kt/

Influencer | actively follow | trust influencers | would be more NXgzna A] Elj a 32Kk Zljaj oKansa~
advertising is less influencers to get to only agree to likely to buy a
intrusive than other  their suggestions promote brands brand if it is
forms of on brand & that they really promoted by an I'm still not confident in knowing wha t posts are ads . | don't really
advertising products believe in influencer than if | nderstand it all at all, to be honest.
saw an ad directly .
from the brand Female, 45 - 54, TikTok User

mtm 36
°AnZEbKIKEoKkKcéNNA] $+9ge KoAEZ+NZsw# KcEga#$linge KoAEZ+NIZIZ#wKey Zanl = Nokrpose3 M KANKoAEZ+NZIZ# K KcoA] nKA As#Kj AnKajt gtoZoKIl ANK3INZIES] nznaAj

Source: MTM ASA (1) Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent you agree or
disagree with the following statements; (2) Qualitative research: Online communities & follow up depths
Base: Online 13 V64-year-old population (1900) 13 -24 (479) 25 -44 (836) 45 -64 (585)



Emerging concept: Transparency about advertising helps
build and maintain trust across the social media ecosystem.

The study points to the importance of maintaining a trusted

: _ _ : lllustrative Concept of a Feedback Loop
relationship between the UK online population and

influencers. ! This can be challenging in an environment where Trust in

social media users are being  served content they have not Platfor m
necessarily chosen to follow -TanljINKke Knlj=K3zgznl AN3 EX

algorithm or by an influencer straying from their usual content

V and are consistently having to apply extra effort to evaluate

the nature of the content.

This research (and other publications across the media SOCIAL MEDIA

industry 2) point to an ecosystem where trust in one Trust in the Brand TRUST Trust in
tAS3 AT Z7nXenljzKay gt )+ INE™ Kt AT 02T 1 Agvertising Influencers
platform on which it is published) can support trust in

ECOSYSTEM
another (the influencer themselves, or the advertiser) Vina
kind of positive feedback loop .
With 80% agreeing that they prefer it when influencers are
clear they are advertising something 3, our study demonstrates
the importance of using transparency to maintain trust across
the ecosystem. Trust in Influencer

Content
mtm 37
Source: (1) MTM ASA involving concepts emerging from analysis across Quantitative and Qualitative research combined. (2) 6lja] AkAes®73KnlirzKéesnNNadnAnNes o735 E pthdy REE) Band Mt ficope Hre A nZon KKI I Zt nEX
more likely to trust advertising seen within quality content; EAt ot kY™ EKE&Il e K& 3 K& with MVK®R024) Shgwgd toat piople are more likely to feel the content is quality when they trust the source; Newsworks © Kj Zz No K
News study (2019) confirmed that people are more likely to trust advertisers when they trust the newsbrand delivering the content environment, following the Truly, Madly, Deeply study for Newsworks by MTM (2014);

0o0SNNAEA] *+ K EEAL &7 n sty (094K shawgd tiatkrist ikthePt EKS AENnKa 33 ANnzj nKonNaosNKAIl KZoo=snNnaEaj #~ EXZII It ndaozj ZEE
(3) Quantitative research: D4 Thinking still about labels used to identify influencer advertising, please tell us to what ext ent you agree or disagree with the following statements. Base: Online 13 V64 -year-old population (1900)



https://www.thinkbox.tv/research/thinkbox-research/context-effects
chrome-extension://efaidnbmnnnibpcajpcglclefindmkaj/https:/storage.googleapis.com/twg-content/documents/EMEA_Why_We_Watch_2.0_-_2024_Digital_Report.pdf
https://newsworks.org.uk/research/the-hard-news-project/?asp_highlight=hard+news+&p_asid=12
https://newsworks.org.uk/research/the-hard-news-project/?asp_highlight=hard+news+&p_asid=12
https://newsworks.org.uk/research/the-hard-news-project/?asp_highlight=hard+news+&p_asid=12
https://adassoc.org.uk/our-work/the-value-of-trust-report/

SECTION 04

nfluencer Marketing:
How obvious is It that these
DOSts are advertising?
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Key Findings In This Chapter

Aspects of social media make it
difficult to spot advertising

The embedded nature of social media
ads, the variety of content sources that
blur the lines between advertising and
genuine recommendations and the
personalised nature of algorithms mean
users are at a fundamental disadvantage
when spotting ads. The level of the
challenge varies by platform - with
users finding it particularly difficult to
spot ads on TikTok and Instagram as

The UK online population are on high
alert for spotting ads on social media

While brand ads are more likely to come
to mind when people are asked to think
about advertising (and are certainly the
easiest to recognise), the UK online
population are on alert that any kind of
post could be marketing while scrolling
through TikTok and Instagram. Despite
not being paid -for advertising, the UK
online population are particularly wary
of certain examples of reviews and

nli N KAEK] AKckNzZz A&# KI NA3Kt Ajbngrd Fontant that may happen to

mtm

contain ad signals.

Influencer ads are not as easy to
spot as brand ads

Despite half of the UK online population
genuinely believ ing in their ability to
spot influencer ads  V though notably
much of this confidence comes from
younger audiences V the in - situ
experiment showed that users on
average had significantly less conviction
and clarity that an influencer ad was an
ad, compared with brand ads. This
varies greatly across different
influencer ads, harnessing a variety of
content styles.
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Fundamental aspects of social media make advertising
harder to spot than seen for traditional media

Unlike traditional media, the nature of An influenceris expected to share Algorithms make content feel highly
scrolling means that there is not always a recommendations, products and ideas. personal , resulting in advertising that is
E_a_# JalazxoXK kN Z z/E XIANKzZ]j 'I§3\§ &%K&s&éﬂe%e’ivg%bﬁﬁy%ﬂe n¥Kk morg_ahgned Wlth |nd_|V|duaI mterest_s (unlike
within and as part of the scroll itself (known ks SSY Keli 3 nKAEK 3 5 x l.;(r ti I%%i ).KThIS personalisation
2 EX" ] Z qklewfbre, paaple do not ool VGJVFLVG}EA 209 nr-l’? oggs bgngfi r s:while it
ZE. tl v wh 1d i Nzt A3 oznaAj~ Kzj oKeljz %%I.ﬁﬁ]ﬂqgﬂf@v\fﬂ%ggvﬁ
anticipate exactly when ads will appear on simply an opinion (or both simultaneously). ncreases the likelihood of €ncountefing
their feed, in the same way as they can content you genuinely enjoy, it can obscure
come to expect the ads in traditional media. when/where you are being influenced or sold
to.
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Source: MTM ASA Qualitative research: Online communities & follow up depths



The structure of each of the platforms also plays a crucial
role in how people interact with social media ads

6aAAE0AEKZ] 0o KoJ Enz+NzZ3KzoEKNZNZge Kz NAosaoXKnljIKodaENtznalAj KANK kNzz A&

TikTok YouTube

Content is often seen in a single stream Ads are perceived as easily noticed , either as a

Il NA3Knlj =K bANK&EALKPZ$X" N piké prdjll Sowithin the content. Users suggest the

ads are not immediately discernible . Ads creator will use a different tone, or provide a

" kgXjoXKajnAT Knlj 2Kt A nxj lisignalAifkhey are advertising, particularly in long

" kNZzAAE KnAXKajoat znIKnl= E 3fdino cortemtKThis provides a much clearer signal

nljzZnKanKaEKzK kNzZzA&A KINAZKt /

O.

Instagram Twitch

In a feed, brand ads are perceived as a Adsare Z EEAt a7 n 3 o Kis 3 ESifr 3 A3

" kNZz A KINAZEKHK A e ] MEKK A ads or call to action) which give a clear

l gX72NgeKgzkXgg>oKZEK E3A aj oat znANKnliznKnljXe NIKZKEXZ3
3 A E nJffluencer marketing is less clear . the content itself.

Within Reels, it is perceived as harder to

identify influencer ads because the

platform labelling is less obvious.
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Source: MTM ASA Qualitative research: Online communities & follow up depths




When asked to provide examples of ads, it was clear that
people default to brand ads rather than influencer posts

When we asked qualitative research participants to capture ads they came across organically on social media, the majority of
examples were brand ads . These ads tended to feature the most recognisable aspects of traditional advertising . highly polished )
FNz3ljat EmKz Kt 27 nNzgXIl At tEKA] Knlj 2 K3 NAcoct fqafKEf oKEZKED KB EKXKeoZE] AKXk £ 1gKE €IKE E

There were very few examples of influencer ads captured, highlighting the uncertainties around recognising these posts as
advertising. When influencers were featured, it was usually content filmed by the individual creators but posted by the brand (e.o.
Humantra ), demonstrating the usefulness of the brand page in validating whether something is an ad

o
v
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|
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Perhaps unsurprisingly, people  feel more confident than not
In their abllity to recognise when they are being sold to

Recognising influencer ads  V Total Recognising influencer ads  V By age
UK online population (13 - 64yrs) UK online population in each group (Agree)

NET Disagree: 20%

When asked to rate their ability to
recognise influencer ads, a slight majority
of users say it is as easy as spotting
other kinds of ads. This reflects a
genuine belief in their ability to spot
influencer ads

m13-24 m25-44 m45-64

48%
I43 041%

NET Disagree: 21%

60% 61%509,

II360/0

| find it difficult to Influencer Influencer

tell the difference advertising tends  advertising tends

between influencer  to be as easy to to be as easy to
advertising and recognise as ads  recognise as ads

. . 57%
We do see this confidence break down

somewhat with age : athird of 45 -64s
think influencer advertising is as easy to
recognise as other social media ads /
traditional media ads, compared with
three -fifths of under -45s.

Even among the younger age cohorts with
heavier social media use, there is less
confidence regarding product reviews
around half of 13 -24s are not sure when
these posts are advertising and when

they are genUIne reVIeWS ThIS pOIntS to genuine prOdUCt/ direCtly from the on other media,

. . C - service reviews brand on social such as TV, radio,
the role labelling can play in providing media otc.
that clarity between ads and reviews. NET Disagree: 28%
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Source: MTM ASA Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent you agree or

disagree with the following statements.
Base: Online 13 VB4- year - old population (1900) 13 -24 (479) 25 - 44 (836) 45 - 64 (585)



Yet, robust experimental results prove definitively that
32A39gX" EXKzkagane KnAKaoxXjnaleKzj] Kc

0l AEKEntoe” EXKZIa3INa3>jnzgKo>XEa+] KljzEXn

Spot the Sell: Definitely/Maybe an Ad V By post type ! can actually tell whether different kinds of posts are advertising to
UK online populationi(13 = ~64yrs) nlj3Kaj Kz K é3AnKnljsKésgg™ KEtNoSeKIasznt.
= Definitely an ad Maybe an ad Findings show that three - quarters of people could tell that a brand

ZoKAEKcoZl a] REEGE KX AKX MKI ANKcoZll aj an,.
12% netted together. This type of ad is the clearest.

Beyond that, there is less clarity. Around half could tell that
19% 26% aj gttt sNK3IzNAEIna] + KAREOY Xt FF a kX &KE KKE
27% not thinking that it was advertising at all.

15%

A similar proportion  incorrectly believed that review posts were
advertising, which they were not. Many were also incorrect regarding
editorial content from brands and creators.

19%

Overall, the experiment has demonstrated difficulties in recognising
influencer ads 2.

Going into this | YbroYTbbgd b bdzg brt bl Rt bl dzl
Brand ads (8) Influencer Reviews (4) Brand Creator And Whlle | do think I. m still atit, when there's no
ads (8)* content (6) content (7) mention of a post being an ad, ' .
Male, 25 - 34, TikTok & Instagram User
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(3) Number of posts shown in brackets (4) *Eight influencer ads each with the same label conditions

EAENt S K®O®K é KiEokKatz] ndnzndoIKNIEZzNtlbKKEZt ndA] KOwKbANKEI Z brlj 7Kg +AUEKCuEKE g KK SERZK Nk 79 og #KH AETKI AA I LanyloTpzeZ K Znj aHH okl KK e |j S nli 2N KA KEAEK¢ ° An K
(2) Qualitative research: Online communities & follow up depths.

Base: Online 13 V64- year - old population who responded to each post; 1900 seeing each non -influencer post (~70% response rate), ~9 50 seeing each influencer post (~90% response rate). See appendix for more detail



Ad recognition of the influencer ads tested varied widely.
Notably, most failed to hit the clarity level of brand ads

Spot the Sell: Definitely/Maybe an Ad V Brand ad vs. Influencer ad posts
UK online population (13 - 64yrs)

Influencer ads are significantly harder We see inconsistent levels of conviction in saying influencer posts are ads, across different
to identify than brand ads (which are examples of influencer marketing. While some are as obvious, if not more, than a brand ad
always clearly signalled) - C e.g. Naomi Bouncy Blows C others result in a minority of the UK online population being
significantly fewer people are certain able to outright say it is an ad e.g. Trinny Woodall, Matt Does Fitness and Kirthanaa .
that influencer ads are ads
A A
[ \ [ |
11%
12% Maybe an
19% ad
19%I 17% 20% 20%
23% 21%
2204 m Definitely
an ad
57% 57% 56%
43%
30%
Brand ads (8) Influencer Naomi Liv Madeline  Alexandra  Proudlock & Lucy & Little Trinny Matt Does Kirthanaa
ads (8)* Bouncy Dudley Emma Lou Woodall Fitness
Average across all posts gl Results for the eight individual influencer marketing
of this type posts tested in Spot the Sell exercise
I'I'Ifl'ﬂ Significantly higher at

45
Ar],ZEb'Klecle'Kq AnKz] Kzo#Kj AnKajtgtoZoKIANK3INZEZ] nznaAj K3tNs AEZEmkﬁchmﬁtmtﬁkaﬁ]amnbo‘h(ytl&rﬁm&%éapﬁeadxmamoﬂéheﬂ}aﬂi AEZnEXKIEL Bkrwgg?éj ea\LeII gtZjt ENKzok

GAENt S KO®O®K € KatzjnadnzndoXKNZEZzNt|jbKKEZt ndaA] KOwKbANKIZt |j K3 AEHQuPK 3e gk ZZEKZ K K2 gogt REAT TR AMEST) Had tAm RS2 7K 21 Sk oM AWKK e [ Znlf TN K& KAEKc° AnKz] Kz
Base: Online 13 VB4- year - old population who responded to each post; 1900 seeing each non -influencer post (~70% response rate), ~9 50 seeing each influencer post (~90% response rate).



SECTION 05

Recognising Influencer
Marketing: what makes it easier
for people to spot an ad?
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Key Findings In This Chapter

K3 AEn” EXt A n=] nK3 NAo a oS EHEweljeE, Kdsa drifext Features are

signals for users in working out whether
a postis an ad

Content features that relate to what the UK
online population traditionally see as
advertising V mentioning the brand, an
overly complimentary tone of voice, visually
featuring the brand/product and calls -to-
action V can alert them to influencer
advertising. A prior relationship with the
influencer or the brand promoted can also
amplify signals, with familiar audiences

kZInnINKzkgZKnAK] Anat =X
htan>Kc] zntNzg# Kaj Kt |jz

mtm

not used consistently across
influencer marketing posts

Influencers adopt a huge range of styles
when posting their content and the
approach they take to marketing is no
exception. While some posts include
several heavy context features, other
posts either include more subtle
versions of those cues (e.g. featuring the
brand but not interacting with it) or do
not have them included at all. This can

n, KreArZuSers lara gitHelnbtialertedoKleft
n, Zuniskird &s ¥oawihether amriljiehcZr poktK

is an ad.

Labels act as a confirmatory backstop
when context features are unclear or
not present

The right influencer marketing label \2

both in terms of text and positioning \2

t 27 KljZg3 KkNao+*+>ZKzJ] K¢czoXKtg
tNZznsoKeljX] Kz K3z AEn" EKt Aj
obviously confirm whether a post is an

ad. Labels can be used to quickly confirm

a suspicion that a post  might be an ad, or

they can act as the only kind of alert that

the influencer post  is an ad. This means

labels can have impact across different

levels of initial clarity that has been

generated from contextual features. e

z
n

n
z

an,
an



A wide range of signals can help people work out whether a
post is advertising V aside from an outright ad label

Features that suggest to social media users that a post is an ad
Selected verbatim comments made by survey respondents, attributed according to the influencer under discussion

learly showing the

an clearly see the romotional tone  made it oduct. what it does and e imagery , the editing
product being used clear pl h’ how © " and the dialogue
Naomi Bouncy Blows Proudlock & Emma Lou also Snows now o use | Liv Madeline

Lucy & Little

he gimmicky nature and
forced reaction

inny is associated with was the subject of the
advertising her brand video
Trinny Woodall

The unnaturalness of it

Lucy & Little

Proudlock & Emma Lou Lucy & Little

e
-
Wy

e post showed a brand
logo and encouraged

he way the guy is talking
and obvious product
placement buying

hen the dialogue is
clearly not natural

he content felt planned
rather than spontaneous

-
)

Trinny Woodall q Proudlock & Emma Lou Alexandra Dudley M Dl [Hilness
was showcasing the he environment was he close - up shots of the e product logo actively
product throughout instrumental product shown on his clothing
Kirthanaa Kirthanaa Alexandra Dudley Matt Does Fitness
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Source: MTM ASA Quantitative research: C2a. Please tell us what about this post made it clear to you it contained advertising
Base: Online 13 V64- year - old population who saw each post; ~950 per influencer post



This myriad of signals looked for in any social media post
means regular posts can be mistaken for ads (& vice

Examples of Reactions to Different Post Types

47%
Incorrect ly
said

29% p— 62% n— 40%

Correct ly Incorrect ly "o ~  Incorrectly
said said foment museur i said
Definitely Definitely ‘ efinite ly

- Definitely
Ad 3 Ad Ad

Ad

Brand ad: Reviews: Brand content: Creator content:
Nutella TikTokFinds BBC News Khabane Lame

This ad achieved the lowest Nearly 2 in 3 mistook this Despite showing a news story, This post achieved the highest
score for brand ads included in review for an ad. Despite a 2 in 5 think this is an ad. There score of all the content creator
the test. Despite the  brand being variety of different brands isacgdaj £Kaj ¥the E Kk & A £xmples used in the study for
clearly visible in the post and having their strengths spoken caption that may play a role. people mistaking this as an ad.
the product being central  to the about in the review, the Generally, however, the study There is no brand in focus within
content, it is a very stylised post, products and brands being shows that brand content is the post, but it does  feature
which may feel less typical of a front and centre  may be relatively likely to be famous footballer, Neymar, who
brand ad , making people think it causing the posts to feel like perceived as paid ads as users may recognise as often
is just ordinary content. an ad. opposed to editorial content. featuring in  paid partnerships.

mtm

°cAnsEbKIEcCKKe®2 ¢ k=KZ] Kz oigluted | far presenfatipifuipdséso # KJ An, K

Source: MTM ASA Quantitative research: Section B. For each post, please tell us your gut reaction of whether it is
¢°AnKzZ] Kzo#+wKe®%Ze KkZKz] Kzo# KANKCAZI &) &nXge Kz] Kzo# wK
Base: Online 13 V64-year - old population who responded to each non influencer post; 1900 (~70% response rate)
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6l AEKEntoe” EKhtzganznas>IKNIEZzNt |

features that can help to signal influencer marketing

Mentioning a brand

Seeing or hearing a brand
mentioned many times  in the
content and/or the caption isa
clear cue to advertising.

Without a brand mention, people
depend more on polished style

identify advertising.

Influencer familiarity

The status of an influencer  (e.g.
celebrity - status) can cue
expectation that they are

promoting something.  Being
familiar with the influencer ,
usually because they follow them,

that feels different to usual e.g.

3NA3AnaA] ZgKANK kNI

] AN3E™ KI ANKnlj&aEKne 3 = KA

mtm

Source: MTM ASA Qualitative research: Online communities & follow up depths

CEZ?gsEc#Kgz] #t 2+ wkl J

799AcEK3ZA3gZKnAK E

Tone of voice

A strong indicator is both

what, and how, an influencer
talks about the brand  in the
content and/ or the caption.

When overly positive about a
product, or focusing on the

'K rprdact benefits, people

quickly deduce that
something is advertising.

Calls to action

—— Calls to action, such as links,

brand tags, and discount

codes, are often perceived as
clear indicators of

advertising, particularly if ~ the
influencer does not usually

HSE fhefk

Visually featuring the
brand/product

If visual features of the brand (e.g.
logo, product itself) appear
prominently in a post, most people
quickly understand that something

is advertising.

Brand familiarity

When people are familiar with a
brand, its advertising, and its
influencer partnerships , their
ability to recognise posts as
advertising are sharpened.
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Mentioningthebrand v Kénznaj #F KzKkNzj oKj z3=
content Is a strong signal of advertising

People are quick to recognise advertising when a post repeatedly mentions a brand Spot the Sell: Voiceover vs. No Voiceover 2
name or showcases multiple products from a brand . This recognition often happens % of responses for each content type

before they notice any formal disclosure or ad label, with the label serving to

confirm what they already suspect . Directly mentioning the brand in a voice -over

IKANKE 23 ndA] e XKEnNZ] #nliZ] EXnlAEKNZt A+] andA] wKZoX] 16% J KnliZKajlgt=jtIn EXK
remain casual, chatty, and in line with their usual content.

8lj £ Kz KkNzj o KaE] ™ n Kopadpl& loak fprenikrg Eaditipaalad uesi, K )
Kz w+s wKt Aj oajt 4] +ge KCEZgXEe#Kgz] #t2+>wK3ANZK3 Aga
to discern whether a post is an ad &

21% Maybe an
EK?%KGZQQK?

m Definitely
o o an ad
Lucy Williams mentioning The blurb at the top of the reel
Bay loads while speaking lus the @theproductivitymethod
in her post made it super and @oddmuselondon [made it
obvious it was an ad - easier], and they mention Influencer: Brand Influencer: Brand
even though she was 'planner* a lot  but never the in Voiceover not in Voiceover
doing a super informal, name or the brand. References
GRWM outfit video to the brand would have made it When influencer content mentions the brand
i i within the voiceover and centres the content
FEENE, ci-25, et more obvious ftwas an advert around the products, people are much more
& TikTok User Male, 65+, Instagram User . P . ,_p P N . )
likely to be confident in saying it is advertising .
mtm 51
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AlexandraDudley ) V the remaining five did not mention the brand in the voiceover/did not have a voiceover - all other factors kept comparable e wwKz2ggKgzksgKt Aj odanaA] EXzNIKa]Jt gtoZowKIiEpreKcéZ2gZEe+#KeZEKg2] #t2+2Knljz:
from participants.
Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative research: Section B. For e ach3 AEnWK3 gZZ7ESKnZggKEEKe At NK+tnKNZ2zt ndaA] KAI KelisnliSNKaAnKAEKe® AnKz] Kzo# wK¢®2e Kk

Base: Online 13 V64 - year- old population who responded to an influencer post with Brand in voiceover (2840 with ~90% response rate ) Influencer post with Brand not in voiceover (4760 with ~90% response rate)



Tone of voice:

Z KcCEzg>XEe ¥ KEneg2KanKt zj

People are highly attuned to the language and tone influencers

use. This applies to both written content (such as captions or
integrated text) and the voiceover (if a video post). The voice -
over in particular acts as a key initial advertising giveaway as it

is difficult to ignore if actively engaging with the post.

The key cues noted by respondents in this study are:

If the Influencer talks/writes about a brand In
KnnNa+f+f>2MN¥Ks3

The influencers | prefer to watch do occasionally advertise a few
oducts pug rarely,; | can identify [ads] through the language
dzCt s Y At fe& Gdnp bp¥dple to buy the products, or

hE Rt ACsiUdATDKD

Female , 13- 17, TikTok & Instagram User

A Using overly positive language  about a product / brand

A Focusingonor Aj ge K233 ljZE&aE&j] +# Kz K3z NAog
A Using persuasive language about purchasing a product

These elements are inherently aligned with the markers of
well - understood traditional advertising, providing more
explicit advertising delineation . Those less familiar with
influencer advertising (e.g., older audiences) feel more
comfortable with recognising this kind of advertising
outlined on slide 43).

2 (as

There's a type of ad that feels scripted , and they want
o0 emphasise each word to make it sound perfect. That
feels like the obvious, classic approach  for an advert.

Male, 35- 44, Instagram User

Influencer Case Study: Naomi Bouncy Blows 2

larity Metrics
l@ogoﬁeg)ozses)

® Naomi Bouncy Blows
Average across influencers

S0 64%
1154 IECCIN | 130 EIRZ

Definitely an Clear it's an
ad ad (8-10)

The demeanour of the
‘ model made it clear

cting was unnatural
and had a salesy vibe

The Naomi Bouncy Blows
post achieved the highest
scores for ad clarity, with
83% of respondents
confident it was an ad
and 64% finding this very
clear. People cited its

tEZQIEe ¢ KnA] I
(65% selected attribute
as applying) as a core
reason for this high ad
clarity.

lear the girl was
reading from a script
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Source: MTM ASA (1) Qualitative Research: Online communities & follow up depths; (2) Quantitative research: Section B. For ea

ch3 AEnRWK3 gZZESKnIggKtEKe At NK+tnKNZZt ndaA] KAI KeljZnliZNKaAnKAEKc®° AnK2z] KZo

CAZI &) &nXge Kz] KZo+wK: cKEZKe At goKgad AZKe At KnnAKnZgg Kt EKelj ZnliZnNKe Austiap @2 PIEHSR lplbuX ok geprdyeuddlt it Vias MafetEykiFtzagagdmnid yds Kejniy) = K3 & =+ S KA Kt Ay n=] nKe At K&

advertised to you in this post.

Base: Online 13 V64- year - old population who responded to each post, ~950 seeing each influencer post (~90% response rate); Online

13- 64 population who saw each post, ~950 per influencer post



Featuring the brand/product:

Visually signalling the brand

with a logo or labelled product helps advertising stand out

Qualitative research
participants consistently
highlighted visual cues,
such as logos and clearly
labelled products, that
serve as strong contextual
evidence a post may be
advertising. These kinds of
visual cues were felt to be
more akin to traditional
advertising formats that
older audiences, in
particular, are more
accustomed to.

Such visual cues also rely

on context (e.g.voiceovers,

labels) to indicate a post is
an ad for a specific
product/service, rather
than general brand
marketing *.

mim

phe inserted a clip of the
product as opposed to just
showing it to the camera;
this makes it seem like the
brand wanted it to be

really clear what it looked
like.

Male, 25 - 34, TikTok and
Instagram User

Even though there was an
Octopus logo and the girl
was holding an Octopus
stuffy in the video, the fact
that it was two people
talking about something
completely unrelated to
the company or one of
their products made the
whole thing feel confusing
and out of context.

Male, 25 - 34, TikTok and
Instagram User

Advertising Standout 2
% of responses for each influencer post

m 8-10
(0} (0]

I

|

|

I m0-3
™ Blends

Alex- Naomi Proud-ILucy& Liv TrlnnyIKlrth- Matt
andra Bouncy lock & | Little Made- Wood-| ana  does

Dudley Blows Emma line all fitness
Lou :

Brand logo featured Brand interacted I Product not

and interacted with with but no logo I interacted with

Active brand placement via the logo helps improve standout
best, followed by the brand being interacted with by the

advertising stand out 2.

Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative research: C3.
To what extent did the advertising of the brand stand out to you when you saw this post.
Base: Online 13 VB4- year - old population who saw each post, ~950 per influencer post
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Influencerfamiliarity: é 3 Ar)onoé] + Knl z r)o'KZI Kaj Il gt
tljzNzt nN#KeljagK3gNAZAnaj + Kz KkNzj

Being familiar with the influencer (due to following them or Definitely an Ad PAEnRKoZEt N&A&kZI&KZEK
engaging with their content) enables frequent users to spot % of responses for each post % of responses for each post

content that feels different to usual e.g. a change in setting, a o

different style of post, or a more polished finish. St AT IS Average across 33%

m Not familiar with influencer -

Proudlock & 46%
i 5%, A Betore KI 2o Kn na + $E5T 0 uF . 139

Matt Does 39%
51%

Trinny Woodall - ,
i.155

Furthermore, the status of an influencer (e.g. celebrity who is
J AnKnljZ3EZQgoXEKEZI] KZEKzZ K¢t A n=] n Kt
assumption that they must be promoting something.

he video was slightly different to what she usually posts,

0 stood out . | follow her and she is a "frugal and

environmentally friendly” mum. The ad was in line with

her content and values, but the format and quality of the

video was different, more polished . The three posts presenting the biggest differences in ad
Female , 35- 44, TikTok & Instagram User recognition (in the Spot the Sell exercise) when we consider

whether respondents were familiar with the influencer or not

are also the ads thatover -a] oXaKI ANKkZa] # KBZI| KZEKg

Proudlock &  Matt Does Trinny
Emma Lou Fitness Woodall

; W’

In my mind, as soon as | see a well - shot video of David Beckham on respondents when asked what perceptions apply to the post.

stagram,| assume Ct YGBUAE T dzd T b G YT kdzCd PHh 1l AG [CFof those that know the influencer and are familiar with their
for multiple brands . typical personality/style in content, the style of trying to sell
Male, 35- 44, Instagram User the product likely breaks from what they usually know them

for, prompting suspicion it is an ad.
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the sample i.e. >100 is over - indexing.

Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative research: C4. Please select th e statement that best describes your relationship with the person who made this content. C1 We would like
you to tell us whether you think the following words apply to the piece of content you saw.
Base: Online 13 VB4 - year- old population who saw each post, ~950 per influencer post; Online 13 - 64-year-old population who respond  ed to each post (~90% response rate) Proudlock & Emma Lou Familiar (172) not familiar (779) Matt Does

Fitness Familiar (211) not familiar (750) Trinny Woodall familiar (260) not familiar (696)



Calls to action: Signposted visual cues relating to the brand
are useful in noticing ads, but labels aid confirmation

Alongside deviations in the style of their content, qualitative research
revealed viewers noticed calls to action that their familiar influencers

. . bdzCd TObddzy Gbl Tbl
would not typically use fornon  -ad content. This includes: z2Cd T z | Tl

agging the company |, she's

< 2 & 5 2 A = 2w ory RS 2 [ > 2@ A advertising the lip gloss, [but | ,
A oa] AEKnAKEI A3 Ks K" oa] £AKaj K9aA™ Ks K él A -Kgds'[ydz'bO"[Ef'bé'[dzda]j

A Brand tags watched it in its entirety. There
A Discount codes. was no #ad or sponsored
banner, G§ bd dzy Gbs d [.[ d R&N

Calls to action, much like visual brand cues , feel aligned to traditional It's Melissa's Wardrobe and | ‘\
forms of advertising; nljZanNXK¢EZgz E e+ Kj ZntNZKNzZaj I An follow her, and I've found a lot K
t NZznAN" EX|A) Ene KzkAtnKanKkZ&] #KzJ] Kz o w? of products through her, so }
understand affiliate links to be an indication of commercial interest, iﬁ?ﬁmgﬁ;f;sgﬁcﬁm;e
citing that their inclusion creates a more collaborative feeling between recommendation Or% paid
the influencer and their audience. partnership , but | do trust her. ‘i’n

Female , 35- 44, TikTok & Me"ssa:?"sgi.b“ - '

Instagram User e s @liora pai.‘i’ﬁﬁpﬁw A 4

hellomissjordan AhoJ"S% for my third
adults only cruise wilh @vxrgmvoyages arid | couldn't be

Q Search - I'oréal paris plump ambition lip

2> UNDER £100 AND SO000 DREAMY

more excited to sharle semnay know, VV This Is the SOFTEST coat . o , .
are absolutely guilty of convertlng me into a cruise lover When | saw it was under = lot of them will say if it's an ad and they're selling
and I'm not upset about it to be honest §% You can 5 £100, 1 literally ran to the V mething, or maybe they'll give a code , so you've

follow along with this trip on InstaStories (all of them chockout. &
are saved in a highlight if you've missed any) or over on

my YouTube channel where I'll be uploading vlogs.

got some money off.
Female , 55- 64, TikTok & Instagram User

§ So timeless and SO COSY B
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Source: MTM ASA Qualitative research: Online communities & follow up depths



Brand familiarity:

Users are primed to notice brands they

are aware of, unless the brand is so big it feels natural

When a user is already familiar with a brand, and particularly
if they have repeatedly seen the brand partner with
influencers , they can identify ads more accurately.

bz3agaznane Keanl KzKkNzj
appearances on their feeds, or typical collaborations with

ajlgtZjt ZNEKENzN3Z]) EXLEEZNE™ KzezNZj ZEEK@alb'I-XH%rL E

result, subtle references or product placements from well -
known brands still stand out for users who have been primed
to their ads previously ..

e seen a lot of things for Runna recently.
The Internet is awash with their promotion
stuff at the moment . So as soon as | saw
that, that one word, | was like, right, okay,
another ad.

Male, 35, Instagram User

mtm
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Source: MTM ASA (1) Qualitative research: Online communities & follow up depths; (2) Quantitative research: C5 Please select
content?

Base: Online 13 V64- year - old population who saw each post, ~950 per influencer post; Online 13
Alexandra Dudley Familiar w/ brand advertising (464) not (474) Matt Does Fitness Familiar w/ brand advertising (328) not (633

0" EX3znNAZnaj+ KEQE

- 64-year- old population who respond
) Kirthanaa Familiar w/ brand advertising (425) not (519)

Familiar with brand
% of responses for each post

B 0%

(¥Rt sy
58%569%

Definitely an Ad V by
Familiarity 2

% of responses for each post
Diet Coke

1 B30 500

9% 38%
' 3%

Proudlock & | Alexandra Matt Does

Boursin

Gymshark |l 34%

B 24%

Kirthana

Trinnylondon

Emma Lou Dudley Fitness
(Diet Coke) Wursin) (Gymshark)

AEX [l 19%
Unplugged [} 16%

(Gay
® Familiar with brand
m Not Familiar with brand

We do, however, see a level of familiarity with some brands that
is so high V Diet Coke for instance - that including them in
content does not feel out of place - it is just something that is
seen as part of daily life. Brands seeing mid -table levels of
awareness (Boursin, Gymshark and Gap) are where the biggest
uplifts are seen in the ability to identify an ad, when comparing
whether respondents know a brand or not.

the statement that best describes your relationship with the brand being advertised by the person who made this

ed to each post (~90% response rate) Proudlock & Emma Lou Familiar w/ brand advertising (665) not (286),
Livmadeline Familiar w/ brand advertising (147) not (797)

66%539

Livmadeline
(Unplugged)
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With so many potential signals, people can sometimes
iIdentify an ad V even when a label is not used

Spot the Sell: Definitely/Maybe an Ad V Across influencer ad posts when shown with No Label
UK online population (13 - 64yrs)

We tested a range of v ideos
150 selected to be reflective of the
° influencer media landscape

19%
23% 23% 26%
Maybe an
27% ad
20%
82%
15%
60% m Definitely
53% YA 50% an ad
0 0
36% 35% 2004
Naomi Bouncy Liv Madeline Lucy & Little Proudlock & Alexandra Dudley  Trinny Woodall  Matt Does Fitness Kirthanaa
Blows Emma Lou
mtm 57
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Base: Online 13 VB4- year - old population who responded to each post; ~119 seeing in each influencer post for each label condition



But the right label can have a big impact as a confirmatory
backstop; an indicator that can bridge a clarity gap

Spot the Sell:
UK online population (13 - 64yrs)

+4 points
f%—\
86%
82%
+8 pomts
61%
I 53%

Naomi Bouncy Lucy & Little

Blows

mtm

AENI b KOO ®K é wKALZ] ndnZndoIKNIEZZNt [ bKKEZH naA] KOwWKbANKZZ4t |j KzoBi B ¢ KEEXKNXGoXKEARKABOKAE 4 KNG 2 K i AP LA I KKK BRIOBHKIEH! FRAK KKK KKK KKKKKK

+13 points

f%—\
49%

I :

Trinny Woodall

Definitelyan AdV» NoXNXoKke KEay> KAI K-

m Clearest Label

+14 points
r—lﬁ
74%

60%

Liv Madeline

Base: Online 13 V64- year - old population who responded to each post; ~119 seeing in each influencer post for each label condition

No label
+17 points
f—1—1
69%
+14 points
f—lﬁ
49% e
35%
Matt Does Proudlock &
Fitness Emma Lou

t gznNane K¥z3"~

bKnljZKoalll ZNZjt X%

Obgl BAt GUETst TdzG1
aql rt qYbRt AGAEg Tbdst Tdzdl dt

Explainer :* _

tested eight different labels C the clearest
label (which could be different for each post)
saw recoghnition of the ad rise to 70% amongst
those who saw that version.

+20 points

f%\
70%

+17 points

50%
46%
29%
Kirthanaa Alexandra Dudley

Significantly higher at 58

compared to no label



Key Insight: This study suggests a two

understand the identification of influencer ads

THE CONTEXT OF THE
CONTENT COMES FIRST

The content itself is
often the most intuitive
cue to whether
something is advertising,
and these context signals
are noticed first. For
example: who the
influencer is, how the
product is shown,
whether the tone in
which the influencer
describes the product is
overly positive, etc.

mtm

INDICATORS

- part model to help us

INDICATORS SUPPORT

»aK: & aobeéKH
Indicators go beyond the

content to directly tell

users whether something

is advertising: for

example, labels, tagging

brands, brand links etc.

These support or clarify

nljf S KLEZNE™ Kato+z3
advertising content.  Their
effectiveness depends on

the clarity of the

indicator, and context in

cllat | Knlje™ NxK3 gz
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Section 06

Role of labels: What is the
Impact of labels on identifying
advertising?



Key Findings in this Chapter

There is a clear desire for influencer
marketing labelling

Four in five of the UK online population feel
that labels are key to identifying influencer
marketing and labels are continually
brought up in qualitative discussions as the
way advertising could be made clearer. The

a] t gt EAA] KAIl KZKgzk3gWaE] ™ nKIindstetelttelpthoodiding dhsolute

the label needs to be worded and
positioned in a way that clearly and quickly
alerts users that the post is an ad, instilling
trust in the influencer and informing users
of the nature of the partnership.

mtm

€3>t al at Kzggznl AN3Kgz kI g E WisdrsonvHit labels uifhoiit br> N K
the most clarity influencer marketing posts

Across all research methods (qualitative Label positioning is critical, with the UK

ajnXNoazxze EwKn-lsiuBdpttHa Selle © E KA ]  online population favouring labels that

test, and the more direct label ranking), require the least effort to find V either

cA333EE&A] KbzaowKPzaoKbzNn] I upEdptdappegrimg Within the ckintent.

variants are consistently seen as being the The momentusers haveto Enz NnK¢ljt] naj ## K
for labels V either within the visible

conviction that a post is an ad. They provide a t 23 naA] KANKke Kt gvahe & ] + K¢ b 3ANZ# 1
clear indication of a paid relationship online population feel less clarity is

between the brand and the influencer \ offered and can perceive it as a

L] gAAESKgZKkIgEKELL | KZEKgnlj 2] Adelbdtdtg choice by thd imflieoc® to

and act as the most effective, consistent, conceal the nature of the post.

confirmatory backstop when context features

fail to confirm a post is an ad.
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There I1s demand, from across the UK audience, for labels to
add more explicit clarity to influencer marketing

Clear labelling is essential to be able to identify influencer advertising L
Agreement among UK online population in each group

81% 81% 81% 82%

NET AGREE:
Clear labelling is
essential to be
able to identify

13-17 18-24 25-34 35-44 45-54

m User = Non-User influencer ads
82% 76% 80% 80% 80% 78% 81% 80% 0
. o
Instagram TikTok YouTube Twitch NET Disagree: 5%
mtm

VESNE  KEt+##>SEnaAj EXAJ Klj Ag Kz
ad posts could be clearer

ce oK) oat 2nalAj ket
¢ Kt gZzNKgzk=gKANKIZEI|nZ*+#
cojtgtoa] #KzZKk2]J ZNKnljznKEZe EKZo# K
c®IjnalAj 4] ¥+ KZea3gat dngeXKnljznKnljZe®n
¢ J KzooINnaEA] + KEe 3k AgKA] KnljZK3 AEn
¢ KtgZIznNKgzk=IgKEtt |jKZEK E3A] EANnzo”
KE&#] Kaj KnljZKt ANy =NKn=ggaj *+Ke At Ka
cojtgtoa] #FKzKkz]JEZNKnljznKEze EKzZo#

here needed to be a reference to this being an ad or paid
fortrip 'Ybl Gbo bs ETYdzbl t t qbdzCd Gbf | GbTI| s
have been. There was only the one hashtag for Beaverbrook
in the caption, and | think more could have been done, either
in the video or in the captions, to make this more obvious.

Female, 35 - 44, Instagram User 2

°cAnZEbKiEokKcénNA] +ge KodEZ+NZZw# KCEQga+lnge KOAEZ+NIZ#wWKe] Za&nlj ZnNpUrposads 2 KANKoAEZ*NIZ#K KcoA] " nKA Ac# K] AnKajt gtoZoKI ANK3INZEZ] nznaAjy

Source: MTM ASA (1) Quantitative research: D4 Thinking still about labels used to identify influencer advertising, please tel | us to what extent you agree or
disagree with the following statements; (2) Qualitative research: Online communities & follow up depths

Base: Online 13 V64-year-old population (1900) 13 -17 (300) 18-24 (179) 25-34 (439) 35 -44 (397) 45 -54 (258) 55 - 64 (327). Instagram  User (1291) Instagram
Non- User (609) TikTok user (1177) TikTok non  -user (723) YouTube User (1599) YouTube Non - User (301) Twitch User (251) Twitch Non - User (1649)



Looking across influencers, some labels begln to stand out as belng
more effective VE3 Xt all at K3gznl AN3KgZk>gEuwWK

Spot the Sell: Definitely/Maybe an Ad 1V By label shown 2 (aggregated across all eight 3 influencer ads tested)
UK online population (13 - 64yrs)

|
I
I
: 16%
I
18% 17% 19% I
16% 0
e 22% | 21%
I 22%
| Maybe an
: ad
: 70%
56% 0 -
55% 51% 48% | ) m Definitely
I 44%
| an ad
I
|
I
AD Paid Partnership @brand #thanks #qifted : Commission Brand x No Label
| Paid* Influencer*
. | i
Labels across both Instagram & TikTok | Platfolrrrt; ulnlque
I apbeis
| [
Significantly higher 63
I'I'ﬂ'lﬂ ) ) ) ) ) 5 ] at the 95% level
cAnZEbKIECKKG® AnKzZ] Kzo# K AnKajtgtoZoKIANK3INZIEZ] nznaA] K3t N3 AE I EARGEHadIK#thgngsK#gifftgdrpad AGbikrgl ivére pipéedXat & Ko aEa kg = Ke a “%bﬁ&rﬁﬁaaréa*tﬁm’”' gat £K¢b
break in the caption, AD was shown upfront and platform labels where they sit on the platform. (3) *denotes label that only a ppears on EITHER TIkTok or Instagram V Commission Paid on TikTok,
Brand x Influencer on Instagram. no label

GAENtI T KOO6®K é KatzjnanzndoIKNIEZzNtljbvKKEZt naA] KOwKbANKIZ1 |j K3 AE#Hpupk 3e giokZ2EKCZ K i gogt REAFTRIeCAAEST 1 LA E 7K 21 K&J oM AUKKs |j S nlj TN KA KAEKe° An Kz Kz
Base: Online 13 V64- year- old population who responded to each post, ~950 seeing each label condition (~90% response rate) bar Com mission Paid + Brand x Influencer ~475 (~90% response rate)



More variation Is seen when looking at the clearest labels by influencer
VKEtnK o KoznNazjnEwK: AS3aEEaA] Kbz

engage with the content. Hence, we see varying results about which labels make a difference to

Spot the Sell: a simple ranking of labels by how much Every influencer post is different in terms of how its contextual cues come across to users who

extra clarity they added to each influencer ad tested the clarity that the post is an ad V because the labels are interacting with context.

Labelswiththe Highest é 2 g2t naAj KAl KcAZll aj anzage K o# ki A nELGEEC SRRV S

Bouncy Madeline Dudley - Fitness Kirthana conviction that a post is an ad.

Brand x

~jo| Boiv (-] |

Advert! and

_ _ particular Platform - specific labels are
Naomi Liv Alexandra - Matt Does usually the most effective at providing extra

Blows d d Emma ¢ . L 8 Particularly on TikTok, where it was felt videos
: : . jEso0zoKZIanNzXKt A nZanwK o
@brand - C Paid @brand Paid P @brand #thanks Paid P and Paid Partnership are a quick and clear way of

confirming whether an influencer post is an ad or not.
Brand x C Paid Brand x They very rarely appear in the weakest labels for
infl infl driving clarity. The main example where they are
ranked lower (Naomi) was somewhat anomalous \2

Labels withthe Lowest é g =t nadA] KAI K¢ AZIl &a) ange K o# K ANOigEtlelcme ol olo =t L =1 e f S Egli) Y
cause posts to rank lower on ad clarity.

No label No label #thanks Paid P @brand #thanks ) @brand Labels that make it unclear as to whether an
infl influencer financially benefited from posting about a
. . . . . brand (such as #thanks and #gifted) can throw the
V4 C Paid #gifted No label #gifted No label No label #gifted #gifted UK online population  off the scent of whether a post
isan ad - even more so than having no label at all.
E- #thanks #gifted No label #thanks #qifted No label #thanks
Key*
mtm - . sk s 64
Notes: (1) Label Groupings Advert (AD, #ad) Other label (#thanks, #gifted) Platform specific (Commission Paid, Paid Partnersh ip, Brand x Influencer), No ad label (@brand, . o Ko z n acz @mer label

no label)

© Ko

GAENI ZbK@O6®K 6 Kat?] ndnindosKNIZEZZNt bKEZI ndaA] KOWKbANKIZ! || K3 AEAM®I @ KEEXKK) XK gKKARKARDKEE l]%"@mrﬂqﬁépﬁ@jfﬁsu sniNeRdlaRele k¢ - Ankzy k2o

Base: Online 13 V64- year - old population who responded to each post, ~119 seeing each label condition for each post (~90% response rate)

N¢
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When the post contains as clear context signals as Naomi
Bouncy Blows does, the specific label makes little difference

Naomi Bouncy Blows 1 K¢ AXZll aj anXge Kz] K o# Kke 'K%ZAIS{“@'KHA* jedXEmA® A) Kz oKl ANK9AAREKIE3 NAS

% selecting when responding to Naomi Bouncy Blows post for each label condition ESemmeé Hircdtporated many of the key context signals identified
within her content and used them so effectively that 80%+ of users
86% 84% 83% 83% 82% 82% 80% 82% knew definitively the post was an ad no matter the label condition, a

significantly higher proportion than seen for any other influencer post
tested and above the standard set by brand ads. Signals included:
A Frequently mentioning product/brand names in the voiceover

_@brand #gifted #thanks Paid Commission No Label A -.K* g Z z r] K ¢ .E' z gs&lﬁe&g#ﬁhmomghin the voiceover and
partnership paid writes up in the caption the benefits of each product, that are all

from the same brand

A Obvious product placement as she goes beyond just demonstrating
how to use the product and waves the products in front the camera
to draw attention to them

In such cases where the influencer post has utilised context features
that so clearly indicate the postis an ad, no label has a statistically
significant additive effect on ad clarity

mim 65
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Base: Online 13 V64- year - old population who responded to each post, ~119 seeing each label condition for each post (~90% response rate)



bANKo6aEsAEK3 AENREKnIZnKIljzZoXK3ANZIKEL Kk nc
Paid and Paid Partnership consistently stand out as more effective

TikTok Posts 1 Kc AZll & an>ge KZ] K oY Fop8labgls kvE.dNKltatde] o ad n a Aj

Proudlock & Emma Lou

163%] 63% 61% 52%
Commission #ad AD No Label
paid

Although the Diet Coke product

being advertised is constantly

4] KoadzZewKnliZTK3z AEnR"
focus is on the influencer

Il AggAga] #+Knlj=Koanz
s AEI+#KnNZ] owKo] Kaj
where the content mimics a

genuine, trend -driven post,

labels that clearly signal the
ajllgtZjt N EKNZIt Za¢
compensation (Commission
PzaoK K o0 KgzkZXZgEHs
effective at clarifying that the
post is, in fact, advertising.

(IVE Explore  Following _Friends ForYou Q)

mtm

Notes: (1) More Detail on each influencer post in Appendix Slide 98
oZgaosznNaj #Klja#lf KEt ANZEKA] KcAZIl aj anzgeKzj K o#wK

AENt 2L K®OO®K €

Lucy & Little Liv Madeline
61% 60% 60% 53% 174%] 69% 68% 60%
Paid Commission AD No Label AD Paid Commission No Label
partnership Paid Partnership Paid
The performative nature of Although the brand  name is not

-100 (2) Charts display the labels ranking as the top 3 (for

ottt e K Kadnngs  EXK3A
tries out the AEX vegetable
chopper product and talks
Iongskeffectiveness
suggests it may be an ad,
but there is no obvious
mention/visibility of the
brand name despite the
@réduct being in central

Il At tEwK” o KzJ] oKnl
Commission Paid or Paid
Partnership platform labels
can indicate that a post is
in fact an ad, even when
brand visibility is low.

each ad), among the set tested, for

Kat7z)nanzndoIKNZEZZzNt b KKEZH ndA] KOwKbANKI 21 |j K3 AEHUPK 3¢ GIOKZIEK? K 07 gogt REATTREC AMES T 14 £3
Base: Online 13 V64- year - old population who responded to each post, ~119 seeing each label condition for each post (~90% response

rate)

shown/spoken in the post, the

holiday cabin itself is so central

V focusing purely on how the

392t ZKIztadagadnzn>zoXKIljZNK
F N a-oanhdkhe style so highly

produced, in a way that is

typical of promotional travel

content, that the context

strongly indicates it is an ad.

Labels that quickly explain the

nature of the relationship Vo o" K
and Platform labels  V help to

confirm this.

66

Significantly h igher than no
label at 90% confidence level )
1 7K 21j EKAZ] o' AuKRGKTIOHN] IO TKRKEK K REKEKRLGK KAKK R KK K K K K



When the brand is not central to the post, viewers lean on
vague context signals or spontaneously noticing ad labels

Brand Not Central Posts 1 Definitely an Ad by label condition V Top 3 labels 2 vs. No Label

; {‘ kirthanaa )
Mattdoesfitness - gn: Kirthanaa
49% 48% 48% : 0
35% 46% 33% 31% 29%
#thanks AD _@brand No Label Paid partnership Brand x AD No Label
influencer
"N The post is not focused on the brand being advertised v . Although several Gap clothing items feature in some of the
Gymshark V but on how using specific lighting and filming QuQev: B photosivideos in the post, the clothes either blend in very
Onex Q17 V1340 Q techniques can cause a Comp]ete body transformation naturally with the other travel content featured or when the
. OTEDUB i i i i .. outfit is the main focus, the fact there is no visible Gap logo
when taking gym photos. While the Gymshark logo and item & ‘ p log

can be seen to some degree throughout the post, it only
appears on clothing that does not feel out of place to see
the influencer wearing and therefore does not stand out
against the content focused on a completely different topic.
The only subtle advertising indications from the content is !
the factitis lja*ljge K3 AgaEl|Z0oK2] oKUnEZgEKF/
tone, which can be jarring , particularly to those who are
familiar with the influencer. In this case, more vague
signifiers can work (e.g. #thanks/@brand) but otherwise
there are few signals to look for a label

W/ & onany of the items causes the post to feel more like a
|- +Y] LaA] ZKcAtnl anKAI KnljZKoze#XK3zatntNZwl
\ have the lowest levels of ad clarity of all influencer
advertising posts tested. Because there are no obvious
content cues, labels have to be spontaneously noticed while
s the viewer consumes the post. The labels, therefore, that
perform best are the ones most likely to attract the
attention of the viewer - AD (upfront) or platform labels
cljzNZK¢é3A] EANZ o+ KeALtgoKEELZgge KZ33 37

Ok Qs Tasio [ Qs Qs V1 R

mtm 67

Notes: (1) More Detail on each influencer post in Appendix Slide 102 & 104 (2) Charts display the labels ranking as the top 3 (for each ad), among the set tested, for Significantly h igher than no
0Xgao3INAaj #+KIja%*lj KEt ANZSEKA] KcAZI &) anZgeKz] K o#wKKuikKe: NA] ¥+ Z#Ke2EKgZ] #tZ2+3KnljznK=z3znN+zoKoanktng aben Sm&ﬁ}ia@t@@\,@ﬂ NEWKKKKKKKKKKKKK
EAENt b K®O®K €é KatzjndnzndoIKNIEZzNtlbKKESZt naA] KOwKbANKIZt |j K3 AEHQURK 3¢ gKKZZE? K fKZ gogt REAETRKeG AMES T K LA, 714 7 1], aKAZ] o' Al KRG ICKI KM TKRIEKAK RAKEKRGKEKAKHKRGK KRGK K K K K 1

Base: Online 13 V64-year - old population who responded to each post, ~119 seeing each label condition for each post (~90% response rate)



KCEZQgIEe #KnA] ZKt 2] K&a] 04t Zn>KzZ o093
more vague disclosure signals like @brand work

bAEnNETKs anlj ¥2KocAsEEGnEely an Ad by label condition V Top 3 labels 2 vs. No Label

Alexandradudley Trinnywoodall

70%
61% 60% 0 0 0 0
- 50% 49% 49% 47% 36%
_@brand Brand x infl #thanks No Label __@brand AD #ad No Label

onNajjekKéAAozgg  EX3AEnRKnzgAEKnl NAL ] KI
sweatpants look, showing clothing items from a range of

different brands and detailing her makeup look (without

naming or showing a brand). While the post does feel

CEZgEEE] KnAj T Kot ZKnAXKnliZKkNz] oK K3 NAo
nliZK+Z] INzgK3INt 23 naA] KAI KnljZKajlgtzj
mention of a range of brands and no clear brand attributed

to the make up being spoken about sends mixed advertising

signals which can misdirect some away from labelled

signals. The signals that then have the most impact are

ones in the caption that  clearly alert viewers to an

advertising relationship (such as ad labels) or that quickly

confirm an initial judgement the post is an ad (like @brand)

Boursin is very much at the heart of the post, being the

central ingredient in the crudité board being constructed by
Alexandra Dudley. The brand name is said, the logo is

clearly presented to the camera and the product itself is

shown and talked about in an attractive light. This leads to
theposthavea ¢ EZ g¥ BE%] o K& ] | AoReitanastoas
a core indicator alongside the product placement that this
could be an ad. Vague disclosure signals directed towards
the brand (such as @brand) or upfront brand x influencer

labels make the post stand out from a genuine product
recommendation and quickly give the extra context needed

to confirm the relationship between the brand and the
influencer without needing to go into extra detail that the
advertising was paid for.

R

Qs Quer 4 Va4 Qsass Q23a Va R

alexandradudiey BOURSIN CRUDITE BOARD WITH trinnywoodsl Howd
CRISPY SMASHED POTATOES stand out and fee fab
AD We are approaching outdoor entertaining... more

mtm 68
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Base: Online 13 VB4 - year - old population who responded to each post, ~119 seeing each label condition for each post (~90% response rate)




Analysis explainer:  How labels can close the Ad Clarity Gap

EKeX  2XKEZZ] KINA3ZKnl=K3 NZIoailed KE I impaitahi canfitmadjoly Hackstbpn) By KdmAakir Hfluencer

context signals  (mentioning the brand, tone of voice etc.) within posts that contain a context signal vs those that do not, for

the content of influencer posts, that can sometimes help users each ad label (to nullify the impact of those using the label as a

tell whether a post is an ad. We also know that labels can help backstop even when they have high context), we can begin to

to increase recognition of ads in the absence of such context seegljat lf KgzkzZgEKt Z] KkZEnKIljZg3 KkNao*fzXK
signals - and act as confirmatory backstop to help remove low context post

doubt as to whether the post is an ad. i i i
0 AKoAXKnl a EuwKdowhad ext&nE |j &labgel1s able to bridge

The following analysis looks at posts that contain a clear the clarity gap on a scale from 0% to 100% - 100% means the
context signal (acting as a benchmark for the ability of a social gap has entirely been closed by the inclusion of a clear label,

media user to instinctively tell whether a post is an ad) in 0% would mean that label (and the post) are entirely ineffective
comparison to posts that do not contain the signal. When a at signalling the influencer is marketing.

context signal is not featured, labels need to act as that

Ad Clarity Gap is

% saying a Ad Clarity Gap is 4 80% closed by label CONCLUSION:
. . :
: pc)yo;t |I|S i1l 5 ngoz?t‘? with 40% closed by label | Label 2 is more
57 Kz ot context Posts with_ Posts without effective than Label 1
signal Posts without context context signal at closing the ad
context signal signal clarity gap.
Label 1 Label 2

mtm



O AKEI Ag Knlj=sK oK: gZNane KczgzKtAjt =3
compared posts that have the brand spoken out loud, vs not

Spot the Sell: The difference that labels can make when brand is

not mentioned in voiceover

Explainer :

97zNKt | ZNnKEIjAGEXKYKESZg=t naj] + KcAZlajanXgeK J K o#KIANKg Q@ugmégzumw‘@r@%ﬁﬂgﬁd K= KERIN 2] 0 K] 7

84%

82%

% of the Ad Clarity Gap Closed by Each Label

80%

72%

70%

67%

67%

66%

61%

76%

64%

65%

53%

65%

52%

67%

48%

61%

43%

61%

41%

71%

48%

65%

43%

61%

37%

m Brand in

voiceover

A M9 A| Tnf bBMb of those who saw ads

without a voiceover mention of the brand

but with the Brand x  Infl label were able to

identify the ads. This rose to 61% for the

M9 Al Tnd 3B Ibaits ®voiceover mention.
Commission Paid - 64% of those seeing the

(same) ads without a voiceover mention

r Adzbf ddzCbdzCt bd TRqAGAETbE |l
Pl dsYbalrtaqbftAt bl qt bdgt
6 CAdGDBAE Gt bdzg b ~ Obl gAbdCt ¢t
ads with a voiceover mention.

This demonstrates both the impact of

mentioning the brand in the voiceover and,

importantly, the impact of the different

labels on recognition of the ~ same ads.

Commission paid is more effective in
helping identify ads € whether or not they
feature a voiceover.

AASE] " n°
have

brand in
voiceover

CONCLUSION:

The Commission Paid or Paid
Partnership platform labels, or
972Naz] nEXAIl Kndpx K~ o
offer a clear signal to help
identify an ad, even when brands
zNZ] " nKAkoaAtEge K3=
loud. Conversely, indicators that
speak to the brand itself: like a )
mtm ¢cnljz] AE+ Kgzk ZguwKAMK
Notes: (1) Three posts mentioned the brand in the voiceover (NaomiBouncyBlows, Proudlock & Emma Lou and AlexandraDudley) V the r emaining five did not mention the brand in the brand, can get lost without the
voiceover or did not have any voiceover \{&

EAENt b K®O®K é Kat7]nanzinassKNIZEZzNtIljbKKESt naA] KOwKbANKSEZ1t lj K3 AEHQuPK 3e gKZZEKC? K 7 gogt REAT TR AMES T 14 A MY 3 7K 2 1f aKA7) o'k Aull

Base: Online 13 V64- year - old population who responded to each post, ~950 seeing each influencer post (~90% response rate).

C paid Paid P AD #ad no label #qifted @brand #thanks Brand x Infl

c: A33AaEEaAaAKXKPaHRZAa0oKPZ NN = NEI a3 Brang X Kflygngekis the  least successful  label
most successful  labels at closing the ad clarity gap at closing the ad clarity gap between posts
between posts that say the brand name vs. posts that say the brand name vs. posts that do not.
that do not.

Eqﬂ%f%'nké nKA&EKe° AnKz] Kz




" 0" KzJoKbzaoKbznNn] SNEI&a3 Kt A EAETr
up the ad clarity gap across other contextual factors too

6 A] T KAI KEA&at b K@ 72 g X E eBtalbFEawméed Gentrally vs Not Well Known Brand vs Not

% of ad clarity gap closed by each label % of ad clarity gap closed by each label % of ad clarity gap closed by each label

100% g0,
90% 90% g79, 87% 87% 84% g194

100% 9% 9o o1
0 82% 0 0
80% 79% 79% 74% 7294 i, 75% 72% s )
- I I I I I I TTTTT
0

a I I I I I I I
20%

0%

Q
R ‘0 >§é< ’Zf &Q’ 0 \° qf \ \° 0 ’Zr(\ 823’ ‘0 &£ v >& <‘ 'b-
> O QT X & >+ & 0« 0 X >§é< @ & ,}0 & \fz, Q +
3 QO O ’gé(éo (\6 @‘0 R {b(\b gé(& @ QO ’gé‘% ¥ gé((?o )gé(\, @Q oo (@] (\b
Paid partnership and AD  best close the gap When the brand is not interacted with in ojlgtz] t ZNEKo AI T n Kl zZoZXZXKt A 33 g:
whenapost 0 ASE] ™ nXKljzoZKnliZ[Kt t 3 KtAelcaaterk, most labels struggle to close how well their audience know brands but can
CEZ9gXEe # KnAuKKAI Xz Ba#+ Kn Aj = Kahe ylarity gap. Those that do best are likely make a reasonable guess. When a brand is not
always enough on its own, but a brand spotted due to being in more standout likely to be well known by the audience, the
signal can help identify an ad. Conversely, places V mirroring Brand Ads (platform best way of delivering clarity isto clearly
with no tone, brand signals do not suffice. labels) or atthe start of the caption (AD). state thisis an  Ad/Partnership/Gift
mim
cAnZEbKIEokKOINZZK3AENREKI ALgoKKkZKoZEt NakZoKZEK EZgZEe” KIK® 2 A34& K9 Aix postsfaargdihe Brand cefifrally in th&koenleAto 2 g g wyK gZXezj oNz KAtogZekwKl 03X KeINZK] AnbK
(Naomi Bouncy Blows Proudlock & Emma Lou, Lucy & Little, Liv Madeline, Trinny Woodall, Alexandra Dudley) vs. 2 not; four post s featured brands that were relatively more well

known (Proudlock & Emma Lou, Naomi Bouncy Blows, Alexandra Dudley and Kirthanaa € wX I At NKeznNzXKj AnKIET kK AnZEbKcéZgZEe#Ke2EKgZz] #t2+2KnljznKZ3znN+zoKoanNztngeKINAZK3zznNnat a3z2j

GAENtI S K@®O®K é KatzjnanzndoXKNZEZzNt |l jboKKEZt naA] KOwKbANKIZ1 |j K3 AEHuupK 3 gk ZZEKZ | iz gogt REAFTRIEE AAEST) T LA MY 714 2 1) &KAZ] o'k Auil KRG KK KK TKRKEKITK RAKEKRKCKKAKAKRGK) KRGK K K K K
Base: Online 13 VB4- year- old population who responded to each post, ~950 seeing each influencer post (~90% response rate)



bzaoXKbPzNn] ZNEIj&a3” Kz oKozNaznaAj E
directly asked what labels are found to be the clearest

Label Clarity V Selection/Ranking of ad labels that clearly let you know a post contains advertising
UK online population (13 -64-years-old)

D S e — 1 7% | Fabel oy e tatyest roporion o o sudience
AD/#ad/#advert . 58% 7 / Jestprop
| 0
Commission paid | 25, o8%
#spons/spon/sponsorship e 56%
i i 54%
SEne Jee mclud%:d n con'Eent I 22% E104 The mid -table labels all speak to there being a
é€t33 AN Gk 0 0 " direct relationship with a brand, either by clearly
0] KZEEAL &% n Suleaamn'l 5, 51% Ed+] zgga] #XKnliZN2" EXzZK3zzNn] ZNE]
Sl s e e 49% paid, sponsorship), or by actively calling out the
I  13%%0 05 brand name
_@brand  — 1/ 50%
#oifted/giit | 13% 4% ]
#aff/affiliate I 00 45%
#ownbrand " 001 37% 8 2 KgZ2EnKZt 1 23n2kgsKgs2kZgEKoA
#invited o 000 34% L whether financial compensation was received \2
#hosted . 34% they only talk to receiving some kind of benefit
oste B 6% 0 Selected as 'clear from the brand which may not always be seen as
#thankyou/thanks/TY g co) 32% elected as ciear actively and clearly signalling advertising
#PRsta 31% J
Y I 3% m Ranked Top 3 | 1in 10 of the UK audience feel none of the current
N fth 10% :
one-oitnese c Clearest Label J' conventional ad labels are acceptably clear
mtm 72

Source: MTM ASA Quantitative research: D2 Thinking across social media platforms, please select all the labels that you feel clearly let you know _ a post
contains advertising or is an advert. Please select in order of ranking, with your first pick being the most clear ( Respondents chose as many answers as they

liked from prompted list of 17 labels)
Base: Online 13 V64- year - old population (1900)



bzaoKbzNnj ZNElas3”™ KAaEKXKNZ] AZo0Knlj =1
groups but45 - E Ko A] ™ nKI Xg K  edfd4sKla E Kz E

Top 10 for label clarity =V among 13- 24 Top 10 for label clarity - among 25 - 44 Top 10 for label clarity VvV 45-64
UK online 13 - 24-year- olds who ranked label in Top 3 UK online 25 -44-year- olds who ranked label in Top 3 UK online 45 - 64-year- olds who ranked label in Top 3

Paid partnership Paid partnership Paid partnership
AD/#ad/#advert AD/#ad/#advert Commission paid
Commission paid eEa,&]EsEa,&b e E3 A] EsE3 A] s2E3 A] b
eE3 A EsE3 A b Brand logo Brand logo
@brand Commission paid ét33ANnsaoKkiee
Brand logo @brand Brand x influencer

Brand x influencer étggf\l’]rl,z o] KZEEAt aznaAjvKe anlisb

ét33ANn= b Brand x influencer AD/#ad/#advert

o] KzEEAL &z n |Eke anlis o] KZEEAL &z n, BN & nlj b @brand

#aff/affiliate #aff/affiliate #gifted

None of these % None of these % None of these

Paid Partnership consistently ranks highest across all three age groups in terms of delivering clarity, with just under 2 in 5 in each age group
feeling it sits within the top 3 for delivering clarity. While AD/#ad/#advert comes 2nd for both 13 -24s and 25 -44s, it achieved a much lower
ranking for 45 -64s. Our qualitative research suggests that this finding speaks to their desire to know with absolute certainty w hether they are
watching pure, influencer - generated, content or a post where an influencer has been financially rewarded to make the content V and that a
E433gXKczo#KgzkZgK3a+linKj AnKkZKE3>Zt alat K] At+ljKnAKIjZg3KnljZ3Kz33NZtaznzKnlj>K

mim 73
Source: MTM ASA Quantitative research: D2 Thinking across social media platforms, please select all the labels that you feel clearly let you know _ a post
contains advertising or is an advert. Please select in order of ranking, with your first pick being the most clear ( Respondents chose as many answers as they

liked from prompted list of 17 labels)
Base: Online 13 V64- year - old population (1900)



There Is a desire for labels to clearly say

how an influencer

has been paid/rewarded, particularly among 44 -64s

Agree: Labels needing to offer more clarity on reward
Agreement among UK online population, and by age group

NET AGREE: .
| would like labels to 33% 31% 28% Slightly

be clearer around
Agree

how the influencer

has been paid/
rewarded for
promoting the brand

70%

NET Disagree: 7% 13-24 25-44 45-64

V.79 m Strongly
agree

Over two - thirds of the UK online population say they
would like labels to tell them what the influencer
received from the brand for making the post, with less
than 1 in 10 actively disagreeing with the statement.
This demand is consistent across age groups, though
those aged 45+ are strongest in their conviction.

mtm

As highlighted, the nature of social media V especially platforms where
consumption is mostly from a feed of algorithmically - served posts that
may come from unfamiliar sources - makes it challenging for users to
distinguish some of the advertising from genuine user - generated or
influencer -generated (but not paid - for) content.

o7k SgEKELt [ KZEK bPzaoKbznNnj SNEIjag” KAXKnl z
nljZeKgZzoXKj AKoAtknKzkAtnKnljZK3AEn" EKt A3
clie XK o KNzj] AEKgAesINKZ3A] #+KAgosnNKztoazjt
V this group wants labels to be more explicit and remove uncertainty 2

2t ¢+ dTbbdzCt baddzdzat bNP| ds bb| Adifiis AteaC hdYabdzCd Tb bd
yingthem Yb° £dzbTt Rt GG| Adqgs bdzCt bN: ETTAGGAETbP| ds
that feels a little bit more ambiguous.

Male, 25 - 34, TikTok & Instagram User

PRI

bs & TYdzbdzCd T Obd dzY G b1 RAE & GlidzCH CdZb /dzY:G b |5, TobICy YoE
r4dzbGCt YGBbETaqs bU&AdzbWcdl dzt sYDbAdTDBGT| qabaqt dzdzt A C
much clearer for me.

Female, 45-54, TikTok & Instagram User

74

°cAnsEbKIEckKcénNA] +ge KodAEZ+NZsw# KCEga+linge KoAEZ+NIZ#wKe] Zanlj =npUrpobd3s I KANKoEEZ+NZZ#K KcoA]  nKA Ag# K] AnKajt gtoZSoKIANKINZEZ] nznaAjy

Source: MTM ASA (1) Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent

disagree with the following statements; (2) Qualitative research: Online communities & follow up depths.
Base: Online 13 VB4- year- old population (1900) 13 -24 (479) 25 - 44 (836) 45 - 64 (585)

you agree or



Label positioning is important to people Vnlje KoA] ™ nKe
have to go to extra effort to find the label

Agree: Labels should be shown upfront Clearest place to signal anad  V Selection/Ranking of placementin Top 3
Agreement among UK online population, and by UK online population (13 -64-year- olds)
age group ~
- Appearing visually in the 1% 1he p ositioning of ad signals where they
Slightly Agree content ! : .
e — S | _ 56% | require the least effort to find is deemed
Labels should b el gz ! 68 clearest. This is thought to be either while
eligs Snlelllol e At the very beginning of 1 visually taking in the content or at the
shown upfront . the caption - 53% J beginning of the caption
without having to 300  24%
fgat AKc b 3 S | | 58%
9 3 Spoken in the voiceover
see the label 500/ - 40%
(0]
79% Written among other 54% Having to put extra effort into find ing the ad
: hashtags o signals V turn sound on, scanning through
NET Disagree: 5% WEn GEAA AE . _ - e r the caption/hashtags/comments - is
Written in/end of the 49% deemed less clear and acceptable
caption + visible without -& %
The vast majority think that ad labels i PLEHTE A6 G O AL+
should be as visible as possible in a post, Written in the 48%
J AnKljdooS] Kzeze KkZlja] ofKnlji Z K¢ b # K3 Adpmexts -25% | _
button. This opinion is seen across age Written infend of the 3= the label somewhere you have to
. _ ot _ 38% press an extra button to find it, and it
groups, but the highest level of strong caption + only visible if cAtgoj- nKkE5] KESS] KAnlsnNeaE
tis seen among 45 -64-year-olds. t gat £Aaj #X LL.U%SI%H > ¥ S e J J - ‘
agreemen g ] ¢ unclear label placementby  62% of the UK
audience.
Selected ®mTop 3
mtm 75
°AnsEbKiEckKcénNA) +ge KodEZ2+NIsw# KCEQga+linge KCAEZ*NIZ# wK¢] Sanlj ZNpurpokd3> T KANKoAEZ+NZZ#K KcoAj  nKA Ag#Kj AnKajt gtoZoKIANKINZES] nznaAj
Source: MTM ASA Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent you agree or disagree with the following
statements. D3 We would like you to consider where a label(s) should appear to make it clear influencer content includes adve rti sing. Please select all the places where
you think it would be effective to add a label to signal advertising. Please select in order of ranking, with your first pick being the most effective placement.

Base: Online 13 VB4- year- old population (1900) 13 -24 (479) 25 - 44 (836) 45 -64 (585)



People prefer clearly

- positioned ad labels: to minimise

confusion and the feeling of being misled by influencers

Perceptions of influencer advertising !
Agreement among UK online population, and
by age group

Slightly Agree
NET AGREE: m Strongly agree
| prefer it when
influencers are
thclear about Whe_n 30% 30% 26%
ey are advertising

something
80%

NET Disagree: 4%

SYA) 53%

13-24  25-44 4564

Four in five actively prefer influencers to be
clear they are advertising from the outset,
removing the feeling that the influencer is
trying to hide something to protect their
own image/promote the brand more
effectively 2. This opinion is held strongly
across age groups.

mtm

Source: MTM ASA (1) Quantitative research: D1 Thinking about influencer advertising generally, please tell us to what extent
disagree with the following statements. (2) Qualitative research: Online communities & follow up depths.
Base: Online 13 VB4- year - old population (1900) 13 -24 (479) 25 - 44 (836) 45 - 64 (585)

The positioning of ad labels in captions

is often perceived as a deliberate choice by

the creator , either to clearly disclose the ad or subtly conceal it. Positioning labels
so that they are visually salient will allow users to understand what they are
watching, take the content at face value, and avoid feeling misled by influencers.
6l ZnKkza] # KEZaowKeljX] K3AEREKZNIK tgXzNge” KZoEKIE
the positioning of the ad label feels less essential 2,

8 Ct bl RdzA| q b4 Gt BEI bdzCt bf As bhl sKbf | GTYdzbé

caption to go along with the post, so

P& 1Y dzbT & ldthinknotimany people will tend to read all the caption. They
are more likely to skim through it at best or only read the first few lines.

o dz¥ G blganihd Ise@ ketter idea to try and put [the label] at the front or as
ose to the top as possible for people to notice.
it maybe doesn't feel as shady as some of the other

the kind of style of this ad,

ones, becausq it feels Ii‘kevit's obvious that it is an ad
Pl AdzT ¢ AGCdauUy bdzCad Tb'Ybl Tsb s¢grt bd G'bdz! bbt s bTe

the style of the video.

you agree or

dl bsEAbsETYdzbAt | s bdzCA§ 4

Female, 35 - 44, Instagram User

But | do also think that, with

YbCt YGbb g dzbdzCt

Male, 25 - 34, TikTok & Instagram User

ABIOK (12(] q b
0 a bdzC
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Platform labels always provide the desired placement
consistency, and appear in the same spot as for brand ads

t NAEEKn| S KEntoe wyKe>KEZeKnljZK3gznl ANZ3KgZzZkZgEwK: AS34aEE&4A] KP2aoKZ2] oKbZzao
consistently seen as being the most effective at providing absolute conviction that a post is an ad. These platform labels al way's
appear in the same place whenever they are applied to an Instagram or TikTok post, unlike other labels which influencers may use
but that may not be prominently positioned in the post. Their style (e.g. colour coding, font, size) also offers a consistency which
people have become attuned to spotting . On the other hand, labels positioned within the content of the ad can be easily missed due
NAKE&AyYyZwK3 gzt 233 nuwKANK3INAZA] St SwKcaoX] KnljiznKnljaEKAaEKZgQEAKe b ASKKkNZ] o
platform labels provide the desired consistency in experience across the social media advertising landscape.

Instagram influencer Instagram ad TikTok influencer TikTok ad

| think ad is obvigus, but some people might need to see
dzCt bWdos ¥t bolder on the screen for transparency .

Female, 55 - 64, TikTok & Instagram User

| always notice dzC| dzbd dzbG| s GbW| s Y bd T br § dzdzg

= 0=2Q Y R Female, 55 - 64, TikTok & Instagram User

== @4} Followed by galephysio and 123K others
O 383 O 167 V 3 m ceraveuki Pack Light with CeraVe SPF 50 Moisturiser
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Source: MTM ASA Qualitative research: Online communities & follow up depths



While many qualitative participants were unaware of the
ASA, they supported having clear rules around influencer ads

In the qualitative depth interviews, the end of the discussion
explored understanding and reactions to the ASA in the
context of regulating influencer marketing

Most people were unfamiliar with the ASA by name but
supported its role once they understood it.

They felt that clear ad labels are important so consumers can
immediately recognise when content is promotional rather
than personal opinion (particularly for reviews or more subtle

product placement). Participants believed this transparency

helps protect people, especially younger users , from being
misled or unduly influenced. Ultimately, it was felt that clear

and prominent ad disclosures build trust and allow users to

make informed decisions about what they see on social

media.

mtm

Source: MTM ASA Qualitative research: Online communities & follow up depths

ive never heard of the ASA, but I'm assuming in advertising there
has to be some sort of regulator. | agree with it, because

especially to young audiences.
Male, 35 - 44, TikTok & Instagram User

ive not heard specifically of the organisation, but | did know that
there are laws in place. | guess
or how strict it is. For the longest time,
Ut gUqt bft At bG| sdTb ' YbNoYTbrtdTbbU| ds bdz
ddzyY GbAt | qas bREE QY Yb|l Ts boYTbBAt | qas bg O]
seeing more people doing and
trying to sneak it in there, almost, and |
At ] qqs bs & TYdzbgd Ot bdzC| dzY

Male, 25-34, TikTok & Instagram User

78



Section 07

Conclusions



Conclusions:

Labels play a valuable role for all user groups,

confirming the context signals that help identify influencer ads

There is demand
from across the UK

online population  for

clearer signalling of
influencer posts -
with social media
users wanting to
quickly tell whether a
post is commercially
driven to inform how
they respond to it.

mtm

The average
influencer
marketing post is
currently falling
short of the
standard set by
brand ads, interms
of the UK online
population being
able to definitively
tell that these posts
are ads.

Clear labelling
provides a crucial
confirmatory
backstop when the
signals which are
noticed first V'
context features
from the content
itself - fail to
confirm outright
when a post is an
ad.

Particular platform
labels and variants
Al K~ aredtie Most
effective at clearly
signalling/
confirming to the UK
online population
that an influencer
post is an ad, with
Paid Partnership
being the gold
standard as it also
confirms the nature
of the relationship.

The UK online
population want
labels to be placed
in a consistent, easy
to spot location V'

nljZe KoAj " nKezjr

have to go to any
extra effort to find
labels. Best
practice: they
should appear
upfront before the
caption.
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methodology




Qualitative methodology: Approach rationale

The qualitative approach allows us to tap into real

- world, unprompted experiences of engaging with social media content,

while also gauging the reactions and levels of understanding of different labels vs no labels among a range of users, using

stimulus provided by ASA.

1. Online community V Natural ad
exploration

To capture behaviourinareal -
world setting and get a sense of
what respondents view as an ad,
participants were asked to collate
examples of influencer and brand
ads they came across naturally
on their feed. By asking
respondents to screen  -record the
feed before and after ad
discovery, we could understand
the impact of the whole feed
context on ad clarity

mtm

2. Online community vV Prompted
ad exploration

To get insights into consumer
awareness, understanding and
interpretation of different ad
labels on different platforms of
interest, we put a wide variety of
influencer marketing stimulus in
front of respondents. Responses
to the stimulus were collected in
a range of different ways to really
understand what makes an
influencer ad clearer / more
obvious.

3. Follow up depths

By working with the ASA to pick
the eight most eloquent
community participants who
offered a representative view of
the sample, we could explore in
more depth the nuances of
different ad labels, tackle
responses to influencer marketing
and build on our picture of how
this advertising fits into the lived
social media experience on
different platforms.

4. Findings to inform the
guantitative stage

Initial topline results from the
gualitative stage were used to
focus the scope of both the survey
and the stimulus tested to answer
the key research questions. It
identified critical themes to
guantify, lines of analysis to
consider by asking the right
guestions and selecting a range of
stimulus that represents the
influencer marketing landscape.
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Qualitative methodology: online community

N=30 (7 days, ~20 mins/day)

21st- 28" May

Community Task Overview

Sample Profile

10 x 13V17-year -olds: Min 5 -6 to use both TikTok and
Instagram, approx 2-3to only use one of TikTok/
Instagram (include min 2 users of YouTube and/ or Twitch)
10 x 18- 36-year - olds: Min 4 -5 to use both TikTok and
Instagram, approx 2-3 to only use one of TikTok/
Instagram (include min 2 users of YouTube)

10 x 37-64 - year - olds: Min 2 - 3 to use both TikTok and
Instagram, approx 2-3to only use one of TikTok/
Instagram (include min 2 users of YouTube)

Overall Criteria

A All to enjoy browsing/ consuming content on social
media amongst other activities

A Majority per age bracket to be using social media at
least once a day

A All must be familiar with influencers/ influencer
content on social media

A All must not be rejecters of influencer/ social media
marketing/advertising

A Mix of demographics to reflect national sample

Day 1: Introductions to social
media and ad engagement

A Examples of questions include:
“ljAe Kt AJllaoZ] nKoA
LEA] #+KWA0O] Enz+NZ3s

between posts that are ads /
] AR KZoEsa"

A Each participant was then
asked to capture 3 -4 ads they
came across organically on
TikTok and/or Instagram,
answering for each:

A" jAsKodoKe At KA As

Z0o4

A" jAsKZI2Ee KezEKnI3
ZEKZ] Kzo4a~

AT &liznK3zo0zKanXKIjzrn
nAKaoZjnaleKzZEKz]J

e At Knlja] £Ke At Nz K

K
5
z

= Q

Day 2: Perceptions of
influencers and introduction to
influencer marketing

A Examples of questions include:
" NnIggKLEKeljZnK3zA

7] Kcajllgtsjt zn#KIA

type(s) of influencer / creators
do you prefer to follow and
cljea” wK €ljZ] Kz] K3
are familiar with posts an ad,
how do you feel about the ad?
How much do you trust it?
Does it impact your opinions of

nlizKsnNAott nKkzaj #K

A Included same task as Day 1 to
upload 3 -4 ads, but focusing
only on ads posted by
influencers/creators/celebrities.

—

Day 3: Perceptions of
influencer advertising

A Examples of questions include:

¢cljAs Ke At goKe At KoJEt Nak

current understanding of
ajlgtZ]jt ENKZooZNr
confident you are of your ability

NAKA AcKeljZ] Ke At~

7003XNNAEZoKnA™ wK|:

about some of the different
ways that influencers / creators
/ celebrities will work with or
promote certain brands and

a

ax
—
-+

n

N¢ M JT

KK Z
] Ke

3NAott nEKA] KEAt 4ZgK35=o0

A Included same task as Day 1 to
upload 3 -4 ads, but focusing
only on ads posted by
influencers/creators/celebrities.

recognisable)

A~ 8liznKay K3 znNnat
A~ 8liznKaj K3 znNnat
A~ 8liznKKEal K2] €nlj

NK3zZo0XKanKIzE
NK3zZoXKanKlz
e

Day 4 - 7: Testing specific ads (See Slides 107, 114, 121, 128 for stim tested)
Respondents were shown 20 ads over 4 days, and asked to answer the following questions for each ad:
On a scale of 1 -10, how obvious is it that this is an ad? (1 being not obvious at all to 10 being immediately

3 n
Kt AkgoXKljzoZXK

AXZNKnAKnZggKnlj
0ZNKnAKnZggXKnl
320

ZnKanKeZEKZ]J
ZznKanKezEXKZ]J
SKnljAEKZoZ] KZ3ANZKAko &AL

Kz oo X
Kz oo X

EXnljz




Qualitative methodology: Zoom depths

N=8 (60 mins each)

30t May, 2" June, 4 " June

Sample Profile
8 x most engaged online community respondents:

2 x 13V17-year - olds: Both to use TikTok and Instagram
(include min 1 user of Twitch/YouTube)

4 x 18- 36-year - olds: 2 to use both TikTok and Instagram,
2 to only use one of TikTok/ Instagram (include min 2

users of YouTube/Twitch)

2 x 37 - 64 - year - olds: Both to use both TikTok and
Instagram, (include min 1 user of Twitch/YouTube)

Overall Criteria

A All to enjoy browsing/ consuming content on social
media amongst other activities

A Majority per age bracket to be using social media at
least once a day

A All must be familiar with influencers/ influencer
content on social media

A All must not be rejecters of influencer/ social media
marketing/advertising

A Mix of demographics to reflect national sample

Discussion Guide
A Introduction to the project
C Welcome and project background
C How social media fits into daily routine
C Attitudes towards advertising and confidence in spotting social media ads
A Influencer marketing context
C Relationship with influencers
C Feelings towards influencers promoting brands/products
C Confidence in spotting social media ads from influencers
C Relationship with influencer marketing on YouTube and/or Twitch
A In-depth exploration of influencer ads
C Reflections on online community e.g. stand - out signs of ads
C Gauging initial awareness of different ad cues and their usefulness through stimulus
C Theme 1: Testing positioning of #ad or variant
C Theme 2: Testing platform / post labelling
C Theme 3: Testing no label / subtle indicators
C Theme 4: Testing other labels
C Creating the clearest influencer ad
A Wrap - up and road to clarity
C Understanding what makes a good influencer ad
C How to increase confidence
C Role of ASA




Qualitative methodology: stimulus for depths

Theme 1: Positioning of #ad (or variant)

Theme 2: Platform / post labelling

Instagram: Joe Sugg
/ Strava

Testing 'ad gifted’,
caption, voiceover
references

Instagram (story):
Miss Meldrum /
Teapigs

Testing use of Ad and
visibility (muted text
colour)

Lucy Williams

ot of preloved luxury
that

TikTok: Lucy
Williams / eBay
Testing multiple
labels V AD at start,
Paid Partnership
platform label,

brand hashtags,

nlizj AEKnAK

Jack McCann

TikTok: Jack
McCann / Adobe
B Testing style of ad

< | Q prohibition london

TikTok: Jelika /
Discount Suit
Company

Testing no label or
subtle indicators
e.g. voiceover,
location tag

Instagram (story
highlights): Jess
Sheppard / various
brands

Testing affiliate links

TikTok: Style Me
Sunday / Sitting

Suits

6ZEnaj #K 2zl
top left corner and
promotion of own
book/brand

@i STEM  Following _Friends. For
W oAy L~

#2S8  TikTok: Charly Ann

#dgf caption

02ZEnaj K #alnzo’
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Quantitative methodology: Approach rationale

The quantitative survey was designed to quantify and uncover the extent to which different labels can aid the clear
recognition of influencer ads. The approach was designed to make sure findings were fully contextualised and information

about labels were gathered from all different angles

1. Social media habits

media task

y] OSNEnz] o0aj # Klj As Kn, [Mnickigthe réas v-world

64 - year - old population use and
interact with social media to
contextualise later findings on
influencer marketing and to
segment results by different
social media behaviours.

mtm

experience of how influencer
marketing would be seen in a
TikTok/Instagram newsfeed to
understand whether users could
instinctively spot they were being
sold to. Asking whether every

- in-situ, system 1 and system 2 reactions.

T wKc é3 An KnsifuEaial g g # K 8] Influencer marketing in

isolation.

Directly calling out the influencer
marketing examples seen in the in
situ test to gather System 1
(instantaneous) reactions to the
post, scaled responses to give
clear comparison points for
advertising clarity and stand out,

3 AErLKs ZEXKcAZI aj aadeplt:sleqe@furtheklﬁfo&rﬂl@ﬁdnK
¢c°An#Kzj] Kz oX#zo3 Kk I tHatlmgyzhelpdpeciie, &IIK

compare influencer ad clarity
against.

something is an ad (e.g.
relationship with brand/influencer)

4. Attitudes towards influencer
marketing and labels

Gather rationalised, System 2
(more considered) responses to
influencer marketing and labelling
methods to further contextualise
findings, explain trends seen in
the in - situ test and offer a
ranking of acceptable labels in
isolation of any visual context.
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Quantitative methodology: Online survey

Survey Structure

N=1900 UK 13 to 64 -year - olds A Demographics and Screening

20 - minute online survey

170 Vv 31st July 2025

Sample Profile
A 18- 64 year olds:

C N=1600
C UK nationally representative sample ( based on ONS

data) was achieved. Quotas on gender, age, region,
social grade, children in household and ethnicity

C Platform usage fell out naturally but with the
confidence there would be robust samples of both
users and non - users of each social media platforms

A 13V17-year - olds:

C N=300

C Boosted to get a robust view on a critical group who
have unique marketing rules applying to them and
heightened vulnerability to the effects of advertising

C Recruited via parent panellist who were asked to
give permission for their 13  V17-year- old to take part
in the survey

C Group downweighted when looking at overall sample

results to ensure a representative 13 V64 -year-old
sample

Cat>EnaA] EXnAKI] ELNZIKt A33g3ns KRedsyaa-pld fudiencpd Aj KA T
C Questions asking for parental permission if under 18

\ Social media habits

C Social media platforms currently used and length of time since first started using social
media

C Frequency of usage and time spent per week for each platform used
C Types of content followed and motivations for using social media
C Frequency of interaction with different types of content for each platform used

\ ¢ é3 An Knl =-BikuSaiglMadm]Task

C Four environments seen, two TikTok and two Instagram. Respondents asked whether they
Il gnKzzt |j K3 AEnKezZEK¢cAZIl a] anZge#wKec®zZekZI+KANKg?®
C Different influencers tested in each environment, each with a different label condition
Influencer marketing post in isolation (still from 4 influencer posts in the in - Situ environment)
C Implicit phrases associated with influencer (e.g., honest, creative)
C Level of clarity that content contained advertising and reasons behind clarity/lack of.
C Level of advertising stand out in the post
C Relationship with brand and influencer featured
C Compensation received by influencer for making post

\ Attitudes towards influencer marketing and labels

C Agreement with statements about influencer marketing
C Ranking which influencer marketing labels are the clearest
C Ranking which label positioning is the clearest

Knlj = Ky

An+ Kzj

C Agreement with statements about influencer marketing labels




Quantitative methodology: Quotas

Quotas were based on 2021 ONS data Sample Samble Definition % of Sample Sample Sample Definition % of Sample
group ample ize group ample ize
to ensure the sample was i Sampl Si i Sampl Si

representative of the UK population. Total UK Nat Rep 18 - 64 100% 1,600 Total UK 13-17 100%

. Female 50% 800 Female 50% 150
They were applied to the adult Gender ’ Gender ’
audience and the boost audience L S0 2L el 200 —
separately, with the 13 V17-year-old 18 34 38% 608 A 1315 60% 200
boost portion Weighted back down Age 35-54 42% 672 ge 16-17 40% 100

when looking at total results to

: X 55- 64 20% 320 | —
ensure it was reflective of the UK e Y S
population profile for 13 - 64s. Scotland, North 34% 544 group ample

Region England & NI Total Total Sample: 13 - 64 100%
Quotas were distributed equally g Midlands & Wales 30% 480 (weighting profile)
across influencer marketing South 36% 576 1317 9%
posts/lab_els tested to ensure result_s ABC1 — " 1834 34%
were not influenced by demographic Social CoDE 4390 685 Age 3554 3006
o - 0
profiles. Grade 0
Prefer not to say <5% ~80 55-64 18%
Children Children aged <16 29% 464
in HH No children aged <16 71% 1136
White 78% 1248
Ethnicity
Other 22% 352

mtm



Quantitative methodology: Influencer marketing post
allocation

In the survey, each participant was randomly assigned four of the eight influencer posts (two on Instagram, two on TikTok), e ach featuring
ZKodll NIy nKgzkZgKKEANKj =K °AKgzk=g™ Kt AJ odndA] ewKolj & E KXY patheasilbl Her fosy/laliet E n, K
V allowing detailed analysis of the impact of individual labels for each post. When combined, more sizeable bases (over 900), a llowed

robust analysis of patterns across individual posts and across different labels . Testing only one label at a time allowed the impact of each

label to be assessed while holding the creative content constant.

Number of respondents Sy s x . o
seeing each label variant - EzNazj nEXKAI KOtheolLabels Unlabelled Platform specific labels

TOTAL AD #ad #thanks #gifted @brand No label Partner - on Paid Influencer
ship (TikTok only) ('”Sg’r‘ﬁ;am

7600 982 918 903 997 950 950 965 486 449
947 121 110 115 118 120 110 119 134 i
953 126 123 115 128 112 121 116 112 i
956 114 113 122 118 127 122 116 124 i
944 120 116 117 124 118 113 120 116 i
957 121 107 115 127 119 127 122 i 119
943 132 121 101 137 119 111 120 i 102
940 126 107 107 121 119 122 117 i 121
960 122 121 111 124 116 124 135 i 107
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sample to achieve was set as opposed to an exact number to achieve, to allow for quotas to be distributed across cells



Quantitative methodology: In

Four social media feeds (two Instagram, two TikTok) were
created using real world, public domain posts to situate

consumed in. A range of different posts were chosen including:

A Brand Ads: oEKnljznKkNzj o EXljzo2ZK3zao

lgZzkZggZoKcé3zA] EANZo# KA] KoJ Enz #n

A Brand Content: Content from brand accounts
Content from content creators/influencers
that o a o jintluge advertising
A Reviewers: Product/service reviews that were not paid

Each reel was a maximum of two minutes and included up to
eight posts. A scrolling effect was added to best mimic reality
and ads were placed at intervals that reflect the frequency in
which they tend to appear when normally scrolling.

Respondents were shown each post and its caption in full, with
enough time given to fully take it in.

mtm

- Situ environment stimulus

A range of different content categories were shown in the posts and
aj lgt2jt TINK3IAEnEKsanlaj Knlj ZXKJ znt N zwenedesigned (p Agvesamethjmy spifabledor aff gendgrsiand ages:

Instagram 1

JwHq oF

Allocated Influencer
Marketing Post

CeraVe
Beauty

Ennice_c.h
Food

NatGeo
Science/Nature

Massimo Dutti
Fashion

tQhLmEOHL?eaaﬂuﬁ 163 Y
4 KA Ko a /ol

1

Instagram 2
35,04 /0 A JE
Allocated Influencer

Marketing Post

Runna
Fitness

F1
Sport

Motorola
Telecoms

Lego
Toys

BBC News
News

What to Wear For
Fashion

TikTok 1
K1 ANK,
e Sport

Allocated Influencer
Marketing Post

Booking.com
Travel

TikTokfindss01
Tech

Nutella
Food

TIkTok 2

Allocated Influencer
Marketing Post

Prime Video
TV/Film

Tenlife2
Lifestyle

Jack Edwards
Books




Quantitative methodology: In - situ environment functionality

For each post seen in the Spot the Sell exercise reel,

respondents were asked to give their instinctive response as to
cliZnliZNKnlj K3 AEnRKsZEKcAZIA] an>geKz2] K o# wKc mor FANKe® An K
2] K o#wXK |

(3 championsleague @
» iulio Cercato - Skyline

<7 A Gl

By calculating to the millisecond when each post appeared
within the reel video, the time stamp of each click could be
assigned to a specific post. Respondents could change their
mind while consuming a post, with the last response pressed

while watching the post being the response taken. Spot the
Sell
Respondents could not be forced to click for each post because Exercise

of the video feed functionality, but each post received a strong
response rate (averaging 70%). Final results are based on all
those who responded to the post, as opposed to all who saw
the post, which still met the requirement for robust base sizes
across each post.

Not an Ad
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Quantitative methodology: Influencer marketing stimulus

The second post in each in - situ environment was one of our Naomi Bouncy Proudlock & Lucy & Little Liv Madeline
eight influencer marketing posts with a specific label condition Blows Emma Lou
(e.g., AD, #thanks). The same influencer marketing posts and
label conditions were then asked about in the follow up f
Caj gttt snNK3zNAIna] $Kaj KaEAgznaAj

As with the qualitative phase, MTM worked carefully with the

ASA to select posts from UK - based influencers and included a
variety of different features to ensure findings represent posts
across the influencer marketing spectrum. Some of these

related to post characteristics (e.g., influencer gender, content N
type, voiceover featured), and others based on context features Trinny Kirthanna. Alexandra Matt Does
identified in our qualitative phase as providing advertising Woodalll Dudley Fitness
clarity beyond labels. —— :

Four of the eight influencer marketing posts tested in the
quantitative phase were also tested in the qualitative phase.

mtm

* Also tested in qualitative phase



Quantitative methodology: Label stimulus

Nine label conditions were tested in our influencer marketing

examples, with labels from each group of interest: Original Post Post for test

(without  clicking

b3ANZk

A~ o KoznaznaAj »K AXKKEL3 I NA] newKe

Vi STEM Following Friends ForYou Q

A Platform labels: Paid Partnership, Commission Paid (TikTok)
Influencer x Brand (Instagram)

A Other labels commonly used: #thanks, #gifted
A Non-labels: @brand or no label at all

The captions were kept the same as the original post bar
removing any ad labels and replacing them with one of our test
label conditions. All caption labels were visible without having to
tgat AK¢b# K3ANZwKezowKenljz] AEwKe # & n |y
a natural break in the caption, AD was shown upfront and ;
platform labels where they sit on the platform. provdock T

Finally trying out this viral' spicy pickie
Diet Coke. Can confirm it’s very niche,

AZE3A] 03] nEXKe INZKEI Ag |sknehvEckmentiatiad | KESrnetaris
certain point during the post but only shown the shortened e
caption in section of the survey looking at the ad in isolation.

mtm

Post for test
(after_ clicking
b3ANZk




Labelling example - TikTok

W EX ErL. Wk

e K
L4 & 1 L

En' [ Jr— K
k) | Platform Label

e Ek gyl . &kl
10 l}"

af comnias | 68 o

94




Labelling example

|

\a alexandradudley @
- Al alexandradudiey - Original audio

N

R, \
§ - g Al

Q383 Q7 73

o

alexandradudley AD CRUDITE BOARD WITH CRISPY
SMASHED POTATOES
We are approaching outdoor entertaining...more

Advert Label

¥ \

0-333 Q

alexandradudley CRUDITE BOARD WITH CRISPY

- ~

ok
167 Y 3

SMASHED POTATOES

O:;ss ()17 YV 3

UDITE BOARD WITH CRISPY
AD

alexandradudl

au= "

SMASHED POTATO

o

We are approaching outdoor entertaining..more

Platform Label

WJo

°

A

&

alexandradudley ®
Oaid partnership with boursin

alexandradudley and boursin
2« 2lexandradudley - Original audio

Paid partnership

Brand x influencer

- Instagram

Other Label

¥ = 3G % Lo

O;as Q17 Vs

alexandradudley CRUDITE BOARD WITH CRISPY

4 D POTATOES #than kS
@ e are approaching outdoor entertaining..more
35

Q 383 Q17 V3

alexandradudley CRUDITE BOARD WITH CRISPY

MASHED POTATOES #g Ifted
, E are approaching cutdoor entertaining...more

Not labelled

. 25 - - o

Q383 Q7 V3
alexandradudley CRUDITE BOARD WITH CRISPY
ASHED POTAT!
D POTATOES @bran d

L) > 2 =5 h ] ‘on

O;ss Q17 YV 3 A

alexandradudley CRUDITE BOARD WITH CRISPY
SMASHED POTATOES No label

We are approaching outdoor entertaining..more



Section 08.02

Appendix 2: Quantitative
survey stimulus and key
results for those posts




J' | naomibouncyblows V Boots

G R Bl s ForYou Q CONTENT DESCRIPTION STYLE PERCEPTION INFL. RELATIONSHIP
""" -

e At K3e KnliNZZKEnR=Z3 EXI AN IjZTﬁ_ljoﬁiggn“ﬁY':nV!j

. . est

involving three TRESemme products from ) )
Boots. She explains the benefits of each Creative 66%
3NAott nKiEct 2] KNZott =Kk NE ZrEpvesykk - ... . . _ .. 65%
while showing how to use it, holding each Salesy 65%

AZ3AT EnNZnZEXKlzaNKt z2NE ér#o%?aﬂvék"“"““’”“.égm
3N #

m Follow person u Seen on SM
m Know person 2 Never seen before

BRAND RELATIONSHIP

35% 22%  16% N\RUA

m Used H Seen ad
H Heard of = Never heard of

product close to the camera. Finishes the Natural 64%

post by explicitly referring to purchasing Interesting 60%
these products from Boots, Inspiring 5204

. : Boring 35%
TAGS: Brand mentioned, brand logo _

featured (N.B. not for retailer advertising), Cringe 31% REWARD FROM BRAND
high context given for product in post Funny 28%

26%

H Paid money u Free brand offering

CLARITY OF IDENTIEYING POST AS AN AD = Other beneflt = Nothing

TOTAL Ad #ad #thanks #gifted @brand No label Paid P C Paid

% selecting Definitely
An Ad

% selecting Definitely/
Maybe An Ad

651.1k followers on TikTok
Posted 19/03 8-10 Ad Very Clear

Original Label: @Boots_UK :
}egéovogzLU"Ko éEék gz & 310 I‘:'gh Stano-orit




J' Proudlock & Emma Lou V Diet Coke

TikTok

CONTENT DESCRIPTION STYLE PERCEPTION INFL. RELATIONSHIP

£ Explore Following Friends For You Q
= Following a viral TikTok trend, Proudlock
- mixes Diet Coke with pickles, pickle juice,
2 and jalapenos. He starts by opening the i
AdsnK: AEsKlEct AgoXKz] oXlI Nz ERRIVEAZ (., -
I Ndao+s#+eXk=Il ANSKzooaj +[Kn lj=eiesiBonrr,_ ..
ingredients for the cocktail. Narrates Natural
throughout the content what he is doing Trustworthy

Creative
Honest m Follow person H Seen on SM

m Know person 2 Never seen before

BRAND RELATIONSHIP
54% 16% 10% m-:»

m Used H Seen ad
H Heard of = Never heard of

and the finally tries the cocktail saying, Salesy
cnljznKaEKoIgat aALtE+ wkK Cringe

Boring
shown, low context given for product in Inspiring REWARD FROM BRAND

TAGS: Brand mentioned, brand logo

Funny .
post 42% 18% 7% FCr

H Paid money u Free brand offering
m Other benefit 2 Nothing

CLARITY OF IDENTIFYING POST AS AN AD

TOTAL Ad #ad #thanks #gifted @brand No label Paid P C Paid

% Selecting Definitely
A " An Ad

ying out this Viralispicys
kle Diet COKerCan confirm:=mo

% Selecting Definitely/
Maybe An Ad

41.1k followers on TikTok
Posted 10/12/24 8- 10 Ad Very Clear

Original Label: @DietCoke :
lEc wmww3ANZ £ ewkKz oK 8. 190 Hich Stard out




J  Lucy & Little V AEX

TikTok
{IVE Explore Following Friends ForYou Q CONTENT DESCRIPTION STYLE PERCEPTION INFL. RELATIONSHIP
I N Lucy & Little uses a new kitchen product \\\\\\\\\\\ﬁ
I AT]'KFLU Z XKl éﬂEfl.'Kfl,éBZU-\'KZa vt‘{\le*-K':“ > ':ypino u Follow person = Seen on SM
/ AT SXAIKnlj SESKIANKZ #ZE+ 39712 nruat o = Know person .
‘ onion in the gadget and starts using it. She . txat::a 68%
shows surprise and excitement at the rustwortny -
- result, opening the lid to show to the Interesting 63% BRAND RELATIONSHIP
~ camera the result from a few seconds of Creative 59% =
.\ LEA] +wK2EAR] #Xco2K] ZXol?] e ndaRdy* MTINT Hdog N K =
/ﬁ‘#f\n_‘- RV ) 2 8@ 8k e )] T ] 28 e &7 s B A Inspiring 46% m Heard of = Never heard of
PR TAGS: No brand mention, no brand logo Funny 40%

Cringe 35% REWARD FROM BRAND

shown, high context given for product in
post Boring 35%

28% 32% T 806

H Paid money u Free brand offering
m Other benefit 2 Nothing

CLARITY OF IDENTIFYING POST AS AN AD
TOTAL Ad #ad #thanks #gifted @brand No label Paid P C Paid

»

Lucy & Little \
IChop chop #kitch

#chopper #gadget #recipe #foodie e y

% Selecting Definitely
An Ad

% Selecting Definitely/
Maybe An Ad

104.3k followers on TikTok
Posted 28/03/25 8- 10 Ad Very Clear

Original Label: Commission :
Paid platform label 8- 10 High Stand out




d

TikTok
u:/g Explore Following Friends For You Q
The E\ost is made up ofa compﬂg\ltpn of | Natural 1 % ﬂ 79%
& IJ, r]'rl,'K’r g a3 EXI n 3-KZ K%II&ZOCEZT( O’-Ilg|8nles-t<z 70% u Follow person Seen on SM
cabin, with a weekend off grid  written Inf . 0 m Know person Never seen before
across the screen throughout the video. n orr‘nan_ve 68%
The clips feature activities  livmadeline EEIT 68%
participated in throughout her weekend Creative 66%
including painting, cooking, reading, sitting Trustworthy 65% E 2504
by the fire, and more. Rglaxing music plays Inspiring 57% u Used coen ad
aj Knlj 2Kkzt A+ NAL] oKeanliKnl Z XgefNa' =7 3feéAEa] + K = Hoard of Never heard of
Il ANKzZ K3 gzt ZKQAKHZEQKSS‘KEAtggOHﬁa( 30%
TAGS: No brand mention, no brand logo Funn 250
shown, high context given for product in Crin Z 230/0
post i :
m Paid money Free brand offering
B Other benefit Nothing
. . 0 . -
livmadeline % Selecting Definitely 64% 74% 67% 53% 58% 61% 60% 69% 68%
A weekend off grid #staycation An Ad
#offgridcabin
Commission paid 0, 1 Tall
% Se'&‘g%geiiﬂf\ge'y’ 82% 91% 79% 81% 82% 81% 79% 82% 83%
57k followers on TikTok
Posted 27/04/25 8- 10 Ad Very Clear 39% 42% 42% 40% 35% 42% 34% 40% 36%
Original Label: @unplugged :
(middle visible) 8- 10 High Stand out 32% 32% 32% 39% 28% 31% 31% 28% 34%
TfTW s tested in the Stvle Percenti ion included | Ideserint b dents in the onf ol denth Over index vs average score across influencers
otes: ( ) ords tested in the Style Perception survey question included language/descriptors use y respondents In the onli ne community/follow up depths Under index Vs average score across influencers

ive survey.

Source: MTM ASA. This is one of the specific eight influencer posts chosen to exemplify influencer marketing in the quantitat
label condition

Base: Online 13 V64- year-old population who responded to each influencer post (~950) ~112 seeing in each influencer post for each



Trinnywoodall VvV Trinny London

CONTENT DESCRIPTION STYLE PERCEPTION INFL. RELATIONSHIP

6% 22%  25% N\ NVEDRR

2\ trinnywoodall and trinnnylondon ]
i\ trinnywoodall - Original audio Trinnywoodall walks through a get -ready -

=) with - me video on how to style up a pair of Creative

sweatpants using a sparkly top, a jacket ) Honest
ZjoKzzNNaj] +EX nljz2nXK3 A3[ |wK3 Sjlegya .
each of the products is from. Following Trustworthy BRAND RELATIONSHIP
this, she brings her makeup artist on Informative
screen and jokes around with him while he Natural

m Follow person H Seen on SM
m Know person 2 Never seen before

6% 18% 16% NNNNANIANA

m Used H Seen ad
H Heard of = Never heard of

explains her makeup look and what

Cringe
products are used to achieve this. J

Interesting
Boring
Inspiring REWARD FROM BRAND
Funny

TAGS: No brand mention, no brand logo
shown, low context given for product in

post -
H Paid money u Free brand offering
m Other benefit = Nothi
CLARITY OF IDENTIFYING POST AS AN AD . e
TOTAL Ad #ad #thanks | #gifted @brand | No label Paid P Br?nr}? X

Qsase Q238 Va4
0 . . .
trinnywoodall How do we make a pair of sweatpants /0 SeleCtlng Deflnltely

stand out and feel fab? Sequins, statement earrings and An Ad
a..more

% Selecting Definitely/

Maybe An Ad
1.5m followers on Instagram y

Posted 26/03/25 8-10 Ad Very Clear

Original Label: @trinnylondon
(middle visible) 8- 10 High Stand out




Q1260 Q15 71

kirthanaa ten blissful days back home in malaysia
@gap #howyouweargap #gapcreator

30 April

79.8k followers on Instagram
Posted 30/04/25

Original Label: @gap (middle,
sJ5daEakgZiwKz oKlg w

Kirthanaa V Gap

CONTENT DESCRIPTION

The post features a variety of photos and
videos of Kirthanaa , a UK based influencer,
on her trip back home to Malaysia. The

posts include food, locations (e.g., beach),
nature & clothes (no brand label featured

on the clothing), either being worn by her

or hanging on different objects. There is no
audio in the first image of the post, some
videos included have background noises.

TAGS: No brand mention, no brand logo
shown, low context given for product in
post

STYLE PERCEPTION

Natural
Honest
Creative

Interesting

Trustworthy
Inspiring

Informative
Salesy
Boring
Funny
Cringe

CLARITY OF IDENTIFYING POST AS AN AD

68%
68%

64%

62%

)

31%

INFL. RELATIONSHIP

m Follow person
B Know person

m Seen on SM
i Never seen before

BRAND RELATIONSHIP

21% 24%

m Used

H Heard of

15% SEAA

H Seen ad
= Never heard of

REWARD FROM BRAND

35%

H Paid money
B Other benefit

19%  10% ooy

u Free brand offering
2 Nothing

TOTAL Ad

#ad #thanks

#qifted

@brand

No label

Brand x

Paid P il

% Selecting Definitely
An Ad

% Selecting Definitely/
Maybe An Ad

8- 10 Ad Very Clear

8- 10 High Stand out




Alexandra Dudley V Boursin

\

. > CONTENT DESCRIPTION STYLE PERCEPTION INFL. RELATIONSHIP
ﬁ:'ﬁ&i’iﬂﬁix B o Alexandradudley shows the steps and AN RN
ingredients of her favourite crudité board to Natural - ol e = Seen on SM
4 make in summer. Light - hearted jazz music Creative m Know person = Never seen before
plays in the background as she explains her Honest
“ recipe, mentioning that Boursin is at the Informative BRAND RELATIONSHIP

heart of it. The post entails short clips of Trustworthy
her assembling the board in the video, with
full ingredients and detalils in the caption.
At the end she shown smiling as she tucks
in to the board.

m Used H Seen ad
H Heard of = Never heard of

Interesting
Inspiring
Salesy
Boring
Funny REWARD FROM BRAND

TAGS: Brand mentioned, brand logo shown,

high context given for product in post Cringe 40% 20% 8% L0
H Paid money u Free brand offering
CLARITY OF IDENTIFYING POST AS AN AD oo et R
B R . 3 TOTAL Ad #ad #thanks #gifted @brand | No label Paid P Br?nr}? X

Q383 Q67 V3
alexandradudley CRUDITE BOARD WITH CRISPY
SMASHED POTATOES An Ad

% Selecting Definitely

#gifted We are approaching outdoor entertaining...more

% Selecting Definitely/

183k followers on Instagram Maybe An Ad

Posted 30/04/25 8-10 Ad Very Clear
»Nafadaj zgKezkzZgns
kAtNEAa] £ AKiEc b 3A

| 8- 10 High Stand out




mattdoesfithness

AN

', mattdoesfitnessa ar e
£1 Woodsman - dreany
«* &

n T

P
.

from pressups,armcurlsand «

BULLDOG GEAN
. .
G

Qzek Q1278 Y 1340 N

mattdoesfitness Having aspirations to look like
someone you see on social media is fine, as long as you
appreciate that the way you see.. more

1.2m followers on Instagram
Posted 26/03/25

Original Label: @gymshark
lEcb 3ANZ WKz o KIEe

W

V Gymshark

CONTENT DESCRIPTION STYLE PERCEPTION

Mattdoesfitness does an explanatory video
of how to achieve the look of a body
transformation in under 10 minutes. He Honest
explains this includes using the best angles, Interesting
lighting, poses, and doing a quick workout Trustworthy
to look your best. He explains the Creative
importance of not comparing yourself to Natural

Inspiring

Salesy
TAGS: No brand mention, brand logo Cringe
shown, low context given for product in Boring
post Funny

INFL. RELATIONSHIP

79% 15% 790N NG

Informative
m Seen on SM

i Never seen before

m Follow person
B Know person

BRAND RELATIONSHIP

2200 N\ \N\GEEANNN

m Used H Seen ad
H Heard of = Never heard of

9% 25%

people online because of how you can craft
your image.

REWARD FROM BRAND

38% 16% 7% R0l

H Paid money
m Other benefit 2 Nothing

u Free brand offering

CLARITY OF IDENTIFYING POST AS AN AD

Brand x

TOTAL Ad #ad )
infl

#thanks #qifted @brand No label Paid P

% Selecting Definitely
An Ad

% Selecting Definitely/
Maybe An Ad

8-10 Ad Very Clear

8- 10 High Stand out




Section 08.03

Appendix 3: Qualitative
Community findings Day 4 -7




Day 4: #ad (or variant)

Ad upfront Ad in Ad at end Ad + other Ad label below
middle label fold
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@ 2 ok Vo5 curl Detangling Milk

mtm

O Qus Vv N

Liked by julia_shadows and others
hellomissjordan Ahoy Sailors! &, I'm back for my third

adults only cruise with @virginvoyages and | cou... more

O] Q

®

< Posts

@ ©Q«v R

Liked by julia_shadows and others
hellomissjordan Ahoy Sailors! &, I'm back for my third
adults only cruise with @virginvoyages and | couldn't be
more excited to share it with you! As you may know, VV
are absolutely guilty of converting me into a cruise lover
and I'm not upset about it to be honest §& You can
follow along with this trip on InstaStories (all of them
are saved in a highlight if you've missed any) or over on
my YouTube channel where I'll be uploading viogs

Our route for this trip is as follows:

Portsmouth g La Corufia g Lisbon g Casablanca g4
Malaga o Ibiza g Barcelona

Which location would you love to visit the most?

Taken on an ad press trip with @virginvoyages
#virginvoyages

Playsuit ad pr @clubliondon
Shoes ad pr @lkbennettlondon - use code
HELLOMISSJORDAN15

#virginvoyagescruise #cruisetravel
#virginvoyagesresilientlady #resilientlady
#cruisevacation #cruiseaddict #cruisetime

#travelcontentcreator #uktravelblogger

#travelphotographers I¢

A Q

®

trying

ut this Vilalspies

1irmit’s ver

y pickle

Q12a1 Q13 YV DN

“DPD Liked by lucywilliams02 and others
kirthanaa ten blissful days back home in
malaysia @gap #howyouweargap
#gapcreator ad

h Q

12:30 2

< Siack

mattdoesfitness &

A adsman - dream ri Follgyy

Having aspirations to look like
someone you see on social media is
fine, as long as you appreciate that
the way you see that person probably
isn't the way they look most of the
time.

(Unless that person is me - | look
really good all the time)

p.s. wearing @gymshark ad
rch

7 odsman - dream river. @ Send gi

® ©

h Q



#1: TikTok

- VO5/xtlana7x

B 2 ok VoS Curl Detangling Milk

tiana

new @VOS Curl Detar

d game cha

A
A
A
A
A

v > >

> D> D> D>

What made it

How to make it more obvious

Make video feel more professional, less like blog

Add more detail on product

Include verbal disclosure or verbal mention of the brand partnership (x 4)
Make links bolder

Starting with product

more obvious?

Felt solely about the product, making it easily identifiable as an ad

6l K A" Kt 23nd8A] KAEKn|jZK¥adosZZe7¢e Ki€av

The tagged account, TikTok shop link, product placement, and mentioning the product name
an ad (x3)

Product basket and single
Product tagging
Commission paid disclosure
Unnatural feel
4X3372n20K32Z] naA] EXAI K¢cE»x:KljZg3ZoKaozZ]naleKanKzEKzZ] Kzo

signalled it was

- product focus

less obvious?

What made it

Blog- like quality made it less obvious

Video's resemblance to a regular post / GRWN format slightly obscured its nature
Unconventional setting

Low relatability / familiarity / recognition of influencer



https://www.tiktok.com/@xtiana7x/video/7479118756631891222
https://www.tiktok.com/@xtiana7x/video/7479118756631891222
https://www.tiktok.com/@xtiana7x/video/7479118756631891222

#2:. Instagram - Virgin Voyages/ hellomissjordan

U virgin voyages

How to make it more obvious

Ptnnaj +KzoKANKc3240K3z2Nnj SNEIj&43#KZnKnljZKnAs K
Making photo more detailed and specific
Adding big logo or adding ad sign on the picture

A
A
A

What made it more obvious?

Tagging the brand and about the brand.

é7ca] K nzAZ] KA KzoK3 NZEEKnN&3 6"
Photo felt professional / part of photoshoot

Persuasive wording

O Qus YV A

Liked by julia_shadows and others
hellomissjordan Ahoy Sailors! g, I'm back for my third
adults only cruise with @virginvoyages and | couldn't be

v D> D> D>

more excited to share it with you! As you may know, VV H ashtags

are absolutely guilty of converting me into a cruise lover .

and I'm not upset about it to be honest §& You can P R ad Code / d ISCOU nt Code
follow along with this trip on InstaStories (all of them .

are saved in a highlight if you've missed any) or over on Logo on Sh | p

my YouTube channel where I'll be uploading vlogs.

Our route for this trip is as follows:

Portsmouth g La Corufia 4 Lisbon g Casablanca o
Malaga o Ibiza o Barcelona

Which location would you love to visit the most? What m ad e |t Iess 0 bVlO us?

Taken on an ad press trip with @virginvoyages
#virginvoyages

Playsuit ad pr @clubllondon
Shoes ad pr @lkbennettiondon - use code
HELLOMISSJORDAN15

*AN3zg9gK3ljAnAKe At™ o KEZZKA] Koj Enz#+Nz3 )
éndaggXIlZZgEXKZtnljZynat Kz7J oKz33NAZt jzkgZwKZEKnljAt+I1j KEIjZ™ EK+Z] t|la] Zge
#virginvoyagesresilientiady #resilientiady across as sponsored but rather gives the impression of a natural influencer presence.

> >

#virginvoyagescruise #cruisetravel

#cruisevacation #cruiseaddict #cruisetime
#travelcontentcreator #uktravelblogger
#travelphotographers less



https://www.tiktok.com/@xtiana7x/video/7479118756631891222
https://www.tiktok.com/@xtiana7x/video/7479118756631891222

#3: TikTok - Diet Coke/The Proudlocks

How to make it more obvious

More prominent AD label (higher up, bolder, bigger)
More direct product promotion/ brand mention

A purchase link

Higher production quality

On- screen text stating "ad for
Explicitly stating "this is an advert" at the start

v v v > > D

What made it more obvious?

A
A
A
A
A

Caption

6z++4] +KAI KAaAZnK: AESKZz] oKnljZKeANoK 2o~
Diet Coke and hashtags hinted it was an ad

Presenter's promotional language

Familiarity with the product and creators

What made it less obvious?

Lack of a sales pitch, combined with additions to the Coke

Lack of explicit product promotion or placement (x3)

ozt AKAI K+ A334EE&AA] K3240” KANK E3A] EANZo” KEa*] E
Content's resemblance to a regular challenge made it harder (x6)

Lower placement of ad label

v > > > >



https://www.tiktok.com/@theproudlocks/video/7424888625050979617
https://www.tiktok.com/@theproudlocks/video/7424888625050979617

#4. Instagram - Gap/ Kirtanaa Naidu

How to make it more obvious

Bringing product closer to camera/more obvious in picture
Say something about the product and brand

Including some sort of logo in image

Add more info in the caption

Provide link to website

Put / tag brand at start

A
A
A
A
A
A

What made it more obvious?

A The caption
A énznaj #Kan” EXz] K zo
A Tagging the brand

What made it less obvious?

O12a1n Q13

cAN32gK3zat ntNIKzZ] oKt 23 na8A] KK  kgAaEEIltgKoZze Kkzt AKZnKIjAZZHKnI Zr
No obviously identifiable Gap products in image

Unclear what #gapcreator means

Felt more like a holiday ad or influencer showing their holiday clothing
No obvious brand image

‘DPD Liked by lucywilliams02 and others

kirthanaa ten blissful days back home in
malaysia @g howyot
itor ad

Q ® ©

> > > >



https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1
https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1
https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1
https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1
https://www.instagram.com/p/DJEzncoMwNw/?hl=en&img_index=1

#5: Instagram

- Gymshark/Matt Morsia (aka Legend)

mtm

How to make it more obvious

> > > >

Obviously stating product and/or brand being promoted
More Gymshark branding

Add more detail on product/ service or including links
Visible ad label / sponsored label

Explicitly mentioning brand ambassadorship

What made it more obvious?

v > >y > >

> > D> D> >

Gymshark tag

Description (though unclear)
Ad caption

Positive nature felt like an ad
Familiarity with influencer

What made it less obvious?

PNAott nKeZE]  nK3Zj ndaAj SoKANKEI As] K
Lacked specific product promotion

Lacked ad - like qualities

More like general tips rather than an ad

Lack of brand or product mentions

oj IlgtZjt INKsezE]" nTehmdaeliesekc Epromdidhe # K
Absence of clearly advertised product

Content felt unrelated to Gymshark (influencer should be wearing it)



https://www.instagram.com/p/DHqOIcPo91C/
https://www.instagram.com/p/DHqOIcPo91C/
https://www.instagram.com/p/DHqOIcPo91C/
https://www.instagram.com/p/DHqOIcPo91C/
https://www.instagram.com/p/DHqOIcPo91C/

