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Influencer Marketing Education

Introduction
Advertising can be a creative and inspiring world, where ideas come alive with drama,
excitement and humour to keep us entertained and engaged. Today, young people grow
up in a world of commercial messaging that touches most areas of their lives – so
it is more important than ever that they understand exactly what is being suggested,
promised and sold to them.
Media Smart is a not-for-profit organisation, funded by the advertising industry, that
creates free educational materials for schools and youth organisations as well as
teachers, parents and carers. Its mission is to ensure all young people in the UK can
confidently navigate the media they consume, including being able to identify, interpret,
assess and evaluate all forms of advertising. These Get Media Smart resources
are designed to provide a comprehensive and engaging introduction to influencer
marketing, providing young people with the understanding and tools they need to be
critical consumers of online content. The teaching materials explore and evaluate the
purpose and techniques of influencer marketing, with the aim of building digital media
literacy and emotional resilience in all young people.
For further information and our latest news please visit mediasmart.uk.com
Best wishes

Mark Lund

Chairman – Media Smart
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About this resource
“Responsible influencer marketing involves being
upfront and clear with the audience, so people are
not confused or misled and know when they’re being
advertised to. The relationship between influencers
and their followers relies on trust and authenticity,
so transparency is in the interests of all parties.”

Influencer marketing is a rapidly growing industry as brands increasingly look to partner
with social media influencers to advertise their products, instead of or alongside their
traditional marketing campaigns.

Shahriar Coupal, Director of the Committee of Advertising Practice (CAP) 1

Learning objectives

Many influencers have a significant reach among young people, and so it is important
that they can identify when the content they are viewing is advertising. Through a series
of informal and informative films made by real influencers, this resource will teach
students about the concept of influencer marketing and its effects on the world in which
we live.

Students will
• understand the concept of influencer marketing
• be aware of the rules that regulate the influencer marketing industry
• explain why it is important for influencer marketing to have and abide by these
regulations
• evaluate the effects and effectiveness of influencer marketing and other forms of
advertising.
Influencer films
This resource contains films featuring a variety of young social media influencers
who have volunteered their time and are not affiliated with Media Smart. As they are
independent content creators, not educational practitioners, it is recommended that you
review them prior to using the films with your students.
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https://www.asa.org.uk/news/new-guidance-launched-for-social-influencers.html
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Background information for teachers
Q. What are social media influencers?

Q. What are the rules and regulations of influencer marketing?

Social media influencers are individuals with a social media following. The following
might be very large – such as celebrities – or smaller, including so-called micro
influencers who often focus on a particular area e.g. yoga and wellness, cuisine,
entrepreneurship etc.

•

If influencers work with brands to create content for their own channels, it qualifies
as an ad if the brand pays using money or freebies, and exerts some form of
editorial ‘control’ over the content, including just final approval.

•

If influencers are gifted or loaned a free product or experience they should disclose
it – even if it isn’t an ad and they are not being paid to promote it.

•

Consumers needs to be able to recognise that something is an ad, without having to
click or otherwise interact with it. Since it needs to be ‘obvious’, consumers shouldn’t
have to work too hard to figure it out.

•

There are potentially lots of ways influencers can make advertising content ‘stick
out’ as being advertising, but by far the easiest is to include a prominent label that
makes this clear e.g. Ad / Advert / Advertising / Advertisement.

•

There are strict rules that cover promotional content e.g. making claims (they need
to be backed up); advertising age-restricted products (like gambling or alcohol) or
running ‘giveaways’ and prize draws.

Influencers are respected and perceived as credible, for example, due to their lifestyle,
expertise, fashion sense, celebrity status, activism etc – but crucially, they are also
perceived as relatable and trusted.
Q. What is influencer marketing?
Brands can utilise the power of influencers by partnering with them and thereby
promoting their products or services to the influencer’s loyal pool of followers. This
method of advertising can feel more personal and authentic than traditional marketing,
and using an influencer establishes the credibility of the product or service.
Although their numbers are lower, micro influencers will often have a higher follower
engagement rate and their fees will be more affordable, making them attractive to brands.
Q. What are the different types of influencer marketing?
1.

Giveaways / competitions.

2. Paid-for social media posts / videos / blogs
3. Gifting free products / events / services to influencers
4. Affiliate marketing – followers are sent directly to the brand’s website, often using
a code, the influencer is paid according to how many followers click the link or use
their code
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Additional resources
Other resources from Media Smart include Introduction to Advertising (ages 9–11),
Digital Advertising (ages 9–11), Body Image and Advertising (ages 9–11), Social Media
and Advertising (ages 11–16) and Body Image and Advertising (ages 11–16).
Link: mediasmart.uk.com
The Advertising Standards Authority (ASA) is the UK’s independent regulator of
advertising across all media. Ensure students are aware that advertising is governed by
rules and regulation and that they can complain if they think that a particular influencer
or advert has broken these rules.
Link: asa.org.uk
Childnet provides a range of useful information for children and young people aged 3 to
18, as well as teachers and parents and carers, on using the internet safely, responsibly
and positively.
Link: childnet.com/young-people/secondary
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