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Abstract

Introduction

In the rapidly evolving digital age, adolescents have become a particularly vulnerable
group impacted by social media marketing. This study aims to examine how different
types of sponsorship disclosure (full, partial, and none) in social media affect adoles-
cents’ ability to recognize advertising, their advertising literacy, and their purchase
intentions.

Materials and methods

A self-administered questionnaire was used to assess the effects of three types of
sponsorship disclosure in social media posts on adolescents. In 2022, a total of 3,149
high school students were recruited from 36 schools across Taiwan using a probabil-
ity proportional to size sampling method. Adolescents were randomly assigned to one
of three experimental groups and exposed to social media posts featuring varying
levels of sponsorship disclosure.

Results

The study found that adolescents exposed to full sponsorship disclosure had signifi-
cantly higher rates of advertisement recognition and greater conceptual advertising
literacy compared to those in the partial or no disclosure conditions. The multivariate
analysis revealed that advertisement recognition was associated with higher levels of
both conceptual and attitudinal advertising literacy. Adolescents who could recognize
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advertisements demonstrated higher attitudinal advertising literacy, which was asso-
ciated with lower purchase intentions.

Conclusions

Clear sponsorship disclosure is crucial for raising advertising awareness among
adolescents, enhancing their advertising literacy, and potentially protecting them from
increased susceptibility to purchase intentions.

Introduction

As children and adolescents spend increasing amounts of time on social media, con-
suming digital influencer content, digital advertising has emerged as a powerful force
shaping their lives [1,2]. Unlike traditional advertising, influencer marketing is subtle
and difficult to identify because marketers blur the boundaries between paid and
organic content [2]. This blurred distinction can lead to severe negative impacts on
young people’s physical and mental health [3]. Recent scoping evidence highlights
concerns about health impacts of exposure to influencer marketing across multi-
ple domains [4—8]. For instance, exposure to influencer marketing on social media
has been shown to increase the risk of addictive substance use, such as alcohol,
tobacco, e-cigarettes, and problem gambling behaviors, among children and adoles-
cents [4]. Adolescents who actively follow multiple influencers report higher levels of
social appearance anxiety and social media addiction [5]. Within the digital food envi-
ronment specifically, children and adolescents face near-ubiquitous exposure to food
marketing on social media—much of it promoting ultra-processed foods [6]. A review
of 51 studies found that influencer content frequently promotes unrealistic body ideals
and unhealthy products to adolescents [7]. Despite this growing evidence, critical
research gaps remain. Most research has been conducted in the Global North, and
existing studies lack consistent methodological approaches [7]. Moreover, voluntary
industry self-regulation has proven largely ineffective in the online environment, high-
lighting the need for government regulation and improved digital advertising literacy
among youth [6].

Social media influencer marketing can blur the line between personal content
and paid ads, often making sponsored posts indistinguishable from genuine recom-
mendations [9-11]. In response to this challenge, government entities have issued
guidelines on when and how to disclose sponsored social media posts with the goal
to enhance transparency, prevent confusion, and safeguard consumers from mis-
leading and deceptive practices. In the United States, the Federal Trade Commission
(FTC) has established disclosure requirements, while the United Kingdom’s Adver-
tising Standards Authority (ASA) has implemented similar guidelines [12—16]. These
guidelines recommend the use of clear, unambiguous language and caution against
abbreviations or vague terms, though enforcement and platform implementation vary
significantly [17]. The UK maintains stricter guidelines, with the ASA and European
Advertising Standards Alliance (EASA) mandating explicit labeling such as #ad,
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showing some evidence of better compliance and improved youth advertising recognition [17—19]. Beyond the frequently
cited guidelines from the United States and the United Kingdom, other jurisdictions have begun addressing the regulation
of influencer marketing and sponsorship disclosures. Several European countries, along with Australia, China, Japan,
and South Korea markets, have introduced advertising standards and consumer protection laws that extend to digital and
influencer content [16,20]. However, most of these frameworks remain fragmented, unevenly enforced, and often lack
specific provisions tailored to adolescents, creating both research and policy gaps.

Social media platforms like Instagram and TikTok have implemented disclosure tools that label branded content as
advertising [21-23]. Research shows these tools can help youth recognize advertising, especially when disclosures
appear early in posts and are presented clearly [21]. However, labeling content as advertising alone may be insufficient
to alter youth attitudes or behaviors, highlighting the need for ongoing regulatory refinement and complementary edu-
cational interventions [21-23]. In practice, disclosure formats vary considerably. The most common approach involves
only hashtags such as #ad or #sponsored placed at the end of posts, which would be considered as partial disclosure.
Approaches that incorporate multiple transparency mechanisms simultaneously, such as explicit verbal statements
(e.g., “This post is sponsored by @brandname”), brand tags, and multiple hashtags identifying both the advertisement
and brand, would be considered full disclosure, and such disclosure aligns with the comprehensive regulatory rec-
ommendations from bodies like the FTC and ASA[12,14,15,24]. The distinction between these approaches is critical,
as research suggests that multi-element disclosures may be more effective at activating persuasion knowledge than
hashtags alone.

Despite these evolving platform practices, the situation remains concerning in regions with limited regulatory frame-
works: there are no or limited regulations for influencer marketing disclosures in majority of nations, including Taiwan.
Even where such regulation exists, implementation challenges persist. Studies have shown that most people remain
unable to distinguish between influencer recommendations and paid promotions on social media [9,10]. This persistent
lack of transparency, even in regulated environments, highlights how vulnerable consumers- particularly children and
younger audiences- remain to the often-undetectable influence of paid digital promotions.

Significant gaps remain in our understanding of adolescent health risks associated with influencer marketing,
[6,7,25,26]. Most research has been conducted in Western contexts, leaving Asian high-income countries like Taiwan
underrepresented. Additionally, older adolescents, children from minority ethnic or lower-income families, and youth
outside high-income countries remain understudied. The age group of 16—18 year olds is particularly underrepresented
despite being at critical developmental risk. Research consistently shows that as children age, their advertising literacy
and critical reasoning improve, but these abilities develop gradually and are not fully developed even in adolescence
[25,26]. A 2022 systematic review found that critical reasoning abilities are not fully developed by age 16, and adolescents
remain susceptible to effects of advertising, especially in digital environments [25]. The review explicitly called for more
primary research focused on teenagers, particularly those aged 16—18, as this age group is underrepresented in current
studies despite being highly exposed to complex digital marketing.

Theoretical framework

The Persuasion Knowledge Model (PKM) remains a core model for understanding how consumers recognize, interpret
and respond to sponsorship disclosures in influencer marketing. PKM suggests that consumers develop knowledge about
persuasion tactics over time, which enables them to identify persuasive intent and activate cognitive defenses against
marketing messages [27]. Recent studies explicitly use PKM to examine how disclosure (e.g., #ad, #sponsored) acti-
vates advertising recognition, which mediates the effects of influencer credibility and parasocial interaction on purchase
intentions, especially among millennials and social media users [28—30]. While originally developed for adult, subsequent
studies have extended PKM to children and adolescents, suggesting that their developing persuasion knowledge is a cru-
cial factor in determining how disclosures work in this age group [31-34]. In the context of adolescents, PKM implies that
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clearer disclosures should facilitate recognition of commercial intent and stimulate the activation of persuasion knowledge,
which in turn shapes how young audiences evaluate and respond to influencer content [35].

Within the PKM-based approach, there are two complementary facets of advertising literacy [36,37]. First, conceptual
advertising literacy refers to adolescents’ knowledge-oriented understanding that a post is commercial and persuasive
(e.g., recognizing sponsorship, identifying selling intent, and noticing persuasive tactics). Second, attitudinal advertising
literacy captures their evaluative stance toward persuasion (e.g., skepticism, critical orientation, and willingness to resist).
These facets align with PKM’s expectation that activated persuasion knowledge via sponsorship disclosure can manifest
both as greater awareness (conceptual) and as defensive evaluations (attitudinal), each with distinct implications for out-
comes such as purchase intention [27,38].

Recent literature examining sponsorship disclosure effects on adolescents’ responses to influencer marketing has
primarily centered on the PKM, investigating both conceptual and attitudinal dimensions of advertising literacy. Studies
consistently demonstrate that sponsorship disclosures activate conceptual persuasion knowledge—adolescents’ recogni-
tion of advertising and understanding of persuasive intent [17,39,40]. Platform-specific research reveals important contex-
tual variations: Instagram native advertisements posing as social posts yield effects comparable to user-generated content
despite disclosure presence [41], while TikTok disclosures successfully activate persuasion knowledge without mitigating
brand attitudes or product choice [21,40]. Source credibility emerges as a critical moderating factor, with disclosure effects
varying significantly between celebrity versus brand sources [9,42].

Despite the presence of sponsorship disclosure information in influencer marketing, studies have revealed that over half
of consumers fail to notice such disclosures [9,41], which limits their effectiveness in activating persuasion knowledge. While
several studies have explored different formats of sponsorship disclosure in influencer marketing, the majority have focused
on maximizing commercial gains rather than enhancing media literacy [39,42]. The current study examines how different dis-
closure types (e.g., full, partial, or no disclosure; wording, placement, or prominence) differentially activate conceptual versus
attitudinal advertising literacy in adolescents—and in turn, shape downstream outcomes such as purchase intentions. By
systematically varying disclosure type, our study addresses this gap and clarifies when disclosure cues move beyond mere
recognition to meaningful resistance or, alternatively, to inferences of authenticity that sustain persuasion.

Research hypotheses

Grounded in the Persuasion Knowledge Model (PKM) and prior empirical findings, this study tests the effects of different
sponsorship disclosure types (full, partial, none) on adolescents’ ability to recognize advertising, advertising literacy, and
their purchase intentions.

H1. Full sponsorship disclosure group will have higher ad recognition compared to partial or no disclosure groups.

H2. Full sponsorship disclosure group will have higher advertising literacy (conceptual, attitudinal) compared to partial

or no disclosure groups.

H3. Full sponsorship disclosure group will have lower purchase intention than partial or no disclosure groups.

H4. Adolescents who recognize the ad will report higher advertising literacy (conceptual, attitudinal).

H5. Adolescents with higher advertising literacy will have lower purchase intention.

The findings of this study will not only fill a critical research gap but also provide policymakers with evidence-based
recommendations for establishing clear and effective standards for sponsorship disclosure.

Materials and methods
Participants

Adolescents (N=3,149) were recruited from 36 schools in urban and rural areas in Taiwan in 2022. A probability propor-
tionate to size sampling method was used to systematically draw a random sample of schools. Four to six classes in each
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of the sample schools were selected. The sampling frame was a list of schools and high-school student enroliments from
the Ministry of Education 2021 academic year data.

Procedure

Due to restrictions related to the COVID-19 pandemic at the time of the study, unaffiliated individuals were not
permitted to enter schools. Consequently, the research team reached out to the teachers responsible for student
health at each participating school to explain the study and enlist their assistance in administering the survey. Written
consent was given to both students and their parents, and teachers were asked to explain the study orally to ensure
comprehension. The school-based survey was conducted from April 25 to June 30, 2022. Teachers were asked

to introduce the survey to students, distribute consent forms and questionnaires, and oversee the process within
classrooms. In total, 3,251 high school students (ages 15-18) completed the self-administered questionnaires. After
excluding questionnaires with missing data, 3,149 responses were deemed valid (boys: 1,500; girls: 1,649). The
response rate was approximately 89%.

A self-administered questionnaire was used to conduct the experiment. Adolescents were randomly assigned to one of
the three experimental conditions, full disclosure, partial disclosure, and no disclosure (control). Each experimental con-
dition presented an identical social media post depicting a casual indoor setting where four young people were gathered
around a table. The post featured a can of Heineken 0.0 (zero-alcohol beer) placed prominently in the center of the table
as the focal point, with the individuals appearing to interact socially in what resembled a typical friend gathering scenario.
The accompanying text was written in Mandarin Chinese and described a birthday celebration where the poster brought
Heineken 0.0 to share with friends, commenting on its taste (similar to dark malt beverage but with hop and malt flavors
like regular beer) and noting that zero-alcohol beer prevents hangovers. The post encouraged friends to drink it together
at future gatherings.

The three experimental conditions differed only in their disclosure elements: In the full disclosure condition, the first
sentence of the post clearly stated, “This post is sponsored by @Heineken,” accompanied by a tag marker for the brand.
Additionally, clear hashtags were included at the end of the post, such as “#Ad,” “#BrandName,” and “#ProductName” (in
both English and Chinese). In the partial disclosure condition, only hashtags were placed at the end of the post, with no
disclosure text included. In the no disclosure condition, neither text nor hashtags were provided. Adolescents were invited
to view posts (which included text and a photo) that varied by experimental type. After viewing the post, they answered a
series of questions regarding their perceptions of the post (e.g., “Is the post an ad or not an ad?”), as well as their under-
standing, attitude toward the post, and intention to purchase the product mentioned.

Materials

assessed by a group of six experts. A pretest survey was conducted to interpret the adolescents’ responses to the survey
and to evaluate the reliability of the scales in the questionnaire. Adolescents were assured that their information would be
protected and anonymous. Approval was obtained from the Institutional Review Board at National Taiwan Normal Univer-
sity (202012HS010).

Measures

Ad recognition. Ad recognition and social media advertising literacy were adapted from the Persuasion Knowledge
Scale of Sponsored Content (PKS-SC) and the Children’s Advertising Literacy Scale [37,43]. Ad recognition was assessed
with a single item. After viewing the social media post, adolescents were asked to respond to the ad recognition measure,
which read, “Do you think this post is an ad or commercial?” with answer options of “Yes” or “No.”
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Advertising literacy. Based on previous research [27,36,37,45,47], advertising literacy was measured by assessing
two dimensions: conceptual and attitudinal advertising literacy. Conceptual advertising literacy in the present study was
measured with four questions: “This post is to stimulate people to want the product,” “The brand pays for showing the
product in this post,” “The brand tries to influence me by making sure this post does not look like advertising,” and “The
brand tries to influence me by placing the brand in a context that | like”). The scale ranged from 1 (strongly disagree) to
4 (strongly agree), with higher score indicating higher conceptual advertising literacy. Attitudinal advertising literacy in the
present study was measured with four items: “I think showing brands in this post is not trustworthy,” “I think it is dishonest
if the post does not disclose the sponsoring brand,” “While reading, | countered the information in the post,” and “| feel
disgusted if the post does not indicate advertising or sponsorship upfront.” These items were also rated on a 4-point scale
from 1 (strongly disagree) to 4 (strongly agree), with higher score indicating higher attitudinal advertising literacy.

Purchase intention. The intention to purchase the product from the post was measured using two items, based on
prior research [10,44,46]. Adolescents were asked, “How likely are you to buy the product from the post?” and “How likely
are you to try the product from the post?”. Response options for each item were rated on a 4-point scale from 1 to 4,
including “definitely not”, “probably not”, “probably yes”, and “definitely yes”.

Demographic variables. Demographic information includes gender (male vs. female) and grade (10th grade, 11th
grade, 12th grade).

Data analysis

All analyses were conducted using SPSS version 23.0 (Armonk, NY: IBM Corp.). Percentages and means were calcu-
lated for all variables. Chi-squared tests were conducted to analyze gender, grade, and ad recognition differences in three
experimental types. ANOVA was conducted to analyze effects of disclosure types on advertising literacy and purchase
intention. Multiple logistic regression and multiple regression were conducted to examine the factors related to ad recogni-
tion, advertising literacy and purchase intention.

Before testing the structural relationships, we examined the psychometric properties of all latent constructs. A confirma-
tory factor analysis (CFA) was conducted using AMOS 27 with maximum likelihood estimation to assess the measurement
model. ltem-level reliability was evaluated by inspecting factor loadings, with values above .50 considered acceptable.
Internal consistency was assessed using Cronbach’s a, while composite reliability (CR) was calculated to capture the
overall reliability of each construct. Convergent validity was examined by calculating the average variance extracted
(AVE), with values above .50 indicating adequate convergence. Discriminant validity was evaluated using both the For-
nell-Larcker criterion. The results of these measurement checks are reported in Tables 2 and 3.

Results
Adolescents’ characteristics and ad recognition

Among the 3,149 adolescents, 1,039 (33%) were in the full disclosure group, 1,036 (33%) were in the partial disclosure
group, and 1,074 (34%) were in the no disclosure group. There were no significant differences in gender or grade distribution
across the three groups. The Chi-squared test revealed significant differences in adolescents’ ability to recognize ads across
the disclosure groups. Adolescents in the full disclosure group recognized ads (80%) more effectively than those in the partial
disclosure group (69%) and the no disclosure group (65%) (Table 1). These results support H1, indicating that full sponsor-
ship disclosure significantly enhanced adolescents’ recognition of advertising content compared with partial or no disclosure.

Adolescents’ advertising literacy and purchase intention

Before testing the hypothesized relationships, we first evaluated the measurement model to establish the reliability and
validity of the study constructs; the results of these assessments are summarized in Tables 2 and 3. Table 2 presents the
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Table 1. Demographic variables and ad recognition across three disclosure types.

No Disclosure Partial Disclosure Full Disclosure P value
n % n % n %
Gender 449
Female 565 52.6 527 50.9 557 53.6
Male 509 474 509 49.1 482 46.4
Grade .922
10th 451 42.0 422 40.7 416 40.0
11th 363 33.8 362 349 365 35.1
12th 160 24.2 252 24.3 258 24.8
Ad recognition <.001
No 376 35.0 317 30.6 208 20.0
Yes 698 65.0 719 69.4 831 80.0

Note. Chi-squared tests were conducted. N=3149 (No disclosure n=1074, Partial disclosure n=1036, Full disclosure n=1039).

https://doi.org/10.1371/journal.pone.0348505.t001

descriptive statistics, factor loadings, and reliability/validity indices for the three study constructs. For conceptual advertis-
ing literacy, item means ranged from 2.36 to 2.83, with factor loadings between .472 and .686. Cronbach’s a was .681,
composite reliability (CR) was .669, and the average variance extracted (AVE) was .341, indicating marginal internal con-
sistency and weak convergent validity. For attitudinal advertising literacy, item means ranged from 2.25 to 2.45, with factor
loadings between .501 and .794. The construct demonstrated acceptable reliability (a=.756, CR=.756), although the AVE
(.456) fell slightly below the recommended threshold. For purchase intention, the two items showed means (1.91-2.06) and
strong factor loadings (.822—-.887). Reliability and validity indices were excellent (a=.843, CR=.843, AVE=.732). Overall,
these results suggest that while purchase intention and attitudinal advertising literacy were measured reliably.

Discriminant validity was examined using the Fornell-Larcker criterion. As shown in Table 3, the square root of AVE for
each construct (conceptual advertising literacy =.583, attitudinal advertising literacy=.675, purchase intention=.856) was
greater than the correlations with other constructs, satisfying the Fornell-Larcker criterion.

Effects of disclosure types on ad recognition, advertising literacy, and purchase intention

Adolescents in the full disclosure group demonstrated higher levels of conceptual advertising literacy compared to those
in the partial or no disclosure groups. However, there were no significant differences in adolescents’ attitudinal advertising
literacy or purchase intentions across the three disclosure types (Table 4). These findings provide partial support for H2.
While full disclosure appears to strengthen adolescents’ understanding of the persuasive and commercial intent behind
influencer content (conceptual advertising literacy), it did not significantly alter their evaluative or critical attitudes toward
such advertising (attitudinal advertising literacy).

After controlling for gender and grade, multiple logistic regression analysis indicated that adolescents in the full or
partial disclosure groups compared with no disclosure group were more likely to recognize advertisements. In addition,
multiple regression showed that adolescents in the full disclosure group also had higher levels of conceptual advertising
literacy. There were no significant differences in attitudinal advertising literacy and purchase intention among the three
disclosure types (Table 5). Thus, H3 was not supported. Although full sponsorship disclosure enhanced ad recognition and
conceptual advertising literacy, it did not lead to a reduction in purchase intention.

Relationships between ad recognition, advertising literacy, and purchase intention

The results of the multiple regression analysis indicated that, after controlling for gender and grade, adolescents who
recognized ads in the posts were more likely to have higher levels of both conceptual and attitudinal advertising literacy.
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Table 2. Item descriptive, factor loadings, and construct reliability/validity.

Items Mean SD Loading Cronbach’s Composite Average Variance
Factor (M) Alpha Reliability Extracted (AVE)
Conceptual advertising literacy 0.681 0.669 0.341
“This post is to stimulate people to want the 2.44 0.77 0.602
product.”
“The brand pays for showing the product in this | 2.83 0.86 0.472
post.”
“The brand tries to influence me by making sure | 2.48 0.85 0.551
this post does not look like advertising.”
“The brand tries to influence me by placing the |2.36 0.87 0.686
brand in a context that | like.”
Attitudinal advertising literacy 0.756 0.756 0.456
“I think showing brands in this post is not 2.25 0.77 0.591
trustworthy.”
“I think it is dishonest if the post does not dis- 2.45 0.79 0.501
close the sponsoring brand.”
“While reading, | countered the information in 2.34 0.79 0.772
the post.”
“| feel disgusted if the post does not indicate 2.28 0.81 0.794
advertising or sponsorship upfront.”
Purchase Intention 0.843 0.843 0.732
“How likely are you to buy the product from the | 2.06 0.82 0.887
post?”
“How likely are you to try the product from the 1.91 0.77 0.822
post?”

https://doi.org/10.1371/journal.pone.0348505.t002

Table 3. Discriminant validity (Fornell-Larcker matrix) and construct correlations.

Conceptual advertising literacy Attitudinal advertising literacy Purchase intention
Conceptual advertising literacy 0.583
Attitudinal advertising literacy 0.452 0.675
Purchase intention 0.467 0.180 0.856

https://doi.org/10.1371/journal.pone.0348505.t003

Additionally, adolescents in the full disclosure group were more likely to exhibit higher levels of conceptual advertising
literacy. Furthermore, adolescents who recognized advertisements, had higher levels of attitudinal advertising literacy
and lower levels of conceptual advertising literacy, showed higher purchase intentions (Table 6). These results support
H4, indicating that ad recognition is positively associated with both conceptual and attitudinal dimensions of advertising
literacy. For H5, the regression model predicting purchase intention revealed a more complex pattern. Ad recognition and
attitudinal advertising literacy were negatively associated with purchase intention, whereas conceptual advertising liter-
acy showed a positive association with purchase intention. Thus, H5 was only partially supported. While higher attitudinal
advertising literacy appeared to reduce purchase intention as expected, greater conceptual advertising literacy was unex-
pectedly linked with increased purchase intention.

Discussion

This study examined how different types of sponsorship disclosures in social media posts affect adolescents’ ability to
recognize advertising, their advertising literacy, and purchase intentions. The findings revealed that full sponsorship
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Table 4. Effects of disclosure types on advertising literacy and purchase intention.

No Disclosure Partial Disclosure Full Disclosure P value Post-hoc
Mean sD Mean sD Mean sD tests
Conceptual advertising 2.47 0.60 2.53 0.60 2.59 0.60 <.001*** F>P
literacy F>N
Attitudinal advertising 2.34 0.62 2.33 0.60 2.32 0.58 .808
literacy
Purchase intention 1.96 0.73 2.00 0.76 1.99 0.73 .290

Note. ANOVA was conducted. Post-hoc tests were analyzed by Scheffe test. N=3136 (F =Full disclosure; P =Partial disclosure; and N=No disclosure).

https://doi.org/10.1371/journal.pone.0348505.t004

Table 5. Effects of disclosure types on ad recognition, literacies, and purchase intention.

Ad recognition Conceptual advertising Attitudinal advertising Purchase intention
literacy literacy
B SE P B SE P 4 SE P B SE P
Intercept 0.70 0.09 <.001 2.49 0.02 <.001 2.35 0.02 <.001 1.90 0.03 <.001
Gender
Male vs. Female -0.28 0.08 0.01 -0.02 0.02 0.381 -0.01 0.02 0.506 0.13 0.03 <.001
Grade
11 grade vs. 10" grade 0.14 0.09 0.139 -0.01 0.03 0.654 -0.03 0.03 0.141 -0.04 0.03 0.255
12" grade vs. 10" grade 0.03 0.10 0.806 -0.03 0.03 0.255 0.01 0.03 0.906 0.03 0.03 0.454
Disclosure type
Partial vs. No disclosure 0.20 0.09 0.028 0.06 0.03 0.023 -0.01 0.03 0.887 0.05 0.03 0.145
Full vs. No disclosure 0.70 0.09 <.001 0.13 0.03 <.001 -0.02 0.03 0.536 0.04 0.03 0.236

Note. Multiple logistic analysis was conducted for ad recognition model (n=3149). Multiple regression analysis was conducted for conceptual advertising
literacy (n=3136), attitudinal advertising literacy (n=3137), and purchase intention (n=3144).

https://doi.org/10.1371/journal.pone.0348505.t005

disclosures significantly improved ad recognition compared to partial or no disclosures. This aligns with previous
studies [9,17,50-53], showing that clear, upfront disclosures strongly influence adolescents’ perception of posts as
advertising. Regulatory bodies such as the U.S. Federal Trade Commission (FTC), the U.K.’s Advertising Standards
Authority (ASA), the European Aviation Safety Agency (EASA), and Japan’s Act against Unjustifiable Premiums have
established guidelines to improve transparency and protect consumers from deceptive marketing [12,14,24]. These
guidelines emphasize clear, explicit language and discourage ambiguous terminology. Countries with limited or no cur-
rent regulations, such as Taiwan, could adopt similar measures to safeguard adolescents from misleading influencer
marketing.

This study found that while full disclosure improved ad recognition and conceptual advertising literacy, it did not sig-
nificantly impact adolescents’ attitudinal advertising literacy toward digital advertising or their purchase intentions. This
suggests that simply disclosing sponsorship may not be sufficient to influence adolescents’ attitudes toward advertising or
their likelihood of buying a product. This finding aligns with previous studies demonstrating that while disclosures consis-
essarily translate into attitudinal defenses or altered behavioral outcomes [34,48]. However, this cognitive activation does
not necessarily translate into attitudinal defenses or altered behavioral outcomes. For instance, while disclosures increase
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Table 6. Relationships between ad recognition, advertising literacy, and purchase intention.

Conceptual advertising Attitudinal advertising Purchase intention
literacy literacy
4 SE P B SE P 4 SE P
Intercept 2.20 0.03 <.001 2.24 0.03 <.001 0.53 0.06 <.001
Gender
Male vs. Female 0.01 0.02 0.785 -0.01 -0.02 0.803 0.13 0.02 <.001
Grade
11t grade vs. 10" grade -0.02 0.02 0.334 -0.04 0.03 0.113 -0.02 0.03 0.477
12t grade vs. 10" grade -0.03 0.03 0.198 0.00 0.03 0.883 0.05 0.03 0.113
Disclosure type
Partial vs. No disclosure -0.04 0.03 0.115 -0.01 0.03 0.664 0.01 0.03 0.618
Full vs. No disclosure 0.06 0.03 0.014 -0.04 0.03 0.127 -0.03 0.03 0.385
Ad recognition
Yes vs. No 0.44 0.02 <.001 0.16 0.02 <.001 -0.16 0.03 <.001
Conceptual advertising 0.65 0.02 <.001
literacy
Attitudinal advertising -0.06 0.02 0.005
literacy

Note. Multiple regression was conducted for conceptual advertising literacy (n=3136), attitudinal advertising literacy (n=3125) and purchase intention
(n=3121).

https://doi.org/10.1371/journal.pone.0348505.t006

ad recognition, they often fail to generate critical skepticism [34,48] or may even produce paradoxical positive effects on
purchase intentions through perceived transparency and authenticity [32,41]. Previous studies similarly found that dis-
closures may fail to generate critical skepticism [34,48] or even produce paradoxical positive effects through perceived
transparency [32,41]. Furthermore, a study found that participants who viewed sponsorship influencer posts alongside an
advertising literacy intervention were more likely to activate persuasion knowledge and attenuate their purchase intentions
compared to participants who only received sponsorship disclosure without the advertising intervention [56]. This pattern
suggests that disclosure alone may be insufficient, and that platform context and source characteristics play important
moderating roles in how adolescents process persuasive content [9,40-42]. It appears that the recognition of advertising
triggers a cognitive process that enhances adolescents’ attention to the content, leading to increased memory retention,
but may not initiate an affective process that influences their evaluations of the brand. Therefore, media literacy interven-
tions beyond disclosure are crucial for adolescents to protect them from the influences of social media marketing.
Furthermore, this study found that the relationship between advertising literacy and purchase intention varied by
literacy type. Attitudinal advertising literacy was negatively associated with purchase intention, suggesting that adoles-
cents who hold more critical views about advertising and its potential for manipulation are less likely to be swayed toward
purchasing the advertised products. Consistent with previous studies [56], this finding reinforces the importance of adver-
tising literacy in empowering young consumers to make informed choices. This finding also aligns with earlier research
highlighting the role of critical thinking, resistance coping strategies, and media literacy in mitigating the persuasive effects
of advertising [47]. However, conceptual advertising literacy, counterintuitively, was positively related to purchase inten-
tion. A previous study suggested that children are unlikely to activate and use their conceptual advertising knowledge
as critical advertising defense due to their immature sociocognitive skills and the affect-based nature of contemporary
advertising which causes them primarily process advertising on a low elaborative and affective level [36]. This indicates
that an understanding of advertising does not make adolescents immune to its persuasive appeals; instead, they may be
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more drawn to cleverly crafted messages or campaigns that resonate with their interests. Therefore, as previous studies
have suggested children and adolescents might need attitudinal advertising literacy, which includes low-effort, attitudinal
mechanisms, that can be effective in reducing children’s advertising susceptibility under conditions of low elaboration [36].
Recent literature also emphasizes the need for tailored media literacy interventions for older adolescents and highlights
the lack of research specifically targeting this age group [26]. Beyond the impacts on health, influencer marketing have
also shown to influence youth purchasing behaviors via increased trust, perceived friendliness/rapport, and authenticity of
influencer endorsements [57]. Together, these findings highlight the need for expanded research in under-studied contexts
and improved monitoring of harmful marketing practices on social platforms.

The observed effects in this study are specific to older adolescents (ages 15—-18), who occupy a transitional develop-
mental stage between childhood and adulthood. At this stage, adolescents possess a more sophisticated but still matur-
ing understanding of persuasive intent. This may explain why full sponsorship disclosures enhanced ad recognition and
conceptual advertising literacy but did not translate into changes in attitudes or purchase intentions. In contrast, younger
children whose cognitive and persuasion knowledge systems are less developed would likely show weaker recognition
effects and be more easily influenced by sponsored content. Adults, on the other hand, typically demonstrate stronger
skepticism toward advertising and greater resistance to persuasive appeals. Accordingly, the present findings and their
implications are most relevant for adolescent-focused media policies and educational programs, emphasizing the need to
strengthen advertising literacy training and transparency standards specifically for this age group.

Conclusions

This study examined the impact of different sponsorship disclosure types on adolescents’ ability to recognize advertising,
their social media advertising literacy, and their purchase intentions. The findings indicate that full sponsorship disclosure
significantly improves adolescents’ ability to recognize advertisements and enhances their conceptual advertising literacy.
This suggests that clear, unambiguous disclosures help adolescents better understand the persuasive intent behind influ-
encer content. While full disclosure improves ad recognition and conceptual advertising literacy, it does not significantly
influence adolescents’ attitudes toward advertising or their purchase intentions. This highlights that awareness alone

may not reduce the desire to engage with advertised products. Additionally, the study found that both ad recognition and
attitudinal advertising literacy may serve as protective factors against heightened purchase intentions among adolescents.
Therefore, effective disclosure guidelines and media literacy education are essential to empower young consumers to
recognize ads, critically evaluate social media marketing, and resist its influence.

Limitations

This study has several limitations. First, it primarily focused on the effects of three specific disclosure formats: full dis-
closure, partial disclosure using hashtags, and no disclosure. It did not explore the potential influence of other variations
in disclosure language, placement, or prominence, which could elicit different responses from adolescents. Further
research investigating a wider array of disclosure variations is necessary to gain a more comprehensive understanding
of how adolescents perceive and respond to different approaches to transparency in influencer marketing. Second, the
findings of this study are based on a single product category (zero-alcohol beer). The persuasive appeal of influencer
marketing and the effectiveness of disclosures may vary significantly depending on the product being promoted. Products
that adolescents perceive as high-involvement or personally relevant may be less affected by disclosures compared to
those they view as low-risk or less important. Future research should examine whether these findings generalize across
different product categories to determine if certain products are more susceptible to the influence of sponsorship disclo-
sures than others. Third, as the study specifically targeted adolescents, the results may not generalize to younger chil-
dren or adults. Developmental differences in cognitive capacity, media literacy, and advertising skepticism could lead to
distinct responses across age groups. Fourth, while purchase intention and attitudinal advertising literacy demonstrated
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satisfactory psychometric properties, conceptual advertising literacy showed weaker measurement performance

(AVE <.50), suggesting adolescents may inconsistently recognize persuasive intent. Future research should refine mea-
surement items for this construct to improve validity. Future studies should explore how disclosure effects vary by devel-
opmental stage to clarify whether adolescents’ responses are uniquely sensitive to sponsorship transparency. Despite
these limitations, the use of a large sample of adolescents and rigorous study design in this study further facilitated the
understanding of the effects of social media sponsorship disclosure on adolescents.

Theoretical and practical implications

This study extends existing theories of advertising literacy and the persuasion knowledge model (PKM) by demonstrating
that different types of sponsorship disclosures in social media posts activate distinct cognitive and attitudinal processes
among adolescents. While full sponsorship disclosure significantly enhanced ad recognition and conceptual advertising
literacy, it did not translate into changes in attitudinal advertising literacy or purchase intention. This pattern suggests that
recognition of persuasive intent engages adolescents’ cognitive understanding of advertising but may not elicit affective
resistance to persuasive messages, a finding consistent with prior research [17,58,59]. This disconnect between cognitive
recognition and behavioral outcomes suggests that advertising literacy alone may be insufficient to alter purchase inten-
tions. Purchase intentions are shaped by multiple interacting factors beyond disclosure and literacy, including influencer
credibility, parasocial relationships, content quality, peer and parental influence, and perceived brand fit [58—60]. These
findings may underscore the need for theoretical models that account for the multifaceted nature of persuasion in digital
environments and the limitations of disclosure-based interventions in isolation.

From a practical perspective, the findings offer several insights for policymakers, educators, and social media practi-
tioners. First, regulatory agencies should ensure that sponsorship disclosures are clear, explicit, and placed prominently
within influencer content to enhance recognition among young audiences. Second, as disclosure alone does not appear
sufficient to alter attitudes or behavior, these regulatory efforts should be complemented by media-literacy programs in
schools that foster adolescents’ critical and attitudinal advertising literacy. Educator and non-profit organizations can inte-
grate influencer-marketing examples into classroom discussions to help students recognize and evaluate persuasive tac-
tics. Third, brands and influencers should adopt transparent communication practices and consider the ethical implications
of marketing to underage audiences. Together, these measures can help balance commercial interests with consumer
protection, promoting a more responsible and transparent digital advertising environment.

Acknowledgments

The authors wish to thank the two anonymous reviewers for their critical and constructive feedback. The authors would
also like to acknowledge the participating schools and students for their contribution in this study.

Author contributions

Conceptualization: Fong-Ching Chang, Chiung-Hui Chiu, Ping-Hung Chen, Nae-Fang Miao, Hung-Yi Chuang.
Data curation: Ya-En Catherine Lin, Tzu-Fu Huang.

Formal analysis: Ya-En Catherine Lin, Tzu-Fu Huang.

Funding acquisition: Fong-Ching Chang.

Methodology: Fong-Ching Chang, Shawn C. Chiang, Chiung-Hui Chiu, Ping-Hung Chen.

Resources: Fong-Ching Chang.

Software: Ya-En Catherine Lin, Tzu-Fu Huang.

Supervision: Fong-Ching Chang.

PLOS One | https://doi.org/10.1371/journal.pone.0348505 May 27, 2026 12/15




PLO\Sﬁ\\.- One

Writing — original draft: Ya-En Catherine Lin.

Writing — review & editing: Ya-En Catherine Lin, Fong-Ching Chang, Shawn C. Chiang.

References
1. De Veirman M, Hudders L, Nelson MR. What is influencer marketing and how does it target children? A review and direction for future research.
Front Psychol. 2019;10:2685. https://doi.org/10.3389/fpsyg.2019.02685 PMID: 31849783
2. Radesky J, Chassiakos YR, Ameenuddin N, Navsaria D, Communication Co, Media. Digital Advertising to Children. Pediatrics. 2020;146(1).
3. Buchanan L, Kelly B, Yeatman H, Kariippanon K. The effects of digital marketing of unhealthy commodities on young people: a systematic review.
Nutrients. 2018;10(2):148. https://doi.org/10.3390/nu10020148 PMID: 29382140
4. Romer D, Moreno M. Digital media and risks for adolescent substance abuse and problematic gambling. Pediatrics. 2017;140(Suppl 2):S102-6.
https://doi.org/10.1542/peds.2016-1758L PMID: 29093042
5. Blanchard L, Conway-Moore K, Aguiar A, Onal F, Rutter H, Helleve A, et al. Associations between social media, adolescent mental health, and diet:
a systematic review. Obes Rev. 2023;24 Suppl 2:e13631. https://doi.org/10.1111/0br.13631 PMID: 37753597
6. Lafontaine J, Hanson |, Wild C. The impact of the social media industry as a commercial determinant of health on the digital food environment for
children and adolescents: a scoping review. BMJ Glob Health. 2025;10(2):e014667. https://doi.org/10.1136/bmjgh-2023-014667 PMID: 39971584
7. Engel E, Gell S, Heiss R, Karsay K. Social media influencers and adolescents’ health: a scoping review of the research field. Soc Sci Med.
2024;340:116387. https://doi.org/10.1016/j.socscimed.2023.116387 PMID: 38039770
8. Packer J, Russell SJ, Siovolgyi G, McLaren K, Stansfield C, Viner RM, et al. The impact on dietary outcomes of celebrities and influencers in mar-
keting unhealthy foods to children: a systematic review and meta-analysis. Nutrients. 2022;14(3):434. https://doi.org/10.3390/nu14030434 PMID:
35276800
9. Boerman SC, Willemsen LM, Van Der Aa EP. “This Post is Sponsored” effects of sponsorship disclosure on persuasion knowledge and electronic
word of mouth in the context of Facebook. J Interact Mark. 2017;38(1):82—-92. https://doi.org/10.1016/j.intmar.2016.12.002
10. Evans NJ, Phua J, Lim J, Jun H. Disclosing Instagram influencer advertising: the effects of disclosure language on advertising recognition, atti-
tudes, and behavioral intent. J Interact Advert. 2017;17(2):138-49. https://doi.org/10.1080/15252019.2017.1366885
11. Hoofnagle CJ, Meleshinsky E. Native advertising and endorsement: schema, source-based misleadingness, and omission of material facts. Tech-
nol Sci. 2015;2015.
12. UK Advertising Standards Authority ASA. New guidance launched for social influencers. 2018.
13. UK Competition and Markets Authority CMA. Social media endorsements: guidance for content creators. 2025.
14. US Federal Trade Commission FTC. Disclosures 101 for Social Media Influencers. 2019.
15.  Word of Mouth Marketing Association WOMMA. WOMMA Social Media Disclosure Guidelines. Word of Mouth Marketing Association; 2017.
16. European Advertising Standards Alliance. EASA Best Practice Recommendation on Influencer Marketing Guidance. Brussels, Belgium: European
Advertising Standards Alliance; 2023.
17. Boerman SC, van Reijmersdal EA. Disclosing influencer marketing on YouTube to children: the moderating role of para-social relationship. Front
Psychol. 2020;10:3042. https://doi.org/10.3389/fpsyg.2019.03042 PMID: 32038405
18. Hendriks H, Wilmsen D, Van Dalen W, Gebhardt W. Picture me drinking: Alcohol-related posts by Instagram influencers popular among adoles-
cents and young adults. Front Psychol. 2020;10:2991.
19. European Commission. CPC common position on the duties of online platforms regarding the labelling of influencer marketing under EU law. Con-
sumer Protection Cooperation Network (CPC); 2020.
20. Abidin C. The regulation of child influencers in australia and the Asia Pacific Region. Social Media + Society. 2025;11(3). https://doi.
0rg/10.1177/20563051251356152
21. Bend D, Gijsman N, Bucher T, Shrewsbury V, Van Trijp H, Kleef E. Can | @handle it? The effects of sponsorship disclosure in TikTok influencer
marketing videos with different product integration levels on adolescents’ persuasion knowledge and brand outcomes. Comput Hum Behav.
2023;144:107723.
22. Van Reijmersdal EA, Rozendaal E, Hudders L, Vanwesenbeeck |, Cauberghe V, Van Berlo ZMC. Effects of disclosing influencer marketing in vid-
eos: an eye tracking study among children in early adolescence. J Interact Mark. 2020;49(1):94—106. https://doi.org/10.1016/j.intmar.2019.09.001
23. De Jans S, Cauberghe V, Hudders L. How an advertising disclosure alerts young adolescents to sponsored vlogs: the moderating role of a peer-
based advertising literacy intervention through an informational vlog. J Advert. 2018;47(4):309-25. https://doi.org/10.1080/00913367.2018.1539363
24. European Advertising Standards Alliance EASA. EASA best practice recommendation on influencer marketing. 2018.
25. Packer J, Croker H, Goddings A-L, Boyland EJ, Stansfield C, Russell SJ, et al. Advertising and young people’s critical reasoning abilities: system-
atic review and meta-analysis. Pediatrics. 2022;150(6):€2022057780. https://doi.org/10.1542/peds.2022-057780 PMID: 36377381
26. Chaudhary M, Singh R. Demographic influences on children’s media exposure and advertising literacy. ShodhKosh: J Vis Perform Arts.

2024;5(4):824-33.

PLOS One | https://doi.org/10.1371/journal.pone.0348505 May 27, 2026 13/15



https://doi.org/10.3389/fpsyg.2019.02685
http://www.ncbi.nlm.nih.gov/pubmed/31849783
https://doi.org/10.3390/nu10020148
http://www.ncbi.nlm.nih.gov/pubmed/29382140
https://doi.org/10.1542/peds.2016-1758L
http://www.ncbi.nlm.nih.gov/pubmed/29093042
https://doi.org/10.1111/obr.13631
http://www.ncbi.nlm.nih.gov/pubmed/37753597
https://doi.org/10.1136/bmjgh-2023-014667
http://www.ncbi.nlm.nih.gov/pubmed/39971584
https://doi.org/10.1016/j.socscimed.2023.116387
http://www.ncbi.nlm.nih.gov/pubmed/38039770
https://doi.org/10.3390/nu14030434
http://www.ncbi.nlm.nih.gov/pubmed/35276800
https://doi.org/10.1016/j.intmar.2016.12.002
https://doi.org/10.1080/15252019.2017.1366885
https://doi.org/10.3389/fpsyg.2019.03042
http://www.ncbi.nlm.nih.gov/pubmed/32038405
https://doi.org/10.1177/20563051251356152
https://doi.org/10.1177/20563051251356152
https://doi.org/10.1016/j.intmar.2019.09.001
https://doi.org/10.1080/00913367.2018.1539363
https://doi.org/10.1542/peds.2022-057780
http://www.ncbi.nlm.nih.gov/pubmed/36377381

PLO\Sﬁ\\.- One

27. Friestad M, Wright P. The persuasion knowledge model: how people cope with persuasion attempts. J Consum Res. 1994;21(1):1-31. https://doi.
org/10.1086/209380

28. Jhawar A, Varshney S, Kumar P. Sponsorship disclosure on social media: literature review and future research agenda. Manag Rev Q.
2023;74(3):1589-617. https://doi.org/10.1007/s11301-023-00342-8

29. Gong Z, Holiday S. Parasocial interaction message elements and disclosure timing in nano- and microinfluencers’ sponsored content as alternative
explanations for follower count’s influence on engagement. J Interact Advert. 2023;23:374-87.

30. Beckert J, Koch T. Why context matters in a changing social media environment: The role of placement prominence as a moderator of disclosure
effects in sponsored influencer content. Stud Commun Sci. 2022;22(1):205-22. https://doi.org/10.24434/j.scoms.2022.01.3061

31. Borchers NS. Between skepticism and identification: a systematic mapping of adolescents’ persuasion knowledge of influencer marketing. J Curr
Issues Res Advert. 2022;43(3):274-300. https://doi.org/10.1080/10641734.2022.2066230

32. Balaban DC, Mucundorfeanu M, Muresan LI. Adolescents’ understanding of the model of sponsored content of social media influencer Instagram
stories. Media Commun. 2022;10(1):305—16. https://doi.org/10.17645/mac.v10i1.4652

33. Farmer J, Carlisle K, Dickson-Swift V, Teasdale S, Kenny A, Taylor J, et al. Applying social innovation theory to examine how community
co-designed health services develop: using a case study approach and mixed methods. BMC Health Serv Res. 2018;18(1):68. https://doi.
org/10.1186/s12913-018-2852-0 PMID: 29386012

34. Feijoo B, Zozaya L, Sadaba C. Do | question what influencers sell me? Integration of critical thinking in the advertising literacy of Spanish adoles-
cents. Humanit Soc Sci Commun. 2023;10(1). https://doi.org/10.1057/s41599-023-01872-y

35. Buijzen M, Van Reijmersdal EA, Owen LH. Introducing the PCMC model: an investigative framework for young people’s processing of commercial-
ized media content. Commun Theory. 2010;20(4):427-50. https://doi.org/10.1111/j.1468-2885.2010.01370.x

36. Rozendaal E, Opree SJ, Buijzen M. Development and validation of a survey instrument to measure children’s advertising literacy. Media Psychol.
2014;19(1):72—100. https://doi.org/10.1080/15213269.2014.885843

37. Boerman SC, van Reijmersdal EA, Rozendaal E, Dima AL. Development of the Persuasion Knowledge Scales of Sponsored Content (PKS-SC).
Int J Advert. 2018;37(5):671-97. https://doi.org/10.1080/02650487.2018.1470485

38. Hibbert S, Smith A, Davies A, Ireland F. Guilt appeals: Persuasion knowledge and charitable giving. Psychol Mark. 2007;24(8):723—42. https://doi.
org/10.1002/mar.20181

39. ChungYJ, Lee SS, Kim E. The effects of influencer types and sponsorship disclosure in Instagram sponsored posts. J Curr Issues Res Advert.
2023;44(2):193—-211. https://doi.org/10.1080/10641734.2022.2155891

40. van der Bend DLM, Jakstas T, van Kleef E, Shrewsbury VA, Bucher T. Making sense of adolescent-targeted social media food marketing: a qual-
itative study of expert views on key definitions, priorities and challenges. Appetite. 2022;168:105691. https://doi.org/10.1016/j.appet.2021.105691
PMID: 34509544

41. Johnson BK, Potocki B, Veldhuis J. Is that my friend or an advert? The effectiveness of Instagram native advertisements posing as social posts. J
Comput-Mediat Commun. 2019;24(3):108-25. https://doi.org/10.1093/jcmc/zmz003

42. Pfeuffer A, Huh J. Effects of different sponsorship disclosure message types on consumers’ trust and attitudes. Int J Advert. 2020;40(1):49-80.
https://doi.org/10.1080/02650487.2020.1807229

43. Rozendaal E, Buijzen M, Valkenburg P. Comparing children’s and adults’ cognitive advertising competences in the Netherlands. J Child Media.
2010;4(1):77-89. https://doi.org/10.1080/17482790903407333

44. Rozendaal E, Buijzen M, Valkenburg P. Do children’s cognitive advertising defenses reduce their desire for advertised products? Communication.
2009;34:287-303.

45. Vanwesenbeeck |, Ponnet K, Walrave M. Young adolescents’ advertising literacy and purchase intention in social network games: Influence of
perspective taking and need for cognition. J Consum Behav. 2016;16(1):23-33. https://doi.org/10.1002/cb.1596

46. Masuda H, Han SH, Lee J. Impacts of influencer attributes on purchase intentions in social media influencer marketing: Mediating roles of charac-
terizations. Technol Forecast Soc Change. 2022;174:121246. https://doi.org/10.1016/.techfore.2021.121246

47. van Reijmersdal EA, Fransen ML, van Noort G, Opree SJ, Vandeberg L, Reusch S. Effects of disclosing sponsored content in blogs: how the use
of resistance strategies mediates effects on persuasion. Am Behav Sci. 2016;60(12):1458-74.

48. Boerman SC, van Reijmersdal EA, Neijens PC. Sponsorship disclosure: effects of duration on persuasion knowledge and brand responses. J
Commun. 2012;62(6):1047—-64. https://doi.org/10.1111/j.1460-2466.2012.01677 .x

49. Rozendaal E, Lapierre MA, van Reijmersdal EA, Buijzen M. Reconsidering advertising literacy as a defense against advertising effects. Media
Psychol. 2011;14(4):333-54. https://doi.org/10.1080/15213269.2011.620540

50. Karaglr Z, Becker J-M, Klein K, Edeling A. How, why, and when disclosure type matters for influencer marketing. Int J Res Mark. 2022;39(2):313—
35. https://doi.org/10.1016/j.ijresmar.2021.09.006

51. Vogel EA, Guillory J, Ling PM. Sponsorship disclosures and perceptions of E-cigarette Instagram posts. Tob Regul Sci. 2020;6(5):355-68. https://
doi.org/10.18001/trs.6.5.5 PMID: 33778107

52. Eisend M, van Reijmersdal EA, Boerman SC, Tarrahi F. A meta-analysis of the effects of disclosing sponsored content. J Advert. 2020;49(3):344—
66. https://doi.org/10.1080/00913367.2020.1765909

PLOS One | https://doi.org/10.1371/journal.pone.0348505 May 27, 2026 14715



https://doi.org/10.1086/209380
https://doi.org/10.1086/209380
https://doi.org/10.1007/s11301-023-00342-8
https://doi.org/10.24434/j.scoms.2022.01.3061
https://doi.org/10.1080/10641734.2022.2066230
https://doi.org/10.17645/mac.v10i1.4652
https://doi.org/10.1186/s12913-018-2852-0
https://doi.org/10.1186/s12913-018-2852-0
http://www.ncbi.nlm.nih.gov/pubmed/29386012
https://doi.org/10.1057/s41599-023-01872-y
https://doi.org/10.1111/j.1468-2885.2010.01370.x
https://doi.org/10.1080/15213269.2014.885843
https://doi.org/10.1080/02650487.2018.1470485
https://doi.org/10.1002/mar.20181
https://doi.org/10.1002/mar.20181
https://doi.org/10.1080/10641734.2022.2155891
https://doi.org/10.1016/j.appet.2021.105691
http://www.ncbi.nlm.nih.gov/pubmed/34509544
https://doi.org/10.1093/jcmc/zmz003
https://doi.org/10.1080/02650487.2020.1807229
https://doi.org/10.1080/17482790903407333
https://doi.org/10.1002/cb.1596
https://doi.org/10.1016/j.techfore.2021.121246
https://doi.org/10.1111/j.1460-2466.2012.01677.x
https://doi.org/10.1080/15213269.2011.620540
https://doi.org/10.1016/j.ijresmar.2021.09.006
https://doi.org/10.18001/trs.6.5.5
https://doi.org/10.18001/trs.6.5.5
http://www.ncbi.nlm.nih.gov/pubmed/33778107
https://doi.org/10.1080/00913367.2020.1765909

PLO\S\% One

53.

54.

55.

56.

57.

58.

59.

60.

Cao Z, Belo R. Effects of explicit sponsorship disclosure on user engagement in social media influencer marketing. MIS Q. 2024;48(1):375-92.
https://doi.org/10.25300/misq/2023/17944

Rozendaal E, Buijzen M. Children’s vulnerability to advertising: an overview of four decades of research (1980s—2020s). Int J Advert.
2022;42(1):78-86. https://doi.org/10.1080/02650487.2022.2135349

van Reijmersdal EA, van Dam S. How age and disclosures of sponsored influencer videos affect adolescents’ knowledge of persuasion and per-
suasion. J Youth Adolesc. 2020;49(7):1531—44. https://doi.org/10.1007/s10964-019-01191-z PMID: 31955365

Lou C, Ma W, Feng Y. A sponsorship disclosure is not enough? How advertising literacy intervention affects consumer reactions to sponsored
influencer posts. J Promot Manag. 2020;27(2):278-305. https://doi.org/10.1080/10496491.2020.1829771

Azmat Z, Yousaf Z, Ahmed M. Social media influencers and the purchasing decisions of youth: with special emphasis on emotional and rational
aspects. J Asian Dev Studies. 2024;13(2):1103-12. https://doi.org/10.62345/jads.2024.13.2.87

De Jans S, Van de Sompel D, De Veirman M, Hudders L. #Sponsored! How the recognition of sponsoring on Instagram posts affects adolescents
brand evaluations through source evaluations. Comput Hum Behav. 2020;109:106342. https://doi.org/10.1016/j.chb.2020.106342

Lou C, Kim HK. Fancying the new rich and famous? Explicating the roles of influencer content, credibility, and parental mediation in adolescents’
parasocial relationship, materialism, and purchase intentions. Front Psychol. 2019;10:2567. https://doi.org/10.3389/fpsyg.2019.02567 PMID:
31803110

Harms B, Hoekstra JC, Bijmolt THA. Sponsored influencer viogs and young viewers: when sponsorship disclosure does not enhance advertising
literacy, and parental mediation backfires. J Interact Mark. 2022;57(1):35-53. https://doi.org/10.1177/10949968221075834

PLOS One | https://doi.org/10.1371/journal.pone.0348505 May 27, 2026 15/15



https://doi.org/10.25300/misq/2023/17944
https://doi.org/10.1080/02650487.2022.2135349
https://doi.org/10.1007/s10964-019-01191-z
http://www.ncbi.nlm.nih.gov/pubmed/31955365
https://doi.org/10.1080/10496491.2020.1829771
https://doi.org/10.62345/jads.2024.13.2.87
https://doi.org/10.1016/j.chb.2020.106342
https://doi.org/10.3389/fpsyg.2019.02567
http://www.ncbi.nlm.nih.gov/pubmed/31803110
https://doi.org/10.1177/10949968221075834

