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Abstract: 

Influencer marketing has become central to digital brand communication, but audiences do not always 

recognize when creator content is paid advertising. Sponsorship disclosures are intended to solve this 

problem, yet the evidence is mixed: disclosures generally improve recognition of commercial intent, 

whereas their downstream effects on brand evaluations are often small or inconsistent. This literature 

review and open-access meta-analysis synthesizes studies on disclosure formats used in influencer and 

adjacent social-media advertising, with specific attention to platform-native labels, creator-entered in-

text disclosures, and in-video textual overlays. Using a PRISMA-style search of open repositories, 

publisher open-access pages, and publicly available manuscripts, the review identifies studies that 

report extractable statistics and compares them on platform, geography, disclosure implementation, and 

outcome measures. Four studies provide usable quantitative data. Random-effects models show a 

moderate positive pooled effect on advertising recognition/identification (Hedges' g = 0.60, 95% CI [0.37, 

0.83], k = 7, I² = 74%) and a near-zero pooled effect on brand attitude (g = -0.04, 95% CI [-0.23, 0.15], 

k = 2). The extractable evidence is concentrated in U.S. and Dutch contexts and suggests that 

standardized platform labels and prominent in-video overlays outperform creator-entered caption labels 

on recognition. The review distinguishes advertising recognition from broader persuasion-knowledge 

activation, discusses the selection bias introduced by an open-access-only design, and derives design 

guidance on wording, placement, and timing. Overall, the findings support a disclosure paradox: 

transparency improves recognition without consistently harming brand evaluations. 
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Introduction 

Influencer marketing is now central to digital brand communication, yet it still faces a familiar challenge: 

in a stream of social content, audiences do not always recognize when a seemingly personal 

recommendation is paid advertising. Because of this risk, regulators in many jurisdictions require clear, 

conspicuous disclosure of material ties between influencers and brands (Federal Trade Commission 

[FTC], 2019; FTC, 2023). Platforms have also moved toward compliance-by-design, introducing 

standardized tools such as Instagram's paid partnership label and similar features on short-form video 

apps. Disclosure has therefore become more common, but the practical question remains: which 

disclosure implementations best promote transparency while preserving campaign performance? 

The question matters for both consumer protection and firm outcomes. Reviews describe influencer 

marketing as a hybrid of advertising and relationship-based persuasion in which authenticity and source 

credibility often shape responses (Hudders et al., 2021; Lou & Yuan, 2019). Weak disclosures can 

mislead audiences, whereas overly subtle or poorly designed disclosures may fail to interrupt deceptive 

processing. At the same time, brand managers often worry that clearer disclosures will reduce trust, 

dampen engagement, or weaken brand attitudes. 

Existing evidence suggests a more nuanced pattern. Disclosure usually increases the likelihood that 

audiences identify content as sponsored, which is the core objective of regulatory guidance (Boerman 

et al., 2017; Eisend et al., 2020). What happens after recognition is less consistent. Disclosure can 

reduce persuasion by activating persuasion knowledge, prompting skepticism, and encouraging more 

critical processing; it can also signal honesty and protect trust when sponsorship is expected or when 

disclosure is interpreted as responsible conduct (Campbell & Kirmani, 2000; Friestad & Wright, 1994; 

Karagür et al., 2022). This gap between strong recognition effects and weaker evaluative effects 

motivates the present review. 

Advertising Recognition Versus Persuasion Knowledge 

A key conceptual distinction in this literature is the difference between advertising recognition and 

persuasion-knowledge activation. Advertising recognition or identification is a relatively proximal 

cognitive outcome: the viewer notices that a post or video is advertising or sponsored content. 

Persuasion knowledge activation is broader. It includes inferences about persuasive intent, awareness 

of the tactic being used, and the coping responses or resistance strategies that follow from that 

understanding (Friestad & Wright, 1994; Boerman et al., 2017). 

The distinction matters because recognition is not the same as resistance. A viewer can correctly label 

content as advertising without becoming more skeptical, less trusting, or less favorable toward the 

brand. Conversely, persuasion knowledge may be activated by factors other than a formal disclosure, 

https://doi.org/10.51137/wrp.ijarbm.601
http://www.wr-publishing.org/


International Journal of Applied Research in Business and Management (ISSN: 2700-8983) 

Volume: 07 Issue: 05 Year: 2026 

https://doi.org/10.51137/wrp.ijarbm.601   

 

 

 

 

Discover publication opportunities: 
www.wr-publishing.org 

such as influencer-brand fit, repeated exposure, or the commercial tone of the post. In the current review, 

this distinction is made explicit in the framing of the research questions and in the interpretation of the 

pooled results. 

Disclosure Formats and Expected Mechanisms 

Three disclosure regimes are especially relevant in practice and in theory. Platform-native tools, such 

as paid partnership labels, are designed for visibility and consistency, but they may be read as platform-

imposed compliance rather than as personal transparency (Boerman, 2020; Boerman et al., 2024; 

Saternus et al., 2022, 2024). Creator-controlled in-text disclosures, such as #ad, #sponsored, or paid 

partnership wording in captions, allow flexibility in phrasing and placement, but they can also be 

overlooked or expressed ambiguously (Evans et al., 2017; Wojdynski & Evans, 2016; Xie & Feng, 2023). 

A third regime embeds textual or verbal disclosure directly in the video itself, which can improve visibility 

but makes timing, duration, and screen position especially consequential (van Reijmersdal et al., 2020). 

These implementation differences create different mechanisms. A standardized interface label may 

increase salience and facilitate faster identification, whereas a creator-entered disclosure may invite 

judgments about sincerity or authenticity. In-video overlays can be hard to miss, but their effectiveness 

depends on whether they appear early enough, remain on-screen long enough, and occupy a visible 

position that is not crowded out by other visual elements. 

Research Questions and Objectives 

Against this background, the review has three objectives. First, it synthesizes the open-access evidence 

on how disclosure format shapes transparency outcomes in influencer and adjacent social-media 

advertising settings. Second, it meta-analyzes extractable evidence on advertising recognition and 

brand attitude. Third, it translates the observed format differences into practical guidance for disclosure 

design. 

The quantitative and integrative synthesis is guided by three research questions. RQ1 asks: What is the 

pooled effect of sponsorship disclosure on advertising recognition or identification in influencer and 

adjacent social-media advertising contexts? RQ2 asks: What is the pooled effect on brand attitude, and 

how do the descriptive estimates differ across platform tools, creator in-text disclosures, and in-video 

textual overlays? RQ3 asks: Which implementation characteristics and contextual conditions appear 

most relevant for interpreting those differences? 
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Methods and Data 

Search Strategy and Data Sources 

Because the paper aims to be transparent and reproducible, the review was limited to publicly accessible 

full texts. Google Scholar served as the primary discovery layer, supplemented by targeted searches in 

ResearchGate, institutional repositories, publisher open-access pages, SSRN, and arXiv. Backward and 

forward citation tracing from core reviews and disclosure studies was also used to identify additional 

records. 

The search strings combined platform and phenomenon terms with disclosure and study-design terms. 

Core terms included influencer, Instagram, TikTok, YouTube, social media, sponsorship disclosure, 

disclosure, #ad, sponsored, paid partnership, branded content, experiment, study, effect, persuasion 

knowledge, ad recognition, and brand attitude. These terms were combined iteratively to capture both 

influencer-specific studies and closely related social-media advertising experiments. 

Eligibility, Filtering, and Selection 

Studies were eligible if they (a) examined sponsorship disclosure in influencer marketing or closely 

related social-media advertising formats, (b) included a disclosure manipulation or a clearly defined 

disclosure condition, (c) reported at least one consumer-relevant outcome, and (d) provided sufficient 

statistics to compute an effect size for at least one focal outcome. The review retained conceptually 

relevant open studies in the evidence map even when they could not be meta-analyzed, but only publicly 

accessible full texts with extractable statistics entered the quantitative synthesis. 

Screening followed a PRISMA-style process. Records were first reviewed by title and abstract and then 

assessed at the full-text stage. The resulting open-only flow is shown in Figure 1. The design is 

intentionally conservative: it privileges verifiability of the included calculations, but it also narrows 

coverage to studies that are both publicly accessible and sufficiently transparent in statistical reporting. 

Coding of Study Characteristics 

For each study, the review coded platform and content context, sample size, age group, geographic 

setting, disclosure regime, wording, screen position, onset timing, duration, outcome type, and 

extractability of the statistics needed for meta-analysis. This coding decision directly addresses an 

important limitation of prior syntheses that treat disclosure as a single binary cue. In particular, the review 

recorded in-video disclosure characteristics when the public full text reported them explicitly. 

When details such as duration, onset, or position were not reported in the accessible full text, the study 

was still retained, but the implementation detail was marked as not reported in the descriptive synthesis. 
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This approach makes the coding rule transparent rather than inferring design features that were not 

documented. 

Effect-Size Extraction and Synthesis 

When studies reported group means and standard deviations, effect sizes were computed as 

standardized mean differences using Hedges' g (Hedges & Olkin, 1985). Pooled effects were estimated 

with random-effects meta-analysis using the DerSimonian-Laird approach (DerSimonian & Laird, 1986). 

Between-study heterogeneity is reported with I² as a descriptive index (Higgins & Thompson, 2002). 

Given the small open-only evidence base, subgroup estimates by disclosure format are treated as 

descriptive rather than definitive. The format-level comparisons are still useful for design interpretation, 

but they are not strong enough to support claims of strict optimization. 

 

Figure 1: PRISMA-style flow diagram for the open-sources-only search 

Results 

Characteristics of the Evidence Base 

Four studies provided extractable quantitative data for the meta-analysis. Together, they cover 

Instagram and TikTok contexts and include platform-native labels, creator-entered caption disclosures, 

and prominent in-video textual overlays. Table 1 expands the descriptive coding so that the pooled 
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evidence can be interpreted not only by format category, but also by geography and implementation 

detail. 

The extractable evidence is geographically narrow. Evans et al. (2017) used a U.S. student sample, and 

De Veirman and Hudders (2019) used U.S.-based MTurk participants. Boerman (2020) examined 

Instagram users in a Dutch brand and platform context, and van der Bend et al. (2023) studied Dutch 

adolescents on TikTok. The broader open-access evidence map in Appendix A adds additional Dutch, 

Belgian, German, and cross-platform studies, but the quantitative core remains concentrated in Western 

settings. 

The video evidence is more specific than a simple video-versus-no-disclosure coding suggests. In van 

der Bend et al. (2023), the TikTok disclosure was a Dutch text overlay shown in the upper centre of the 

screen, appearing 4 seconds after the start of the video and remaining visible for 10 seconds. Related 

open video evidence not included in the pooled estimates also used 10-second top-of-screen 

disclosures and found that earlier exposure increased attention to the disclosure (van Reijmersdal et al., 

2020). These details matter because video disclosure effectiveness depends on whether viewers 

actually have time and opportunity to process the cue. 

Study Region/sample Platform/context Disclosure 

implementation 

details 

Outcome(s) 

extracted 

Open-access 

source 

Evans et 

al. (2017) 

U.S. students (n 

= 237) 

Instagram-like 

social post 

Caption labels 

SP / Sponsored / 

Paid Ad vs none 

Recognition ResearchGate 

manuscript 

Boerman 

(2020) 

Instagram users 

(n = 192) in a 

Dutch platform 

context 

Instagram Paid partnership 

with Loavies 

above image 

Recognition; 

attitude 

UvA repository 

PDF 

De 

Veirman 

& 

Hudders 

(2019) 

U.S.-based 

MTurk adults (n 

= 355) 

Instagram 

influencer post 

Sponsored / 

paid material-

connection 

caption variants 

vs none 

Recognition ResearchGate 

full text 
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Study Region/sample Platform/context Disclosure 

implementation 

details 

Outcome(s) 

extracted 

Open-access 

source 

van der 

Bend et 

al. (2023) 

Dutch 

adolescents (n 

= 245) 

TikTok video Upper-centre 

text overlay; 

onset 4s; 

duration 10s 

Recognition; 

attitude 

ResearchGate 

full text 

Table 1: Studies included in the quantitative synthesis (open-access full text and extractable statistics) 

Note: Duration and position are reported only when they were explicitly stated in the accessible full 
text. 

Advertising Recognition and Identification 

Across seven effect sizes, sponsorship disclosure had a moderate positive pooled effect on advertising 

recognition or identification (random-effects g = 0.60, 95% CI [0.37, 0.83]). Heterogeneity was 

substantial (I² = 74%), which is consistent with the view that disclosure effectiveness depends on format, 

platform, and audience. 

The descriptive subgroup estimates suggest a practical ordering. Standardized platform tools show the 

largest estimated recognition gain in the open-only set, followed by in-video overlays, with creator-

supplied in-text labels showing a smaller but still positive pooled effect. The wording evidence points in 

the same direction: explicit language such as Paid Ad appears clearer than abbreviations such as SP 

(Evans et al., 2017). Because the platform-tool and in-video estimates each rely on a single study in this 

set, they should be interpreted as indicative rather than conclusive. 

 

Figure 2: Forest plot: disclosure effect on advertising recognition and identification 
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Disclosure 

format 

k Pooled g 95% CI I² (%) 

In-Text 5 0.46 [0.25, 0.67] 50 

In-Video 1 0.70 [0.44, 0.96] - 

Platform Tool 1 1.10 [0.79, 1.40] - 

Table 2: Pooled effects on advertising recognition and identification by disclosure format (random 
effects) 

Note: The in-video and platform-tool subgroup estimates are each based on one study and are 
therefore descriptive. 

Brand Attitude 

Two studies reported extractable brand-attitude statistics. The pooled effect was essentially zero 

(random-effects g = -0.04, 95% CI [-0.23, 0.15], k = 2). In the available open-access evidence, disclosure 

improves recognition without systematically improving or harming average brand evaluations. 

This result does not imply that disclosure never influences persuasion outcomes. Instead, it suggests 

that brand-attitude effects are more context-dependent than recognition effects and may depend on 

variables such as influencer credibility, message value, product integration, age, and the perceived 

sincerity of the disclosure. 

 

Figure 3: Forest plot: disclosure effect on brand attitude 

Discussion 

Interpreting the Disclosure Paradox 

The main contribution of the synthesis is to show that the disclosure paradox survives a format-sensitive, 

open-access review. Across the extractable studies, disclosure reliably increases recognition of 
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commercial content, yet the average effect on brand attitude is close to zero. The pattern makes 

theoretical sense when disclosure is understood as activating two partially offsetting mechanisms. On 

one side, disclosure provides a diagnostic cue that helps audiences classify the content as sponsored 

and invites more scrutiny. On the other side, it can function as a transparency signal that reduces the 

sense of covert influence and preserves perceived honesty. 

The conceptual distinction between recognition and persuasion knowledge clarifies why these effects 

do not have to move in lockstep. Recognition is the first gateway. Persuasion-knowledge activation, 

skepticism, and brand evaluation depend on how that recognition is interpreted and integrated with other 

cues in the message environment. This is why a disclosure can improve transparency without 

necessarily depressing brand responses. 

Geographical Scope and Cultural Limits 

The present evidence base is limited in geographic scope, and that limitation matters substantively. Most 

extractable evidence comes from U.S. and Dutch settings, with additional open studies concentrated in 

Western Europe. Cultural and regulatory context can influence both comprehension and evaluation of 

disclosure. A label such as #ad, Sponsored, or Paid partnership may be immediately meaningful in one 

market and far less clear in another, especially when disclosure vocabulary is borrowed from English-

language platform conventions. 

Cultural differences may also shape how consumers interpret transparency. In markets where platform 

governance is trusted, standardized labels may be read as a reassuring quality signal. In markets where 

platform labels are unfamiliar or bureaucratic, the same cue may be ignored or discounted. Likewise, 

adolescents in school-based Dutch video studies may process on-screen disclosures differently from 

adult users scanning caption text on Instagram. The current findings should therefore be generalized 

cautiously beyond Western, relatively disclosure-literate markets. 

Open-Access Selection Bias 

The open-access-only design is both a strength and a source of selection bias. It is a strength because 

every included effect can, in principle, be checked directly from a public full text. That improves 

auditability and makes the evidence base easier to update. It is also a bias because the probability of 

inclusion depends on publication access, repository practices, and reporting transparency rather than 

only on substantive relevance. 

Several distortions are possible. Paywalled journal articles, studies without public manuscripts, and work 

from regions or institutions with weaker repository norms are less likely to be captured. The approach 

may also privilege English-language studies and journals that encourage self-archiving. As a result, the 

quantitative synthesis may not fully represent the complete literature. At the same time, broader meta-
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analyses reach a similar substantive conclusion - disclosure effects are stronger for recognition than for 

downstream evaluative outcomes - which reduces concern that the central paradox is an artifact of the 

open-only rule (Eisend et al., 2020; Liu & Zhao, 2025). The concern remains more serious for fine-

grained format comparisons and moderator interpretation. 

Implications for Platform Design 

The descriptive effectiveness scores suggest several provisional standards for platform design. First, 

labels should use explicit commercial language such as Paid partnership or Paid ad rather than 

abbreviations such as SP. Second, the cue should be placed close to the creator identity line or at the 

top of the screen, where users orient early during exposure. Third, video disclosures should appear 

before or within the first seconds of exposure and remain on screen long enough to be read; the open 

video evidence points to approximately 10 seconds and at least more than 6 seconds as a useful visibility 

benchmark. Fourth, creator-entered hashtags should not be treated as a sufficient primary disclosure 

when they can be buried among other caption elements. 

These recommendations should be treated as evidence-based design guidance rather than rigid 

optimization rules. The strongest recognition estimate in the review comes from a single platform-tool 

study, and the video recommendation is supported by a small number of open experiments. Even so, 

the direction of evidence is coherent: standardized, explicit, and visually salient cues outperform subtle 

or ambiguous ones on the transparency outcome that regulation most directly targets. 

Limitations and Future Research 

Several limitations remain. The meta-analysis is based on a small number of extractable open-access 

studies, which limits power for moderator tests. Outcomes beyond recognition and brand attitude - 

including trust, engagement, purchase intention, and longer-term learning - were not consistently 

reported with comparable statistics. The review also depends on what authors disclosed about their own 

disclosure manipulations. Timing, duration, and position are not described consistently enough across 

studies to support a formal moderator test. 

These gaps define a useful research agenda. Future work should report disclosure wording, placement, 

onset, duration, and modality in a standardized way. Comparative studies across regions, languages, 

and regulatory environments are especially needed. Platform-native tools should also be evaluated as 

interface designs rather than only as legal compliance markers, with attention to repeated exposure, 

algorithmic distribution, and youth audiences. 
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Conclusion 

Summary 

This review examined how sponsorship disclosure format shapes transparency and persuasion 

outcomes in influencer and adjacent social-media advertising. Using a PRISMA-style open-access 

search and a random-effects synthesis of extractable studies, it found a moderate positive pooled effect 

on advertising recognition and a near-zero pooled effect on brand attitude. The evidence therefore 

supports a disclosure paradox: disclosures help audiences recognize commercial content, but they do 

not consistently change brand evaluations on average. 

The review also shows why format matters. Platform-native labels and prominent in-video overlays 

appear more effective for recognition than creator-entered caption labels, although the evidence remains 

thin. Distinguishing advertising recognition from broader persuasion-knowledge activation helps explain 

why transparency gains do not automatically translate into negative persuasion outcomes. 

Practical Implications 

For platform designers, the most defensible near-term standard is a disclosure that is explicit, 

standardized, visually prominent, and early in the exposure sequence. For brands and creators, the 

results suggest that clear disclosure can often be implemented without systematically harming brand 

attitudes. For regulators, the findings support guidance that emphasizes not only whether disclosure is 

present, but also whether its wording, placement, and timing make it realistically noticeable. 

Further Research 

Further research should move beyond simple disclosure-versus-no-disclosure comparisons and test 

how wording, position, timing, modality, and platform interface design interact across different cultural 

settings. More consistent reporting of implementation details and test statistics would allow future meta-

analyses to estimate moderators directly rather than descriptively. 
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