At The National College, our WakeUpWednesday guides empower and equip parents, carers and educators with the contidence and practical skills to be able to have informed and
age-appropridte conversations with children about online safety, mental heaith and wellbeing, and climate change. For further guides, hints and tips, please visit nationalcollege.com,
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children are particularly vulnerable to the persuasive effects of advertising because of their still-cleveloping

WHAT ARE
THE RISKS?

critical thinking and impulse control skills. Children are regularly and passively exposed to advertising onling,
whether through influencers, paid advertissments, or sponsored content. Although 92% of 12=17-year-olds felt

confident recognising online advertising, only 37% correctly identified sponsored adverts in search results.

INFLUENCER MARKETING
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PARENTAL PRESSURE
TO PURCHASE

Childrén's expocure toonline adusrtising can
press\ira parants to buy products thoy see advartised.
When told no, children may teel upset, treated
unfalryorlsitout comparing them satues with
pasrs. With child fally s g upto 40,000
‘advertsayodr, pcrmta cannotmest: avery request.
Thiz can lead to arguments and put strain on family
relationships.

UNREALISTIC EXPECTATIONS /

Advertising often focudes on the positive stfects of o
product, which can create unraalistic sxpectations
among young people. Children may be particularly
susceptible to these claims when they do not
recognise the persuasive intent behind them_They
may be more likely to believe that a cream will
‘transform’ their skin, clothing will help them fitin, or
protein powders will quickly build muscle. Repeated
exposure to adverts such as beauty content can
normalise unrealistic expectations and create
material dissatisfaction or body image concerns.
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HARMFUL ADVERTISING
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UNINTENDED PURCHASES (7
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online advertising'can enceurage young peoplo to

make purchases. Ofcom found that 5% of 8-17 year

olds had spent money.online, with 27% saying adverts
encouraged them to spend and 22% influenced by

[nfluencer content. Despite this, athird of the children
regretted an in-game purchase, while aimost half

said they were unclearabout what they were bu!,rlag.

This conlead to children dpending mare than .
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TRANSPARENCY /]
products or services without clearly stating thatit is
' Children may not redlise that the adverts are

ar g purchases fuliy
Unde ramndlng_lt_n_o costor product, adding pressure
Advertising is hot always obvious to children,
particularly when influencers promote brands,
an'advert, or when advertising is embedded within
entertaining content and uses positive language.
promoting samething, making the recommendation
seem more trustworthy and more influentiat.
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TEACH CHILDREN HOW TO SPOT ADS

Help children to recognise when content is trying to sell them something. Teach them
to look for signs such as "#ad’, ‘sponsored', ‘paid partnership’ as well as promo codes
or product links attached. Explain to your child that these adverts can be embedded
within videos, social media posts, games or influencer posts and are not always
obvious to identify. Helping children recognise these advertisements can make them
less likely to be influenced by them.
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DEVELOP CRITICAL THINKING SKILLS @

Itis important to encourage children to question what they see online rather than
automatically belisving it. Encourage them to stop and think before clicking. Have
them ask themselves, ‘Why am  seeing this?' and ‘What are they trying to gest me to
want/buy?’. Remind them that adverts and influencers only highlight the positive
aspects of a product. By developing these skills, children will begin to recognise,
question, and respond to manipulative marketing practices.
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Meet OQur Expert

Dr. Claire Sutherland is an education consultant and digital safety expert,
with a background in primary teaching. She combines her PhD research
in cyberbullying with hands-on experience, delivering impactful digital
wellbeing workshops and policies for schools across Australia and now in
the UK,
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ENSURE PAYMENT DETAILS ARE LOCKED DOWN 0

Avoid saving your bank card detalls on children's devices, games ot apps wheraver
possible. This can help rediice the risk of children making accidental of impulsive
purchases followling seeing an advert. Check the purchosing zettings on games and
social media accounts and use parental controls or purchase approval settings
where possible. Talk to your child about the importance of asking betore making d
purchase online.
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ENCOURAGE OPEN COMMUNICATION Q

While itis important to set age restrictions on games and social media, inappropriate
adverts can still slip through. Talk regularly with your child about advetrts or
influencer content they see online. Open communication makes it easier for your
child to come to you if they have any questions about products or inappropriate

e ontent. It also helps you understand what your child is being exposed to online and
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where they may need suppart.
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Users of this guide do so at their own discretion, No liability is entered into. Current as of the date of release: 30.10.2026




