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TITLE OF ARTICLE 1:  Social Media Influencer Marketing and Children’s Food Intake: A Randomized Trial
Source: Anna E. Coates, Charlotte A. Hardman, Jason C.G. Halford, Paul Christiansen, Emma J. Boyland. Pediatrics Apr 2019, 143 (4) e20182554; DOI: 10.1542/peds.2018-2554
Main Arguments/ideas:
Reason influencers are influencing the youth
· Marketing is typically embedded into engaging and entertaining media content, which actively encourages children to share these experiences with peers.
· Children report viewing influencers to be more trustworthy than traditional celebrities, possibly because of increased feelings of familiarity.
· Children spend much longer on social media sites than occurred here and, as a result, be exposed to greater volumes of influencer food marketing.
· Instagram encourages engagement with advertising by prompting users to “like” and share images.
· The engagement allows direct communication between influencers and followers, heightening feelings of familiarity and likeability and enabling influencer marketing to reach not only followers but also followers’ wider social networks.
 
Impact of influencers on youth
· To increase children’s preference for and intake of these products, with less robust findings seen for healthy foods.
· Children exposed to the social media marketing of unhealthy snacks would consume more unhealthy snacks compared with children exposed to marketing for a nonfood item. 
· Increased their immediate overall kcal intake compared with children exposed to healthy food or nonfood marketing.
· Celebrity endorsement of healthy foods has previously been shown to encourage children to eat more of these foods 
· Influencer marketing of unhealthy foods increased children’s immediate food intake of these foods, whereas influencer promotion of healthy foods had so such effect.

TITLE OF ARTICLE 2: The Impact of Social Media Influencers on Children’s Dietary Behaviors

Source: Smit CR, Buijs L, van Woudenberg TJ, Bevelander KE and Buijzen M (2020) The 	    Impact of Social Media Influencers on Children’s Dietary Behaviors. Front.   			Psychol. 10:2975. doi: 10.3389/fpsyg.2019.02975

Main Arguments/ideas:

Reason influencers are influencing the youth
· Frequency of watching vlogs influenced consumption of unhealthy beverages
· Social media influencers are a popular platform for advertisers to target young audiences with food marketing
· Promotion and selling of products or services through social media personalities (“influencers”) who have the capacity to affect the character of a brand
· Watching these vlogs has become a huge part of children’s daily media consumption
· Beverages and foods can still be advertised without restrictions
· Food promotion is often highly integrated with the vlog content, rendering it more difficult for children to recognize it as advertising
· Less likely that children will defend themselves to its persuasive appeals
· social media influencers represent highly attractive characters with whom older children can build parasocial relationships, identify themselves, and whom they trust and believe
· More children were exposed to the various forms of food marketing, the more they consumed the advertised products
· A potential explanation might lie in the great number of influencers and vlogs, and the large variety of product categories that they promote, also including for example beauty and clothing brands
· characteristics of the child-influencer relationship
· Vlogs with social media influencers may provide excellent stimulus materials for such experimental designs, with one recent randomized controlled trial providing a promising first step
· Children who watched vlogs in those early days were less aware of this new form of embedded food marketing

Impact of influencers on youth
· Social media influencers predominantly promote unhealthy drinks and foods that are high in sugar, fat, and salt – consumption of which may increase the risk of overweight, obesity, and non-communicable diseases
· Automatic level of processing, food cues in media messages can lead to consumption behaviours via simple and direct cue-reactivity mechanisms
· Rather than a simple and direct cue-reactivity effect, these mechanisms involve longer term formation of positive associations with the advertised products, potentially leading to enduring attitudinal and behavioral change


My reflection 
	Article 1’s main argument is the impact of influencer food marketing on the youth’s food intake. The authors examined the impact of promoting unhealthy food on social media based on children’s consumption. It also discusses reasons the youth were affected by these influencers. Through this research, children are prone to consume unhealthy food because of advertisements by social media influencers in contrast to healthy food. This shows that the increased promotions of unhealthy food by influencers will lead to unhealthy food intake by the children.
	In the second article, similar impacts were discussed. The objective is to examine the impact of vlogs on the youth’s unhealthy dietary habits and the comparison between the impact of food marketing in social media versus traditional types of food marketing. Children are not aware of the food endorsement in vlogs and tend to trust the influencers which builds a child-influencer relationship. The more children were exposed to food marketing on social media, the greater the consumption of unhealthy food by them. This leads to many future health problems such as obesity and non-communicable diseases.
	Based on the findings in both articles, one similarity present is children will look up to the social media influencers because they see them as more trustworthy and familiar. Other than that, the promotion of food is highly integrated within the entertaining content which causes children to be easily influenced by them. Besides that, both articles stated that the youth exposed to food marketing in social media has led to the increased consumption of the advertised unhealthy foods and beverages. The two articles offer different views on the issue. Article 1 discussed more on the impact of food marketing in the social media directly on the youth whereas Article 2 discussed on how frequent the children watching the vlogs of influencers will affect their dietary behaviors.
	This article is mandatory to remind the youth and their parents to be more aware regarding the influence of social media food marketing. The results observed in Article 1 shows that the harmful food and beverages consumed by the influencers had significantly increased the children’s unhealthy intake. In Article 2, the analysis did not display relations between the frequency of watching vlogs and unhealthy consumption, but the comparison of social media food marketing was more significant compared to the traditional way.
	Both articles have observed how social media influencers control children's dietary habits through vlogs and questionnaires. Article 1 emphasized on the calorie intake that the children consumed which can be related to Article 2's observation of unhealthy beverages and snacks consumption. Each article also used BMI = kg/m2 to determine whether the child is healthy, overweight, or obese.
	It is generalized that the youth can be easily influenced by social media influencers as they impact their dietary behavior and their consumption of unhealthy food. Social media has now become the main part of youth’s media consumption. Therefore, as children exposed to social media influencers increases, health issues due to unhealthy food increases.
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