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Abstract

Influencers, who have become a part of our lives, are increasing their popularity day by day with the increasing usability of social media platforms.
They can be defined as people who have a certain effect on their followers. In this context, kid influencers who also have certain effects on their
followers take a part in influencer categories. The aim of this study is to reveal the relationship between the kid influencers and the brand
perception of their followers. An online survey was conducted with 302 individuals who follow kid influencers, using purposive sampling.
Descriptive analysis, t-test, and correlation relationships are examined within the scope of the research. Based on the findings, variables that differ
according to gender within the demographic characteristics were identified as ‘knowledge and experience’, ‘entertainment’, ‘naturalness’, and
‘cuteness’. Differences in motivation for following based on whether they have children were identified in ‘interest’, and ‘curiosity’, as well as
‘lifestyle’ categories. A significant and positive relationship was found between brand perception and gender and age. The top kid influencer(s)
followed by the participants were Maya Basol, Kemalce, and Zayn Sofuoglu. This study is considered important in terms of its focus on the
relationship between kid influencer(s) and brand perception and to contribute to literature.
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Sosyal medya platformlarinin kullanabilirliginin artmasiyla birlikte hayatimiza dahil olan influencerlar, her gegen giin populerligini arttirmaktadir.
Influencerlar takipgileri Gizerinde belirli bir yonlendirme etkisi bulunan kisiler olarak ifade edilebilmektedir. Bu baglamda takipgileri Gzerinde etki
birakan ¢ocuk influencelarda influencer kategorisi icerisinde yer almaktadir. Bu ¢alismanin amaci ¢ocuk influencer'lar ile takipgilerinin marka
algisi arasindaki iliskiyi ortaya cikarmaktir. Cocuk influencer'lan takip eden 302 kisiyle amacl érneklemleme kullanilarak gevrimigi bir anket
yapilmistir. Calismada betimsel analiz, t-test ve korelasyon testleri verileri dl¢iimlemede kullanilmistir Bulgulara gére demografik 6zellikler iginde
cinsiyete gore farklilik gosteren degiskenler bilgi ve deneyim, eglence, dogallik ve sevimlilik olarak belirlenmistir. Cocuk sahibi olup olmamalarina
gore takip etme motivasyonlarindaki farkliliklar ilgi ve merak ile yasam tarzi kategorilerinde belirlenmistir. Marka algisi ile cinsiyet ve yas arasinda

anlamli ve pozitif biriliski bulunmustur. Katihmcilar tarafindan takip edilen en ¢ok ¢ocuk influencer'lar Maya Basol, Kemalce ve Zayn Sofuogludur.
Bu ¢alisma ¢ocuk influencer'lar ile marka algisi arasindaki iliskiye odaklanmasi ve literatiire katkida bulunmasi agisindan 6nemli goriilmektedir.
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Introduction

Influencers are individuals who have become a part of our daily lives and professional life
through social media platforms. In its simplest form, an influencer is a person who conveys a
message about a product/brand, idea/thought to their target audience/followers, and
influences them. In recent years, it has been observed that influencers play a role in the
communication processes and reaching target audiences of corporate brands in the corporate
dimension(Alkan & Ulas, 2023). It can be said that influencers play a role as a communication
element in the social media platforms of companies/corporate brands to meet their target
audience or followers. In this process, it is possible to say that influencers actively participate
in communication processes such as public relations and promotion, advertising, and
marketing. In this sense, kid influencers can take a part in this process as a communication
tool. It can be said that corporate brands also work with kid influencers in their communication
processes with their target audience/followers and collaborations related to their brands. The
term “kidfluencers” has emerged in popular discourse as a new category of child stars. They
are often preschool age, on various platforms as social media (Feller & Burroughs, 2022)
Kidfluencers, who are a category of influencers, are individuals who are rapidly gaining
popularity worldwide and show no signs of slowing down. In this context, social media
accounts related to infants and kids, which allow parents to document and manage their
experiences, are created and managed by parents before their kids are even born, can walk,
or talk. Today's kids can adapt to technological developments and actively participate in the
benefits of this process. Therefore, kids are among the regular users of social media
platforms(Emily, 2021; Morse, 2019; Sammis et al., 2015). Metin girmek icin buraya tiklayin
veya dokunun.

This study consists of literature information on the relevant field, research and conclusion
discussion sections. The literature section focuses on the concept of kid influencer and brand
perception within the scope and purpose of the study. The research section includes data that
reveal the purpose of the study. In the research part, according to the aim of the study, it is
try to reveal the relationship between the content produced and shared by kid influencers for
brands, and the brand perception of their followers. In the following part is conclusion and
discussion section and the implication section are the last section. In the relevant literature,
there are various terms used to refer to kid influencers such as kid on social media influencers,
kid influencers, and kidfluencers. In this study, they will be referred to as kid influencers.

1. Conceptual Background

With the recent technological developments, influencers have become common on social
media platforms. In this context, influencers are defined as people who share their
experiences with products or services and guide their followers in making purchases through
recommendations (Alkan & Ulas, 2023, pp. 1-2). Additionally, influencers are observed to
have the competence to create stories, videos, and visuals for brands besides their personal
practices on social media. In this communication process, influencers are also referred to by
various names and descriptions such as social media phenomenon, digital opinion leader, and
experiencer (Aktas & Sener, 2019). It can be said that influencers are among the stakeholders
of brands and institutions today. In this context, influencers are individuals who are involved
in the communication activities of many brands with their followers and target audiences on
social media platforms. When looking at adults' motivations for following influencers, the
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factors are listed, namely information sharing, cool, and new trend, relaxing entertainment,
companionship, boredom/habitual pass time, and information seeking (Croes & Bartels, 2021)

Therefore, influencers are currently seen as a communication tool by brands (Alkan & Ulas,
2022). Influencers are generally divided into some categories. In this context, it is possible to
talk about a growing range of categories such as ‘beauty and care influencer’, ‘entertainment
and gaming influencer’, ‘kid influencer’, ‘travel influencer’, ‘technology and art influencer’,
‘sports and fitness influencer’, ‘fashion influencer’, and ‘do-it-yourself (DIY) influencer’. Kid
influencers born into technological developments are also among these categories Every day,
technological advancements and updates on social media platforms have led us to encounter
kids into these kind of platforms. Therefore, it is not quite a correct approach to expect adults
to fulfill traditional gaming concepts. In this context, it has become a natural process for kids
to be present on social media platforms such as Instagram, TikTok, YouTube, and to show
active participation and interest.

According to Masterson (2020), kid influencers or "kidfluencers" refer to kids who broadcast
online through various social media applications, reach a large number of viewers and
followers, and generally earn money by producing sponsored (collaborative) content (p. 3). In
other words, it is a new type of influencer category that constitutes the presence of kids under
the age of 16 on social media platforms. Since Instagram and YouTube do not allow account
creation for kids under 13, it is observed that parents are more prominent in situations such
as content production on these online platforms, rather than kidfluencers. In this regard,
parents try to provide a safe environment for their kids on social media platforms (Blum-Ross
& and Livingstone, 2017; Cordeiro, 2021; Meyerding & Marpert, 2023; Ofcom, 2022). Kid
influencers gaining popularity in today's world will contribute to an increase in their
recognition in later years (De Veirman et al., 2019). Therefore, as a person who appeals to an
audience through social media, they can share their presence, life, and all experiences from a
young age. According to Bearne's (2019) article titled "Would you let your kid become a'kid
influencer'?", the common starting point for kid influencer parents is to leave a digital memory
for their kids and to provide a financial source for their future education through
collaborations {.It is seen that the content of kid influencers' accounts is created, edited, and
posted by their parents, and brand collaborations are also published. This situation is clearly
stated by parents on their social media accounts, and sometimes channels are opened under
the names of parents. In this regard, brands collaborate with both parents and kid influencers,
or products/services are sent as gifts (We Are Family, 2022)

Kid influencers are individuals who can produce content that is similar to other influencers.
Therefore, they actively create content on social media. This content may include creative and
engaging captures related to their hobbies such as sports, fashion, food, toys, or school
supplies. They collaborate with brands to reach their followers by sharing images or videos on
their own social media platforms. Kid influencers who use Instagram or YouTube actively can
sometimes be associated with kids’” demographic information (Ofcom, 2022). According to
Bearne (2019) , it is seen that many kids, from small kids featured in carefully taken photos
shared by their parents to young teenagers creating their own channels on YouTube, have
become "influencers". Molenaar (2025) suggests that kids are not wasting their time on social
media platforms. At this point, many kid influencers create content and share it in a way that
will attract their followers' attention. They also use many platforms to express themselves.
According to Feller and Burrough (2022), popular social media applications such as YouTube,
TikTok, and Instagram have rapidly expanded as content creation areas for kid influencers. A
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kid's understanding of career can be seen from the answers they give, which are often beyond
traditional career paths. According to We Are Family (2022), many kids express a desire to
pursue careers in the influencer categories of YouTube and Vlogging . Thus, social media-
based career planning has become more prominent today. Many members of Generation Z
also aspire to this type of career. The top career choice for participants in Generation Z is being
a "YouTuber" (Rosenblatt, 2021). As a result, kids and teenagers generally perceive influencer
as a career category.

Brands prefer kidfluencers because kids can generate curiosity and persuade others.
Collaboration with kidfluencers leads to the development of loyalty. A trustworthy kidfluencer
speaking lovingly about a product can encourage many viewers to convert to purchasing it.
Therefore, this situation can lead to greater profits for brands. Additionally, gaining approval
from peers is a significant support for kids. Having the same tastes as their age group creates
trust in a product. As a result, kidfluencers become trusted individuals in the eyes of other kids
(Kofaszewska & Kacprzak, 2024; Nwabueze, 2023).

The steps that parents should take to make their kids a kid influencer on social media
platforms are listed below (See Table 1; Menon, 2022).

Table 1. Steps to Becoming a Kid Influencer

Steps to Becoming a Kid

Explanations
Influencer P

You should find a suitable niche for your kids social media profiles
and create a theme around it. It is important to produce content
within this theme. For example, if your kid is interested in fashion,
you should create content related to fashion. In this regard,
parents should discover their kids interests and provide guidance
for content creation accordingly.

Find the appropriate place for
your kid on social media
platforms.

Parents should focus on content creation for their kid influencer's
social media profiles based on the chosen category. Content
creation plays a significant role in this process. For quality content,
it is necessary to have good filming equipment. Therefore,
investing in equipment is essential. The necessity for kid
influencers to be present on every platform should be disregarded
initially. To establish a target audience, they can start with one or
two platforms and later expand to other platforms. In light of all
of this, content creation is essential because kid influencers have
become brands themselves.

It is important to focus on the
content produced on social media
platforms.

Once followers start following a kid influencer, they expect them
to share more content on their profiles. The content publishing
process should be organized into a plan and schedule. Therefore,
the target audience also becomes accustomed to this regular
process.

Consistent posts should be made
on social media platforms.

It is important to network and | To increase the follower base of your social media account, it is

collaborate with other | important to collaborate with other influencers who have a high
kidfluencers on social media | number of followers. This way, your kids profile becomes more
platforms. visible and you can start gaining new followers.

Engagement is key to building a strong relationship with your
It is important to engage with | fo|lowers on social media. Responding to comments and
your existing audience on social | messages is a great way to show that you value their input and
media platforms. appreciate their support. Additionally, it's important to actively
engage with your target audience by following and sharing their
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content on your own profile. This can help to create a sense of
community and increase your visibility on the platform.

The popularity of the kid influencer industry is increasing day by
day. However, there is also a skeptical approach by parents
Kidfluencers are the future of the | towards this industry. On the other hand, it can be said that with
influencer industry. the proper use of social media profiles by parents, it can provide
a platform for kids to showcase their talents and reveal their
personalities

Resource: Menon (2022)

According to Masterson (2020), "kidfluencers" have brought a new dimension to the $8 billion
digital advertising industry by being influencers with a large following on social media
platforms. Successful returns have been seen as a result of advertising and collaborations with
them. It has been stated that collaborations with kid influencers resulted in earnings of $26
million. Rosenblatt (2021), kids are internet sensations. Some research suggests that being a
kid influencer can support media literacy, develop collaboration skills, produce creative
content, and keep them connected to the world (Rosenblatt, 2021). According to Castillo-
Abdul et al. (2020), kidfluencers in Spain display significant differences in content based on
gender. It was found that male kidfluencers stood out in the category of playing games, while
female kidfluencers stood out in the lifestyle category. This highlights the differentiation in
gender based categories. In light of all this information, it is stated that kid influencers are
seen as a new industry in the influencer marketing field (Influencity, 2024). It is evident from
the collaboration processes that kid influencers have changed the economic balances in this
sector and brought a new breath (Divon et al.,, 2025). It is also stated that through kid
influencer accounts, they discover themselves and bring out their creativity. Collaborations
are made according to different categories in the produced content, and interaction is
established with the target audience, including kids and parents(Latifi, 2025).

2. Brand Perception and Kid Influencers

The term "perception” is defined by Turkish Language Association (TDK) as “the awareness
and understanding of something by directing attention to it” (TDK, 2020). The concept of
perception also appears in brand communication studies where brand perception as one of
the components. Brand perception encompasses the logos, symbols, manufacturer and
characteristics, performance, price level, quality status, and the overall value that a brand
provides to the consumer (Franzen, 2005). In other words, brand perception can be expressed
as the sum of the emotions, experiences, and thoughts that a person expresses regarding their
reasons for choosing a particular brand. (Kotler & Keller, 2012; Yildiz, 2022) describe brand
perception as the way individuals express a brand based on their own perceptions in response
to changing circumstances. While brand perception is a mental association, it plays an
important role in creating emotional connections with individuals (Wong, 2024). When
individuals have to choose between different products, their attitudes towards brands
become prominent. In this process, the brand's attitudes and behaviors towards the individual
affect the level of brand perception (Kirsch, 2022). Therefore, brand perception can be simply
defined as the experience an individual gains from the product or service they receive (Bynder,
n.d.) If brands want to create a lasting impression on individuals, they need to leave a mental
impression. In this direction, some ways of using the senses are as follows ( Qualtrics, 2023)

1. Visual: The brand's logo should be easy and quick to remember.

® @ This work is licensed
under a Creative Commons Attribution-NonCommercial 4.0 International License (CC-BY-NC) 78




Akdeniz iletisim | 2025 (49) | 74-98

2. Auditory: Popular music, jingles, or slogans that enter popular culture should be created.

3. Smell: Our sense of smell related to the product has an important impact on triggering
memories and emotions.

4. Taste: Free product tastings related to your products.
5. Emotional: Creating an exciting effect on individuals.

It can be seen that brands use all five senses to create a certain perception and manage their
brand perception. In this regard, the collaboration of influencers in managing brand
perception plays an effective role in shaping a certain brand perception in the consumer's
mind (Sinag, 2022). Therefore, brand perception is important role in this process. The
investment made in brand perception turns into brand value over time (Hodgson, 2023).

In this regard, compatibility between the influencer, brand, and product is also an important
factor. The selection process of influencers involved in brand promotion, advertising, and
other communication activities should involve the consideration of the perceived expertise of
the influencers by their followers. Additionally, the trust that followers have in the influencer
is important in terms of brand perception and brand redirection (Aenaya & Sulhaini, 2024).
Influencers should be careful to engage in agreements that do not cause them to lose the trust
of their followers during collaboration with the brand. Furthermore, the effectiveness of the
collaboration between the influencer and the brand affects the behavior of followers towards
the brand (Breves et al., 2019) . In this context, companies today need to be present on social
media platforms to provide information about their brands and products. Therefore,
collaborating with influencers helps to increase the recognition of the product and brand
(Sanchez et al., 2021). In this direction, the most important impact of influencers on brand
perception is seen as their sharing content on social media platforms and being more impartial
and authentic to their followers. Influencers are aware of which content will attract their
followers' attention during their communication process with their followers through content
creation and posting (Gonilsen, 2020). Because influencers conduct the communication
process themselves, messages from brands do not stand out to their followers. Therefore,
followers think that influencers objectively convey their opinions, thoughts, and attitudes
about the product and brand. In this context, working with a common vision in the brand and
influencer collaboration process ensures that attention-grabbing advertisements are created
(Baspinar, 2022). In this regard, it is observed that the stars have been rising for kid influencers
in the influencer category in recent years (Gotwald et al., 2024). Kid influencers are generally
young teenagers under the age of 16 who create content for individuals from their own age
group and have a wide following on social media (Coates & Boyland, 2021). On the other hand,
kid influencers are also followed by other parents. This is due to the fact that parents generally
appear in the content of kid influencers (Alruwaily et al., 2020). Thus, it is seen that brands are
starting to turn their attention towards kid influencers to promote products related to kids
and parents. Therefore, kid influencers are now being used as a communication tool by
brands. Kid influencers are perceived as cute and relevant personalities due to their age. In
other words, the audience of kid influencers is other kids (Comcowich, 2018)

Kid influencers are described as kids who create kid- and parent-focused content through
social media platforms, as well as those who collaborate with brands and have gained a
significant online following (Callens, 2020; Inhope.org, 2022; Maheshwari, 2019).The most
common types of content produced by kid influencers include toy reviews, family videos, and
kid daily vlogs. In return for the views they generate and brand collaborations, they earn high
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amounts of money. For example, in 2019, Ryan Kaji, who was attributed as a 9-year-old
YouTuber, shared videos on his channel where he unboxed and reviewed his new toys. At this
point, the kid influencer earned $26 million in revenue from the views of his unboxing and
review videos (Callens, 2020; Inhope.org, 2022; Social Blade, 2020; Sullivan, 2019). In this
context, the APAC Kids' Digital Insights report by Totally Awesome reveals that 64% of parents'
purchasing decisions for their kids are influenced by influencers on platforms such as YouTube
and Instagram (Parker, 2018). Therefore, brands collaborate with kid influencers to influence
their intention to purchase various kid products (Freeman, 2020). Kid influencers generally
use bright and vibrant colors, animations, and special effects to create a fun and engaging
appearance in their content (Emily, 2021). In this regard, it can be said that kid influencers add
value to brands. Additionally, they can take a place in brand communication as a
communication tool.

3. Methodology

The aim of this study is to examine the relationship between the content produced and shared
by kid influencers for brands, and the brand perception of their followers. This way, it is
planned to identify the role of kid influencers in brand perception. This evaluation will be
carried out for the content produced and shared within the scope of the brand collaborations.
In addition, gathering data on the reasons why kids follow influencers has been set as a sub-
objective.

The hypotheses formulated within the context of the research are listed below.

H1: There is a difference between the motivation to follow kid influencers and demographic
characteristics.

H2: There is a significant and positive relationship between the brand perception and the
content shared by kid influencers related to the brand.

H3: There is a significant and positive relationship between the demographic characteristics
of kid influencer followers and their brand perception.

The quantitative research method is deemed appropriate in the research context. The
guantitative research method objectively measures individuals' social actions through testing,
experimentation, or observation(Simsek, 2012). Online survey method is preferred as the data
collection technique in the research. The participants filled in the questionnaire through
google form and data was collected between 08/2022 and 01/2023. The Survey consists of 7
items related to demographic information, 16 closed-ended questions regarding perceptions
of influencers and brands, and 2 open-ended questions aimed at understanding the
motivations behind following kid influencers. Accordingly, participants responded to a total of
25 questions. The brand perception questions retrieved from Bozkurt’s "Scale of Brand
Perception,” included in the doctoral thesis "Parasocial Interaction on Social Media:
Evaluation of the Effect of Social Media Phenomena on Consumers' Brand Perception," has
been adapted to the study as "kid influencer." (Bozkurt, 2020) The original scale has a
Cronbach alfa value of 0,935. it consists of 16 items regarding brand perception. All of the
guestion were adapted accordingly to the study. Descriptive analysis, t-test, and correlation
relationships are examined within the scope of the research.
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The population of the study consists of individuals living in the Turkish Republic of Northern
Cyprus who follow kid influencers. Accordingly, a purposive sample of 300 individuals who
follow kid influencers will be selected to participate in the online survey.

There are some limitations in this study. First of all, it is limited to the individuals who follow
kid influencers on the Instagram platforms and living in the Turkish Republic of Northern
Cyprus. Another limitation is related with the brand collaborations which made by kid
influencers. The participant size is another limitation of the study. This is limited 302
participants.

Research Findings
Validity and Reliability Study of the Scales Used in the Research

The findings regarding the validity of the scales used in the study are presented in the
following tables. The Cronbach Alpha value obtained from the reliability analysis of the brand
perception scale used in the study is 0.939. This value indicates that the scale is highly reliable
in terms of the number of questions. The findings are presented in Table 2.

Table 2. Cronbach Alpha.

Cronbach's N of Items
Alpha
,939 16

The descriptive analyses of demographic information in the research are presented below.

Table 3. Demographic information.

Demographic Category||Variables Frequency||Percent||Valid Percent||Cumulative Percent

Gender Female 181 59.9 59.9 59.9
Male 121 40.1 40.1 100.0
Total 302 100.0 {|100.0

Age Range 18-28 231 76.5 76.5 76.5
29-39 50 16.6 16.6 93.0
40-50 20 6.6 6.6 99.7
51 and above 1 0.3 0.3 100.0
Total 302 100.0 {|100.0

Education Level High school 17 5.6 5.6 5.6
Bachelor's degree (252 83.4 83.4 89.1
Master's degree |23 7.6 7.6 96.7
Doctoral degree |10 33 33 100.0
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Demographic Category||Variables Frequency||Percent||Valid Percent||Cumulative Percent
Total 302 100.0 {|100.0

Marital Status Married 97 321 32.1 32.1
Single 205 67.9 67.9 100.0
Total 302 100.0 {|100.0

Have Children Yes 76 25.2 25.2 25.2
No 226 74.8 74.8 100.0
Total 302 100.0 {|100.0

Occupation Student 180 59.6 59.6 59.6
Private sector 61 20.2 20.2 79.8
Academician 9 3.0 3.0 82.8
Teacher 38 12.6 12.6 95.4
Civil servant 12 4.0 4.0 99.3
Homemaker 2 0.7 0.7 100.0
Total 302 100.0 |100.0

Income Level 2000 TL or less 1 0.3 0.3 0.3
2001-4000 TL 16 53 53 5.6
4001-6000 TL 25 8.3 8.3 13.9
6001 TL and above||120 39.7 39.7 53.6
Total 140 46.4 46.4 100.0

According to the research, 59.9% of the participants were female and 40.1% were male (see
Table 3) When looking at the age range of the participants who participated in the research,
it was determined that 76.5% were between the ages of 18-28, 16.6% were between the ages
of 29-39, 6.6% were between the ages of 40-50, and 0.3% were above the age of 51 (see Table
3). When looking at the educational status of the participants who participated in the
research, it was found that 5.6% had completed high school, 83.4% had completed
undergraduate education, 7.6% had completed graduate education, and 3.3% had completed
doctoral education (see Table 3). When looking at the marital status of the participants who
participated in the research, it was found that 67.9% were single and 32.1% were married (see
Table 3). When looking at the question "Do you have children?" among the participants who
participated in the research, it was found that 25.2% had children and 74.8% did not have
children (see Table 3). When looking at the occupational status of the participants who
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participated in the research, it was found that the highest percentage was students with
59.6%, followed by private sector with 20.2%, teachers with 12.6%, civil servants with 4.0%,
academics with 3.0%, and homemakers with 0.7% (see Table 3). When looking at the
occupational status of the participants who participated in the research, it was found that
46.4% had a monthly income of 6001 TL or more, 39.7% had a monthly income of 4001-6000
TL, 8.3% had a monthly income of 2001-4000 TL, 5.3% had a monthly income of 2000 TL or
less, and 0.3% had no monthly income (see Table 3).

To reveal the relationship between the variables in the scope of the study, correlation tests
were applied to the obtained data. T-tests were conducted to reveal the relationships
specified in the hypotheses.

H1. There is a difference between following kid influencers and demographic characteristics.

A t-test was conducted to determine whether there is a differentiation between follow
motivation and gender. The variables that differentiate according to gender among the
demographic characteristics are knowledge and experience, entertainment, naturalness, and
sweetness (see Table 4).

Table 4. Reasons for Following and Demographic Information.

Levene's  Test
for Equality of .
or. quality o T-test for Equality of Means
Variances
F Sig. t df Sig. (2- | Mean Std. Error | 95% Confidence
taled) Differe | Differenc In.terval of the
Difference
nce e
Lower Upper
Equal
variances
Knowledge assumed 170,078 |00 | 5,146 | 300 ,000 | -,24606 | ,04782 | -34016 | -,15196
and 0
Experience
Equal
variances
not -5,729 | 290,412 | ,000 -,24606 | ,04295 -,33060 ,57019
assumed
Equal
variances
Entertainment | jssumed 00 | 8945 300 ,000 ,46738 | ,05225 ,36456 ,57019
39,453 0
Equal
variances
not 9,284 286,518 | ,000 ,46738 | ,05034 ,36829 ,56646
assumed
Natural and Equal
variances 78,611 -3,899 | 300 ,000 -,18816 | ,04826 -,28313 -,09320
Sweetness
assumed
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Equal

not
assumed

variances

,00

-4,179

299,477

,000

-,18816

,04503

-,27678

-,09955

According to H1, the variables that do not differ according to demographic characteristics are
curiosity, lifestyle, and positive energy, as determined by the results shown in Table 5.

Table 5. No Differentiation in Follow-up Reason by Demographic Information.

Levene's  Test
for. Equality of T-test for Equality of Means
Variances
F Sig. t df Sig. Mean Std. Error | 95% Confidence
(2- Differe | Differenc In.terval of  the
taled) Difference
nce e
Lower Upper
Equal
variances 3,455 | ,064 |-922 |300 358 | ,01383 | ,01501 | -,04338 | ,01571
assumed
interest Equal
and q.
.. variances not
curiosity assumed
-1,008 298,262 ,314 ,01383 | ,01372 -,04084 ,01317
Equal
variances
assumed ,011
6,467 -,999 300 ,319 ,02215 | ,02217 -,06578 ,02149
Life style qual
variances not
assumed
Equal -,1,103 | 294,936 ,271 ,02215 | ,02008 -,06167 ,01738
variances
assumed
,020
. 5,494 1,159 300 ,247 ,01105 | ,00953 -,02981 ,00771
Positive
ener Equal
gy variances not
assumed
-1,418 180,000 ,158 ,01105 | ,00779 -,02642 ,00432
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According to H1, differentiation was found in the demographic characteristics in the category
of interest and curiosity among the motivations for following, depending on whether they
have children or not. Additionally, differences were also observed in the category of lifestyle
among the motivations for following, depending on whether they have children or not (see
Table 6).

Table 6. Having Children and Motivations for Following Kid Influencers.

Levene's Test forft-test for Equality of Means

Equality of
Variances
IF Sig. |t df Sig. (2{Mean Std. Error[95% Confidence]
tailed) |Difference |Differenc [Interval of  the)
e Difference
Lower Upper
Equal
linterest variances 85,229 000 [7,537 (300 ,000 -,38926 ,05165  |[,49091 |[,28762
and assumed
curiosit
yEqual
variances not -6,271 [99,521 |,000 -,38926 ,06207 [,51242 |}-,26611
assumed
Equal
variances 11,936 [,001 [1,929 |300 ,055 -,04809 ,02493  [,09714 |,00096
Life assumed
style Equal
variances not -1,572 [97,205 |,119 -,04809 ,03060 [,10881 |,01263
assumed

H2. There is a significant and positive relationship between the content shared by kid
influencers about the brand and brand perception.

In the context of this hypothesis, a correlation analysis was conducted on brand perception
and content sharing. In this regard, if normal distribution is observed in the correlation
analysis, the Pearson correlation coefficient is examined. If normal distribution is not
provided, the Spearman correlation coefficient is used. The normality test is presented in
Table 7 below.

Table 7. Brand Perception and Content Sharing Normality Test.

Statistic Std. Error

Mean 21,4772 |25838
Average

95% Confidence Interval fortowerBound 20,9687
Brand
Perception Mean Upper Bound  |21,9857

5% Trimmed Mean 21,3325
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Median

Variance

Minimum
Maximum

Range

Skewness

Kurtosis

Mean

Mean

Skewness

Kurtosis

Std. Deviation

Median
Variance
Average
IContent Std. Deviation
Perception
Minimum
Maximum
Range

Interquartile Range

95% Confidence Interval for

5% Trimmed Mean

Interquartile Range

Upper Bound

Lower Bound

21,2222
20,162
4,49018
11,11
38,56
27,44
5,42
,669
1,485
16,6798
16,1492
17,2103
16,6552
16,4286
21,952
4,68528
6,14
30,71
24,57
6,14
,215

,265

,140

,280
,26961

,140

,280

According to the Kolmogorov-Smirnov normality test in Table 8, the data does not show
normal distribution. However, considering the Skewness and Kurtosis values, the normality

assumption is met.

Table 8. Skewness and Kurtosis Normality Value.

|Ko|mogorov-5mirnova Shapiro-Wilk

Statistic df Sig. Statistic df Sig.
Average

,107 302 ,000 ,959 302 000
IBrand Perception
pverage  Content) g 302 002 985 302 003
IPerceptlon

a. Lilliefors Significance Correction

In this context, correlation analysis is performed within the scope of H2. Accordingly, the
correlation is significant at the 0.01 level. A significant positive relationship was found
between the shared contents for the brand and the brand perception (see Table 9).
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Table 9. Content and Brand Perception Correlation Analysis.

Average Average Content
Brand Perception
Perception
Pearson Correlation 1 809"
Average
Sig. (1-tailed) ,000
IBrand Perception
N 302 302
Pearson Correlation ,809™" 1
Average Content_. .
|perception Sig. (1-tailed) ,000
N 302 302

**_ Correlation is significant at the 0.01 level (1-tailed).

If the assumption of normal distribution of the obtained data is not met, Spearman correlation
coefficient is also examined. In this regard, according to the correlation analysis, a significant
positive relationship was found between brand perception and content. The relevant table is
presented in Table 10.

Table 10. Spearman Content and Brand Perception Correlation Analysis.

Average Average
Brand Content
Perception [Perception
Correlation Coefficient  |1,000 761"
Average
Brand Sig. (1-tailed) . ,000
Perception
302 302
Spearman's rho
Correlation Coefficient |, 761" 1,000
Average
Content Sig. (1-tailed) ,000
Perception
302 302

**_Correlation is significant at the 0.01 level (1-tailed).

H3. There is a significant and positive relationship between the demographic characteristics
of kid influencer followers and brand perception.

To obtain the findings for H3, a correlation analysis was conducted. Accordingly, a significant
correlation was found at the 0.01** level between brand perception and gender. There is a
significant and positive relationship between brand perception and gender (see Table 11).

Table 11. Brand Perception and Gender Correlation Analysis.
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Brand perception | Gender
total
Pearson Correlation 1 , 1567
Brand perception total Sig. (1-tailed) ,003
N 302 302
Pearson Correlation , 1567 1
Gender
Sig. (1-tailed) ,003
N 302 302

For H3, correlation analysis was conducted to obtain the findings. Accordingly, a correlation
was found to be significant at the 0.01** level. A significant negative correlation was found
between brand perception and age. Therefore, there is a significant negative relationship
between them. (See Table 12 for reference.)

Table 12. Brand Perception and Age Correlation Analysis.

Brand perception total Age
Pearson Correlation 1 -217"
Brand perception total Sig. (1-tailed) ,000
N 302 302
Age Pearson Correlation 217" 1
Sig. (1-tailed) ,000
N 302 302

A correlation analysis was conducted to obtain the findings for H3. Accordingly, a significant
correlation was found between brand perception and marital status at the 0.01 level.
However, a negative correlation coefficient was obtained, indicating a significant negative
relationship between them. (See Table 13 for details.)

Table 13. Brand Perception and Marital Status Correlation Analysis.

Brand perception total marital status
Pearson Correlation 1 ,344™
Brand perception total Sig. (1-tailed) ,000
N 302 302
Pearson Correlation ,3447 1
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marital status
Sig. (1-tailed) ,000

N 302 302

To obtain the findings in H3, a correlation analysis was conducted. In this regard, a significant
and positive correlation was found between brand perception and whether the follower has
a child, with a significance level of 0.01** ( see Table 14).

Table 14. Correlation Analysis of Brand Perception and the Question of Do You Have a Child.

Brand perception total Do you have children?
Pearson 1 ,274™
Correlation
Brand perception total ,000
Sig. (1-tailed)
302 302
N
Do you have children? ,274™ 1
Pearson
Correlation ,000
Sig. (1-tailed)
N 302 302

A correlation analysis was conducted to obtain the findings for H3. In this regard, a significant
correlation was found at the 0.01** level between brand perception and monthly income.
However, a negative correlation coefficient was obtained, indicating a significant negative
relationship between the two (see Table 15).

Table 15. Brand Perception and Monthly Income Correlation Analysis.

Brand perception total | your monthly income
Pearson 1 -, 159"
Correlation
Brand perception ,003
total Sig. (1-tailed)
302 302
N
-,159™ 1
Pearson
Correlation ,003
your monthly income
Sig. (1-tailed) 302 302
N

When looking at the frequency of followed kid influencers, Maya Basol ranks first with 41.7%,
followed by Kemalce with 28.5%, Zayn Sofuodlu with 27.8%, Aras Ozadali with 20.9%, Lavinya
Unliier with 15.9%, Nisan Aktas with 13.9%, Fevzi Kaan Tiirker with 13.9%, Efe Kogyigit with
10.3%, Ebrar Demirbilek with 7.6%, Ecrin Su Coban with 6.6%, Esila Biltekin with 3%, Oykii
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Sevindik with 2%, Ahmet Efe Metekoglu with 1.3%, Aylin Mavi with 1%, Alin-Lina Altan with
0.7%, and Bade Arazli and Mete Giirsoy both with 0.3% (See Table 16).

Table 16. Kid Influencers Followed by Followers.

Frequency | Percent | Valid Percent | Cumulative Percent
Yes 126 41,7 41,7 41,7
Maya Basol Valid No 176 58,3 58,3 100,0
Total 302 100,0 100,0
Yes 20 6,6 6,6 6,6
Ecrin Su Coban Valid No 282 93,4 93,4 100,0
Total 302 100,0 100,0
Yes 48 15,9 15,9 15,9
Lavinya Unlier Valid No 254 84,1 84,1 100,0
Total 302 100,0 100,0
Yes 23 7,6 7,6 7,6
Ebrar Demirbilek Valid No 279 92,4 92,4 100,0
Total 302 100,0 100,0
Yes 42 13,9 13,9 13,9
Nisan Aktas Valid No 260 86,1 86,1 100,0
Total 302 100,0 100,0
Yes 63 20,9 20,9 20,9
Aras Ozadali Valid No 239 79,1 79,1 100,0
Total 302 100,0 100,0
Alin-Lina Altan Yes 2 ,7 ,7 ,7
Valid No 300 99,3 99,3 100,0
Total 302 100,0 100,0
Kemalce Yes 86 28,5 28,5 28,5
Valid No 216 71,5 71,5 100,0
Total 302 100,0 100,0
Yes 84 27,8 27,8 27,8
Zayn Sofuoglu Valid No 218 72,2 72,2 100,0
Total 302 100,0 100,0
Fevzi Kaan Turker Yes 42 13,9 13,9 13,9
Valid No 260 86,1 86,1 100,0
Total 302 100,0 100,0
Yes 4 1,3 1,3 1,3
Ahmet Efe | Valid No 298 98,7 98,7 100,0
Metekoglu
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Total 302 100,0 100,0

Yes 6 2,0 2,0 2,0
Oykii Sevindik Valid No 296 98,0 98,0 100,0

Total 302 100,0 100,0

Yes 31 10,3 10,3 10,3
Efe Kogyigit Valid No 271 89,7 89,7 100,0

Total 302 100,0 100,0

Yes 9 3,0 3,0 3,0
Esila Biltekin Valid No 293 97,0 97,0 100,0

Total 302 100,0 100,0

Yes 1 ,3 ,3 3
Bade Arazli Valid No 301 99,7 99,7 100,0

Total 302 100,0 100,0

Yes 1 ,3 ,3 ,3
Mete Gursoy Valid No 301 99,7 99,7 100,0

Total 302 100,0 100,0
Aylin Mavi Yes 3 1,0 1,0 1,0

Valid No 299 99,0 99,0 100,0
Total 302 100,0 100,0

When looking at the frequency of followed Instagram moms (instamoms), Buse Terim ranks
first with 17.5%, followed by Akademisyen Anne with 14.6%, Berfu Yenenler with 11.3%,
Kokoshane with 4.3%, Yagmur Aykag¢ with 2.6%, Cocobolinho with 1.7%, Rukiye Cetinkaya,
Tiirkii Bingél, Bilge Turan and Gizem Zor with 1.3% each, and Saadet Algan, Ozlem Gékce, and
Eda Coskun with 0.3% each (see Table 17).

Table 17. Instamom Followed by Followers.

Frequency | Percent | Valid Cumulative
Percent Percent

Yes 13 4,3 4,3 4,3
Kokoshane Valid No 289 95,7 95,7 100,0

Total 302 100,0 100,0

Yes 44 14,6 14,6 14,6
Akademisyen Anne Valid No 258 85,4 85,4 100,0

Total 302 100,0 100,0

Yes 5 1,7 1,7 1,7
Cocobolinho Valid No 297 98,3 98,3 100,0

Total 302 100,0 100,0

Yes 8 2,6 2,6 2,6
Yagmur Aykag Valid No 294 97,4 97,4 100,0

Total 302 100,0 100,0

Yes 3 1,0 1,0 1,0
Gizem Zor Valid No 299 99,0 99,0 100,0

Total 302 100,0 100,0

Yes 1 ,3 ,3 ,3
Saadet Algan Valid No 301 99,7 99,7 100,0

QO
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Total 302 100,0 100,0
Yes 4 1,3 1,3 1,3
Rukiye Cetinkaya Valid No 298 98,7 98,7 100,0
Total 302 100,0 100,0
Yes 53 17,5 17,5 17,5
Buse Terim Valid No 249 82,5 82,5 100,0
Total 302 100,0 100,0
Ozlem Gokge Yes 1 3 3 3
Valid No 301 99,7 99,7 100,0
Total 302 100,0 100,0
Tiirkii Bingol Yes 4 1,3 1,3 1,3
Valid No 298 98,7 98,7 100,0
Total 302 100,0 100,0
Eda Coskun Yes 1 ,3 ,3 ,3
Valid No 301 99,7 99,7 100,0
Total 302 100,0 100,0
Berfu Yenenler Yes 34 11,3 11,3 11,3
Valid No 268 88,7 88,7 100,0
Total 302 100,0 100,0
Bilge Turan Yes 4 1,3 1,3 1,3
Valid No 298 98,7 98,7 100,0
Total 302 100,0 100,0

Conclusion & Discussion

Technological advancements in recent times have brought about the rise of social media
platforms. With the changes and transformations occurring within social media platforms,
new professions have emerged. One of the first things that come to mind when we think of
social media is influencers. In today's world, the influencer category that comes to kids’ minds
first is a YouTuber. Consequently, many kid influencers have emerged at a young age.

Kid influencers can be defined as individuals who create content for social media accounts
directed by their parents (Masterson, 2020). Parents generally wish to maintain their kids daily
experiences as a digital diary, which also led to the concept of kid influencers. Kids provide
various contents such as "fun, educational, creative content with activities, contests, and
more" to other age groups of followers (Naceva, 2025). Collaborating with kid influencers may
the best way for brands to appeal to kids. Kids who follow kid influencers become consumers
who intend to buy the products advertised to them. As a result, this can lead to actual
purchases or an intention to purchase for the brand (Bedgood, 2025). According to (Atmaca
& Akyol, 2021)Atmaca & Akyol's (2021) study, in this regard, the collaboration carried out by
kid influencers is stated to promote the product in a way that kids, the target audience of the
product, can understand. The aim of this study is to reveal the relationship between the
content produced and shared by kid influencers about brands and the brand perception of
their followers. Based on the hypotheses and findings within the scope of the aforementioned
aim, differences were found between demographic characteristics and motivation for
following kid influencers. According to the hypothesis, differences were found between
gender and motivation for following in the categories of entertainment, naturalness and
cuteness, knowledge, and experience. In addition, differences were identified between being
a parent and interest and curiosity in the lifestyle category. Therefore, H1 was accepted due
to the emergence of differences.
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The second hypothesis of the current study informs that there is a significant and positive
relationship between the content shared by kid influencers for a brand and brand perception.
When examining the hypothesis, a significant and positive relationship was found between
the content shared by kid influencers for brand and brand’s perception. Therefore, H2 was
accepted. H3: There is a significant and positive relationship between the demographic
characteristics of kid influencer followers and brand perception. According to the hypothesis,
there is a relationship between brand perception and gender and age. Therefore, H3 was
accepted. Looking at the literature, a study conducted by Vizcaino-Laorga et al.,(2021)
examined 183 YouTube videos produced by kid influencers, found that at least one product or
content related to a brand was found in 98% of the videos watched. Additionally, Boga &
Saglam (2021), found that brand use was prominent in the videos shared and popularized by
kid influencers. When looking at the data obtained by Atmaca & Akyol’s (2021) study, it was
found that kid influencers examine products regardless of gender in promoting branded
content. Therefore, it was concluded that kid influencers play an important role in promoting
branded content. According to H1, differences were found among demographic
characteristics, specifically gender, and variables related to motivation for following kid
influencers, such as entertainment, naturalness and sweetness, and knowledge and
experience. According to H1, there is a difference between following kid influencers and
demographic characteristics, differentiation was found in the demographic characteristics in
the category of interest and curiosity among the motivations for following, depending on
whether they have kids or not. Additionally, differences were also observed in the category of
lifestyle among the motivations for following, depending on whether they have kids or not.
According to H2, there is a significant and positive relationship between the content shared
by kid influencers about the brand and brand perception. A significant positive relationship
was found between the shared contents for the brand and the brand perception. According
to H3, there is a significant and positive relationship between the demographic characteristics
of kid influencer followers and brand perception. Accordingly, a significant correlation was
found between brand perception and gender. There is a significant and positive relationship
between brand perception and gender. A significant negative correlation was found between
brand perception and age. Therefore, there is a significant negative relationship between
them. A significant and positive correlation was found between brand perception and whether
the follower has a kid. In addition, a negative correlation coefficient was obtained, indicating
a significant negative relationship between the two. According to another topic covered in the
research, when looking at the follower rates of kid influencers, when looking at the frequency
of followed kid influencers, Maya Basol ranks first followed by Kemalce, Zayn Sofuoglu, Aras
Ozadall, Lavinya Unliier, Nisan Aktas, Fevzi Kaan Tiirker, Efe Kogyigit, Ebrar Demirbilek, Ecrin
Su Coban, Esila Biltekin, Oykii Sevindik, Ahmet Efe Metekoglu, Aylin Mavi, Alin-Lina Altan, Bade
Arazliand Mete Giirsoy. In addition, the participants expressed that they also follow Instagram
mothers. In this respect, it is observed that Buse Terim, Akademisyen Anne, and Berfu Yenenler
are among the top three Instamoms. As a result, in line with the main problem and purpose
of the research, it can be said that the collaborations between brands and kid influencers on
Instagram platforms result in a positive brand perception.
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