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Identify 4 images which represent families in the 21st century. Then compare and contrast these images to explore, in depth, how social media can influence current representations of family within society.
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The purpose of this portfolio is to identify four images which represent families in the 21st century. This portfolio will explore, in depth, the representation of families in the 21st century through the lens of influencer culture, with a particular focus on motherhood, parenting and the concerns surrounding the involvement of children within family influencer culture. In doing so, it will highlight the unrealistic ideals that it often promotes alongside the impact this has on conventional family life that exists outside the realms of social media. It will begin by providing a definition of family together with social media and ‘influencer culture’. It will draw upon the concepts and theories of calibrated amateurism, discrepant roles and consumerism, utilising four images to illustrate how influencer culture can shape current representations of family within society. 
The concept of family in the 21st century is broad and everchanging (Sharma, 2013, p.306), however, as the focal point of this assignment is based around parenting, the simpler definition by the Office of National Statistics [ONS] will suffice. Henceforth, the ONS (2024, np) states that a family tends to encompass couples who are married, civil partnered or cohabiting who may or may not have children, of which they may be dependent or non-dependent. Next, social media is described by Kaplan and Haenlein (2010, p.61) as a ‘group of Internet-based applications’ which permits the ‘creation and exchange’ of User Generated Content (UGC). Thus, this extends but is not limited to social networks such as Facebook as well as blogs, virtual worlds and forums to name a few (Aichner, 2015, p.258). In recent years, users of social media have developed a strong online presence using social networking sites such as TikTok, Instagram and YouTube, some of which have gained a substantial following or fame (Dhingra et al., 2024, p.1) and resulting in a modern phenomenon often referred to as social media influencers [SMI’s]. Many scholars have explored the term ‘social media influencer’ (Freberg et al., 2010; Duffy, 2020), however the definition put forward by Joshi et al. (2023) seems to encapsulate it best. They state SMI’ are: 
people who develop and maintain a personal brand and a following on social media through posts that intertwin their personality and lifestyle with the products (e.g., goods, services, ideas, places, people) that they promote, which can influence the way their followers behave (e.g., attitudes, perceptions, preferences, choices, decisions), positively (e.g., purchase) or negatively (e.g., do not purchase). (Joshi et al., 2023, p.2)
De Veirman, Cauberghe and Hudders (2017, p.798) add that in recent years, brands have discovered the benefits of partnering with SMI’s due the widespread impact and growth potential available for selling and advertising products, subsequently changing the landscape of traditional advertising methods. In reference to this, data from Statista (2023, np) showed that the value of the worldwide influencer marketing industry has more than quadrupled since 2019 and was valued at 21.1 billion USD, highlighting the lucrative nature of influencer marketing.
Among the vast types of SMI’s, there is a subcategory of influencers relating to parents and family who document and share their lives whilst seamlessly combing the elements of influencer marketing (Beuckels and De Wolf, 2024, p.1). Sometimes referred to as family influencers, parental figures or guardians upload content of their family unit, often including family-based activities which involve their children (Behri, 2024, p.53). With this, Abidin (2017, pp.7-8) adds that daily routines or usual mundane tasks are filmed, posted and engaged with by followers as a type of ‘calibrated amateurism’, reflecting acts of ‘spontaneity’ and ‘unfiltered’ moments (p.7), and providing a sense of naturalness to their audience, although Abidin (2017) argues that this is rarely the reality. Described by Abidin (2017, p.7) as a ‘practice and aesthetic’, calibrated amateurism in this case sees the influencer adopt the role of an actor who develops an image that is essentially false authenticity that has been carefully planned to portray the appearance of an amateur, regardless of whether they really are or not, in order to be viewed as relatable or relevant by their followers. This resembles similarities to Goffman’s (1959, pp.145) theory of ‘discrepant roles’, particularly the ‘role of the shill’. For context, the shill derives from the entertainment industry and is someone who pretends to be an ordinary audience member but is actually in the league of the performers (Goffman, 1959, p.145). Here, the role of the shill can be used to demonstrate the position of an SMI, strengthening the modern-day concept of calibrated amateurism put forward by Abidin (2017). By way of illustration, the influencer adopts the role of the performer (acting as an audience member) by creating content or promoting brands which the audience, or in this case, the followers, depict as relatable and authentic, when the influencer is really a performer, creating content that is predetermined to capture the attention of the audience to promote paid advertisements that generate income. An example of this can be seen in (Appendix 1) which shows a mother with her child in a pram gifted by the brand, which she then promotes by adding a written caption with relatable undertones, such as running errands for example. This indicates that family influencers can have an impact on the way family lifestyles are portrayed, likely through the gifted goods they are paid to promote. This prompts one to question if the life depicted online by influencers is a true reflection of the ordinary family lives that exist outside the realms of social media based on the assumption that many families are not being gifted goods, alongside the possibility that some are unable to afford the branded goods that influencers promote. In support, Chugh (2023, np) adds that often, SMI’s promote luxurious lifestyles and in turn, neglect the model of the average working day that a vast majority of society must endure. It is therefore reasonable to assume that family influencers run the risk of projecting unachievable family ideals through influencer marketing, dismissing the common work-family life that exists outside of social media.
An extension of family influencer culture stretches to the phenomenon of mum influencers, or ‘momfluencers’ to quote Peterson (2023). Peterson (2023, p.7) states that while many of these influencers do monetise their motherly identity on social media platforms, this is not the case for all and many mum influencers use their platform to create inclusive communities and to speak candidly on crucial issues surrounding motherhood (Peterson, 2023, p.7). Peterson (2023, p.7) also adds that social platforms such as Instagram has allowed mothers to curate their own versions of motherhood that encompass personal values and beliefs, which she suggests can be freeing and empowering for women. This notion is strengthened in (Appendix 2) which shows an image from a campaign by The Brooklyn Brothers agency in partnership with WaterWipes, titled ‘#thisisparenthood’ . The intention behind this campaign was to praise and emphasise the imperfections that parenting so often encompasses, providing a refreshing dose of reality that is so often hidden on social media (The Brooklyn Brothers, 2022, np). In turn, the points discussed here present the more positive aspects of how family, specifically motherhood in this case, can be represented online, indicating that some platforms are truly authentic and so people find a sense of comfort and security in following them. In relation, Pearson (2023, np) stresses the importance of influencers prioritising their purpose over profits to ensure they create communities that are worthwhile and genuine.
In contrast, oversharing of family life may also allow scrutiny and criticism to prevail, sometimes in the form of comparison, particularly when others seem better off (Dinh and Lee, 2022, p.346). For example, when referring to one popular mum influencer who promotes the lifestyle of a ‘homesteader’ on a large farm with her husband and seven children , Peterson (2023, p.10) states in a belittling fashion that at least she is not ‘posting time-lapse videos’ of herself washing dishes, or ‘giving a thumbs-up to the camera upon finishing those dishes’, asserting that it is a mundane task and one that she will not pretend to enjoy. Peterson (2023, p.11) admits that her motivation for following famous mum influencers fluctuates between feelings of ‘self-loathing’ and ‘self-righteousness’, implying that there is a degree of judgement alongside a mixture of envy and back handed gratification that comes from comparing oneself to the image of family life that is portrayed online. This theme of envy feeds into the next matter which is the exploration into consumerism that is generated by social media. 
According to Lage, Lins and Aquino (2022, p.1), consumerism stems from socioeconomic factors that are closely linked to the expansion of capitalist societies. Thus, it is reliant on overconsumption to fulfil the needs of psychological, social and political needs alongside the belief that it fulfils economic growth and personal wellbeing (Lage, Lins and Aquino, 2022, p.1). The popularity of social media alongside the rise of influencer marketing means it is now largely responsible for consumer behaviour (Zak and Hasprova, 2019, p.2). A recent study by Lee et al. (2022, p.90) indicated that while authenticity was a leading motive for consumers to follow influencers, another contributing factor was envy. In fact, the study concluded that the more envious consumers were of SMI’s, the more likely they were to purchase their brand recommendations (Lee et al., 2022, p.92). This indicates a level of insecurity and pressure amongst consumers to buy recommended goods, outlining a more negative aspect of influencer marketing. In keeping with the theme of motherhood, the latter is supported in far older research by Prothero (2002, cited in Phillips and Broderick, 2014, p.1043) who measures her consumption habit in line with her desire to be a good mother and to fit in. This demonstrates the notion that greater consumption equates to being better or more fulfilled in some way, drawing attention to the pressures that have existed long before the rise of SMI’s given Prothero’s work dates back to the very beginning of the 21st century. Furthermore, The Voice Group (2010, p.376) acknowledge that often, consumption can be used as a tool to facilitate role transitions and in essence, ‘solve liminality’. This is particularly relevant when considering the transition into parenthood and the way it is depicted on social media, influencing the way parents consume and operate in their personal lives based on something they have engaged with online. This is illustrated (Appendix 3) that portrays an authentically pleasing image of family life and the home, capturing a picture-perfect lifestyle that could be aspirational to many, urging people to buy so that they can attain that same image. In contrast, (Appendix 3) is strikingly different to (Appendix 2) in the sense that one captures the real vulnerability of parenthood whereas the other shows the unblemished version of family life that is pleasing to the eye. It is therefore probable to assume that parental pressures to consume are likely to be heightened in contemporary society not only due to the sheer scale and popularity of engaging online, but also the desire and longing from parents to have the best commodities that are pitched to consumers by influencers. In fact, one survey indicated that 81% of buyers have either purchased or contemplated buying a product or service after witnessing posts from friends, relatives, or influencers (Matter, 2023, np), showing that the tendency to consume in this modern age is widespread. 
So far, this portfolio has captured the way in which SMI’s, particularly family and parent influencers are changing the landscape of how families are portrayed in society, primarily through the act of monetising family life. Given this, the growing trend of influencer culture has undergone a vast amount of research that has concerns regarding the role of children within the domain of family influencers (Abrams, 2023; Dethloff, 2023; Jorge et al., 2022). For example, Dethloff (2023, p.5) states that this continuous sharing of content has led some parents to ‘commercialize’ aspects of their children’s lives, sometimes referred to as ‘kidfluencers’, an example of which can be seen in (Appendix 4). Notably, (Appendix 4) resembles similarities to (Appendix 1) and (Appendix 3) based on the fact all three images involve children who are involved in some kind of marketing scheme, whereas (Appendix 2) sees a mother and child in their natural state so to speak, demonstrating the worrying ways in which children are used in influencer marketing. Abrams (2023, p.100) argues that this frequent showcasing of children in the content of family influencers means that often, personal information surrounding that child’s life such as their emotional or physical health is cast into the public domain, often with little regard for their privacy and autonomy. This reaffirms the lucrative nature of influencer culture and the important role that children play in influencer marketing. It also indicates a lack of consideration surrounding child safeguarding and the implications it bears on their childhood and adolescence when considering so much of their life is filmed and photographed for the world to see. In the UK, although there are restrictions in place for the employment of children under the Children and Young Persons Act (1933), a report by the House of Commons (2022, p.46) investigating influencer culture indicated that there is gap in UK legislation meaning UGC involving children is excluded from UK law, highlighting a ‘grey area’. This is an indication that more research is necessary, and measures need to be implemented in line with the growing popularity of influencer culture to ensure that the safety and the rights of children are honoured, particularly when SMI’s are generating income from their content. 
In summary, this portfolio has explored the representation of families in the 21st century through the lens of influencer culture. Taking the conventional definition of family (ONS, 2024), it has drawn attention to the growing trend of influencer culture and influencer marketing that dominates social media platforms (Aichner, 2015; Dhingra et al., 2024; Kaplan and Haenlein, 2010), whilst demonstrating the lucrative nature of this phenomenon (Joshi et al., 2023; De Veirman, Cauberghe and Hudders, 2017; Statista, 2023). The concepts of calibrated amateurism in conjunction with discrepant roles and the role of the shill help to understand the way in which SMI’s operate to promote branded goods to their audience by generating content with authentic intent, as seen in (Appendix 1) (Abidin, 2017; Goffman, 1959). These adopted roles pose a risk to conventional families who engage with family influencers, blurring the lines between reality and idealism and creating a false narrative of family ideology in the process. In contrast, some family influencers use their platforms as safe spaces that offer advice and support whilst highlighting the true realities and struggles of parenthood as depicted in (Appendix 2) (Peterson, 2023, Pearson; 2023; The Brooklyn Brothers, 2022), branching away from the commercial aspect of influencing. Despite this, this submission has demonstrated that influencer culture is consistent with consumers feeling envious or comparing oneself to what they see online (Peterson, 2023; Dinh and Lee, 2022; Lee et al., 2022), closely tied in with consumerism that is linked to personal wellbeing and the desire to feel included and worthy (Lage, Lins and Aquino, 2022; The Voice Group, 2010; Matter, 2023). This holds significance when considering the transition into parenthood and the pressures involved in wanting to be a good parent and provide for a child. Thus, it is fair to presume that influencer culture is guilty of heightening feelings of desire and perfection amongst families with the lifestyles they promote online (Appendix 3), which is materialised through influencer marketing and consumerism. Finally, the involvement of children amongst family influencers (Appendix 4) alludes to the issues surrounding safeguarding and the lack of autonomy that comes with commercialising the lives of children (Dethloff, 2023; Abrams, 2023; House of Commons, 2022; Children and Young Persons Act,1933), highlighting the uncertain nature of employment rights of children and raising concerns about the suitability of their involvement. Ultimately, the themes explored in this portfolio show that influencer culture does have the power to influence representations of family within society. While some may offer positive influence upon families via their platforms, the promotion of gifted goods that influencers are paid to promote alongside the picture-perfect lifestyles that are projected runs the risk of creating a sense of falsehood that places pressure on conventional family life, suggesting more transparency is needed in the digital world.
[bookmark: _Toc184650110]Appendix 1: 6 Influencer Marketing Campaign Examples by Family and Baby Brands



[image: A person and a baby in a stroller

Description automatically generated]

(Agenic, 2023, np)

 
 





[bookmark: _Toc184650111]Appendix 2: WaterWipes tells the truth about parenthood

[bookmark: _Toc184233963][bookmark: _Toc184630720][bookmark: _Toc184650112][image: A person holding her hand to her mouth while holding a baby

Description automatically generated]





(Madge, 2019, np)



[bookmark: _Toc184650113]Appendix 3: How momfluencers came to dominate influencer marketing
[bookmark: _Toc184233965][bookmark: _Toc184630722][bookmark: _Toc184650114][image: A collage of a person holding a basket of fruit]





	(Keegan, 2023, np)


	


	

[bookmark: _Toc184650115]Appendix 4: Social media: Rise of ‘kidfluencers’ pushes legislators to engage with children’s rights online


[image: A child holding a sign]






	(Venis, 2022, np)









[bookmark: _Toc184650116]Reference List

Abidin, C. (2017). ‘#familygoals: Family Influencers, Calibrated Amateurism, and Justifying Young Digital Labor’, Social Media +Society, 3(2), pp. 1-15. Available at: abidin-2017-familygoals-family-influencers-calibrated-amateurism-and-justifying-young-digital-labor.pdf. (Accessed: 20 November 2024). 
Abrams, R.C. (2023) ‘Family Influencing in the Best Interests of the Child’, Chicago Journal of International Law, 2(2), pp.97-113. Available at: Family Influencing in the Best Interests of the Child | Chicago Journal of International Law (Accessed: 17 November 2024). 
Agenic. (2023) ‘6 Influencer Marketing Campaign Examples By Family And Baby Brands’. Available at: 6 Influencer Marketing Campaign Examples By Family And Baby Brands - Agenic. (Accessed: 28 November 2024). 
Aichner, T. (2015) ‘Measuring the degree of corporate social media use’, International Journal of Market Research, 57(2), pp.257-275. Available at: Measuring the Degree of Corporate Social Media Use. (Accessed: 22 November 2024). 
Behri, I. (2024) ‘The Use of Children as Influencers and the Harmful Effects on their Health and Rights as Human Beings’, Interdisciplinary Journal of Research and Development, 11(2), pp. 52-59. Available at: (PDF) The Use of Children as Influencers and the Harmful Effects on their Health and Rights as Human Beings. (Accessed: 21 November 2024).
Beuckels, E. and De Wolf, R. (2024) ‘Social media influencers as new agents on parenthood? A systematic literature review of parent influencer research and a future research agenda’, Information, communication & society, pp. 1–19. Available at: https://doi.org/10.1080/1369118X.2024.2334913. (Accessed: 27 November 2024).
Children and Young Persons Act (1933). Available at: Children and Young Persons Act 1933. (Accessed: 29 November 2024). 
Chugh, S. (2023) ‘What is Social Media Influencers’ Impact on Society? Do They Matter?’. Emeritus. Available at: What is Social Media Influencers’ Impact on Society?. (Accessed: 28 November 2024). 
De Veirman, M., Cauberghe, V. and Hudders, L. (2017) ‘Marketing through Instagram influencers: the impact of number of followers and product divergence on brand attitude’, International journal of advertising, 36(5), pp. 798–828. Available at: Marketing through Instagram influencers: the impact of number of followers and product divergence on brand attitude. (Accessed: 20 November 2024). 
Dethloff, N. (2023) ‘Families and the Law: Taking Account of Children’s Evolving Capacities in Analogue and Digital Contexts’, in Dethloff, N., Kaesling, K. and Specht-Riemenschneider, L (eds) Families and New Media: Comparative Perspectives on Digital Transformations in Law and Society. Germany: Springer, pp. 3-31. Available at: Families and New Media. (Accessed: 23 November 2024). 
Dinh, T.C.T. and Lee, Y. (2022) ‘“I want to be as trendy as influencers” – how “fear of missing out” leads to buying intention for products endorsed by social media influencers’, Journal of research in interactive marketing, 16(3), pp. 346–364. Available at: https://doi.org/10.1108/JRIM-04-2021-0127. (Accessed: 5 December 2024). 
Duffy, B. (2020) ‘Social Media Influencers’, The International Encyclopedia of Gender, Media, and Communication, pp.1-5. Available at: Duffy-SocialMediaInfluencers.pdf. (Accessed: 5 December 2024). 
Freberg, K., Grahamb, K., McGaughey, K. and Freberg, L.A (2010) ‘Who are the social media inﬂuencers? A study of public perceptions of personality’, Public Relations Review, 37(1), pp. 90-92. Available at: Who are the social media influencers? A study of public perceptions of personality - ScienceDirect. (Accessed: 5 December 2024) 
Goffman, E. (1959) The Presentation of Self in Everyday Life. Harmondsworth: Penguin. 
House of Commons. (2022) ‘Influencer culture: Lights, camera, inaction?’. (Twelfth Report of Session 2021–22, HC 258). Available at: Influencer culture. (Accessed: 30 November 2024).
Jorge, A., Marôpo, L., Coelho, A. M., and Novello, L. (2022). ‘Mummy influencers and professional sharenting’, European Journal of Cultural Studies, 25(1), pp. 166-182. Available at: Mummy influencers and professional sharenting - Ana Jorge, Lidia Marôpo, Ana Margarida Coelho, Lia Novello, 2022 (Accessed: 17 November 2024). 
Joshi, Y., Lim, W.M., Jagani, K. and Kumar, S. (2023) ‘Social media influencer marketing: foundations, trends, and ways forward’, Electronic Commerce Research, pp.1-55. Available at: Social media influencer marketing: foundations, trends, and ways forward | Electronic Commerce Research. (Accessed: 20 November 2024). 
Kaplan, A.M. and Haenlein, M. (2010) ‘Users of the world, unite! The challenges and opportunities of Social Media’, Business Horizons, 53(1), pp.59-68. Available at: doi:10.1016/j.bushor.2009.09.003. (Accessed: 22 November 2024). 
Keegan, M. (2023) ‘How momfluencers came to dominate influencer marketing’. Available at: How momfluencers came to dominate influencer marketing | PR Week. (Accessed: 28 November 2024). 
Lage,C.,  Lins, S. and Aquino, S. (2022) ‘Consumerism’, in R.Gurung (ed) Routledge Encyclopaedia of Psychology in the Real World. Routledge, pp.1-13. Available at: (PDF) Consumerism. (Accessed: 23 November 2024). 
Lee, J.A., Sudershan, S., Sussman, K. L., Bright, L.F. and Eastin, M. S. (2022) ‘Why are consumers following social media influencers on Instagram? Exploration of consumers’ motives for following influencers and the role of materialism’, International journal of advertising, 41(1), pp. 78–100. Available at: Full article: Why are consumers following social media influencers on Instagram? Exploration of consumers’ motives for following influencers and the role of materialism. (Accessed: 23 November 2024). 
[bookmark: _Hlk183694244]Madge, J. (2019) ‘WaterWipes tells the truth about parenthood’. Available at: WaterWipes tells the truth about parenthood | shots. (Accessed: 27 November 2024). 
Matter. (2023) ‘Consumers Continue to Seek Influencers who Keep it Real’. Available at: Matter 2023 Influencer Survey. (Accessed: 22 November 2024).
Office for National Statistics. (2024) ‘Families and households statistics explained’. Available at: Families and households statistics explained - Office for National Statistics. (Accessed: 25 November 2024). 
Pearson, S. (2023) ‘The Unsettling Truth: Influencers and the Erosion of Authenticity’. Anti-Capitalist Resistance. Available at: The Unsettling Truth: Influencers and the Erosion of Authenticity – Anticapitalist Resistance. (Accessed: 2 December 2024). 
Peterson, S. (2023) Momfluenced: Inside the Maddening, Picture-Perfect World of Mommy Influencer Culture. Boston: Beacon Press. Available at: Momfluenced: Inside the Maddening, Picture-Perfect World of Mommy Influencer ... - Sara Petersen - Google Books. (Accessed: 24 November 2024).
Phillips, N. and Broderick, A. (2014) ‘Has Mumsnet changed me? SNS influence on identity adaptation and consumption’, Journal of Marketing Management, 30(9–10), pp. 1039–1057. Available at: Full article: Has Mumsnet changed me? SNS influence on identity adaptation and consumption (Accessed: 25 November 2024).
Sharma, R. (2013). ‘The Family and Family Structure Classification Redefined for the Current Times’, Journal of family medicine and primary care, 2(4), pp. 306–310. Available at: The Family and Family Structure Classification Redefined for the Current Times - PMC. 
Statista. (2023) ‘Influencer Marketing Worldwide – statistics & facts’. Available at: Influencer marketing worldwide - statistics & facts | Statista. (Accessed: 20 November 2024). 
The Brooklyn Brothers. (2022) ‘WaterWipes #thisisparenthood’. Available at: Water Wipes | The Brooklyn Brothers. (Accessed: 27 November 2024). 
The VOICE Group. (2010) ‘Buying into motherhood? Problematic consumption and ambivalence in transitional phases’, Consumption Markets & Culture, 13(4), pp. 373–397. Available at: Buying into motherhood? Problematic consumption and ambivalence in transitional phases. (Accessed: 25 November 2024). 
Venis, J. (2022) ‘Social Media: Rise of ‘kidfluencers’ pushes legislators to engage with children’s rights online’. International Bar Association. Available at: Social hmedia: Rise of ‘kidfluencers’ pushes legislators to engage with children’s rights online | International Bar Association. (Accessed: 2 December 2024). 
Zak, S and Hasprova, M. (2019) ‘The role of influencers in the consumer decision-making process’, Globalization and its Socio-Economic Consequences, 74, pp.1-7. Available at: The role of influencers in the consumer decision-making process. (Accessed: 23 November 2024). 










, 

image1.png
@B aboutabbyblog « Follow

Q) Teieoraon i, 8o

aboutabbyblog Running errands during the
day has certainly gotten more interesting
with this guy in tow. Today | had to bribe him
with one of those silly balloons on a stick +
his favorite Cheetos (spotted in the storage
basket)

Mauricio and | have been testing out this
new stroller from @summerinfant for a littie
over a month now and can't say enough
great things about it. His favorite part is that
it has a carry strap so we can throw it over
one shoulder and carry Andre in the other

It also has an extra-large storage basket,
which means more room for shopping (my
favorite feature obvi)

Also comes equipped with a parent cup
holder (why don't all strollers have this?!) as

oQu A

683 likes




image2.png




image3.png




image4.png




