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“You can’t cede your
customers’ trust to
others, but once
you’re confident in
your offering, you can
talk with authority
through them”

Murray Bisschop, UK
Marketing Director,
Tesco
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$35bn
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TRUSTED ADVERTISING Sources: Influencer Trade Marketing Body (IMTB), Statista, Mintel, GoDaddy, Sbszot



“T wo things | will drive like hell:
desirability at scale and marketing systems with

what others say about our bran le.”
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We are some way off

full disclosure of ads

by influencers...

...but clear, prominent o
and timely disclosure O i |=== A=

IS essential to maintain
trust.
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INFLUENCER MARKETING

CODE OF CONDUCT

The code provides guardrails for
responsible influencer marketing

<)

TRUSTED ADVERTI SING



stupid. Content creators aren’t

wn from space to make ads. We

need to treat consumers like

Em Wallbank, Cre
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‘Nurture trust with
content creators
like you'’re a
gardener...’

Emma Harman,

President EMEA,
Whalar

TRUSTED ADVERTISING

Brand
trust

Key to building
authority &
monetisation

Creator
identity

The personality and opinion
driving the content

Enders Analysis: Consumers, Creators,
and Brands - Rewriting the media
playbook, 2025
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TRUSTED ADVERTISING

TUI's award-
winning
accessible
holidays
influencer
campaign



Thank you!

Matt Bourn
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