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Abstract
Purpose: This study analyses the role of Physical Education (PE) teachers who are influencers in
the area on the Instagram social network.
Method: Using a descriptive case study, the profiles of three Spanish influencers were analysed
for seven months (159 posts and 73 stories) with a thematic analysis
Results: The results show that the PE influencer is the product of a complex interplay in which
the dissemination of their knowledge and their identity as experts is developed through
microcelebrity strategies and the management of the functionalities of the platform itself aimed at
boosting their visibility and, ultimately, monetising their content.
Conclusion: It concludes with the tensions that exist for PE around this phenomenon within the
neoliberal educational context and the need for teacher training to be adapted to this new

educational reality.
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Introduction
Social media has become a space increasingly used by teachers for their professional
development (Lantz-Andersson et al., 2018), including in the field of Physical Education (PE)
(Parris et al., 2022). This type of professional development is informal and has allowed, for
example, the creation of online communities of practice in which teachers interact with one another
by posting and sharing resources and information about their teaching practices (Goodyear et al.,

2019; Lantz-Andersson et al., 2018).

In this study, we focus on the emergence of a new profile of educators on social media who
act as educational influencers (Carpenter ef al., 2023) o eduinfluencers (Shelton et al., 2020).
These are educators who share educational content through their social media accounts and are
‘influencers’ because they accumulate a relatively large number of followers through the textual
and visual narration of their lives, engaging with their followers as a means of monetization
(Abidin, 2018). Their followers are mostly other educators (either in-service or in-training
teachers), and these eduinfluencers capture their attention, gaining visibility on social media and
within their community (Shelton ef al., 2020). In general, influencers are characterized by having
built a reputation based on their knowledge and experience in a specific subject area about which
they regularly post content (De Veirman et al., 2017). They are regarded as opinion leaders and
disseminators of information for their followers, being valued as credible sources of information
(De Veirman et al., 2017). Eduinfluencers profiles promote practices, philosophies, or products
related to education and constitute a field of educational research that has gathered growing interest
due to their significant role in the development of networks for informal professional learning

among teachers (Shelton et al., 2020).
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PE is field of knowledge with a limited autonomy, as it is highly permeable to discourses
from other fields, such as sport or health (Brown, 2005). This could facilitate, to a greater extent
than in other areas, that its influencers generate a diversity of online content related to the subject.
The clearest example is Joe Wicks in the United Kingdom who, without having specific
professional qualifications in the area, gained great popularity during the Covid pandemic as ‘the
PE teacher’, being highly questioned for his impact on PE itself (Bowles et al., 2022). Therefore,
the aim of this study is to analyse the phenomenon of PE influencers as adopted by PE teachers in
the filed. This is a research area that, to our knowledge, has not been previously addressed, and
which is of interest as it contributes to defining both the identity and informal professional

development of PE teachers as well as the field of knowledge itself.

Educative influencers

There are recent studies on this phenomenon focused on different social platforms. For
example, on YouTube, the success factors of educational content creators (edutubers) have been
characterised, highlighting the frequent uploading of short, explanatory videos in which the
edutuber appears physically on the screen and makes extensive use of the platform functionalities
and other social networks (Pattier, 2021). On Instagram, it has been observed that educators use
this social network due to its possibilities for carrying out self-directed activities, which engage or
capture the attention of other educators in any geographical area (Carpenter et al., 2020). This
network would function as a portal to like-minded professional spaces where teachers exchange
ideas and self-affirmation, with a subset of users who monetize some of the ideas exchanged

(Carpenter et al., 2020).
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Finally, the most recent work on teachers as influencers focuses on TikTok. Vizcaino-
Verdu and Abidin (2023) have analysed the processes by which teachers become micro-celebrities
and generate their own TeachTok subculture, in which the platform functionalities are key to reach
their audience and improve their online pedagogy. In all the cases mentioned, educational
influencers could be considered as a specific type of knowledge influencer (Maddox, 2023), as
they are experts in their profession who adopt micro-celebrity strategies, turning their primary

occupation into expertise and information that they share on social networks.

Educative influencers as micro-celebrities

A micro-celebrity is an ordinary person who, by emulating celebrities or famous
individuals, strategically shares information to be consumed by others. They regularly interact with
their followers, regarded as fans, to enhance and maintain popularity and attention among their
audience and within the network (Khamis et al., 2017; Marwick, 2016). In this study, we adopt
Marwick's (2016) approach, which emphasizes that micro-celebrity is something one does (not
something one is), referring to a set of practices, self-presentation techniques, and ways of thinking
about oneself as if they were a celebrity or famous person. In this way, the self is strategically
positioned as a commodity for audience consumption, regardless of the audience size (Marwick,
2016).

Recent studies have shown how influencer teachers adopt these types of micro-celebrity
strategies (Abidin, 2021; Carpenter et al., 2023; Shelton et al., 2020; Vizcaino-Verdu & Abidin,
2023). Among these strategies, authenticity stands out —presenting oneself as sincere and
approachable, which increases the receptivity of the message by making the influencer be seen as
“one of us” by their followers. Another strategy is to display both success and failures or

vulnerability to seem relatable and facilitate identification with their followers (Hendry et al.,
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2022). Recent studies have highlighted how the phenomenon of eduinfluencers, as knowledge
experts and micro-celebrities, is possible thanks to by user interaction facilitated by social media
platforms through their various features (Vizcaino-Verdu & Abidin, 2023).

The rise of the eduinfluencer phenomenon, linked to teachers’ interest and responsibility
in informal education on social networks, should be understood within the current neoliberal
context, which extends an entrepreneurial mindset to all forms of behaviour (Burchell, 1993).
Thus, it is common for teachers with a large number of social media followers —i.e.,
eduinfluencers with micro-celebrity status (Carpenter et al., 2023)— to adopt entrepreneurial
strategies through which they seek to identify, evaluate, and exploit business opportunities on their
profiles (Mei & Genet, 2024; Schmeichel et al., 2022). This teacher entrepreneurship occurs when
they sell, distribute, and promote online their own classroom resources and ideas about the
profession (Shelton & Archambault, 2018). Therefore, eduinfluencers navigate between the role
of educators seeking the professional development of their followers and that of an entrepreneur
in search of attention to monetize their social profile (Carpenter et al., 2023).

In this study, we focus on the analysis of Spanish eduinfluencers in the Physical Education
(PE) subject, who could be referred to as edufisinfluencers, considering the term edufis originated
on the social network Twitter to designate the online PE community in Spanish (Mellado et al.,
2021). The specific research questions guiding this study were: What elements characterize the
identity of edufisinfluencers as knowledge experts? What strategies do they use to position
themselves as edufisinfluencers on Instagram?

Methods

The research design, situated within a critical interpretive paradigm (Sparkes, 1992),

consists of a multiple case study in which each influencer analysed is considered a case. It is a
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descriptive design (Yin, 2018) as it enables the illustration of the key characteristics of the

edufisinfluencer phenomenon within its own context (Instagram).

Instagram was selected as the social network platform for this study because it is a
multimodal platform that allows for the visualization of the inherently practical component of
motor skills, in addition to the text and audio published by profiles. Instagram was created in 2010
and currently has around 1.2 billion users. This social network platform allows users to share video,
photo, and text content, either permanently (posts) or for just 24 hours (stories). It also enables
users to send and receive private messages, tag other profiles in posts, and create traceable content
through hashtags that index content and can be accessed via a mobile app or web browser.
Instagram serves as a space for teachers to connect through resources, support, and inspiration

(Carpenter et al., 2020), making it a rich context for studying in the educational field.

To identify PE influencer teacher accounts, the terms "edufis" and "PE” were entered into
the Instagram search feature (the "magnifying glass"). This method returned the top-ranked public
accounts. Considering that follower and following lists are accessible, profiles with the highest
number of followers followed by the initially selected account and subsequent ones were sought,
continuing this process until saturation, where the same high-follower profiles repeatedly

appeared.

The selected accounts had to meet the following inclusion criteria: Public accounts;
belonging to PE teachers and displaying content related to the subject; belonging to Spanish
teachers and teaching in Spain (this could be verified through the biography and by observing the
published content). Once the ten accounts with the highest number of followers were identified,

three were chosen for an in-depth content analysis. For this selection, the first author observed the
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Instagram activity of the ten initially selected accounts over one month and chose the three most
relevant, considering both the quantity and diversity of published content, as well as its theoretical
significance in answering the research questions posed. Two accounts belonging to women
(identified with the pseudonyms @aliciaedufis and @elretodelaef') and one account belonging to
a man (renamed as @educafis) were selected, with follower numbers ranging between

approximately 10,000 and 40,000.

For each selected account, posts (videos, photos, or text content permanently shared on the
main Instagram profile wall) and stories (videos, photos, or text content shared for 24 hours and
viewable by clicking the profile icon) were analyzed. The biography section (the area at the top of
the profile where a description of the profile or enabling functions are provided) was also
examined. As a timeframe, posts were analyzed over six months (September 2022 to March 2023)
and stories published daily over three weeks (September 2022). Across the three cases, a total of

159 posts and 73 stories were analyzed.

The images, videos, and texts from the posts, stories, and biographies were imported into
Atlas.ti 23 for coding and analysis. The data analysis involved thematic analysis (Braun et al.,
2016) of both textual and visual content. Initially, one researcher (first author of this work) engaged
in deep immersion in the data to achieve thorough familiarization. Subsequently, codes were
identified through an inductive process. With the collaboration of the second author, these codes
were grouped into themes and key concepts, always addressing the research purpose. The meaning
and significance of these themes were described and interpreted based on theory. Finally, the codes

and resulting data from each case under study were compared.

' An English translation of this name could be “TheChallengeOfPE”
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The ethical dilemma that arises when analyzing online data generated by individuals was
addressed through a deep, collaborative, and contextualized reflection (Goodyear, 2017), guided
by existing ethical standards protocols (Bruckman, 2002; Franzke et al., 2020) and previous studies
(Schmeichel et al., 2022; Shelton et al., 2020). The possibility of identifying the accounts was
eliminated through data and account anonymization via the following procedures: 1) renaming the
accounts using pseudonyms, aiming to maintain the tone and type of username of the original
account; 2) the verbal/text content published on the accounts was paraphrased, partially altering
the sentences while preserving their meaning, in order to prevent tracing back to the original
source; 3) Regarding images (photos, videos), their use was not considered, but detailed
description of them was provided. The study was approved by the Ethics Committee of the
University Complutense of Madrid.

Results

The themes and categories of analysis detailed below allowed us to characterize the
edufisinfluencers profiles as knowledge experts in Physical Education (PE), as well as to identify
the micro-celebrity and visibility strategies on the platform that enable them to position

themselves as PE influencers on Instagram.

Edufisinfluencers as experts of knowledge in Physical Education

The analysed edufisinfluencers profiles present themselves as experts in the teaching of
Physical Education (PE), whether through their academic qualifications, professional
achievements, and/or practical expertise. Specifically, @aliciaedufis and @elretodelaef highlight
their high level of university education (e.g., doctoral degrees) or their participation in academic

activities such as courses, seminars, publications, or research projects. Furthermore,
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@elretodelaef shares professional milestones, such as giving a speech or being invited to a
professional event or conference. Additionally, all three influencers analysed exhibited in their
posts a close connection to the practical teaching of PE by sharing information about teaching

strategies, classroom resources, or activites they implement in their own classes. For example:

“Activities for the first days of class just as I do with my students” (@educafis).

“We are about to carry out the third AMRAP session [a CrossFit workout] with the
students. Groups will be randomly formed, and each will have a peer-assessment sheet”

(@aliciaedufis).

“I am showing you these proposals for the development of balance. This term we are

starting to work on it with the third-grade students" (@elretodelaef).

It is also common for these influencers to share their students’ learning as a success
achieved thanks to their teaching work, as illustrated by @aliciedufis: “Is today the day for peer
assessment, teacher?” while smiling and forming a heart with her hands. In this way, they inspire

other teachers to follow their recommendations, training, and resources.

Edufisinfluencers share a vast amount of information on Instagram about what it takes to
be an effective PE teacher. One of the most recurring types of content (especially in the cases of
@aliciaedufis and @educafis) is the dissemination of a wide variety of activities, often presented
as “ready-to-use exercises for your PE class” (@elretodelaef). For example: “paddle alphabet:
with letter A, do 10 hits while CROUCHED; with letter B, do 3 hits the EDGE, etc.”

(@elretodelaef), “5 exercises for strength development with a partner” (@aliciaedufis), or:
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“20 cooperative soccer challenges. Very useful material in #edufis classes for introducing
students to do sport [...]. Ball in the air! The group, in a circle, will pass the ball using
their feet and thighs without letting it touch the ground. The player who touches the ball
must turn around once. The attempt with the highest number of touches counts over five

trials” (@educafis).

The above examples illustrate the performance of motor tasks that stablish a single level
of difficulty, often assuming prior mastery of the technical movement (even one of notable
complexity), and prescribe fixed rules and a specific number of repetitions or attempts for their
execution. Frequently, the tasks are presented in the form of challenges, a motivational strategy

widely used in social media.

Nonetheless, there are occasional instances in which the influencers acknowledge the
need to adapt content to the characteristics of the student group. As @aliciaedufis notes: “Offer
various options for exercises and activities so that students can choose those they prefer and find

most accessible while achieving the same objectives”.

Furthermore, all three edufisinfluencers share definitions or brief theoretical explanations
on a range of topics that, due to their introductory nature, appear to be aimed at novice
audiences. For example, they explain the difference “between game and sport” (@aliciaedufis),
key ideas about “warm-up” (@edufis) or “laterality” (@elretodelaef), or about programming
(@aliciaedufis), the latter aspect linked to the sale of training courses. Two influencers also
disseminate information on new trends or innovations in PE that educator followers should know

to benefit their students. For example, a course on inclusive education (@aliciaedufis) or new
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trends in digital technologies (@elretodelaef). Both influencers present key ideas and invite their

followers to enrol, upon payment, in their training courses via the link in their profile.

Finally, although less frequently, some critical content can be found, aimed at raising
awareness about social inequalities. For example, @aliciaedufis shares videos from other
accounts addressing body stereotypes and gender inequalities in sport. On the International
Women’s Day, @educafis offers a resource based on cards containing information about female
athletes to highlight their achievements. However, followers are required to interact with the
platform to access this resource, and the same post promotes discounts for a sportswear brand,

which raise questions about the genuine intent of the initiative.

PE influencers as micro-celebrities: Authenticity and relatability

The data show that the analysed edufisinfluencers, in addition to trying to inspire
admiration for their professional success, present themselves as authentic and approachable
individuals to their followers, with the aim of generating interest in their persona, just as celebrities

or famous people do. The micro-celebrity strategies they adopt are as follows:

Firstly, the edufisinfluencers offer help to their followers by presenting themselves as a
friend to be admired and who seeks to make their teaching job easier. For example, “Here are some
guidelines to help you” (@aliciaedufis), or “if the illustrations can help you, you just have to ask
for them” (@educafis). This desire to help persists even under difficult circumstances, as shown
by @elretodelaef in this story: “I feel terrible with this cold, but don't worry, I'll try to send you

the guide so you have it in time for your groups”.
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Additionally, in two of the accounts analysed (@elretodelaef and @aliciaedufis), they were
portrayed as authentic individuals by sharing intimate, sincere content, as well as personal aspects
of their daily lives. For example, they show images or videos of their hobbies like dancing
(@aliciaedufis) or practicing a sport (@aliciaedufis, @elretodelaef), everyday situations and
spaces like being in pajamas (@aliciaedufis), going on trips or moving to a new city
(@elretodelaet), sharing the books they are reading while showing their home (@elretodelaef), or

creating resources at home (@aliciaedufis), among other examples.

Another strategy typical of micro-celebrities observed in the analyzed accounts is the
predominance of positivity in both textual and visual content. For example, they present
themselves to their audience through their own avatars (exclusively in the case of @educafis),
smiling, posing, or engaging in physical activities. When they appear in person (@elretodelaef and
@aliciaedufis), they also show up smiling and with a carefully curated aesthetic. The messages
are accompanied by motivational phrases along with emojis that express strength, love, and joy.
For example, @elretodelaef shares her avatar image holding dumbbells and running on a treadmill
with a determined expression, along with the phrase: “Let's tackle Monday with everything we’ve

'9,

got!” or “Hello PE teachers! % Are you ready to bring out your most fun side in class?” o @"

(@aliciaedufis).

The edufisinfluencers balance this positivity and success with moments of vulnerability,
carefully show their imperfections as a strategy to appear relatable and foster identification with
their audience. For example, @elretodelaef admits feeling nervous before giving a presentation or

facing the typical challenges of teaching:
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“I wanted to share with you that no one gets everything right all the time. Sometimes we
see fun activities, beautiful materials, but the reality of teaching 28 students in a class is

different, and it’s inevitable that problems arise” (@elretodelaef).

There are also messages in which failures are seen as temporary obstacles that must be

overcome with a resilient attitude. For example: “No one wins without losing” (@educafis), or
“Getting up after a ‘failure’ is not only a sign of resilience but also of self-confidence (%>~

(@aliciaedufis).

In addition, they use humour around their flaws, problems, or situations common to the
teaching profession, further enhancing their relatability. For example, they share memes or funny
videos about the complexity of bureaucracy or the new educational law (@aliciaedufis), or
@educafis jokes about students' euphoria when they pass the subject or how hard it is to return to
work on Mondays. Finally, the three profiles self-promote through the micro-celebrity strategy of
participating in popular trends and challenges (which are unrelated to their profession). For
example, posts about Christmas, Halloween, Black Friday, or creating resources linked to famous

online personalities (e.g., streamers).

Visibility and online community through platform functionalities

The analysis of the studied profiles reveals how edufisinfluencers seek to take advantage
of the functionalities (or affordances) offered by the platform’s design to capture users’ attention
and thereby encourage their actively participation on the social network (through likes, comments,
tagging, etc.). In this regard, in the three analysed accounts, we observe strategic communication
actions aimed at achieving that participation. For example, when sharing information, they express

a willingness to help and resolve doubts, but they also indicate to their followers how they wish
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them to interact with the platform. As exemplified by @elretodelaef: “Any questions about the
talk or anything else, I'll be happy to answer them ¥, but please leave them in the comments of the
post”. However, at another time, she conveys an ambiguous message: “It is not necessary to share
this in your stories or mention anyone or take any unusual steps (although I really appreciate it if

you do) hahaha” (@elretodelaef).

Nevertheless, the most frequent strategy is a direct request for interaction, typically by
posting questions or expressing interest in followers’ opinions regarding a shared resource or a
recent event. They also ask for additional examples related to a previously shared idea, such
as: “Do you use any rubric like this in your classes?” (@aliciaedufis); “How do you manage
conflicts with your students?” (@elretodelaef); and “Can you think of any play-based ideas!? (...)

Has something like this ever happened to you?” (@aliciaedufis).

Another strategy frequently employed by the three edufisinfluencers to increase the reach
and impact of their expert content within their online community is the offering of gifts, discounts,
and even giveaways. To obtain the material, followers are required to make use of the platform’s
interactive tools, such as likes or comments on posts, sharing content via stories, or engaging other
potentially interested users by tagging their accounts. For example, @edufis shares free materials

and specifies:

+# Interested in getting the MATERIAL ? ? Follow these 3 steps to receive the free

version: 1) Like the post and follow the account @educafis. 2) TAG 3 colleagues in the

comments #edufis so they can discover the material. 3) SHARE this post in your stories

(@educafis).



303

304

305

306

307

308

309

310

311

312

313

314

315

316

317

318

319

320

321

322

323

324

INFLUENCERS OF PHYSICAL EDUCATION ON INSTAGRAM 14

Other strategies that demonstrate how edufisinfluencers take advantage of the platform’s
functionalities include: (1) the use of hashtags, which allow other users to locate their content when
searching for topics of interest via the search function (“the magnifying glass™), a strategy
frequently used by @educafis; (2) the consistent publication of content through stories, which
appear automatically in the stories feed of their followers; and (3) references to their “bio” section
to encourage users to view and purchase materials. It is also worth noting that some Instagram
posts originate from TikTok (either from their own account or from other users) which illustrates

the transmedia relationships between platforms and the cross-posting of content.

Discussion

The analysed edufisinfluencer profiles are characterized as knowledge influencers
(Maddox, 2023) in Physical Education (PE), as they present themselves as experts in the PE
teaching profession, while simultaneously adopting strategies of micro-celebrity and managing
the platform’s functionalities to gain visibility online and, ultimately, monetize their content.
Their self-presentation as experts in teaching is supported by their academic and professional
credentials, but also firmly grounded in their close connection to practical knowledge. Through
numerous examples drawn from their own classroom experiences, thy not only legitimize their
expertise in the real-world PE setting but also foster empathy and a sense of closeness with their

educator-followers (Shelton et al., 2020).

In this way, the edufisinfluencer positions themselves as a facilitator of their followers’
teaching practice by prescribing specific tasks and classroom dynamics that anyone could
implement in their PE classes. Generally, these are tasks that do not present progressions or

adaptations according to different learning contexts or student diversity. Thus, they represent a
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form of universal and standardized instruction which implicitly assumes that all students and
class groups could follow the same activities with the same instructions (Reeves, 2018). This
kind of “recipes” as a model of “good teaching” is typical of a technical approach to PE teaching,
characterized by ignoring context, power relations and students’ perspectives (Tinning, 2010).
Frequently, these tasks are framed as challenges, reinforcing a narrative of self-improvement,
individual responsibility, and identification with the online community (Camacho-Mifano et al.,
2019). The result is a standardized curriculum aligned with a neoliberal vision of education
(Meshulam & Apple, 2014), which also serves as the foundation for marketing and selling
teaching resources and materials. Alongside this dominant trend, there are occasional posts with
a more critical focus or that acknowledge the need to adapt teaching strategies. Although these
messages might appear contradictory, it is important to highlight that the persuasive influencer,
possessing a form of a celebrity status, can be accepted by followers in any of their multiple and

contradictory identities (Crocker et al., 2015).

The edufisinfluencer as an expert in PE on Instagram is developed through micro-
celebrity strategies, aimed at carefully curating their online presence in order to generate interest
around their persona (Abidin, 2018). Basically, they try to present themselves as authentic
individuals close to their followers, portraying themselves as “ordinary” teachers who love their
profession and try to help their followers. This type of personal interaction, which leads them to
share intimate, sincere content and aspects of their daily life, makes the audience more interested
and engaged with the content they post, feeling that, in some way, they know the

edufisinfluencers —that is, the person behind the profile (Van Driel & Dumitrica, 2020).

The analysed accounts predominantly convey messages of positivity and motivation

aimed at becoming a “good” PE teacher. This attitude is consistent with neoliberal ideas of
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personal effort, discipline, and empowerment, promoting an entrepreneurial conception of the
self (Camacho-Mifiano & Gray, 2021). In doing so, differences in teaching contexts and career
trajectories are ignored, hiding both social inequalities (due to gender, ethnicity, social class,
etc.) and the precarious nature of the teaching profession itself (Kirk, 2020). Alongside this
positivity, the influencers also share their struggles and even failures, deliberately framing their
imperfections as a way to appear more approachable and relatable people with whom followers
can identify, thereby increasing the receptivity to their message (Hendry et al., 2022). Failures
are often portrayed as temporary obstacles to be overcome through a resilient mindset
(Camacho-Mifiano & Gray, 2021), adopting an attitude in which failures and negative
experiences are reframed in positive terms. This is frequently achieved through the use of
humour, which helps reframe these setbacks by creating a general sense of well-being, thus
minimizing their impact (Kanai, 2019). In this way, a form of “collective affective attachment”
(Kanai, 2019, p. 20) is generated toward the desire to become the perfect teacher, which also

includes the efforts and failures involved in trying to achieve it.

In addition to micro-celebrity strategies, the analysed edufisinfluencers actively manage
platform functionalities to enhance their visibility on Instagram, particularly among PE teaching
audiences. Specifically, they engage in strategic communication actions to capture the
community’s attention and encourage followers participation on the social media network: they
request likes, shares, comments, tagging, etc. They also pose questions and propose discussion
topics, which are presented as genuine efforts to listen to and understand their audience (Shelton
et al., 2020), and to maintain their loyalty but, at the same time, these are key strategies to

increase the number of comments on their posts. Moreover, in some cases, they offer free
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resources, but to access them, followers must use the tools available on the platform, which is

crucial for the account’s visibility (Nadeem et al., 2020).

All this continuous audience interaction with influencer content can be understood as a
constant effort to avoid the invisibility created by the algorithm (Van Driel & Dumitrica, 2020).
In addition, large numbers of followers, likes, comments and views function as symbolic capital
on Instagram. It legitimises the content shared by edufisinfluencers, acting as an indicator of their
expert knowledge since the larger the following, the more powerful the brand and its content
(Khamis et al., 2017). Moreover, there is also evidence of cross-posting between Instagram and
TikTok, reflecting the mimicry and convergence of both platforms (Abidin, 2021). All of these
actions require a considerable amount of invisible labour (Abidin, 2021; Vizcaino-Verdu &
Abidin, 2023), aimed at managing platform content to increase popularity and reinforce their

status as knowledge influencers within the edufis community on Instagram.

Conclusions

This study has demonstrated how the figure of the edufisinfluencer on Instagram is a
complex phenomenon. Grounded in their expert knowledge on Physical Education (PE) teaching,
edufisinfluencers build their presence through the use of micro-celebrity strategies, aimed at
conveying authenticity and relatability, and by leveraging platform functionalities to capture
attention and promote user participation. These actions are strategically designed at modulating
the Instagram’s algorithm to achieve greater visibility of their profile (Van Driel & Dumitrica,
2020). Ultimately, this complex dynamic enables, in all three analyzed cases, the monetization of
expert knowledge and, consequently, the commercial exploitation of the account, in what is termed

the figure of the entrepreneurial teacher (Carpenter et al., 2023; Shelton & Archambault, 2018).
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Therefore, the knowledge of PE circulating on Instagram can be understood as digital and social
construct, in which the shared knowledge is co-constructed by the knowledge influencer
themselves as both expert (Maddox, 2023) and entrepreneur, the Instagram platform and the

teacher audiences.

This research highlights the tensions surrounding the role of PE within this emerging
dynamics. On one hand, edufis communities led by edufisinfluencers constitute accessible informal
learning spaces, collectively created, led and shared by peers within the teaching profession
(Carpenter et al., 2020). Such online spaces offer potential opportunities for mutual support,
learning, and reflection on PE and teaching practices. On the other hand, and without questioning
the good intentions of edufisinfluencers, their activities must also be understood within the broader
framework of an individualistic, consumerist and neoliberal culture (Attick, 2017), and the
development of a teaching profile as an entrepreneur who does business online and, therefore,

considers fellow educators as clients (Schmeichel et al., 2022).

Future research should explore the process by which “ordinary” teachers become PE
influencers, examining the development of micro-celebrity dynamics and the dilemmas that arise.
Similarly, it would be interesting to investigate the perspectives of teachers who engage with these
accounts (motivations, perceived usefulness, potential conflicts, etc.) in order to better understand
the influence these profiles exert on teachers’ professional identity and development as PE
educators. Finally, deeper insight is needed into how current social and educational contexts
contribute to the emergence, success and legitimization of these profiles, and what consequences

this has for the PE field itself.
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Regarding its practical application, this study points to the urgent need for PE teacher
training centers to address this phenomenon and to co-investigate with teachers about the complex
online interplay between influencers, expert knowledge, celebrity strategies and
algorithmic/platform dynamics. This would enable educators to harness the potential benefits of
social media (e.g., connecting with the edufis community) while mitigating potential risks, such as
time loss or exposure to inadequate content (Shelton et al., 2020). What becomes evident is that,
given the widespread use of social media and the growing role of edufisinfluencers in the field of

PE, teacher training must adapt to this new educational reality.

Notes

1. List of stories in continuous update of the accounts that are followed, located at the top of

the home profile.
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