
   



   

Creating brand content often offers you all kinds of creative licence, but did you 
know that as an influencer, in the eyes of the law, you are equally responsible for 
operating within the law when it comes to disclosure, as the brand who 
commissioned you? 

There are rules and regulations when it comes to sponsored and paid-for content. 
They are the cause of controversy and debate, but ultimately they assure you, your 
fans and the brands you work with of the following:
 

It is essential that you understand the 
fine print when it comes to sponsor-
ships and working with brands. These 
rules have also undergone quite a few 
changes. Since April 2016, sponsored 
content has come under the spotlight 
by advertising, marketing and com-
petition authorities all over the world 
and influencers who don’t pay atten-
tion to the new rules and regulations 
could end up paying a fine, and losing 
their credibility. The rules may vary 
from country to country, but it is your 

responsibility as an influencer to be 
aware of industry best practice and to 
know how best to keep your platform 
on the straight and narrow. This is es-
pecially relevant for influencers who 
have global audiences and work with 
international brands.
 
To help you keep track, we’ve broken 
them down into specific platforms so 
you have a handy guide to creating 
#sponsored legally on social media.

THE RULES AND REGULATIONS 
OF SPONSORED CONTENT

Authenticity Trust Transparency



   

Instagrammers have their own set of rules to follow when it comes to ensuring 
their sponsored content fits in with best practice. Instagram launched its 
Sponsored Ads in 2014 and since then they have become a part of the platform’s 
landscape. By following these rules you’re adhering to Instagram best practice and 
upholding the values of the community.

THE RULES:
 
Label all sponsored content clearly. You can use a variety of hashtags 
such as:

  #sponsored
  #ad
  #affiliate
 
NOTE: The FTC has clearly stated that hashtags that are not easily identi-
fiable as sponsored don’t count. So the following are unlikely to be seen as 
open admission of working with a brand:

  #spon
  #sp
  #spons

Don’t hide the hashtag or brand name in a flurry of words or force people to 
scroll down to see it. Make it obvious from the start.

INSTAGRAM



   

HOW TO DO IT:

In this sponsored advert for protein drink Orgain, Oklahoma State cheerlead-
er Ashely Wilson tags the brand @drinkorgain clearly and does not bury the 
#sponsored hashtag. It is also authentic content, as a cheerleader definitely 
supports all things health and fitness related.

THE EXAMPLES

If you can’t tell the post is sponsored, then it’s likely nobody else will either.
When linking to the brand’s website in your bio, it has to be clear what it is 
and who it is. A link shortener is misleading so ensure you use the entire web 
address or say clearly: “Link about X Brand”.

Include the brand’s @handle so people know who sponsored the content.

Stay authentic. The Advertising Standards Authority of South Africa (ASASA) 
clearly states that any sponsorship should respect your creative freedom 
and autonomy.

https://www.instagram.com/p/BI02KFPB9zz/


   

And what’s wrong with this picture? Strictly speaking, Blair Eadie should have 
have added the full #sponsored tag to her post. (But at least she disclosed!)

HOW NOT TO DO IT:

Bex Finch is a well-known Instagrammer and photographer who coined the 
term #fromwhereIstand. This is a sponsored post with Tretorn boots without 
the #sponsorship or #ad, but with a mention of the product.



   

YouTube is packed with amazing talent, and plenty of brand sponsorships. Many 
of the rules of sponsorship are the same as with the other social channels, but 
there are a few which are specific to this market.
 

THE RULES:
 
According to ASASA your audience must be clearly informed of the fact that 
what you are doing forms part of a sponsorship. Make this clear in the text 
and at the start of the video.

Disclose content which is paid for succinctly and where it cannot be missed. 
At the beginning try saying things like:
 

Really do say it at the start of the video. If you wait until the end, then your 
viewers are led to believe this is your content until the last minute and it not 
only breaks the rules, but also may affect how they feel about you.

You are not allowed to overlay a sponsor logo or product branding on your vid-
eo unless the brand has a Google advertising presence.

You have to notify YouTube by clicking on the box in the Advanced Settings 
tab under Content Declaration.

Check if your sponsorship deal isn’t going to clash with your YouTube adver-
tising and disable it if necessary.

YOUTUBE

This is a sponsored video on behalf of [BRAND]

I received a complimentary [BRAND] to test out for a few weeks

https://support.google.com/youtube/answer/154235


   

Follow the YouTube rules regarding title cards and how they can be used in 
your content or you may find it banned!

A hyperlink is not enough, nor is just a brief mention of the brand. The FTC has 
made it clear that if the content is sponsored, then a hyperlink alone doesn’t 
‘convey the importance, nature and relevance of information to which it leads’.

It’s not enough to just write your disclosure in the description, you must in-
clude it in the video clearly and prominently.

If you live stream, you need to keep the endorsement and disclosure informa-
tion prominent throughout so anyone joining at any time can see that it has 
been sponsored.

HOW TO DO IT:

Here is how you let YouTube know when you’re working with a brand to create 
sponsored content. 

THE EXAMPLES

  (SOURCE: YouTube Support)

Austin Evans makes it clear right from the start that he is working with 
CastrolEDGE to create this particular sponsored video.

http://marketingland.com/youtube-tightens-rules-brand-sponsored-videos-119011
https://www.ftc.gov/tips-advice/business-center/guidance/ftcs-endorsement-guides-what-people-are-asking
https://www.youtube.com/watch?-time_continue=14&v=zZiM-8TTkmM
https://www.youtube.com/watch?time_continue=14&v=zZiM-8TTkmM


   

HOW NOT TO DO IT:

Claudia Sulewski’s Back to School High School Makeup tutorial is right on 
brand, but this one only reveals her Maybelline sponsorship at the very end.

This ad would not be allowed under the current rules 

To declare your 
YouTube Video as 
sponsored, go to 

Settings when you 
upload, and under 

Content Declaration, 
tick “This video 
contains a paid 

product placement or 
endorsement.

https://www.youtube.com/watch?v=j9gwvAewzBY&feature=youtu.be


   

The pioneers of the online frontier. The wordsmiths and image takers who have 
tracked their adventures on blogs and platforms from the dawn of the internet. 
Yes, you, the bloggers. You too have a bunch of rules which you need to pay 
attention to or risk losing credibility and authenticity. Here are the latest regulations 
that will keep you in line with best practice...
 

THE RULES:
 
Google has asked you to use the nofollow tag on links which take readers back 
to the brand’s site, social media, merchant pages and more. The reason? These 
are not organic links. As with all sponsored content on all social platforms – 
disclose, disclose, disclose. The rules for best practice include:

Read this open letter from the Competition & Markets Authority released in April 
2016 to see exactly how seriously sponsored content is being taken by the 
authorities.

BLOGGERS

Cite the source at the top of the page.

Don’t put sponsorship details where people have to hunt for them, such as in 
images or at the bottom of the copy. If they have to scroll down to see it, it’s 
wrong.

Use hashtags such as #sponsored, #ad, #advertising.

Use simple language which anyone can understand.

Write something like “Sponsored Content” directly under the first image or 
heading.

https://webmasters.googleblog.com/2016/03/best-practices-for-bloggers-reviewing.html
https://support.google.com/webmasters/answer/96569
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/512563/An_open_letter_to_online_publishers_and_bloggers.pdf


   

Remain true to your blog content and your personal brand. Your authentic voice 
is what brought the brands to you, don’t let them change it. It is also your voice 
which has brought you readers, don’t let them down by:

Posting fake reviews.

Giving ringing endorsements of a product or service you don’t like, just be-
cause it is paid for.

Allowing a brand to dictate how you promote their product or service, especial-
ly if it breaks the rules. Brands know better, they have guidelines too.
 

The FTC even created a mnemonic to help you and the brands you work with 
remember the rules. 

If your content is spread across all social media platforms, make sure your spon-
sorship labels are on them all.

Even if you’re not paid to do the review, if the product or experience is given to 
you by a brand, then it’s best practice to reveal this information.

If you are a live blogger who attends events, especially those which pay for your 
attendance/accommodation/time, then you need to disclose this relationship in 
every, single post.

Why not include a footer in your site which outlines your disclosure policy and 
ensures readers always know what you’re doing and who you work with?

Keep it real. Authenticity is vital.Watch those hyperlinks! They need to show ex-
actly the relevance and nature of the information they are sending people to 
read.

Mandate a disclosure 
policy that complies 

with the law;

Make sure people who 
work for you know 

what the rules are; and

MMM stands for:

Monitor what they’re 
doing on your behalf.

https://www.gov.uk/government/publications/online-reviews-and-endorsements-advice-for-businesses
https://www.ftc.gov/news-events/blogs/business-blog/2011/12/using-social-media-your-marketing-staff-closing-letter-worth


   

Don’t use pop-ups for disclosure as they can be blocked. Also don’t use scroll 
bars to hide it either.

Make sure that your disclosure is always clearly visible to everyone on every 
device.
 

HOW TO DO IT:

On Tech Girl, blogger Sam Wright has 
written a post about a game from 
Cadbury. Her post has clearly been 
marked as #SPONSORED in the top 
right corner, where it can’t be missed.

HOW NOT TO DO IT:

The recent campaign by Lord & Taylor 
was more than uber successful, it also 
crossed a few lines when it came to 
disclosure and being honest with read-
ers. Need to know how not to do it? 
Read all about it here:
 

THE EXAMPLES

James Whatley of Whatley Dude fame demonstrates exactly how to react when a 
brand asks you to ignore the rules and your code of sponsorship ethics:

https://twitter.com/Whatleydude/status/716343771223429120
http://behindthescreen.selfishmom.com/public-disclosure/
http://www.racked.com/2015/4/6/8352599/lord-and-taylor-bloggers


   

Facebook posts need to be created following exactly the same rules as those cov-
ered by Instagram (Facebook photos), YouTube (Facebook video) and blogging, 
but there are a few extra worth noting.

Disclose your relationship with 
your sponsor by using the cor-
rect hashtags and sponsor 
mentions. Best practice exam-
ples include:
 

Any Facebook post or update 
has to also use the hashtags 
and clearly let people know that 
it is sponsored. If you are linking 
to Facebook from a blog, ensure 
the brand name and #sponsor-
ship tags are visible across all 
platforms.

The following hashtags will not 
count as making it clear your 
Facebook post is sponsored:

Be transparent in all your 
communications.

Any Facebook post or update 
has to also use the hashtags and 
clearly let people know that it is 
sponsored. 

Facebook expects you to get Ver-
ified before you can post spon-
sored content. You can find out ex-
actly how to do this here.

When publishing a sponsored post 
on Facebook you need to tag the 

FACEBOOK

#sponsored
#advert
#ad
#promotion
#promo
#affiliate

#spon
#sp
#spons

THE RULES: 

http://blog.webfluential.com/2016/05/09/influencers-heres-how-to-get-verified-on-facebook-in-3-quick-steps/


   

brand’s page and use their branding tool, every single time. You also need to 
follow their guidelines on using the ‘handshake’ icon to add the branded con-
tent tag.

THE EXAMPLES
In this post, Lady Gaga is a Verified Facebook influencer. When she posts influ-
encer/brand content, the brand is added as ‘...with X Brand’, in her case ‘with In-
tel’. This then gives Intel, well, intel about views, engagement and metrics and 
readers know that this post has been done in partnership with a brand.

You can immediately tell that this post doesn’t follow the new guidelines and 
may not communicate to readers that content has been sponsored. 

This may have been done before the rules came into play, so this isn’t someone 
who has actively been marked as having broken the rules, but you can see that 
the tick is missing and if that content is sponsored, there are no hashtags to 
prove it.



   

Twitter posts also have their fair share of the rules when it comes to revealing 
sponsorship deals and keeping transparency top of mind. While many of the 
guidelines remain the same for all forms of sponsorship online, there are a few 
individual twists to Twitter.
 

Disclose your relationship with 
your sponsor by using the 
correct hashtags and sponsor 
mentions. Best practice 
examples include:

When working on Twitter, be-
cause of delays between Tweets 
and the impact that following 
Tweets have on visibility, you 
need to disclose your 
sponsorship in every Tweet. Your 
second Tweet may not necessar-
ily follow directly on from your 

first and readers may not con-
nect the two.

If you are linking to Twitter from 
a blog, ensure the brand name 
and #sponsorship tags are visi-
ble across all platforms.

The following hashtags will not 
count as making it clear your 
Twitter post is sponsored:
 
Be transparent in all your 
communications.

Stay authentic and true to your 
own personal brand, it got you 
here and losing it could impact 
your brand.

TWITTER

#sponsored
#advert
#ad
#promotion
#promo
#affiliate

#spon
#sp
#spons

THE RULES: 



   

The FTC has said that just using #ad in sponsored Tweets is absolutely fine 
thanks to the 140 character limit.Placement of the hashtag is also 
important. 

Don’t:

Put the #ad after a link or bit.ly as most people don’t read that

Lose it in a pile of other hashtags

Play around, just put it in at the start and be done with it.

THE EXAMPLES
HOW TO DO IT:
 
Two great ways of sending a Tweet which complies with regulations are:
 
“#Ad Had a hands-on experience with the (Brand Name Product). Full break-
down here: BrandNameLink.com”

“I got flown to Mexico to stay at the (Brand Name) Hotel. Such an amazing lo-
cation, read about it here: (#ad) Brandpost.com”
 
HOW NOT TO DO IT:

Here is an example of a celebrity doing a ringing endorsement which is not only 
in a completely different language to his own usual style, but has no reference 
to a sponsorship in any way. (Credit: WhatleyDude)

https://twitter.com/WayneRooney/status/313376057157902336?ref_src=twsrc%5Etfw


   

The sponsored Tweet

https://twitter.com/WayneRooney/status/320821509088239616/photo/1?ref_src=twsrc%5Etfw


   

Need some help in making sure your content is sponsorship savvy? Here are 
some resources that will make your life a lot easier (and a lot more compliant).

HELPFUL TOOLS:

CommandPost has a multi-platform disclosure tool which you can use to 
share compliance information on your social media channels.

Content & Native Disclosure Guidance published by the IAB UK.

All the tips you need to know from the FTC in one handy place.

A scary list of organisations that didn’t insist on disclosure - worth reading 
before you decide to ignore the rules.

http://getcommandpost.com/
http://www.iabuk.net/sites/default/files/Disclosure%20Guidelines%20on%20Native%20Distribution%20Formats%202015.pdf
https://www.ftc.gov/tips-advice/business-center/guidance/ftcs-endorsement-guides-what-people-are-asking#social
https://www.gov.uk/cma-cases/online-endorsements-potential-non-disclosure
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