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• young protagonists / teenagers presenting themselves
• topics: shopping, lifestyle and beauty, gaming, consumer advice, politics
• „inspiration“
• very popular: authenticity, „could be my friend“,
• audience trusts almost implicitly
• many subscribers
• products have always been a part of the videos
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• highly attractive for brands
• products may be supplied by companies
• „influencer marketing“
• brand ambassadors
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‐ Not a legal vacuum
‐ Public policy objective = to avoid confusion on part of the viewer
‐ Consumer protection
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• amateurs
• flag, label, signpost
• YouTube community includes independent artists and professional marketers
• reached out to us, dialogue
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• based on legal grounds, but avoiding legal terminology
• colloquial language
• not abstract rules, (almost) no legal terms, but
• a list of realistic scenarios

• Q: What do you have to disclose when you buy the product yourself? – A: 
Nothing.

• Q: What do you have to disclose when you receive money to promote a 
product? – A: Make it recognisable (mark as “advertisement” / “product 
placement”).

• Q: What if you set affiliate links? – A: Inform the viewers that you receive a 
share of the turnover.
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• paper is a guideline
• YouTubers themselves wanted to be more transparent – but didn‘t know how
• transparency
• consumer protection
• toolkit for new formats
• #sponsored #ad
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‐ Paper is in place for over a year now
‐ We have seen improvement, i.e. YouTubers try to make advertising recognisable

(examples ???)

‐ The YouTube community welcome the paper – but want everybody to implement the
paper

‐ We reviewed the paper – and changed some of our case descriptions
‐ widened the scope (to Instagram, Snapchat, Twitter)
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