INFLUENCER
MARKETING

OF FOOD
SUPPLEMENTS:
BEST PRACTICE
GUIDE

supplements-good-practices.iadsa.org

International Alliance of Dietary/
Food Supplement Associations






What is this
guide for?

This guide provides best practices for ensuring that advertising
content shared by “influencers” is transparent and responsible.

This guide has been written with influencers and advertisers

in mind but it can also be valuable for anyone involved in
communicating about food supplements including ‘celebrities’,
‘scientists’ and a wider audience seeking to promote
supplements to consumers.

This guide aims to act against misleading, harmful, irresponsible,
or offensive advertising related to food supplements. It does

not aim to replace national guidelines or legislation but rather
emphasise that communication about food supplements should
be made in a responsible, ethical and transparent manner.
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Terminology

For the purpose of this guide:

The term “food supplement” should be understood as referring
to products which are defined in different jurisdictions as

food supplements, dietary supplements, health supplements,
nutraceuticals and health foods or by any other terms used to
describe the category.

The concept of an ‘influencer’ includes any human, animal or
virtually generated (e.g. avatar) persona who engages with an
audience on various online social media platforms. They may be
referred to differently depending on the platform or regulatory
frameworks, e.g. streamers, bontent creaters, bloggers.
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Set clear expectations regarding marketing
strategies and advertising objectives prior to
collaborating with influencers. This includes
avoiding partnerships with influencers who
artificially inflate their engagement or follower
numbers, and committing to diversity and
inclusion.

Conduct due diligence when selecting influencers
to help protect vulnerable groups including
children. Advertising to vulnerable groups requires
particular care with the content.

Develop contracts with influencers to set
expectations and uphold advertising standards
and protect consumers.

Ensure that influencers clearly disclose paid
partnerships and sponsored content.

Outline procedures for monitoring influencer
content to ensure it aligns with brand values,
advertising standards and any applicable
legislation. This includes reviews of content
before publication.

Address the importance of adhering to data
privacy laws and regulations, especially when
collecting and using personal information from
influencers or their audiences.

Respect the independence of influencers,
providing them with thorough briefings to ensure
the creation of authentic and relatable content.
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Role of influencers

“Acting ethically,
adhering toregulations,
and taking into
account the well-being
of their followers and
the environment”




Maintain honesty and authenticity in all content.

Verify that promoted supplements adhere to all

relevant requlations governing the manufacturing,

sales, marketing, and advertising.

Stay abreast and comply with regulatory
requirements concerning current and emerging
platforms and formats.

Clearly disclose advertisements and ensure that
such labelling is upfront and identifiable and,
where a hashtag is required, it is not mixed with a
group of other hashtags or links.

Refrain from engaging in conduct that is likely to
mislead or deceive.

Not falsely represent themselves as consumers.

Refrain from omitting or hiding ‘material’
information.

For avatar influencers, refrain from providing a
testimonial that an avatar cannot experience.
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Other rules

Governments and social media platforms often provide guidance.
A number are provided below:

IADSA Hub linking to national /regional government requirements

https://supplements-good-practices.iadsa.org/supplements-and-influencers/

Platform advertising guidelines *

Facebook
https://en-gb.facebook.com/business/ads

Facebook for Business Influencers
https://www.facebook.com/facebookmedia/blog/businessinfluencers

Google / YouTube

Ad Policies: https://support.google.com/adspolicy/answer/600894

Guide to Advertising: https://support.google.com/google-ads/answer/6146252

Getting started with brand partnerships: https://creatoracademy.youtube.com/page/lesson/partnership-basics

* If links do not work or if a platform is not listed, guidance should be directly sought from the platform.
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Instagram
Branded Content Ads: https://business.instagram.com/a/branded-content-ads

LinkedIn
https://www.linkedin.com/help/linkedin/answer/727/advertising-guidelines

Pinterest
Using Ads Manager: https://business.pinterest.com/en/using-ads-manager

Snapchat
Advertising Policies: https://www.snap.com/en-US/ad-policies

TikTok
https://ads.tiktok.com/help

Twitch
Advertisers Guide to Twitch: https://adguidetotwitch.github.io
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