
FTC Guidelines and the Risks of Undisclosed Influencer Marketing 
 

Kari Currence 
 

It’s safe to say that social media has become a big part of our everyday lives. It’s a space 
where we connect with friends and family, stay updated with the latest news, and keep up with 
trends in culture. It’s also where we can learn new things, discover hobbies, or just unwind with a 
good laugh. But beyond the social interaction, social media has also become a constant stream of 
advertisements, whether from brands promoting their own products, celebrities sharing their latest 
endorsements, or the influencers we follow for lifestyle inspiration. 

 
As influencers gain more of a following and increase their wealth, more and more people 

are trying to break into this lucrative field.1 In fact, nearly one-third of preteens say that becoming 
an influencer is a career goal.2 While it may seem like an exciting and glamorous profession, being 
an influencer is not just unboxings and tutorials.  

 
When promoting products, there are certain requirements that influencers must follow. 

Failing to meet these guidelines can result in serious legal consequences.3 Under Section 5(a) of 
the Federal Trade Commission Act, it is illegal for businesses to engage in deceptive advertising 
practices.4 This includes influencers who promote products or services without clearly disclosing 
that they are being paid or compensated for it.5 The FTC’s guidelines make it clear that influencers 
must use obvious terms, like ad or sponsored, to indicate a paid partnership.6 

 
When influencers fail to add clear disclaimers to their posts, they risk misleading their 

audience into thinking their endorsements are impartial or organic when, in fact, they are paid 
promotions. Violation of the FTC’s guidelines can result in orders requiring defendants to pay 
money and abide by various requirements in the future.7 Additionally, the FTC could seek 
substantial civil penalties.8  

 
For influencers, understanding and following the FTC guidelines is crucial to minimizing 

legal risks and maintaining trust with their audience. However, the influencer marketing landscape 
is always evolving, so staying informed about any updates from the FTC is key to avoiding 
potential issues in the future. 
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