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Banner Ads

m Happy 20" Birthday banner ads!

m Born Oct. 27, 1994 -- AT&T runs first banner at
on HotWired

m Estimated click-through rate in 2000 at 9%

m In 2014, Google estimates .09% click rate
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Who to follow

Refresh - View all

Tree Hut :
' HiggenbloomHoney
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Find friends

Popular accounts

Trends - Change
#CopperTV

Lil Mama

Ace Hood
Trinidad James
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RELATED CONTENT

: 34 i
Ray allen On Kavin NBA Wile Lats Hushand
GarmeDoc Rivers Cheal Once a Year?
Leaving The Celtics

FROM BOSTON.COM AND PARTMNERS

Restaurant closing has brides-to-be scurrying

ALl Tmci OGO TRAWIL  CAld  SORE B LYTATE i ANE

Zumba teacher could get  Tour Jenniler Aniston’s
jail iy prostitution case Baverty Hills Home Tor
Sale

FROM THE WEB

Tour Katherine Heigl's Los Angeles Home for
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13 Ways To Be "Tough"

England’s annual Tough Guy Challenge involves an eight-mile run
through fire, ice, barbed wire, and tunnels made of tires.

14 People Making The Best Of Bad Situations

When life gives you lemons, carve them in to tiny helmets for
squirrels. Always remember to look on the bright side. Come on. Get

happy.

™ o

PFRESENTED B
Volkswagen

e B

This Guy Saved A Freezing Baby's Life, NBD

And other morning links.
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I ¢ ——— i Get your brand into the
conversation
ssneo Camier 4:34 PM E100% -
: Inbox (3) :

Gap

Today only, everyting is 50% off - come
see more!

‘ I- -
% Dennis Smuckers
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NEWS ENTERTAINMENT LIFE VIDED MORE

17 Dogs That Will Bring A Smile To T
Your Day odaine.

Foods, Inc.
Having a ruff day? Cheer up. These pups enjoy the simple pleasures inlife, and you
should too. Treat your furry friend with Natural Balance Dental Chews 1o keep their

-|||'ﬂ| Diick Van Patten's Natural B
chompers pearly and fresh Eﬂ i

Balance Pet Foods, Inc.

Dioas your dog or cat have play
datas? Show us a picl

?'Illril Matural Balance Pet Foods

Brand Publisher

f W= (@ 3

1. Have you ever seen someone so chipper for
couches?

[ VTN N T —
288 454 pacple B Dick Van Pafien's Natural Balares Ped Foods
Int

F1E™
z ]

[ PO

F Follow @NaturalBalamse 11 18 folowery

Tweets W Follow

&, Cinnamon @Comamonhsco 3Mm
“ _';!-'\-il'Ulii":- e This 5 ma K
RCinnamonNSCD playing wikth my

Lludl.?g.' Miles i@ 52800 ikes in front of
500 people 1asi month

pic taitier.comyTESQKPTLWG
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Politics Hu-1j||r-.-.! Tech | Mational

Special Reports  Video Photo Ebook Mewslefiers IS Speak. Clarence Spaskl Ssdhew Cohes

SPONSOR CONTENT Aty

David Miscavige Leads Scientology to Milestone Year

L'nder eoclesiasticn| .t_\...l. David Miscovige, the Scientology religion exponded more in 2012

Entertainment

How te Protect ‘SonsofApes |  Can Ohio Wiy Socsal
f}w Workers From and Pigs". Handle ihe Meeda kates f
the Rise of Where Is the | Truth? Your Business

an C Eobots Reaction?

Magarine

WRITERS

JEFFEEY GOoLDEERE A Wenderful New
Book About Scientolegy . By a

ANES TRLL VS | Securiky Tip: Disable

Java Now

Tas@E=g coates More Guns, Less Crime
The Shll.l:ﬂln il Example

DESEL THOWSE How Low Are U8, Taues
Compared te Other

. dabonia: A Big Fleld Test for
Gea I‘11lh Ads That Pop Upon

SLVE cRODS  Forward te North
dmerican Union, for Enrope’s Sake

GARANCE FRAMKERUTE Richard Ben
Cramer on Hew He Did 1t

sTEvE CLEMCs  Dfficials: Chuck Hagel
“d.lll. GL:I.!-'rmlle. for._

Aol 1

In Focus

THE GICCEST STORY 1N PHOTSS
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Women Inmates:
Why the Male Model Doesn't Work

Ag the number of woman inmates soams,
80 does thea need for policies and programs that meet their needs

By Melania Deziel

ADZ2ITOD
l AD2282T6
J

Over the past three decades, the number of women serving
time in American prisons has increased more than eightfold.
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Isn’t This Protected Speech?

THEFIRST AMENDMENT

CONGRESS SHALL
ING AN ESTABLISHMENT OF RELIGION, OR
PROHIBITING THE
OR ABRIDGING THE FREEDOM OF SPEECH, OR

PEAGEABLY TO ASSEMBLE, AND TO PETITION THE
PROTECT THE FIRST AMENDMENT, SUPPORT THE CBLDF
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ot a look mspired by
Shay Mitchall's ramantic
wWaves ahd &1 Brais whikh

this easy step-by-siep guidea

(ahve a mooen day baest o your Valentine's

Day ook with these foolpmaof tips and rmiust-

havve products from Pantene, Whether
preparng for a date or simply updabing your
ook, Pantens puts yvour best bress, fondsard
by grving you ophons to make the healthy

air wou love a3t and ast

Gt the look! Vist pantene.com,/ halrstyles to sort
throigh rmone hairstyles and how-to guides.
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Of cigarettes and science.

Thiz iz the way scence iz supposed Lo

A scientizt observes a certain set of facts.
To explain these facts, the scentist comes up
with a theory.

The, to chedk the validity of the theory, the
saentist performsz and experment. If the
expenment yvields posibve results, and is
duplicated by other saentists, then the theory
ig supported. If the experiment produces
negative results, the theory 13 re-examines,
modified, or dizscarded.

But, to a scentst, both positive and
negative results shoald be mportant. Because
both produce valuable learning.

Mo let's talk about agarettes,

You probably know about research that
links smoking to certain diseases. Coromary
heart dizease 12 one of them.

Much of the evidence consists of studies
that show a statistical association between
smoking and the disease.

But statiztics themselve: cannot explain
wity emoking and heart disease are assocabed.
Thus, scientists have developed a theory: that
heart disesse iz coused by smoking. Then they
pedormed various expenments to cheds this
theory.

We would hke to tell you about cne of the
moat important of these expenments,

A little-known study

It waz called the Multiple Fisk Factor
Intervention Trial (ME FIT).

In the words of the Wall Steef fournal, it
was “one of the lagest medical experiments
ever attempted,” Funded by the federal
government, it cost $115,000,000 and took 10
vears, ending in 1982,

The subjects were over 12,000 men who
were thought to have a high risk of heart
dizeaze because of three rizk factors that are
statistically associated with thiz disesse:
smoking, high blood pressure and high
cholestersl levela.

Half of the men received no specal medical
miervention. The other half received medical
treatment that consistently reduced afl three
rizk factors, compared with the frst group.

It was assumed that the group with lower
nk factors would, over tme, suffer
significantly fewer deaths from heart disease
that the higher risk factor group.

Bat that's not the way it tumed out.

After 10 years, there was no statiztically
significant dilerence between the two groups
in the number of heart disease deaths.

The theory persists

We at K.J. Reynolds do not claim thiz study
proves that smoking doesn’t cause heart
dizeaze. But we dowash to make a poimt.

Dezpite the resultz of ME FIT and other
experiments like i, many scientists have not
abandoned or modified their ongnal theory, or
re-ecamined ks assumptions.

They contimue to believe these factors
causze heart dizease. But it iz important to
label their belief socurately. [tiz an opinion, A
judgment. But mef scentific fact.

We believe in saence. That iz why we
continue to provide funding for independent
research into smoking and health,

Bat we do not beheve there should be one
gt of eaentific prinaples for the whole world,
and a different set for experiments invohing
cgarettes. Scence iz science. Proof iz proof.
That 12 why the controversy over smoking and
health reman: an open one.

R.]. Reynolds Tobacco Company

P L R T
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Why Do We Need to Be Told It Is
Advertising?

eeeeeeeeeeeeeee



VENABLE ..

The Tech That Makes the Pebble Watch
Tick “[S]ponsored content can convey an explicit

8. Al /&= EE E G - or implicit message about a product, the

Boe Wtm| giie @ B ]

benefits of using the product, or the
disadvantages of a competing product. In
such circumstances consumers have a
compelling interest in knowing the sponsor
of the content because the content conveys a
commercial message that benefits the
advertiser.”

Qualcomm. Inc. (Snapdragon Processors),
Case Report #5683
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4ome » FTC Policy Statement on Deception

FTC Policy Statement on Deception

FTC POLICY STATEMENT ON DECEPTION
Appended 1o Cliffidale Associates, Inc, 103 F T.C 110, 174 (1984)

FEDERAL TRADE COMMISSION
WASHINGTON, D.C. 20580

October 14, 1983

The Honorable John D. Dingell
Chairman Committea on Energy and Commerca

U.5. House of Representatives
Washington, D.C. 20515

Dear Mr. Chairman

Thig letier responds to the Committee's inguiry regarding the Commission's enforcement policy against deceptive acts or practices.! We also hope this letter
will provide guidance to the public

Section 5 of the FTC Act declares unfair or deceptive acts or practices unlawful. Section 12 specifically prohibits false ads likely to induce the purchase of
food, drugs, devices or cosmetics. Section 15 defines a false ad for purposes of Section 12 as ong which is "misleading in a material respect " Numerous
Commission and judicial decisions have defined and elaborated on the phrase "deceptive acts or practices” under both Sections 5 and 12. Nowhere,
however, is there a single definitive statemant of the Commission's view of its authorily, The Commission believes that such a statement would be useful 1o
the public, as well as the Commities in iis continuing review of our jurisdiction.

e have therefore reviewed the decided cases to synthesize the most important principles of general applicability. We have attlempted to provide a concrete
indication of the manner in which the Commission will enforce its deception mandate. In =0 doing, we intend to address the concems that have been raised
about the meaning of deception, and thereby attempt to provide a greater sense of certainty as to how the concept will be applied ®

| SUMMARY

Certain elements undergird all deceplion cases. First, there must be a representation, omission or practice that is likely to mislead the consumer.* Practices
that have been found misleading or deceptive in specific casas include false oral or written representations, misleading price claims, sales of hazardous or
systematically defective products or services without adequate disclosures, failure to disclose information regarding pyramid sales, use of bait and switch
techniques, failure to perform promised services, and failure to meet warranty obligations =

© 2014 Venable LLP
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FTC Deception Policy Statement

m Certain elements undergird all deception cases.

m First, th\ere must be a representation, omission or
practice that is likely to mislead the consumer.

m Second, we examine the practice from the perspective
of a consumer acting reasonably in the circumstances.

m Third, the representation, omission, or practice must
be a “material” one. The basic question is whether the
act or practice is likely to affect the consumer’s
conduct or decision with regard to a product or service.

© 2014 Venable LLP
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522 FEDERAL TRADE COMMISSION DECISIONS

Complaint : 111 F.T.C.

IN THE MATTER OF
JS&A GROUP, INC., ET AL.

CONSENT ORDER, ETC., IN REGARD TO ALLEGED VIOLATION OF
SECS. D AND 12 OF THE FEDERAL TRADE COMMISSION ACT

Docket C-3248. Complaint, Feb. 24, 1989—Decision, Feb. 24, 1989

A. Misrepresenting, directly or indirectly, that such product has
been independently investigated or evaluated.

B. Misrepresenting, directly or indirectly, that an advertisement is
an independent consumer or news program and not a paid advertise-
ment.

© 2014 Venable LLP
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lillroxtiews  psFox Business | L uReport Fox Mews Radio [ Fox Hews Latino | [ Fox Mation i Fax Hews Insider Register  Login

ON AR NOW On Air Personalities »
q" g3 Ametica’s Newsroom q4a" Happening Now
'; 88 Herrmer and Martho e o # e Jeren Loe
1 |' Vs Shactlion )

Home Video Politics U.S. Opinion Entertainment SciTech Health Travel Leisure World Spons On Air

Men's Health Women's Health Children's Health Alternative Medicine Diabetes Heart Health Allergies Nutrition & Fitness Business of Heaith Care

W Foliow @foxnewsheailth - 19.4K folowers

Raspberry Ultra Drops to Help Your Weight Drop  rov.ow rox news neaum

riften By Chinsline Meye Fublished June 20, 2012  Heallh.con

TOP HEALTH CENTERS

Back Pain Digestive Health
Beauty & Skin  Heart Disease
Cancer Nutrition
Cholesterol Pain Management
Cold and Flu  Pregnancy
Depression Sexual Health

As part of a new series:
"Healthy Lifestyles: A look at HOT OFFER

America's Top Diet Trends"”

we examine consumer tips for
dieting during a recession

Dietary options today can cosl a heaith-conscious Americ pousands of dollarg each year, and
the results may be short-lived. And like you have probably gire, (Iey %afl over the

internet in blogs and success stories of people who have aj agmgaiet ads and lost a ton of
weight. But we here at Fox News are a littie skeptical and aren't sure that we've seen any real proof
Ihat these diet aids work for weight loss. So we decided to put these products to the test What : . .
better way to find out the truth than to conduct our own study? She lost 25 Ibs in 4 weeks. The benefis of

© 2014 Venable LLP
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Haircolor for Women by eSalon

NEWS STYLING TIPS HAIR COLORING FAQS Search QI

Your Guide to Rescuing Dry,
Damaged Hair

Don't Let Humidity Weigh You
Down!

HAIR COLORING FAQS

. Hair Essentials for Summer
Is Permanent Or Demi-Permanent Color Best For You?

Are you using the right kind of hair color? When it comes to coloring
your tresses, knowing all your options will help you get the

.read more » 3 Tips for Seamless Hair Color

Advertisers have an “obligation to advise consumers when thereis a
connection between the advertiser and content that directly or indirectly
promotes the advertiser’s product.” “NAD recommended that the
advertiser disclose that it maintains the blog clearly and conspicuously on

the top of the landing page of the blog, where it will be easy to notice,

read and understand.” ,
eSalon (Custom Formulated Hair Color) Report #5645

© 2014 Venable LLP




Testimonials & Endorsements
Must be Truthful

Marketers Cannot Say Through An
Endorsement What Marketer Could Not Seé
Directly

Must Show Typical Expected Results OR

Disc

Buro

ose W

nat is Typical

en Fal

s on Marketers to Make Sure

Endorsement is OK

Anytime it Is not Obvious an Endorser is
Being Paid, Must be Disclosed
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Is Some Native Advertising Just
Product Placement?
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FEDERAL TRADE COMMISSION

WASHINGTON, DT, M58

TN
L S
'\._‘f. e i

Mary K. Eogle

Aszociie Drector for Adwerbsing Pmctices

February 10, 2005

Gary Ruskin, Executive Dircctor
Commercial Alert

4110 5.E. Hawthome Boulevard #123
Portland, OR 97214-5246

Dear Mr, Ruskin:

Omn September 30, 2003, Commercial Alert filed with the Federal Trade Commission a
Request for Investigation of Product Placement on Television and for Guidelines 1o Require
Adequate Disclosure of TV Product Placement. Commercial Alert azsked the Commission to
requirg advertisers to disclose product placements in a clear and conspicuous fashion and
specifically to require advertisers to identify product placements when they appear on screen with
the prominent superseript “ADVERTISEMENT.™

L Background

Product placement is a form of promotion in which advertisers insert branded products
into programming in exchange for fiees or other consideration, Commercial Alerl rasses concerns
that product placements may deceive consumers by blurring the line between advertising and
programming, and that the appearance of product placement is implicated in diseases such as
obesity and Type 2 diabetes in children. In addition, Commercial Alert raises coneerns aboul
advertisers’ use of paid celebrity spokespersons to appear on programs without disclosing the
celebrities” financial ties 1o the company in guestion. Commercial Aleri contends that the failure
to disclose that advertisers have paid for their products’ appearances in programming constitutes
an unfair or deceptive practice in violation of Section 5 of the Federal Trade Commission Act

As you know, an act or practice is deceptive under Section 5 of the FTC Act: 1) if there is

© 2014 Venable LLP
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Live Healthy

WATER WORKS!

Quenching your thirst keeps you

sometimes plain water is just so, well, plain. Here's a tasty (and

healthy and energized. but

nourishing) new way to be certain you're getting ample H;0

7 gets. sheoet wheift, but staying bnedeated

s jurst an important an the rest of your

health and bty regiemes: About
60 peroent of your body b water, and beng
wves mrakclly parched—a Wosky possdabty.
comidering that fud low ccass
throughaut the day - may kaad 1o peoblemm
vch an batigue. hasdaches, and weight gain

Peopie who are sctve need to be extrs

debgunt about sipping. The American
College of Sports Medicine warms that
fsiure to drink up bafore, during, and after
prolonged ewerciss puts you st risk for hest
exhaustion. Losing st 2 percent of your
by winght from fuid, which can even
waopen durng the cocker manhs, o
weed ard endeance

Drink more. slim down
Regparly wettineg your whintle may also heip
» qoal wesght. Revearchen
Toch found tha: people

‘ ses of water 20 to
30 mirustes before etieg cor
calories during each meal and thed pounde
rmare quickly than dieters wis didn't prs-
Fydeate. German researchert have alwo
hérees that waker shghtly boosts metaboliem
e i recpuires erpegy 1o process i

Beauty
r.'nrr-

Cither goad roasors to bt the (water)
iearle wwhsde barvthing bicat wavding o
contipation, beatng fadgue, snd deming
ot teains (nchuding those found in dcohol)

So, are you getting enough?
71 unbhely Although the exact amount of
water you reed vares from person 1o peruon
1 irg). the
x

Bt 43 percant of sddty get less than feus
The KOM guidelines cont strictly refier 10

plain H O water-nch foods be v

and frult count too, a6 do ot beverages

Bt i yous vely haavily on sugary drinks

o wanthne i gong (o pay the price

A 20-ounce “lingle-sorve” bottle of soda

contairs 140 caode (similar 10 a candy bar)

And sbout 7 percent of the total calories

surrwrd 75 fewer & we

salution is to stick with
70 prercart of Aevarans

sounch B you, check out the new SHAPE
Water Boosters (38 CVS, Fioe Aid and

Wellness Slim

Powegrorerte) Pink Lesvomade)

% 4 i

drugaiore com). kit a sagle soueene {equa
o a bt teasponn adds delcious Aavoe
brut ot calorier—along with a concentrated

punch of rutrents that offer some important

o benefits. The portable padkaging and
great Lacte sre desigrad 1o meet the neach
ok the health <o s on the go
Lok For ther in the followng four varetes

LEnergy
HWleeck Chrerry)

“NAD was concerned that the
‘Water Works’ article was
formatted and titled and
appeared to be a news article yet
it promoted SHAPE Water
Boosters as part of the news.”

“The article was preceded by the
headline ‘News’ and included
information about the importance
of hydration and recommended
SHAPE Water Boosters as a
healthful way to stay hydrated.”

American Media, Inc. (Shape
Water Boosters) Case Report

#5665
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How Do We Disclose - - What Are the
Right Words?




VENABLE ..

¥ by Coowbut A Seadasitiy [ Lbwary  C Comaase aoCheray ERowice [l Assorny Mo [ wey -

Ehe New {ork Times | woam [

D
AR P (o n g il S area
a smtrapreneara

- Pt iy B2 il Tl s b
marhwtyg o T

(e

For wormeh pitrearrrwas
at ey Fep brige S gag

© 2014 Venable LLP



VENABLE ..

“NAD rejected challenger’s
m. - contention, however, that Taboola

Content You May Like. f’eeded,to use tﬁe V}’O"d
advertisement’ to inform
consumers that its links are
sponsored.”

“In the absence of consumer-

perception evidence

demonstrating that consumers do

g _ not understand the words

T ; _ ‘sponsored consent’ or ‘promoted

> - content’ to mean the the content

I 4 is paid, NAD is reluctant to

o A mandate specific words to use for

Bl disclosure.”

Taboola, Inc. (Online Advertising)
Case Report #5708

ACOMAett. Ficassd Haeilp Sothab

© 2014 Venable LLP
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How to Disclose: Where? How?

, Fuss
‘“DISORIENTED

L o
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United States of Amenca
FEDERAL TRADE COMMISSION
600 Pennsylvania Avenue, NW
Washington, DC 20580
Drnisson of Advertisng Practices
Bureaw of Consumer Protection
Mary K. Engle
Azcorate Director
June 24, 2013
[Name and Address]
[Name]:

In 2002, the staff of the Federal Trade Commission s Bureau of Consumer Protection
published a letter ("2002 Search Engine Letter”) advising search engines about the potential for
consumers to be decerved, in violation of Section 5 of the FTC Act, unless search engines clearly
and prominently distinguished advertising from natural search results.' After the 2002 Search
Engine Letter was 1ssued, search engines embraced the letter’s puidance and distinguashed any
paid search results or other advertising on their websites. Since then however, we have
observed a decline in compliance with the letter’s guidance.

Although the ways in which search engines retneve and present results, and the devices
on which consumers view these results, are constantly evolving, the principles underlying the
2002 Search Engme letter remamn the same: consumers ordinanly expect that natural search

results are included and ranked based on relevance to a search query, not based on payment from
a thard party.” Including or ranking a search result n whole or 1 part based on payment 1s a
form of advertising. To avoid the potental for deception. consumers should be able to easily
distinguish a natural search result from advertising that a search engine delivers

© 2014 Venable LLP
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S0 gle

native advertising

redated 1o native advertising O
What's Native Advertising - New reporl details best practices

Wwaw localmedia org/nativeads e -
13 Innovation Mission Order N:,-rc—

Native advertising - Wikipedia_the free encyclopedia
en wikipedia org/wiki'Native _adverusing -

Native advertising is a web advertising method
gan attention by ;-rz:--.---jmg content in the co

tiser attempts o
5 experienca

Natwe Adumsmg Mashable
y/native-advertising’ «
Native adwnmng is at least some of these things To
Washington, D C_, on Wednesday for an American Press Ir

ashable com/caleqo

News for native advertising
Nanve Advertising Sweeps. Ir".w*.«'u Q-':w alory Landscape

londagq News Alerts (i 3()
16 Oct 2013 Unrlnd Sralns '\'ﬂdnd Telecoms, IT. Entertainment - Native
Advertising Sweeps Industry Regulatory Landscape - Frankfurt Kumit .

Alrpush Acquires Hubbl For $15 hillion To Bring Native Ads To Mopie
T 4 ich - by Sarah Perez » Gays ado

Yahoo's Native Ads Have an Image Problem
g "} :". -‘l'.’ -..‘-.""r d "‘.'n 5 & :

paigconient org n.ﬂwe advemsmg ,"-'I'.'-’h'j:"f.f ng-t natwe ont. -

A T T S— il e ol i e e el e R

()

Native Advortlsmg

réthi T
gh CO

-__;'l is the Di
Platform for Brand Co

Natlve Ad f‘e-mc:

|-J b@ TripleLin
how images can becor

: native ads

Iry ()noq'e Advm‘tising

Boost Your App prmm
W nativex com/Devel
crease revenue by as much as 875
with native in-app advertising

See your ad here »
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Distinguishing Sponsored Search Hits
from Natural Search Hits

m Disclose “Advertisement”

m Luminosity or contrasting background or borders

m Popping on different devices and different lighting
conditions

m Text cue in prominent font directly above or to the
left of an ad

© 2014 Venable LLP
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FTC Dot.Com Guidance

m Disclose the fact of sponsorship within the
content or near to it

m Discourage scrolling

m Discourage hyperlinks for simple disclosure like
sponsorship unless industry adopts a symbol that
IS recognized by consumers

m Disclosure must be clear and conspicuous on all
devices and platforms

© 2014 Venable LLP
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TICS

ty By
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Improve
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@' the ONION

America’s Finest News Source AY LLUB 111”@ n E]

SPORTS BUSINESS SCIENCE/TECH LOCAL ENTERTAINMENT Q search

= SPONSORED POST - HAR Block - 04032014

I heraby approve this commerncial endeavor as fif for publicaton in The Onion news-paper,

May the ox of journalism always be yoked o the car of commerce

Yours in avarnce,
T. Herman Zweibel
Publisher Emeritus, The Onion

Woman Going To Take Quick Break After Filling
Out Name, Address On Tax Forms

£
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FUNNY% = BROWSE ¥ Q SEARCH v

Q coke Zero

Videos (13 )

Coke Zero Rap

o ! P
| i
e

Coke Zero Commercial Jinimy Falion Pepsi

Parody A Christmas Sweater Carol

)

Wool Through the Ages Coca-Cola Zero NANODISK

Compatish Cola Chalienge

35

Hi SEE ALL RESULTS

Pictures & Words ( 3) Channels (8) :

g 2 é“.]
L TV S

i Ji, & & By iy \/ ]
i}th&éﬁl? 5y ARTICLE zero

[}
Bestof the Sweatef cALL y. ‘1." Plea From a Beard: Join

Generator Fashionahle Beards Coolternity Coke Zero

Occup#libn atHarzard
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'( A Me American Society of Magazine Editors

L_.-...-..-..uu.,....u... |'|"|— October 22, 2013
e e = N
ASME INTERN BLOG _ Editorial Guidelines

Follow ASME's Magazine Internship Program ’ - - )
2013 Summer Intems as they navigate the ASME Guidelines for Editors and Publishers

world of magazine interning Updated September 2013
ira Gentzler: A Small-Town Girl Who Can The ASME Guidelines for Editors and Publishers codify longstanding practices governing the

rhd of relationship between editorial and advertising content. The guldelines ensure that practices
commonly used by editors and publishers to prevent or resolve editorial-advertising conflicts are

o d clearty understood and consistently applied throughout the consumer-magazine industry.

VBma ——— In a rapidly changing media environment. no set of rules can anticipate every issue, but these are
the basic principles behind the ASME Guidelines for Editors and Publishers;

SOClAL MED'A *  Every reader is entitled to fair and accurate news and information

*  The value of magazines to advertisers depends on reader trust
*  The difference between editorial content and marketing messages must be transparent
*  Editorial integrity must not be compromised by advertiser influence

ASME believes that adherence to these principles enhances the value of print and digital
publications for readers and advertisers and protects the Independence of magazine media.

© 2014 Venable LLP




VENABLE ..

D2. Marketer-Provided Content and Native Advertising

a. Marketer-provided content, including native advertising, should be prominently labeled
as advertising, and the source of such content and the affiliation of the authors should be
clearly acknowledged. The term “Sponsor Content,” already in use on some websites, can be
used to label native advertising.

b. Native advertising should include a prominent statement or “What's This?" rollover at the
top of the advertising unit explaining that the content has been created by a marketer and
that the marketer has paid for its publication.

¢. Native advertising should not use type fonts and graphics resembling those used for
editorial content and should be visually separated from editorial content.
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20 IAB Releases Native Advertising Playbook To Establish
Common Industry Lexicon, Evaluation Framework &

54 Disclosure Principles
Provides Guidance for Publishers, Agencies & Marketers on Successfully Leveraging Native
Ouh Advertising in Campaigns
; MEW YORK, NY (December 4, 2013) — Mative has become a hat toplc in the advertising marketplace, but for the practice
iy ta MNowrksh further, it nesds coniensus on definitions and structure. In res wir, the Intevactiber Adve (LARb
and its Mative Adwertising Task Force has refeased the "1AB Mative Advertising Playbook™ to serve as & cons
E framenark for the discussion surrounding native advertising, ids img it as both an aspiration to seamlesly ntegrate
brand messaging fnto consumers” content experiances, as well as 3 practical suite of ad products that suocessfully mest
0 that e . I addition to the task force, sendor-level buy-side executives were tapped fior thelr expert counsel on what
w00 afwerthers nesad to consider belone they add nathve elements into Uhedr deital marketing mibc, The LAB Public Policy
h Council was also consulted for the playbook's recommendations on sponsorship disclosures.
134
1544 The playbook highlights six core interactive ad formats that are currenthy being used within the nathwe advertising
lamdscape:
194
o = In-fead units
IAB Board of Directars « Fald search units

1A Stafi
F + Promoted Listings

IABR Member Code of Conduct = AR standard ads wilh “native™ slement unils
AR Agency Advisory Doard

Recommendation widgets

Custom
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Tab%a

Content You May Like.

MLB celebrates Jackie Robinson
Day 67 years after his debut
fox sports

“Taboola has an obligation to
clearly and conspicuously
disclose when it is linking
consumers to sponsored
content”

“NAD thus recommended that
the advertiser modify its
disclosure to increase the
visibility of the ‘Sponsored
Content’ or ‘Promoted Content’
disclosure in terms of font size,
font color and boldness, as well
as its placement on the page to
make clear that the linked
content is sponsored”

Taboola, Inc. (Online
Advertising) Case Report
#5708
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Content Widgets — Same Rules for
Disclosures?

=21 Rule to Build Muscle

Learn how a student gained 10
Lbs. of muscle by obeying this

one rule. Learn more

Top 3 Wrinkle Creams for
2009

Skin Secrets Revealed. Before
you buy, see what's been voted
the Top Wrinkle cream of the

yearl Leain more

Advarize on MY Times.com
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“NAD cautioned that the
combination of the
thumbnail photograph,
article title, and name of the
destination site on Taboola’s
widget should convey a
truthful and accurate
message of the content to
which consumers are linking.
To the extent that a link does
not accurately describe the
content provided at the link,
consumers can be misled.”

Taboola, Inc. (Online
Big Surprise... ﬁg;g;tlsmg) Case Report

1Ort Lin Kiv

Tab%la

Content You May Like.

Homeowners Are In For A
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The Sneakiest Way to Make a
Fortune

= Reasons You're
Procrastinating (And
How To Snap Out Of...
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Federal Trade
Commission

FTC Native Advertising Workshop on December 4, 2013 Will Explore the Blurring of
Digital Ads With Digital Content

Interested parties can submit comments and requests to participate

The Federal Trade Commission will host a workshop on December 4, 2013 in Washingion, DC to examine
the practice of blending advertisemenis with news, entertainment, and other content in digital media,
referred 1o as “native adverlising” or “sponsored confanl.”

Increasingly, advertisements that more closely resemble the content in which they are embedded are
replacing banner advertisements — graphical images that typically are rectangular in shape - on publishers’
websiles and mobile applications. The workshop will bring together publishing and adverising industry
representatives, consumer advocates, academics, and government regulators to explore changes in how
paid messages are presented to consumers and consumers’ recognition and understanding of these
massages

The workshop builds on previous Commission initiatives to help ensure that consumers can identify
adverlisaments as advertising wherever they appear, This includes recent updates 1o the Search Engine
Adverdising guidance. the Dot Com Disclosures guidance, and the Endorsements and Testimonials Guides,
as well as decades of law enforcement actions against infomercial producers and operators of fake news
websiles marketing products

The FTC invites the public to submit origin earch, recommendations for topics of discussion, and
requests to participate as panelists. The Commissj S&m ek the submission of examples and mock-ups
that can be usedfor ustralion and discussi ho=T opics the workshop may cover include:

+ What is the origin and purpose of ihe wall between regular content and advertising, and what
challenges do publishers face in maintaining that wall in digital media, incduding in the mobile
environment?
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What Else Do You Need to Know?
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2014 Top Developments

m  Substantiation — how will the FTC’s new standards hold up
In court — Basic Research, Pom Wonderful — and in the face
of continued dissent from some Commissioners (Wright,
Ohlhausen)

m Disclosures — Has the FTC finally declared war on hard to
read disclosures? Warning letters, numerous automobile
dealer cases

m Redress - Is it becoming “normal” How much is the FTC
willing to leave companies/individuals with?
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2014 Top Developments

m  Chokepoint — how far will the FTC go in holding third parties liable
for advertiser’s actions — can they be liable for ordinary course
activities or must they have been actively complicit in the fraud —
another area where the Commission is divided

m  ROSCA - have continuity programs become persona non grata?

m FTC and CFPB — As the CFPB begins to expand its orbit of
operations (e.g. recent Sprint case) will the cooperative attitude
between the two agencies begin to fray? Will companies be the
losers in any turf battle?

m Privacy — as data breaches become almost routine, what will
happen on the regulatory front? Will “unfairness” have new life?
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2014 Top NAD Developments

m First Caselaw in Native Advertising (Shape
Water, Taboola, Amex)

m Sponsored Search Results can be deceptive
(Fareportal)

m Use of Online Reviews in Advertising Claims
(Euro-Pro)

m Use of Seals can be deceptive (FuHu)

m Resurgence of Product Demo cases (L'Oreal,
Dyson, etc.)
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