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The Advertising Standards Authority of Ireland - similar to the NAD in the US - recently issued a
decision regarding a social media influencer that companies on this side of the Atlantic should note.

The case involves social media posts by Rosie Connolly, a fashion, beauty, and lifestyle blogger.

Connolly posted pictures with flawless makeup, and mentioned
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that she was wearing Rimmel Foundation. The trouble is, Connolly’s face had been filtered and
photo-shopped. A consumer complained to the ASA that people “may purchase the Rimmel
Foundation thinking they would achieve the same results if they used the product,” when those
results may not be likely.

Connolly said that Rimmel had approved the images and, therefore, that the complaint should be
addressed to them. Rimmel, in turn, acknowledged that the image had been filtered using a built-in
camera feature. The image was not intended to mislead people, but the company removed it
because it did not reflect their values as a brand. Moreover, Rimmel said it had taken various steps
to avoid future issues with heavily filtered images. For example, the company updated its policy to
more explicitly require flagging an influencer’s use of filters/photo-shopping, and promised to
monitor posts more strictly.

The ASA “considered that the use of post-production techniques which exaggerated the effects of an
advertised product could mislead and they welcomed the steps the advertisers had taken in
removing the posts.”

Although cases involving influencers in the US have focused mostly on whether the influencers have
property disclosed their relationship to the brands whose products they touted, the FTC has made
clear that both influencers and brands can be held liable for any misleading content in influencer


https://www.kelleydrye.com/people/gonzalo-e-mon

posts. Moreover, outside of the influencer context, there are plenty of cases here regarding the use
of mockups or enhancements. Accordingly, companies should take steps to ensure that influencer
posts are not misleading, not only in their descriptions, but in the photos themselves.



