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Guidance on the use of social media can be found on S4C’s Use of Social Media guidelines. 
These guidelines are intended as a guide for producers wishing to include references to social 
media sites such as Facebook, Twitter, Instagram, Periscope, Snapchat within programming. 
It should be noted that these are commercial sites and therefore the document should be 
read in conjunction with the Ofcom Broadcasting Code as well as the specific guidance and 
requirements published by the platforms themselves. 

Basic Principles

• Products, services and trademarks must not be promoted in programming.

• References to products, services and trademarks must not be unduly prominent.

References for purpose of communication

• Broadcasters may refer to social networking sites to encourage audience    
 communication, subject to the following considerations:

- The communication means must be free for viewers; 
- Care should be taken to avoid the services being featured unduly prominently; 
- Undue prominence is much more likely where social media platforms are used without   
 also supplying details of general means of communication such as email; 
- Logos, typefaces and the like owned by social media sites may be used for ease of   
 identification. However, such logos should not be given undue prominence. 
 No more than a platform name and the other minimum necessary contact details 
 should be given; 
- The frequency with which the social media platforms are mentioned should be    
 justifiable editorially;
- Discussion of social media platforms beyond simple information about how to use them  
 to contact the broadcaster, may lead to undue prominence in cases where there is 
 inadequate, broader editorial justification. 

Special rules for Programme related material (PRM)

• Programme-related material may be promoted only during or around the programme   
 from which it is directly derived and only where it is editorially justified:

- The product or service must be ‘directly derived’ to a significant extent from a specific   
 programme.
- the material must be intended to allow viewers to benefit fully from, or to interact   
 with, that specific programme. This will often be material that is editorially based, for   
 example, a website, podcast, CD or DVD. 

• In promoting a product or service as ‘programme-related material’, broadcasters must   
 have regard to the Ofcom rules in Section One of the Ofcom Broadcasting Code, 
 Protecting the Under-eighteens, and Section Two, Harm and Offence http://   
 stakeholders.ofcom.org.uk/broadcasting/broadcast-codes/broadcast-code/
• Particular care should be taken where broadcast advertising of the product or service is  
 prohibited or restricted. For example, the promotion of a video game rated 16+ 
 derived from a programme that attracts a child audience is likely to be unacceptable. 
• A promotion for programme-related material in or around a children’s programme   
 should normally be in terms of general information only, for example about the 
 availability of the product; it would normally not be appropriate for such a promotion   
 to invite a direct response. 



Ofcom Ruling – Although there is no specific limit for the amount of Programme-related 
material a programme may contain, Ofcom has found that the following was in breach of 
this rule. Three promotional sequences were broadcast a total of 5 times over the course of 
a 2 hour programme with each sequence lasting approx. 30 seconds – taken together, the 
repeated focus on the PRM was unduly prominent.

It is likely that references to additional content on social media platforms would be considered 
to be programme related material. Promotional references to the social media sites can 
therefore be contained within programming. These references must appear only during or 
around the programme from which it is directly derived.

Producers should ensure that any references are not unduly prominent. This means only very 
brief, infrequent references are allowed.

Any use of logos/trademarks must be in accordance with the platforms’ respective guidance. 
Programme producers will need consent to broadcast Instagram trademarks (including the 
word Instagram), and the Facebook brand and logo.

• Twitter Broadcast Guidelines - https://about.twitter.com/company/broadcast “If   
 you follow these guidelines, you do not need to contact Twitter for any additional   
 display or trademark clearances.”
• Periscope - https://www.periscope.tv/press “Provided here are some assets and   
 images that can be used for presenting our product in any articles or other mentions 
 that would benefit from reference images and material. Please do not alter these   
 images or represent them dishonestly.”
• Snapchat - https://www.snapchat.com/l/en-gb/brand-guidelines “You are free to   
 mention your Snapchat account, display your Snapcode, or ask viewers to ‘add us 
 on Snapchat’ during your broadcast. Other than that, you need to obtain permission 
 before you use any Brand Assets or Snapchat content in your broadcast. You can 
 request permission by contacting Snapchat’s Business Development Team.” 
• Instagram Brand Guidelines: http://3835642c2693476aa717-d4b78efce91b9730bc  
 ca725cf9bb0b37.r51.cf1.rackcdn.com/Instagram%20Guidelines_v1b.pdf “Anyone 
 using Instagram’s assets in any way are required to follow these guidelines. Only   
 people planning to use Instagram’s assets in broadcast, film or print materials larger 
 than 8.5 inches x 11 inches (21.6 cm x 28 cm) must request permission: 
 https://www.instagram-brand.com/request/”
• Facebook Broadcast Brand Guidelines - http://3835642c2693476aa717-d4b78efce 
 91b9730bcca725cf9bb0b37.r51.cf1.rackcdn.com/FB_Broadcast_Guidelines_
 Feb2014.pdf “The first step is to request permission before you use our brand assets in  
 your broadcast. Do this by submitting a brand permission request form”. Only use the 
 word ‘Facebook’, not the logo or branding. “Do Capitalize the word “Facebook”, except 
 when it’s part of a web address; Do Display the word “Facebook” in the same font size   
 and style as the content surrounding it; Don’t Use the Facebook logo in place of the   
 word “Facebook”; Don’t Pluralize the Facebook trademark, use it as a verb or 
 abbreviate it”  


