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Introduction  
  
The  WOMMA  Code  of  Ethics  is  a  cornerstone  of  the  principles  that  built  this  orga-
nization.  WOMMA  is  very  proud  that  the  FTC  recognized  in  their  new  guide,  with  no  

Code.

As  part  of  our  annual  ethics  evaluation  process,  WOMMA  established  the  Living  Eth-
ics  Review  as  the  method  in  which  we  update  the  WOMMA  Code  of  Ethics.  Further-
more,  WOMMA  formalized  an  interim  review  process  so  that  our  organization  can  
adopt  necessary  code  changes  quickly,  but  with  thoughtful  consideration  and  care  
for  the  impact  on  our  industry  and  our  membership.  

We  strive  to  provide  ethical  leadership,  and  wish  to  hold  our  members  to  high  stan-
dards  which  are  integral  to  maintaining  a  quality  reputation  for  both  our  organiz  
tion,  and  its  valued  members.
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that  represents  the  interests  of  the  word  of  mouth  and  social  media  industry.  WOM-
MA  is  committed  to  building  a  prosperous  industry  that  is  based  upon  best  prac-

is  to  create  an  environment  of  trust  between  consumers  and  marketers.  Members  of  
WOMMA  seek  to  enhance  the  meaningful  development  of  their  fellow  members,  the  
industry,  and  their  customers,  and  are  committed  to  compliance  with  laws  and  regu-
lations  that  govern  the  prevention  of  unfair,  deceptive  or  misleading  marketing  prac-
tices.  

Therefore,  members  of  WOMMA  strive  to:

  
      means  in  their  business  activity;

  
      practices;

  
      them  in  the  advancement  of  the  industry;

  
      required  by  law;  and

  
      to  promote  consumer  protection.



As  a  result,  members  of  WOMMA  share  in  the  following  core  values:

Trust:  WOMMA  members  are  committed  to  engaging  in  practices  and  policies  that  
promote  an  environment  of  trust  between  the  consumer  and  marketer.

Integrity:  WOMMA  members  pledge  to  comply  with  the  requirements  of  applicable  
laws,  regulations,  and  rules  concerning  the  prevention  of  unfair,  deceptive  or  mis-
leading  advertising  and  marketing  practices.  In  particular,  WOMMA  members  pro-
mote  honesty  and  transparency  in  their  practices  and  methods,  such  that  all  forms  of  
consumer  manipulation  are  rejected.  Indeed,  advertising  is  a  creative  enterprise  that  

and  valuable,  but  in  the  course  of  engaging  with  the  consumers,  WOMMA  members  
are  committed  to  avoiding  consumer  deception  as  an  end  result  of  their  marketing  
practices.  As  a  result,  WOMMA  members  engage  in  practices  that  are  designed  to  
enable  the  reasonable  consumer  acting  rationally  to  make  better  informed  purchas-
ing  decisions.    
  
Respect:  WOMMA  members  promote  and  abide  by  practices  that  focus  on  consumer  
welfare.  WOMMA  members  believe  that  the  industry  is  best  served  by  recognizing  
that  the  consumer,  not  the  marketer,  is  fundamentally  in  charge  and  control,  and  

-
ship.

Honesty:  WOMMA  members  believe  that  consumers  should  be  free  to  form  their  own  
opinions  and  share  them  in  their  own  words.  Simply  put,  WOMMA  members  do  not  

Responsibility:  WOMMA  members  believe  that  working  with  minors  in  marketing  
programs  requires  sensitivity  and  care,  given  their  particular  vulnerability  to  manipu-
lation  and  deception.

Privacy:  WOMMA  members  respect  the  privacy  of  consumers,  and  encourages  prac-

permission  standards.



Conditions  for  Membership  into  WOMMA

To  qualify  for  and  maintain  a  membership  in  WOMMA,  the  applicant  or  Member  shall:

  
      “Standards  of  Conduct  Required  of  WOMMA  Members;”

  
  

  
      of  competent  jurisdiction;

  
      resolution  programs,  and  other  association  rules;

  
  

      all  such  complaints  in  accordance  with  generally  accepted  and  proper  business    

      WOMMA.
  



Purpose  of  the  Code  of  Ethics

WOMMA  has  adopted  a  Code  of  Ethics  and  Standards  of  Conduct  as  a  requirement  of  

an  attempt  by  industry  members  to  “do  the  right  thing”  by  engaging  in  responsible  

and  Standards  is  the  Guides  Concerning  Use  of  Endorsements  and  Testimonials  in  
Advertising  promulgated  by  the  Federal  Trade  Commission.  See  16  C.F.R.  §§  255.0–
255.5.

WOMMA,  however,  is  obviously  not  an  agent  or  representative  of  any  governmental  
regulator  or  law  enforcement  agency,  and  its  views  are  not  intended  to  represent  any  
formal  or  informal  interpretations  of  any  laws  or  regulations.  
  

Standards  of  Conduct  Required  of  WOMMA  Members

Standard  1  –  Disclosure  of  identity:    A  WOMMA  member  shall  require  their    repre-
sentatives1  to  make  meaningful  disclosures  of    their  relationships  or  identities  with  

purchasing  decisions.
Standard  2  –  Disclosure  of  consideration  or  compensation  received:    A  WOMMA  
member  shall  require  their  representatives  to  disclose  meaningfully  and  prominently  
all  forms  of  consideration  or  compensation  they  received  from  the  member,  mar-
keter  or  sponsor  of  the  product  or  service.    In  other  words,  WOMMA  members  shall  
not  engage  in  marketing  practices  where  the  marketer/sponsor  or  its  representative  
provides  goods,  services,  or  compensation  to  the  consumer  (or  communicator)  as  
consideration  for  recommendations,  reviews,  or  endorsements,  unless  full,  meaning-
ful,  and  prominent  disclosure  is  provided.  
Standard  3  –  Disclosure  of  relationship:  A  WOMMA  member  shall  require  their    rep-
resentatives  involved  in  a  word  of  mouth  initiative  to  disclose  the  material  aspects  

remuneration  or  consideration  received.
Standard  4  –  Compliance  with  FTC  Guides:  A  WOMMA  member  shall  comply  with  the  
Guides  Concerning  Use  of  Endorsements  and  Testimonials  in  Advertising  promulgat-
ed  by  the  Federal  Trade  Commission.    See  16  C.F.R.  §§  255.0–255.5.  
Standard  5  –  Genuine  honesty  in  communication:  A  WOMMA  member  shall  not  tell  
their    representatives  what  to  ultimately  state  in  their  communications  about  a  par-

Standard  6  –  Respect  for  venue:  A  WOMMA  member  shall  respect  the  rights  of  any  

1   -
dors  of  marketing  initiatives.



Standard  7  –  Marketing  with  children  and  adolescents:  A  WOMMA  member  shall  not  
include  children  under  the  age  of  13  in  any  of  its  word  of  mouth  marketing  programs  
or  campaigns;  and  shall  comply  with  all  applicable  laws  dealing  with  minors  and  

C.F.R.  §  312.
Standard  8

  

Review  of  the  Code  of  Ethics

The  Code  of  Ethics  and  Standards  of  Conduct  constitutes  a  “living  document,”  that  is  
intended  to  evolve  given  the  development  of  new  technologies  and  media  and  en-
actment  of  new  laws  and  regulations.    As  a  result,  WOMMA  has  adopted  two  mecha-
nisms  for  the  membership  and  third  parties  to  comment  upon  the  Code  and  Stan-
dards.

year.    It  is  designed  to  be  transparent  and  inclusive,  seeking  thoughtful  input  and  
dialogue.

opportunity  to  submit  written  comments  on  the  current  Code  of  Ethics  and  Standards  
of  Conduct.    This  announcement  will  be  sent  to  the  membership  via  email  and  post-

-
bers  and  other  interested  parties  concerning  the  opportunity  to  submit  comments  

Ethics  Blog  will  be  made  live.    All  comments  received  by  the  Living  Ethics  Blog  will  be  

During  this  process,  several  reminders  will  be  sent  concerning  opportunity  to  submit  
comment  during  this  time  period.    In  addition,  an  open  session  on  the  Living  Ethics  

will  be  provided  to  the  Board  to  render  any  amendments  to  the  Code  and  Standards.    
The  decision  of  the  Board  will  then  be  made  public  and  WOMMA  members  will  be  

will  be  asked  to  resign  their  membership.

The  second  mechanism  is  a  review  that  can  be  triggered  by  a  petition  concerning  
-

steps  will  occur:



  
      announcement  will  be  made  to  the  membership  both  via  email  and  on  our  web  site.

ere  will  be  a  comment  period  for  thirty  days.  The  dates  will  be  announced  via  
  

      review.
  

  
      the  entire  process  will  be  transparent,  inclusive,  and  robust.

  

eighty  (180)  day  compliance  period,  which  will  be  clearly  set  out  for  the  membership.    

the  membership.

Enforcement  of  the  Code  of  Ethics  and  Standards  of  Conduct    

to  conduct,  acts,  or  omissions  that  are  contrary  to  the  spirit  and  letter  of  the  Code  
of  Ethics  and  Standards  of  Conduct.    This  disciplinary  review  process  is  enforced  

group  that  is  focused  on  monitoring  the  industry,  educating  WOMMA  members  on  
best  practices  in  marketing  ethics,  and  investigating  allegations  of  Code  violations.    

who  are  found  in  the  membership  application  process  to  have  questionable  prac-
tices;  and  (b)  allegations  of  unethical,  deceptive,  misleading,  or  unfair  practices  from  
current  WOMMA  members  by  other  members  of  WOMMA.    It  acts  in  an  advisory  ca-
pacity  to  the  Board  of  Directors.

-

appointed  by  the  WOMMA  Board  of  Directors  from  amongst  the  members  of  WOM-

employee  of  a  WOMMA  member  company  in  good  standing;  (2)  hold  a  management  

-
derstanding  of  the  WOMMA  Ethics  Code  of  Conduct,  Standards  of  Conduct,  Bylaws,  
and  all  other  WOMMA  policies,  rules  or  regulations;  (5)  not  have  been  involved  in  any  
acts,  policies,  or  omissions  that  violates  the  Code  of  Ethics  or  Standards  of  Conduct;  
and  (6)  not  be  a  member  of  the  WOMMA  Board  of  Directors.



-
gative    discussions  unless  or  until  corrective  action  is  taken  by  the  Board.    Investiga-

The  disciplinary  measures  which  may  be  imposed  upon  a  member  may  include,  but  
are  not  limited  to,  one  or  more  of  the  following:    (a)  a  notice  of  corrective  action,  

that  more  severe  action  could  following  if  a  future  violation  occurs;  (b)    a  public  no-
tice  of  corrective  action;  (c)  probation,  in  which  the  member  shall  lose  all  rights  of  

all  right  of  membership.


