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• Article 17 of the DSM Directive has been implemented in almost 
all MS by now. These national laws require that platforms 
conclude the necessary licences with all rightholders whose work 
is widely used on the platform instead of cherry-picking some 
sector or group of rightholders. 

Background 
• TikTok is subject to the new copyright rules set out in Article 17 of the Copyright in DSM 

Directive 2019/790 (‘DSM Directive’). As a consequence, they are in principle required to 
conclude licences to remunerate copyright holders for the use of their content in the 
platform and, if this is not possible, apply technological measures preventing unauthorised 
content from going online. 

• As a result of the national implementation of the DSM Directive, major platforms like 
YouTube and Meta started to conclude licences with rightholders in Member States. 

• We understand that TikTok has also been concluding, at least in some cases, licences with 
rightholders notably in the music sector. Yet the situation concerning this platform does 
not seem to be satisfactory yet,  

 
 
 

 
 

VI. HIDDEN ADVERTISING / INFLUENCERS NOT DISCLOSING THAT THEY ARE PAID TO SPREAD SOME 
MESSAGES (INCLUDING IN  RELATION TO POLITICAL ADVERTISING, SEE BBC INVESTIGATION; 
HERE COULD BE ALSO AN ISSUE OF COMPLIANCE WITH THE AVMSD) 

Speaking Points 

• As part of the compliance with our existing rules, such as Avdio- 
visual Media Services Directive and Digital Services Act, I also expect 
that online platforms such as TikTok identify very clearly any paid 
content shown to the users. 

• Any hidden advertising, in particular by influencers that have large 
user base, should not go un-noticed. 

• It is therefore essential that any paid content is clearly identified 
and that it is clear who paid for this content, in particular when one 
showing it is not one paying for it. 





 
 

  
 

 




