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 ABSTRACT 

Influencer marketing in India has emerged as a dynamic force in the digital economy, projected 

to grow 25% year on year by 2025, driven by over 900 million internet users and platforms like 

Instagram and YouTube. This sector capitalizes on influencers' parasocial relationships with 

followers, delivering engagement rates that surpass those of traditional advertising, particularly 

in fashion, beauty, wellness, and e-commerce. Brands increasingly allocate 65% of their budgets 

to influencer campaigns for superior ROI, with regional creators targeting Tier 2/3 cities to 

enhance market penetration. However, this rapid expansion harbours significant risks of 

consumer deception through hidden endorsements promotions in which paid partnerships are 

obscured by vague phrasing, buried hashtags, or omitted disclosures, masquerading as authentic 

recommendations. 

Such practices violate core tenets of transparency, exploit consumer trust, and lead to widespread 

deception. Empirical data reveal 90% of Indian consumers have encountered fake or AI-

generated endorsements, incurring average financial losses of ₹34,500, with younger 

demographics most vulnerable in health and finance niches. This erodes purchase intent, fosters 

brand scepticism, and threatens the long-term viability of the creator economy. India's regulatory 

response centres on the Consumer Protection Act, 2019 (CPA), which under Sections 2(28) and 

21 defines misleading advertisements as those omitting material facts or creating false 

expectations, empowering the Central Consumer Protection Authority (CCPA) to impose fines 

up to ₹50 lakh and endorser bans of 1-3 years. Complementing this, the Advertising Standards 

Council of India (ASCI) enforces 2021 guidelines mandating upfront, prominent disclosures 

such as #ad or #sponsored for videos, stories, and AI avatars, with proactive monitoring yielding 

80% takedown rates for violations. 

Key enforcement actions underscore the framework's teeth: 2022 ASCI admonishments for 

undisclosed crypto/betting promotions; CCPA fines for skincare scams; Supreme Court rulings 

affirming joint liability for unverified claims; and 2025 probes into fitness supplements and deep 

fakes. Despite these challenges, compliance gaps persist 70% compliance gaps, monitoring 

shortfalls for micro-influencers, rural digital divides, and AI-driven evasions outpacing manual 

oversight. Statistics highlight dissonance: market size escalating from ₹600 Cr (2020) to ₹3125 

Cr (2025 proj.), while ASCI complaints surge from 1000 to 6500 annually. 

This doctrinal-statistical analysis analysis dissects CPA-ASCI efficacy through statutes, cases, 

and trend data, posing questions on definition, trends, and reforms. Findings advocate AI-

flagging algorithms, earnings-linked penalties, and mandatory certifications under DPDP Act 

2023, consumer literacy campaigns, and contractual brand diligence to fortify protections 

without stifling innovation. Ultimately, evolving enforcement will safeguard consumers in this 

burgeoning ₹3125 Cr arena, balancing trust restoration with economic promise.. 

Keywords: Influencer marketing, hidden endorsements, consumer deception, Consumer 

Protection Act 2019, ASCI guidelines, disclosure requirements. 
 

1. INTRODUCTION: 

India's digital landscape has undergone a seismic 

transformation, positioning influencer marketing as a 

cornerstone of modern advertising. With internet 

penetration surpassing 900 million users by the end of 

2025 and social media active users exceeding 500 million, 

platforms like Instagram, YouTube, and emerging short-

video apps have democratized brand-audience 

connections. This sector, valued at approximately ₹1,900 

crore in 2023, is projected to balloon to ₹3,375 crore by 

end of 2025, reflecting a robust 25% compound annual 

growth rate (CAGR). Brands are shifting over 15% of 

digital budgets toward creator-led campaigns, citing 70% 

higher trust and credibility compared to traditional media. 

Influencer marketing's allure lies in its authenticity: 

creators foster parasocial relationships perceived 

friendships with followers driving engagement rates up to 

10x higher than conventional ads, particularly in high-
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impulse categories like fashion, beauty, wellness, and e-

commerce. 

This explosive growth is underpinned by India's 

burgeoning creator economy, comprising 3.5-4.5 million 

content creators expanding at 22% annually. Micro- and 

nano-influencers (under 100k followers) dominate Tier 

2/3 cities, offering cost-effective reach to underserved 

demographics amid affordable data plans and smartphone 

proliferation. Digital ad spend overall hit ₹45,292 crore in 

2024 (42% of total ad pie), forecasted to reach ₹52,992 

crore in 2025 and ₹62,045 crore by end of 2025, with 

influencer advertising alone commanding US$340 million 

in 2025. Such metrics underscore a paradigm shift: from 

interruptive TV spots to conversational, relatable 

endorsements that resonate culturally and regionally. 

Yet, this boon conceals pernicious risks. Hidden 

endorsements where paid promotions masquerade as 

organic content through subtle phrasing ("loving this 

collab" sans #ad), buried hashtags, or AI deepfakes 

systematically deceive consumers. These tactics exploit 

trust, blurring editorial and commercial lines, and 

precipitate misinformation on products' efficacy, safety, 

or value. Surveys indicate 90% of Indians have 

encountered fake influencer promotions, with average 

losses of ₹34,500, disproportionately affecting Gen Z and 

millennials reliant on social proof for decisions in health, 

finance, and skincare. The fallout extends beyond wallets: 

eroded brand loyalty, heightened skepticism, and 

reputational contagion, as evidenced by viral backlash 

against misleading campaigns. 

Regulatory evolution mirrors this tension. The “Consumer 

Protection Act, 2019 (CPA), fortifies safeguards via 

Section 2(28) defining "misleading advertisements" as 

those falsifying expectations or concealing facts, and 

Section 21 vesting the Central Consumer Protection 

Authority (CCPA) with investigative powers, fines up to 

₹50 lakh, and endorser bans of 1-3 years. Joint liability 

ensnares influencers alongside brands for unverified 

claims, affirmed by Supreme Court precedents. 

Complementarily, the Advertising Standards Council of 

India (ASCI) imposes self-regulatory rigor through 2021 

guidelines mandating prominent, upfront disclosures 

(#Sponsored, #Ad) visible in videos/stories/AI content, 

processing over 5,000 complaints annually with 80% 

digital violation takedowns. Recent 2025 ASCI scrutiny 

of 1,173 influencer ads flagged 98% for modifications, 

59% promoting disallowed products, and 76% of top 

Forbes-listed creators breaching norms a 70% complaint 

surge year-on-year. 

Despite these mechanisms, dissonance prevails. Market 

exuberance (₹3,375 Cr by end of  2025) clashes with 

enforcement gaps: 70% disclosure non-compliance, 

micro-influencer blind spots, rural digital illiteracy, and 

AI evasions outstripping manual oversight. Digital 

platforms account for 97% of ad violations, per ASCI's 

half-yearly reports. High-profile cases 2022 

crypto/betting nondisclosures, skincare scams, 2025 

supplement exaggerations, and deepfake epidemics 

expose systemic frailties. 

This paper addresses this chasm through doctrinal 

scrutiny of CPA-ASCI frameworks, empirical trend 

analysis, case dissections, and reform propositions. 

Objectives encompass delineating provisions, evaluating 

impacts, and charting enhancements like AI-flagging and 

earnings-tied penalties. Research questions probe 

definitions, growth-deception correlations, and mitigation 

strategies. By weaving legal texts, statistics, and 

precedents, it illuminates pathways to harmonize 

innovation with consumer sovereignty in India's 

influencer ecosystem. 

Market Growth vs. ASCI Complaints (2020-2025) 

Year Market 

Size (₹ 

Cr) 

Growth 

Rate (%) 

ASCI 

Complaints 

(Est.)  

2020 ~600 40 ~1,000 

2023 1,900 - ~2,500 

2024 2,200 16 ~4,000 

2025 2,850 30 ~6,500 

2026 3,375 

(proj.) 

25 ~8,500 (proj.) 

 

Research Objectives 

This study pursues four primary objectives to 

comprehensively dissect the interplay between influencer 

marketing growth, hidden endorsements, and India's 

consumer protection mechanisms: 

To examine the key provisions of CPA 2019 (Sections 

2(28) and 21) and ASCI 2021 guidelines pertaining to 

endorsement disclosures, misleading advertisements, and 

joint liability for influencers and brands. 

To analyze landmark cases of consumer deception 

involving influencers, including crypto/betting 

nondisclosures (2022), skincare scams, supplement 

exaggerations (2025), and AI deepfake incidents, to 

identify violation patterns and enforcement outcomes. 

To assess the correlation between influencer marketing 

growth (25% CAGR to ₹3,375 Cr by 2026) and regulatory 
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compliance rates, juxtaposed against ASCI complaint 

surges and disclosure gaps. 

To propose targeted enhancements, such as AI-driven 

flagging, earnings-proportional penalties, and consumer 

education, for bolstering enforcement while sustaining 

sector innovation. 

Research Questions 

Primary Research Question 

To what extent do India’s CPA 2019 and ASCI 

frameworks effectively mitigate consumer deception from 

hidden influencer endorsements, and what reforms are 

needed? 

Sub-Questions 

How do CPA 2019 and ASCI define hidden endorsements 

as misleading advertisements, and what penalties (fines, 

bans) do they prescribe for non-compliance? 

What trends connect influencer marketing expansion 

(e.g., 900M+ users, ₹3,375 Cr market) to rising deception 

complaints (97% digital violations, 70% compliance 

shortfalls)? 

What enforcement challenges (e.g., micro-influencer 

monitoring, AI evasions) persist, and how can they be 

addressed through technological, legal, and educational 

interventions? 

Methodology 

This doctrinal and statistical analysis adopts a rigorous, 

secondary-source-centric approach, eschewing primary 

data collection to emphasize legal-textual depth and 

quantitative trend mapping. Core materials encompass 

statutes (Consumer Protection Act, 2019), regulatory 

instruments (ASCI Guidelines 2021, CCPA orders), 

judicial precedents (Supreme Court rulings on endorser 

liability), and empirical reports spanning 2020-2025 from 

sources like Statista, EY, and ASCI annuals. 

Doctrinal scrutiny involves systematic parsing of 

provisions: CPA Sections 2(28)/21 for 

definitions/penalties; ASCI codes for disclosure 

mechanics; DPDP Act 2023 linkages for data governance. 

Statistical elements draw market data (e.g., 25% CAGR, 

₹3,375 Cr projection) and complaint metrics (97% digital 

violations, 70% compliance shortfalls), subjected to 

qualitative trend analysis via comparative tabulations. 

Visualization employs Markdown tables for case 

summaries, growth-complaint dichotomies, and 

compliance benchmarks, supplemented by dual-axis 

graph specifications (e.g., market size vs. ASCI 

complaints 2020-2025). No surveys, interviews, or 

fieldwork occurred, prioritizing academic precision 

through cross-verified secondary synthesis. Limitations 

include reliance on public data (potential underreporting) 

and projections (2025 estimates), mitigated by multi-

source triangulation. 

This method yields a concise yet authoritative framework, 

aligning with legal research norms for policy-oriented 

scholarship. 

Growth of Influencer Marketing in India 

India's influencer marketing landscape has evolved from 

a nascent trend to a powerhouse of digital commerce, 

propelled by unprecedented internet penetration and 

smartphone ubiquity. By October 2025, internet users 

exceed 900 million over 65% of the population with social 

media active users surpassing 500 million, predominantly 

on Instagram (362M ads), YouTube (467M), and short-

video platforms like Moj and Josh. This digital deluge has 

catalyzed influencer marketing's ascent, valued at ₹900-

1,000 crore in FY22 and forecasted to hit ₹3,375 crore by 

end of 2025 at a blistering 25% CAGR, outpacing global 

averages. Brands now channel 15-20% of digital budgets 

(total ad spend: ₹62,045 Cr projected 2025) into creator 

partnerships, yielding 5-11x ROI versus traditional media 

due to authentic, niche targeting. 

The sector's proliferation stems from multifaceted drivers. 

First, demographic dividends: 65% of India's 1.4 billion 

population is under 35, digitally native Gen Z and 

millennials who trust influencers 70% more than 

celebrities for product recommendations, especially in 

fashion (40% spend), beauty (30%), and gaming/e-sports. 

Second, affordability and scalability: Nano/micro-

influencers (1k-100k followers) charge ₹5,000-50,000 per 

post, democratizing access for SMEs while boasting 7-

10% engagement rates triple macro-influencers'. 

Third, platform algorithms and e-commerce synergy: 

Instagram Reels, YouTube Shorts, and affiliate links via 

Flipkart/Amazon integrate seamless shoppability, with 

live commerce spiking 300% post-COVID. Regional 

influencers in Hindi, Tamil, and Bengali languages 

capture Tier 2/3 markets (60% growth), bridging urban-

rural divides amid 1.2 billion mobile connections. 

Quantitative trajectories underscore this boom. Statista 

pegs influencer ad revenue at US$340M (₹2,850 Cr) for 

2025, surging to US$420M by 2027 amid 22% creator 

economy expansion (4.5M creators). EY reports 82% 

brands planning increased spends, with 65% prioritizing 

performance metrics like conversions over awareness. 

Niche verticals thrive: health/wellness (28% CAGR), 

fintech (35%), and sustainable fashion amid ESG 

mandates. Government tailwinds Digital India, ONDC 

further amplify, with creator taxes formalized under 

Budget 2023. 

Post-2020 pandemic acceleration was pivotal: lockdowns 

funneled ₹45,292 Cr digital ad spend (2024), influencers 

filling experiential voids via virtual events and tutorials. 

By end of 2025, AI personalization and metaverse 

integrations promise 30% uplift, though authenticity 

concerns loom. Challenges like saturation (creator churn 

20%) spur professionalization via agencies (e.g., OTBOX, 

Percept). 

Yet, unchecked growth breeds deception risks hidden 

endorsements exploiting trust, as 90% consumers report 

fake exposures necessitating CPA/ASCI guardrails amid 

97% digital violations. This duality defines the sector: 

innovation engine or deception vector? 

Influencer Marketing Market Size and Growth (2020-

2025) 
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Year Market 

Size (₹ Cr) 

YoY 

Growth 

(%) 

Key Drivers  

2020 600 40 COVID digital 

shift 

2022 1,000 67 Platform 

algorithms, e-

comm boom 

2023 1,900 90 Micro-influencer 

rise 

2024 2,200 16 Regional 

expansion 

2025 2,850 30 AI/live commerce 

 

This visualization captures the sector's hyper-growth, 

correlating with 900M+ users and digital ad dominance. 

Future-proofing demands balanced regulation to harness 

₹3,375 Cr potential sustainably. 

Defining Hidden Endorsements and Deception 

Hidden endorsements represent a insidious form of 

advertising deception where influencers promote products 

or services through paid or incentivized content without 

transparently disclosing the commercial relationship, 

thereby masquerading endorsements as genuine, impartial 

recommendations. Under India's Consumer Protection 

Act, 2019 (CPA), this falls within Section 2(28)'s 

definition of "misleading advertisement" any audio-visual 

representation that falsely describes a product, conveys 

false expectations via omissions of material facts, or 

misleads about its nature, quantity, quality, or benefits. 

Endorsements, per CPA Section 2(18), encompass verbal 

statements, depictions of personal characteristics, or 

institutional seals that imply the endorser's authentic 

opinion, experience, or findings, making non-disclosure 

particularly deceptive as it exploits parasocial trust 

between creators and followers. 

Deception manifests psychologically and economically. 

Influencers leverage perceived authenticity followers 

view them as peers rather than sellers leading to undue 

influence on purchase decisions. Common tactics include 

vague phrasing ("Loving this gift total game-changer!"), 

buried disclosures in lengthy hashtag strings (#ad at post-

end), Stories-only labels (ephemeral), or "user-generated 

content" facades despite brand payments. This blurs 

editorial-commercial boundaries, fostering false beliefs 

about product superiority, safety, or efficacy, especially in 

high-stakes sectors like health supplements, skincare, and 

finance. CCPA Guidelines (2022) mandate "due 

diligence" by endorsers, requiring verification of claims 

and full disclosure of material connections reasonably 

unexpected by audiences, with non-compliance triggering 

joint liability alongside brands. 

Quantitatively, deception's prevalence is alarming. ASCI 

reports 97% of ad violations occur digitally, with 70% 

involving influencer non-disclosures or exaggerated 

claims. A 2025 McAfee survey found 90% of Indians 

exposed to fake endorsements, incurring ₹34,500 average 

losses, amplified by AI deepfakes mimicking creators. 

Vulnerable cohorts Gen Z (18-24), rural users with low 

media literacy face heightened risks, as parasocial bonds 

reduce skepticism. Legally, penalties escalate: first 

offenses draw ₹10 lakh fines and 1-year bans (Section 21); 

repeats hit ₹50 lakh and 3 years, with Supreme Court 

affirming strict liability absent due diligence. 

Distinguishing hidden endorsements from overt ads 

hinges on intent and perception: if undisclosed incentives 

sway content, it deceives by omission. ASCI 2021 

Guidelines reinforce with mandatory upfront, legible 

#Sponsored/#Ad labels (3% screen real estate, video-

persistent), extending to virtual influencers. Violations 

erode market trust: post-exposure purchase intent drops 

40%, per studies. 

Common Tactics in Hidden Endorsements  

Tactic Prevalence 

(%) 

Description 

Vague Phrasing  35 No explicit 

commercial 

mention 

Buried Hashtags  25 Disclosure not 

upfront/prominent 

Stories/Ephemeral 

Posts 

20 Temporary, easy 

to miss 

"Gifts" or 

Freebies Masked 

15 Undisclosed 

incentives 

AI 

Deepfakes/Fakes 

5 Emerging tech 

evasions 

0
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This chart, derived from ASCI-monitored violations, 

visualizes tactic distribution, highlighting regulatory blind 

spots. Addressing deception demands proactive reforms: 

algorithmic flagging, platform pre-screening, and 

endorser certification to restore transparency in India's 

₹3,375 Cr influencer arena. 

Legal Framework: CPA 2019 

The Consumer Protection Act, 2019 (CPA) marks a 

watershed in India's consumer safeguards, explicitly 

targeting misleading advertisements and endorsements 

amid digital proliferation. Enacted June 6, 2020, it 

replaces the 1986 Act with robust, proactive mechanisms 

via the Central Consumer Protection Authority (CCPA), 

established under Section 10. CPA addresses influencer 

deception through interconnected provisions, imposing 

stringent liabilities on endorsers, advertisers, and 

agencies. 

Core Definitions and Prohibitions 

Section 2(28) defines "misleading advertisement" 

expansively: (i) falsely describing products/services; (ii) 

conveying untrue efficacy/safety expectations; (iii) 

omitting material facts altering value/quality perception; 

(iv) misrepresenting standards/rights. "Endorsement" 

(Guidelines 2022, para 1(f)) includes actors, influencers, 

or entities expressing approval via words/images, 

implying personal belief or data-backed claims. Hidden 

endorsements undisclosed paid promotions fall squarely 

here, as they conceal commercial ties, misleading 

audiences on authenticity. 

CCPA Powers and Penalties (Section 21) 

CCPA investigates suo motu or on complaints, issuing 

directions to discontinue ads, recall products, refund 

consumers, or cease unfair trade (Section 18-20). 

Penalties escalate: 

First violation: ₹10 lakh fine. 

Subsequent: ₹50 lakh fine; 2-3 year endorser bans 

(Guidelines para 11). 

Joint/several liability binds endorsers (influencers) to 

brands for unverified claims, sans "due diligence" defense 

verifying product facts, disclosing incentives, and 

ensuring audience-expected transparency (Guidelines 

para 7-9). 

2022 CCPA Guidelines on Misleading Ads 

Issued November 9, 2022 (notified G.S.R. 798(E)), these 

operationalize CPA: 

Disclosure mandates: Clear "Advertisement" labels; 

endorser disclaimers ("paid to promote," "not medically 

verified"). 

Bans: No endorsements of banned substances (e.g., 

gutka); risk warnings for finance/crypto. 

Health ads: No guarantees of cures; disclaimers for 

testimonials. 

Influencers qualify as "endorsers," liable regardless of 

audience size. 

Enforcement Milestones 

CCPA probes surged post-2022: 150+ misleading ad 

cases by 2025, including influencer-led supplement scams 

(₹10L fines). Supreme Court (2024) upheld strict liability 

in celeb-endorsed cases. Integration with ASCI (MoU 

2021) enables complaint referrals. 

CPA Penalty Structure  

 

This bar chart distills Section 21's graduated deterrence, 

emphasizing endorser accountability. CPA's framework, 

while pioneering, faces digital enforcement lags, 

necessitating tech synergies for full efficacy 

ASCI Guidelines and Self-Regulation 

The Advertising Standards Council of India (ASCI), 

founded in 1985 as a voluntary self-regulatory body, has 

evolved into India's premier watchdog for ethical 

advertising, processing over 10,000 consumer complaints 

annually with a remarkable 80-90% resolution rate for 

digital violations. In the influencer marketing era, 

ASCI's Guidelines for Influencer Advertising in Digital 

Media (2021, with 2025 updates for health and finance 

sectors) provide a comprehensive framework to combat 

hidden endorsements, mandating crystal-clear disclosures 

to restore transparency. These guidelines recognize 

influencers as advertisers' agents, imposing joint 

accountability while empowering platforms like 

Instagram and YouTube to pre-screen content. 

Core Disclosure Mandates 

Central to ASCI's regime is the requirement for upfront, 

prominent, and unavoidable disclosures. Influencers must 

use unambiguous labels such as #Ad, #Sponsored, 

Violation 

Type 

Fine  

(₹ 

Lakh) 

Ban 

Duration 

(Years) 

Examples  

First 

Offense 

10 1 Undisclosed 

supplement 

promo 

Subsequent 50 2-3 Repeat crypto 

nondisclosure 

Health/Med 

Claims 

10-50 1-3 Fake cure 

testimonials 

Banned 

Products 

50+ 3+ Tobacco/gutka 

endorsements 

0

20

40

Prevalence (%) Description

Common Tactics in 
Hidden Endorsements 

Vague Phrasing Buried Hashtags

Stories/Ephemeral Posts "Gifts" or Freebies Masked

AI Deepfakes/Fakes
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#PaidPromotion, or #Partner, positioned at the start of the 

content (not buried in captions or hashtags), occupying at 

least 3% of screen real estate, and remaining legible on 

mobile devices throughout videos, Reels, and Stories. For 

ephemeral formats like Stories, disclosures must appear 

persistently until content ends; carousels require each 

slide labeled. Vague phrases ("Thanks for sending this!") 

or "gifting" euphemisms without explicit commercial ties 

are prohibited, as they deceive via omission. 

Material connection disclosure is non-negotiable: any 

payment, free product, affiliate commission, or equity 

must be revealed if it materially affects content credibility 

especially for wellness, finance, or beauty claims where 

followers expect impartiality. Brands bear primary 

responsibility, contractually obligating influencers to 

comply and providing violation edit instructions within 24 

hours. 

Sector-Specific Stringencies (2025 Updates) 

Health and finance endorsements face heightened scrutiny 

post-2025 amendments: 

Health ads: No "before-after" visuals without disclaimers; 

testimonials cannot imply cures/guarantees; scientific 

substantiation required for efficacy claims (e.g., "reduces 

diabetes"). 

Finance/investments: Mandatory risk warnings 

("Investments subject to market risks"); endorsers must 

disclose qualifications (SEBI registration for advisors); no 

superiority claims over regulated products. Technical 

experts (doctors, CAs) must prove credentials on ASCI 

demand; virtual influencers/AI avatars require 

"#VirtualInfluencer" or "#NotHuman" labels. 

Enforcement Machinery and Efficacy 

ASCI's Consumer Complaints Council (CCC) comprising 

industry, consumer, and regulatory representatives 

adjudicates complaints within 14 days, issuing 

"modifications" or "withdrawals." Digital platforms 

comply via MoUs: Meta/YouTube demonetize/takedown 

95% of upheld violations; Google flags non-compliant 

YouTube ads pre-upload. Proactive monitoring scanned 

1,173 influencer ads in 2025, flagging 98% for tweaks, 

59% promoting disallowed categories (betting, quick-rich 

schemes), and 76% from top creators breaching norms. 

Self-regulation's strengths shine: speed (no court 

delays), cost-effectiveness (zero taxpayer 

burden), industry buy-in (82% brands adhere voluntarily), 

and scalability amid 4.5M creators. The 2021 CCPA-

ASCI MoU streamlines escalation: ASCI refers 20% 

grave cases to CCPA for fines/bans, amplifying 

deterrence. Metrics validate impact: 70% complaint drop 

in monitored categories post-guideline enforcement. 

Limitations and Synergies 

Yet, self-regulation has Achilles' heels. Lacking statutory 

fines, ASCI relies on reputational pressure micro-

influencers (70% of creators) often ignore advisories due 

to low visibility. Cross-border platforms and AI deepfakes 

challenge jurisdiction; rural low-literacy audiences miss 

subtle disclosures. 2025 audits revealed persistent 70% 

non-compliance, with 97% violations digital. 

Synergies mitigate: DPDP Act 2023 integration mandates 

data fiduciaries (platforms) verify endorser IDs; IT Rules 

2021 compel grievance officers to action ASCI orders 

within 15 days. Globally, ASCI mirrors FTC/ICANN 

models but excels in scale, handling India's 900M+ users. 

Future-proofing demands hybrid evolution: AI-flagging 

tools, mandatory ASCI certification for creators >10k 

followers, and public dashboards tracking compliance. 

This balances ₹3,375 Cr market innovation with trust. 

ASCI Enforcement Outcomes 

 

 

This expanded analysis underscores ASCI's pivotal role: 

agile self-regulation complementing CPA's teeth, 

fostering a transparent creator economy 

Key Cases and Enforcement Actions 

India's regulatory arsenal against influencer deception 

CPA 2019 and ASCI guidelines has been battle-tested 

through high-profile cases, illuminating enforcement 

dynamics and persistent gaps. These precedents affirm 

joint liability while exposing scalability challenges in a 

₹3,375 Cr market teeming with 4.5M creators. 

Landmark CCPA and Judicial Interventions 

Supreme Court Rulings (2024): In a pivotal judgment, 

the apex court held celebrities and influencers strictly 

liable for unverified endorsements, rejecting "good faith" 

defenses absent rigorous due diligence. Cases involving 

Patanjali's exaggerated ayurvedic claims (fined ₹11 lakh) 

set precedents: endorsers must possess competent 

evidence, not mere brand assurances. This extended to 

Action Success 

Rate (%) 

Cases 

(2025)  

Modifications 98 1,150 

Withdrawals 80 900 

Platform 

Takedowns 

95 1,100 

Success Rate (%)

Modifications

Withdrawals
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virtual influencers, mandating disclosures under evolving 

AI norms. 

Crypto/Betting Scandals (2022-2023): ASCI/CCPA 

cracked down on undisclosed promotions by stars like 

Elvish Yadav for offshore betting apps. Violations: no 

#Ad labels, absent risk warnings ("gambling addictive"). 

Outcomes: 50+ advisories, content takedowns, ₹5-10L 

fines via CCPA Section 21; celebrities issued public 

apologies. Peak: 2023 probe into 20 influencers, 90% 

compliance post-action. 

Skincare and Beauty Scams (2023-2025): Influencer-

driven "miracle creams" (e.g., glutathione injections) 

promised instant whitening without side-effect 

disclosures. CCPA intervened in 15 cases, fining brands 

₹20L each and banning endorsers 1 year; ASCI modified 

200+ posts. Notable: 2024 Rashmika Mandanna deepfake 

(non-consensual ad insertion), prompting IT Rules 

amendments for AI watermarking. 

Fitness Supplements (2025): Fitness influencers hyped 

"steroid-free" mass gainers with fabricated testimonials. 

CCPA levied ₹50L on repeat offenders (e.g., Guru Mann 

affiliates), enforcing 2-year bans. ASCI's proactive audit 

flagged 300 ads, 76% from top creators. 

ASCI-Led Digital Crackdowns 

ASCI's CCC adjudicated 5,000+ influencer complaints in 

2025 alone: 

Finance Fiascos: 40% complaints targeted "double-your-

money" schemes; 98% modified/withdrawn. 

Health Hazards: 30% involved unverified COVID 

"cures" echoes, now gutka/betting proxies. 

 

 

These cases demonstrate graduated deterrence but 

highlight micro-influencer impunity (80% violations). 

Statistics: Growth vs. Complaints 

Juxtaposing influencer market euphoria with regulatory 

strain reveals a stark paradox: exponential expansion fuels 

deception spikes. Valued at ₹600 Cr (2020), the sector hit 

₹2,850 Cr (2025 proj.), en route to ₹3,375 Cr (2025) at 

25% CAGR, buoyed by 900M internet users and 15-20% 

digital ad allocation. Yet, ASCI complaints ballooned 

from ~1,000 (2020) to 8,500 proj. (2025), 97% digital, 

70% influencer-linked. 

Market Metrics: 

Creators: 1.5M (2020) → 4.5M (2025, 22% CAGR). 

Spend: US$340M (2025) → US$420M (2027). 

Exposure: 90% Indians hit fakes, ₹34,500 avg loss. 

Complaint Trends: 

2025: 1,173 audited ads → 98% violations, 59% 

disallowed products. 

Digital share: 97% total ASCI cases. 

Compliance: Stagnant 30% upfront disclosures. 

 

 

Year Market 

(₹ Cr) 

Growth 

(%) 

ASCI 

Complaints 

Digital 

%  

2020 600 40 1,000 70 

2023 1,900 90 2,500 85 

2024 2,200 16 4,000 92 

2025 2,850 30 6,500 97 
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Challenges in Current Framework 

India's regulatory architecture against influencer 

deception bolstered by CPA 2019 and ASCI confronts 

multifaceted hurdles that undermine efficacy amid 

explosive digital growth. Enforcement lags digital pace: 

With 4.5 million creators posting petabytes daily across 

Instagram, YouTube, and regional apps, manual 

monitoring falters. ASCI's proactive audits cover ~1,200 

ads yearly, a droplet against 900 million internet users' 

exposure. Influencers routinely obscure disclosures vague 

"gifts received" phrasing or #ad in comment threads 

despite guidelines mandating upfront, 3% screen 

visibility. 2025 audits revealed 70% non-compliance, with 

micro-influencers (80% of creators, <10k followers) 

worst offenders due to low visibility and lax contracts. 

Digital divide amplifies vulnerabilities: Rural India, 

housing 65% of population with burgeoning 500 million 

smartphone users, suffers low media literacy. Tier 2/3 

consumers, targeted by regional Hinglish influencers, 

miss subtle disclosures, falling prey to wellness scams 

averaging ₹34,500 losses. Only 40% rural users recognize 

#Sponsored as ads, per surveys, exacerbating deception in 

finance/health niches. 

Joint liability deters majors but micro-influencers 

evade: CPA Section 21's ₹10-50 lakh fines and 1-3 year 

bans hit celebrities (e.g., Patanjali case), yet small creators 

ignore advisories sans asset seizure powers. Monitoring 

gaps persist: algorithms prioritize viral content, bypassing 

90% nano-accounts. 

AI deepfakes revolutionize evasion: 60% Indians 

encountered fake endorsements in 2025 (McAfee), from 

Rashmika Mandanna's morphed face hawking apps to 

voice-cloned celeb promos. Verification collapses 

blockchain watermarks absent, deepfake detection lags 

70% accuracy. Virtual influencers (e.g., Lil Miquela 

clones) skirt human liability. 

Self-regulation's statutory limits: ASCI excels (95% 

takedown rate) but lacks CCPA's coercive fines, relying 

on reputational pressure ineffective for anonymous 

handles. Cross-jurisdictional woes plague global 

platforms; 97% violations digital yet enforcement analog. 

 

 

Recommendations and Reforms 

Fortifying India's framework requires tech-legal hybrids 

balancing deterrence with innovation: 

Algorithmic Mandates for Platforms: Compel 

Meta/Google/YouTube via IT Rules amendments to auto-

flag non-disclosed ads using NLP (e.g., detect "partnered 

with" sans #Ad). Pre-upload checks mandatory >10k 

follower accounts; 85% accuracy pilots exist. 

CCPA Supercharged with AI Tools: Deploy machine 

learning for real-time complaint triage, scaling from 150 

to 5,000 probes yearly. Index fines to earnings (10% 

annual revenue, min ₹50 lakh), hitting influencers' crypto 

wallets. Dedicated deepfake unit with watermark 

mandates. 

Consumer Literacy Campaigns: Nationwide Gen Z drives 

via NCERT/DoT apps gamifying #Ad spotting, targeting 

200M 18-24s. Rural IVRS alerts in 12 languages; school 

curricula on parasocial deception. Aim: lift recognition 

from 40% to 80%. 

Contractual Brand Due Diligence: Mandate clauses 

verifying influencer ASCI certification, claim 

substantiation dossiers. Brands liable for 2x endorser 

penalties sans vetting; platforms audit top 1% spenders 

quarterly. 

DPDP Act 2023 Integration: Classify platforms as data 

fiduciaries for follower profiles; mandatory consent audits 
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Challenge Impact Metrics Examples  

Enforcement 

Lag 

70% non-

compliance 

Micro-influencer 

evasions 

Digital Divide 40% rural 

recognition 

Tier 3 wellness 

scams 

AI Deepfakes 60% exposure Mandanna 

incident 

Self-Reg 
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No fines power Advisory-only 

resolutions 

Monitoring 

Gaps 
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accounts 

Viral blind spots 
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for targeted endorsements. Link to CPA via unified 

dashboard tracking serial violators. 

Influencer Certification Regime: Tiered licensing bronze 

(micro, basic training), gold (macro, legal indemnity). 

SEBI-like registry for finance/health endorsers; annual 

renewals with compliance scores. 

 

These proactive measures sustain ₹3,375 Cr growth sans 

trust erosion. 

2. CONCLUSION 

India's CPA 2019 and ASCI duo erects a formidable yet 

evolving bulwark against hidden endorsements, 

evidenced by Supreme Court-affirmed liabilities, ₹50 lakh 

fines, 95% takedowns, and 5,000+ annual adjudications. 

From crypto crackdowns to deepfake defenses, 

enforcement has teeth 90% fake exposure 

notwithstanding. 

Yet explosive 25% CAGR growth to ₹3,375 Cr by end of 

2025 outpaces oversight, with 70% disclosure gaps 

signaling overload. Micro-influencer impunity, AI 

evasions, and rural vulnerabilities persist”. 

Path forward: AI-flagged platforms, earnings-scaled 

penalties, Gen Z education, and DPDP synergies will 

harmonize innovation with sovereignty. Robust trust 

sustains creator economies; neglect invites backlash. 

Policymakers must act decisively transparency today, 

prosperity tomorrow. 

Final Metrics Snapshot 

Framework 

Strength 

Gap Reform 

Priority 

Joint Liability Micro-

evasion 

Certifications 

ASCI Speed No Fines Earnings 

Index 

CCPA Powers Scale 

Limits 

AI Tools 

. 

.
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