1.1 Substantiating wellness
content to a high standard
Scope
This document is intended for those working within the
wellness industry who are providing information to consumers
throughout the UK and Europe. This guidance aims to
provide clarity on when and how to provide substantiation for
information that is disseminated to the consumer.

Why do we need to substantiate
wellness content?
Despite its explosion in popularity, the wellness sector has
so far lacked the regulations and guidelines needed for
upholding credible content. The consumer is left on their own
to decipher fact from fiction, while brands are vulnerable to
criticism. At WellSpoken, we want to change this.
Substantiation of information is important because it provides
transparency and validity, which builds and maintains
confidence in the wellness industry. By ensuring information
is presented in a reliable and accurate way, it provides the
consumer with reassurance that the information being given
is balanced, factual and supported by a credible source.
It also aims to circumvent misleading conclusions and
leaves no room for subjective interpretation by the public.
Consumers should be able to easily identify and access the
sources used to substantiate wellness content in order to
make an informed and evidence-based decision.
Every claim, argument or opinion needs to be analysed and
supported, justified by credible evidence from research or
other authoritative sources before it is disseminated.
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Who is responsible for ensuring content is substantiated?
If you are an influencer or expert... who sharing content online or submitting content for use by a brand, you
are responsible for ensuring the information you provide is to the highest level of credibility. This includes
referencing content. You should use sources that are considered reliable and trustworthy when quoting
information, and should always look for the original study or research before stating a fact or claim.
If you are a brand... who is developing consumer content in-house, or are receiving information from third
parties such as influencers/experts to be used on your brand platforms, the brand is responsible for ensuring
that all content hosted on public-facing platforms (including contributions) meets the highest level of credibility.
This includes referencing content with sources that are high-quality, reliable and evidence-based. It also means
verifying the influencer or expert you use and checking they have the relevant qualifications and accreditations
to be making any health-based claims.

How do we credibly substantiate
content?
Brands and individuals should be able to explain how
the evidence provided supports the view-point or
argument being presented, if it is not already explicit.
Evidence usually involves expert testimony, robust
studies or statements from reputable or recognised
sources, such as peer-reviewed journals.
It does not involve the use of information from sources
that have little credibility, such as personal opinions,
general blogs, social media captions, interpretations or
anecdotes reported without evidence to support them
(unless they are being deliberately sought in a specific
type of writing), as these are unlikely to be considered
credible.
Care should always be taken that the original meaning
of the content being quoted or referenced is not
misinterpreted or miscommunicated to an audience
when information is being repeated, particularly where
conclusions are being drawn or statistics are being
presented.
The evidence provided should be accurate and relevant
to the content or information that is being discussed and
should contribute to the overall statement being made.
The tone of language should be balanced, objective and
not ambiguous, hyperbolic or embellished in any way.
The information should be complete enough to
enable the consumer to form their own opinion of the
messages being communicated.

1.1 Substantiating wellness content to a high standard

2

Guidance for substantiation:

Yes

1. Does the content make
claims that need to be backed
up by research or evidence?

Yes – You must provide the evidence or
reference document that supports this claim.
The link to the reference document should
be denoted by a numerical superscript e.g
the number ‘1’ in brackets at the end of the
sentence stating the claim. If more than one
reference is used in a particular piece of content,
the superscripts should follow a numerical order.

Yes

No – There is no requirement to
provide evidence to support the
statement if none are being made.

2. Does the content contain or
refer to an expert testimony that
has been quoted verbatim?

No

Yes or no?

Yes – You must provide the credentials of said
expert, including their name, title and professional
affiliation. You should also check their reliability and
qualifications to ensure they are an appropriate
source to be quoting. See guidance 1.3 Building
credible partnerships with social influencers and
experts for steps on how to ensure the individual
you choose to verify your content is credible.

Yes

No

Yes or no?

No – There is no requirement to
provide evidence to support the
statement if none are being made.

3. Does the content include
quantitative data, studies or figures
that support a claim or statement
being made?

No

Yes or no?

Yes – You must provide the evidence or
reference document that supports this claim.
The link to the reference document should
be denoted by a numerical superscript e.g
the number ‘1’ in brackets at the end of the
sentence stating the claim. If more than one
reference is used in a particular piece of content,
the superscripts should follow a numerical order.
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If you are a wellness brand, publisher, expert,
influencer or ambassador who cares about
credibility and wants to improve standards
within the industry, find out how to apply for
the WellSpoken Mark and join our growing
community of trusted names:
W: www.wearewellspoken.com
E: info@wearewellspoken.com
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