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A comparative analysis of the advertising repositories of Meta, Tik-
Tok, Google and Snapchat under Article 39 DSA

Advertising repositories are a key transparency ins-
trument under the Digital Services Act (DSA). They
make it possible to systematically scrutinise adver-
tising practices on large platforms - from identifying
misleading and fraudulent advertising to analysing the
delivery of ads to specific target groups. Article 39
DSA requires Very Large Online Platforms (VLOPs)
and Very Large Online Search Engines (VLOSEs) to
provide a publicly accessible, searchable advertising
repository.

This analysis examines the advertising repositories of
Meta, TikTok, Google and Snapchat in relation
to the requirements set out in Article 39 DSA.The
assessment is based both on a systematic in-house
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testing of selected criteria and on existing studies
and sources (Auer, Krickl, et al., 2025; Beltzung, 2024;
Hohlfeld et al., 2024; Horwitz, 2025a). It identifies the
following key findings (as of April 2026):

* All four platforms formally provide an adver-
tising repository, but none fully comply with
the DSA requirements.

*  While Meta comes closest to meeting the DSA
requirements, Snapchat shows the largest de-
ficits; TikTok and Google fall in between with
different gaps each.

* All four platforms show significant gaps in the
coverage of commercial communications (e. g.
branded content).
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Accessibility and Searchability

ACCESSIBILITY

All four platforms provide an advertising repository, as
required by the DSA,“in a specific section of their online
interface” and make it accessible not only to the public,
but also “through application programming interfaces”.
A further requirement under the DSA - which all four
platforms fulfil - is that the advertising repository “does
not contain any personal data of the recipients to whom
the advertisement was or could have been presented”.
The basic requirements under Article 39(1) are therefo-
re formally met.

SEARCH AND FILTER OPTIONS

The DSA requirement that advertising repositories
should constitute a tool “that allows multicriteria que-
ries” (Article 39(1)) is implemented to varying degrees
by the examined platforms. Meta and TikTok offer the
most extensive search options: users can search both by
freely entered search terms and by advertiser, supple-
mented by filters such as country, date and ad category
or type. Meta also provides additional filters for language,
platform, media type and status (active/inactive). Google
and Snapchat do not allow content-based searches. On
Google, searches can only be conducted by advertiser
name or URL; on Snapchat, only by the exact userna-
me of the advertiser. For thematic research, these two

Method

advertising repositories are therefore of limited use
without prior knowledge of the advertisers involved.

RELIABILITY

A key weakness across all four platforms is the reliability
of their search tools. None of the advertising reposi-
tories fully ensures that ads which have been displayed
on the respective platforms can be found consistently.
Search functionality is most stable on Meta and Google,
but even here with limitations: previously findable ads
may disappear from Meta‘s advertising repository at a
later point, and text phrases taken from ad texts do not
reliably lead to the relevant search results (Auer, Miil-
ler-Naendrup, et al., 2025). At the same time, there are
indications that fraudulent content is deliberately remo-
ved from the advertising repository in order to reduce
the perceived prevalence of fraudulent advertising during
external audits (Horwitz, 2025b). Google‘s search does
work, but only within its structurally limited search mo-
del (search by URL or advertiser).

The problems are more severe on TikTok and Snapchat.
On TikTok, obvious search terms often do not yield
relevant results (Auer, Krickl et al., 2025; Hohlfeld et al.,
2024), so keyword search functions only to a very limi-
ted extent. On Snapchat, the majority of ads found in the
feed could not be located in the archive at all.

The advertising repositories of Meta, TikTok, Google and Snapchat were assessed using an evaluation matrix com-
prising |3 criteria.These criteria structure the requirements of Article 39 DSA into two dimensions: (1) accessibility,
searchability and reliability (Article 39(1)); and (2) data quality (Article 39(2)).While the assessment under Article
39(1) examines the advertising repositories themselves, in particular their accessibility and functionality, the data-
quality assessment refers to individual advertisements — more specifically, to the completeness of the information
provided per advertisement (for example, display period, information on the advertiser, or targeting parameters).
For each of the four platforms, these criteria were assessed on the basis of the browser-based advertising archives,
and compliance was rated as “yes”,“partially yes”,“partially no” or“no”. In addition, the reliability of the search func-
tion was tested by identifying advertisements in the platforms’ feeds and then searching for them in the respective
advertising library.

Snapchat

When the evaluation was conducted in March 2026, Snapchat’s ad repository was barely usable for systematic re-
search.With an update in April 2026, significant improvements were introduced. Until March 2026, hardly any ads
could be found, and search functionality was therefore very limited. VWhen an ad could be located in the archive,
users were merely redirected to the ad itself or to the corresponding Snapchat video, so only the content was

visible; further information required by the DSA was missing accordingly. The findings presented in this policy brief
are based on the situation as of April 2026.
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Data Quality and Depth of Information

AD CONTENT

Under the DSA, the advertising repository must display
the “content of the advertisement, including the name of
the product, service or brand and the subject matter of
the advertisement”, as well as the period during which
the advertisement was displayed (DSA Article 39(2),
points a and d).

Meta and Google fulfil this requirement: the ad content,
whether image or video, the ad text, the link and the
display period are all provided.This information can also
be found in Snapchat’s archive, although the link is not
always displayed. TikTok, by contrast, provides the video,
but does not include the video description, the hashtags
used or the outgoing link.

IDENTITY OF THE RESPONSIBLE PARTIES

The advertising archive must include information on
the “natural or legal person on whose behalf the adver-
tisement is presented”, as well as the “natural or legal
person who paid for the advertisement” (DSA Article
39(2), points b and c).

This requirement is only partially met.While all four plat-
forms include fields for the payer and beneficiary of an
advertisement, the information is self-declared and can
be entered freely. While the account that published the
ad is also shown, it does not allow for clear identification
of the party actually responsible for the advertisement.

Google and Meta offer advertisers the option of veri-
fication.As part of this process, the platforms request
legally valid documents, such as organisational registra-
tion documents, for example company register extracts
or trade licences, and/or official identification documents
from authorised representatives. Both Google and Meta
state that they intend to gradually introduce mandatory
advertiser verification, although many advertisers are still
able to run ads on the platforms without being verified.
Although accounts can be verified on TikTok and Snap-
chat, there is no specific verification option for adverti-
sers.

TARGETING

Platforms must disclose “whether the advertisement was
intended to be presented specifically to one or more par-
ticular groups of recipients”, including the main parame-
ters used to include or exclude groups of people (DSA
Article 39(2), point e). While Meta, TikTok and Snapchat
comply with this requirement, Google only does so in-
sufficiently. Snapchat displays demographic targeting para-
meters for age and gender; Meta also lists location as a
parameter. TikTok shows demographic parameters such
as gender, age and country, as well as additional para-
meters such as ,audience’, interests, video interactions
and creator interactions, although these additional para-
meters are rarely used. Google’s advertising repository
provides only very broad information on targeting in-
dicators, meaning that the specific parameters used for
audience selection cannot be reconstructed. It is only
possible to see whether criteria from the categories of
demographic characteristics, location or ,context signal®
were included in audience selection. Whether, for exam-
ple, gender or age were used for targeting is not visible.

REACH

In addition to targeting information, platforms must
make the total number of users reached by an adverti-
sement transparent and display this “where applicable,
aggregate numbers broken down by Member State for
the group or groups of recipients that the advertisement
specifically targeted” (DSA Article 39(2), point g).

All platforms fulfil this requirement: Both Meta and
Snapchat provide precise reach figures. Additionally, Meta
breaks these down by location, gender, and age. TikTok
and Google also report reach, but only in the form of
broad estimates, such as 0—IK or |K—10K.These ranges
are so wide that they significantly hamper analyses of the
targeted delivery of problematic advertising. Google also
lacks an overview covering all EU Member States; it only
displays reach for the location selected in advance. Full
EU-wide coverage would therefore require 27 separate
queries. In addition, Google does not provide break-
downs by the target groups to whom the advertisement
was specifically addressed.

| The ,Audience’ parameter includes specific target audience lists defined by advertisers based on user activity on and off TikTok.
2 The ,context signal* parameter includes the search terms that users enter into Google, as well as the YouTube videos that they

have watched.




Ad ID: 1838527593837650 )

Ad summary
First shown: Last shown: Unique users seen () :
08/22/2025 05/09/2026 1M-10M

Targeting summary

The following targeting information reflects the main ways the advertiser was trying to reach
the audience. This ad may have been shown to an user based on other parameters than that
are listed below, such as device settings, language information, and on or off-TikTok activity.
Note that political advertising is restricted on TikTok.

Target audience size © 2.4M-2.9M

Ad

Gender
Advertiser

Number  Country unknown gender Zalando SE
Seeallads >
Ad paid for by
Zalando SE
Advertisor's registered location

Germany

Additional parameters

Audience ) No
Interests (0 (Not used)
Video interactions © (Not used)

Creator interactions (1) (Not used)

Location
This ad was shown to IM-10M users located in the following 1 country

< Ad details
Zalando SE

he information about this ad may vary by location

First shown: Mar 26,2024, Topic (labeled by Google): Apparel

Last shown: May 10, 2026 Format: Text

Gosponsort

Zalando
App installiert

Bestelle die neue Kollektion - Buena
Vista

ransparency Center

© Times shown
A range of the number of times this ad was shown in the selected location from Mar 26, 2024 10 Feb 9, 2026.

A user may have been shown the ad more than once.

© Audience selection

The criteria selected by the advertiser to define the audience of this ad's most recent campaign. Learn more about audience selection

Protecting Users
Google does not allow audience selection based on certain categories including race, religion, health condition, sexual preference, financial status, and political affiliation. Learn more about audience selection
Key

+  Criteria from this category were included in this ad's audience

— Criteria from this category were excluded from this ad's audience

+ —  Somecriteria from this category were included and others were excluded from this ad's audience

Demographic info
Geographic locations

Contextual signals

See more ads by this advertiser -

Fa Report this ad




Structural Gap: Commercial Content

Under Article 26(2) DSA, online platforms must provi-
de users with a function that enables them to declare
commercial communications. Under Article 39(2)(f) of
the DSA, this declared commercial communication must
be retrievable in the advertising repository.

While Meta, TikTok and Snapchat have dedicated archive
sections for this purpose, Google does not.Although
YouTube creators can label paid partnerships, there is
no dedicated archive section in which this content can
be found using the functionalities required under Article
39(I). In practice, however, the archive sections of Meta,
TikTok and Snapchat are practically unusable. This is
mainly due to the lack of enforcement of the labelling

obligation for commercial content. Although the plat-
forms offer labelling options, creators do not use these
adequately, meaning the relevant ads do not appear in
the dedicated archives for commercial communications.

Where content is displayed, the available information is
barely usable. It is unclear which products or services
are being advertised or who paid for the collaboration.
There is therefore a structural gap on two levels: the
complete absence of an archive section on Google, and
the largely ineffective performance of existing archives
on Meta, TikTok and Snapchat due to insufficient labelling
and inadequate data quality.

Conclusions and Recommendations

KEY FINDINGS

All four platforms can formally point to the existence

of an advertising repository. However, the way these
repositories are implemented differs fundamentally from
platform to platform. Meta comes closest to meeting the
DSA requirements but still shows shortcomings in the
reliability of its search function and in the identity verifi-
cation of advertisers.

Google has a functionally limited search model that
structurally prevents thematic investigations. It also
discloses only very broad information on targeting and
reach. Its voluntary identity verification of advertisers
should be noted as a positive feature.

TikTok also has a functionally limited search model and
shows shortcomings, among other things, in the presen-
tation of ad content. Overall, the practical traceability of
ad placements is significantly limited.

Snapchat shows the lowest level of alignment with the
DSA requirements. Advertisements are difficult to find,

and the information provided per ad is insufficient.

RELEVANCE TO ONGOING PROCEEDINGS

Proceedings by the European Commission concerning
Article 39 DSA at least partly confirm the findings of this
analysis. In two cases, the Commission has identified the

deficient implementation of Article 39 DSA.

TikTok’s advertising repository was provisionally as-
sessed as non-compliant with the DSA on May |5th,
2025, in particular due to insufficient information on

ad content, target groups and paying entities, as well as
inadequate search functionality. On December 5th, 2025,
the Commission accepted binding commitments to
remedy the identified shortcomings.These shortcomings
are to be addressed in stages over a period of two to
twelve months. Among other things, TikTok is expected
to provide full ad content, including URLs; update new
information within 24 hours; disclose targeting parame-
ters, including aggregated demographic reach data; and
implement expanded search and filter options (European
Commission 2025a). At the time of this analysis, in April
2026, none of these points had been implemented.

A further proceeding concerns X, which is not covered
in this analysis. The European Commission imposed a
fine of EUR 120 million on X, because its advertising
archive was not compliant with the DSA, among other
reasons (European Commission 2025b).

Formal proceedings are also ongoing against Meta
concerning misleading advertising, political content and
access to research data. However, no infringement of Ar-
ticle 39 DSA has been established to date.At the time of
this analysis, there have likewise been no findings concer-
ning Article 39 DSA against Google or Snapchat.




RECOMMENDATIONS TO THE EUROPEAN COMMISSION:

B Define minimum functional standards for search tools: Content-based keyword search across the
full text of advertisements should be established as a minimum requirement. Search limitations - for exam-
ple, restricting searches to advertisers only - should be considered insufficient implementation.

B Introduce mandatory identity verification for advertisers: Identity verification for advertisers - as
has already been implemented by Google, for example - should be made mandatory as a minimum standard
for all VLOPs and VLOSEs.

B Enforce advertising repositories for commercial communications: Platforms should be required
to fully capture commercial communications.The mere provision of a formal branded-content archive wit-
hout genuinely usable content should be considered insufficient.

B Institutionalise independent completeness checks: The coverage of advertising repositories should
be reviewed regularly, for example through systematic comparisons between ads actually displayed and the
entries that can be found in the repository.

B Launch further investigations: The present findings show that the Commission should expand the
enforcement of its transparency requirements to identify gaps on additional platforms.
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