Short answer: Maybe—but being able to sell a CBD product in a location does not automatically mean you can
advertise it there. Your options depend on the product, its ingredients and claims, the advertising platform, and
the rules that apply where your customers are. Google, for example, maintains its own restricted-products
advertising policies, which can be narrower than local law. Those policies change, so check the current rules before

launching a campaign.

California, Colorado, and Puerto Rico can each be part of a CBD marketing plan, but none offers a shortcut around
compliance. A strong approach starts with product-level documentation, carefully limited copy, and a channel-by-
channel policy review. In restricted markets, trust is not just a brand value. It can be a growth lever: buyers,

platforms, publishers, and regulators all respond better when your claims are clear and your evidence is easy to

verify.

This guide explains how to think about CBD advertising in these three locations, where google cbd geo
targeting fits, and why proof should be built into the product and marketing process—not added as an
afterthought.

First, Separate Three Different Questions
Before placing an ad, distinguish among three issues that are often treated as one:

® Can the product be sold? This depends on federal and local laws, the product type, its ingredients, and how

it is made and labeled.

® Can the product be advertised? Advertising rules apply to the claims and the way you communicate them,

not just to the product itself.

e Will the platform approve the ad? Google and other platforms set their own eligibility rules. A product may

be lawful in a location and still be ineligible for a particular ad format or account.

Passing one test does not guarantee you will pass the others. A retailer, for example, might be permitted to sell a
certain hemp-derived topical under applicable rules but still be unable to promote it through a specific paid-search
campaign. Conversely, an ad platform’s approval is not a legal https://kartikahuja.com/selling-cbd-online-what-a-
regulated-market-teaches-internet-businesses-about-trust/ clearance. Advertisers remain responsible for the

product and its claims.

What to Know About California, Colorado, and Puerto Rico

California

California has a substantial hemp and cannabis marketplace, but that does not mean all CBD products or
advertisements are treated alike. Product category matters: a topical cosmetic, a food, a dietary supplement, and a
cannabis product can raise different legal and labeling questions. Requirements may also depend on hemp
sourcing, cannabinoid content, testing, packaging, and the sales channel.

For advertising, review both the applicable California requirements and the platform’s policy for the exact product
and destination page. Avoid assuming that a business'’s ability to sell in California means that Google will allow the

business to target California users with a CBD product ad.

Colorado
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Colorado’s established hemp and cannabis industries can make it an attractive market, but "CBD" is not a single
regulatory category. The source of the cannabinoid, the product's composition, the intended use, and the claims
made about it all matter. Exactly.. Rules for hemp-derived goods should not be confused with rules for licensed

cannabis businesses or products.

Before targeting Colorado, confirm that the product and its labeling are suitable for sale there. Then assess
platform restrictions separately. Do not infer that a competitor's ad, retailer listing, or local storefront is evidence

that your own product or campaign is compliant.

Puerto Rico

Puerto Rico should not be treated as an automatic extension of a mainland campaign. The product’s legality, local
requirements, shipping eligibility, and advertising options should be checked specifically for the territory. A
campaign aimed at Puerto Rico may also raise practical questions about language, customer support, delivery, and

whether your landing page accurately describes where the product is available.

In every location, get current legal guidance when the product category or claim is uncertain. Rules and platform

policies can change, and a campaign that was approved last year may not be eligible today.

Google CBD Geo Targeting: Useful, but Not a Workaround

Google CBD geo targeting describes choosing geographic areas for a campaign—such as California, Colorado,
or Puerto Rico. Location settings help control where eligible ads may appear. They do not override Google's

restricted-products policies, make a prohibited product eligible, or replace legal review.

Before building a campaign, check Google's current policies for the specific product, ad format, destination page,
and targeting location. Eligibility can differ across Search, Shopping, YouTube, Display, and other Google
properties. It can also depend on the details of the product and the business. Do not assume that a topical, a

hemp-derived product, or a product with a particular THC level is automatically allowed.
Geo targeting can still be valuable when used responsibly. It can help you:

* Limit campaigns to areas where you can legally sell and reliably fulfill orders.
® Run separate landing pages that accurately reflect local availability and terms.
* Compare performance across eligible regions without making unsupported claims about local rules.

® Exclude locations where shipping, licensing, or platform eligibility is uncertain.

It should not be used to disguise the product, route around a review decision, or show different content to
reviewers and customers. Misrepresenting a product or its destination page can create additional account and
compliance risks. If paid search is unavailable, consider compliant educational content, retailer partnerships, email

marketing to consenting subscribers, or other channels—but review those channels’ rules too.

Trust Is a Growth Lever in Restricted Markets

CBD advertising often faces tighter scrutiny than ordinary consumer-product marketing. That makes trust more
than a feel-good message. Clear evidence can help customers understand what they are buying, support
responsible retail relationships, and give internal compliance teams a stronger basis for approving copy. It can also

make your brand more resilient when platform policies or market rules shift.
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Trust is built through specifics, not adjectives. "Premium,” “clean,” and “trusted” are easy to write, but they do not

tell a customer what is in the product or how the brand knows. Product identity, ingredient transparency, testing



information, and honest limitations are more useful. For a brand such as Joy Organics, the lesson is broadly
applicable: a company’s quality story is most persuasive when its language is supported by accessible

documentation rather than relying on reputation alone.

Proof as Product Design

Proof should be designed into the product experience. That means deciding early what customers should be able
to verify and making the supporting information consistent across packaging, product pages, customer support,

and advertising.

A certificate of analysis (COA) can help show what an independent laboratory tested and reported for a
particular sample. A COA is not, by itself, a blanket guarantee that a product is safe, effective, legally compliant, or
suitable for every user. Its usefulness depends on the lab, the testing scope, the sample, the dates, and whether

the report can be connected to the product being sold.

Batch-linked lab reports are especially helpful because they let a customer connect the documentation to a
specific production batch rather than viewing a generic report with no clear product match. A thoughtful proof
system should make it straightforward to identify the batch, read the report, understand what was tested, and get
help interpreting technical terms. If the report is difficult to find or does not match the label, the mere presence of

a QR code will not create confidence.
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Build a practical proof pathway
1. Match the evidence to the product. Confirm that the report relates to the current formula and the relevant
batch.

2. Make documents easy to access. Link from the product page or packaging to the applicable report without
requiring customers to guess where to look.

3. Explain the limits. Describe what the testing covers—and avoid implying that a lab report proves benefits
the test did not examine.

4. Keep records current. Retain documentation for formulations, suppliers, labels, and ad claims so changes

can be reviewed before publication.



Third-Party Verification and Borrowed Credibility

Independent testing can add credibility because it gives customers evidence from outside the brand’s own
marketing department. In that sense, third-party verification offers a form of borrowed credibility. But it is
borrowed, not owned: a brand cannot stretch a lab’s findings into endorsements or conclusions the lab did not

make.

Be precise about the relationship. State what was tested, by whom, and for which batch when you can
substantiate those details. Do not present a laboratory report as government approval, medical endorsement, or
proof that a product treats a disease. A testing seal or “verified” badge should have a clear basis and should not

imply a certification that does not exist.

The FDA is an important part of the broader regulatory picture. Its position and enforcement activity mean that
CBD businesses should be particularly cautious about products and claims involving foods, dietary supplements,
and disease-related benefits. The fact that a product is marketed as “natural” or has been tested does not resolve

every FDA-related issue. Review the product category and applicable requirements with qualified counsel.

Copy Restraint and Verifiable Claims

In cbd compliance marketing, restraint is a competitive skill. The Federal Trade Commission (FTC) expects
advertising claims to be truthful and adequately substantiated. Health-related claims can require especially strong
evidence. A disclaimer does not fix a prominent claim that is misleading, unsupported, or inconsistent with the

overall impression of the ad.
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Be wary of phrases such as “cures anxiety,” “treats pain,” “prevents inflammation,” or “FDA approved” unless the
claim is legally permitted and supported in the way required. A testimonial can communicate an implied claim too;
putting a customer’s words in quotation marks does not automatically make them safe to use. Also check imagery,

headlines, product names, and landing-page content—not just the body copy.

Prefer factual language that you can verify. Depending on the product and applicable rules, that may include
accurate statements about ingredients, serving or application instructions, sourcing, test availability, or product
format. Each statement still needs to be accurate, relevant, and legally appropriate. Avoid implying that a product

will produce a particular health outcome when you cannot substantiate that outcome.




Are “Certified Topical CBD Ads” a Safer Option?

Ask yourself this: the phrase certified topical cbd ads may sound like a defined advertising category, but it should
not be treated as a universal regulatory label. There's more to it than that. “Certified” can imply an official or
independent standard. If your business uses that word, identify what certification is involved, who issued it, what it
covers, and whether it applies to the specific product being promoted. Do not suggest that certification

guarantees ad approval or makes every claim permissible.

Topical products may raise different questions from ingestible products, but “topical” does not mean “automatically
approved.” The formula, labeling, intended use, claims, destination page, and platform rules still matter. A topical
ad that avoids explicit disease claims can still be rejected if it violates a platform’s product policy or creates a

misleading impression.

A Pre-Launch Checklist for CBD Advertising

Area What to verify Product Product category, ingredients, cannabinoid content, labeling, and eligibility for sale in
the target location. Evidence Current certificate of analysis (COA), batch-linked lab reports, and support for each
objective claim. Advertising copy No unsupported health outcomes, misleading endorsements, or inaccurate
certification language. Platform Current rules for the chosen format, account, product, landing page, and
geographic targeting. Fulfillment Shipping availability, local restrictions, customer support, and accurate terms for

each destination.

Bottom Line

You may be able to advertise certain CBD products in California, Colorado, or Puerto Rico, but the answer depends
on the product, the claims, the destination, and the platform. Start with current local and federal requirements,
then review the ad platform’s rules independently. Google geo targeting can help focus an eligible campaign; it

cannot turn an ineligible CBD ad into an approved one.

The most durable strategy is to make trust operational: design proof into the product, connect batch-linked
reports to what customers actually buy, use third-party testing accurately, and keep copy restrained and verifiable.
That approach will not guarantee approval or eliminate legal risk. I've seen this play out countless times: learned
this lesson the hard way.. It will give your brand a stronger foundation for responsible growth in markets where

credibility is hard-earned—and easy to lose.



