
 
GARM: Industry Challenges + Opportunities  

SUMMARY: Recommended Actions in Light of Industry Challenges + Disclosures 
The Global Alliance for Responsible Media (GARM) is a multistakeholder cross-industry initiative started by advertisers 
in June 2019 to introduce standards and solutions that reduce and remove harmful content from ad-supported digital 
media. When confronting the challenge of harmful content online there are two primary facets; content moderation 
which is the availability and distribution of content based on platform rules, and then there is content monetization 
which is the commercialization of content based upon advertising rules. Beyond these two facets there are additional 
important areas as they impact safety; product design which cuts to the core of platform structure and business 
models, product resourcing which reflects internal platform governance and oversight. 
 
GARM’s focus is content monetization, where advertisers have legitimate grounds for developing new ways of working 
and implementing mechanisms for oversight. Areas such as content moderation, and more importantly upstream areas 
such as technology design and oversight in the interest of safety, are best suited for regulatory bodies and civil society 
organizations given their direct bearing on freedom of expression and societal safety. Regulatory intervention is an 
inevitable and necessary outcome in the work in this space, given that self-regulation is an insufficient mechanism to 
change the current dynamic. 
 
GARM’s core work is focused on creating industry standards and solutions in monetization, seeking to improve 
transparency, consistency, control, and accountability for the placement of ads on content. Our agenda is focused on: 
 

Common 
Definitions 

identifying categories for content that require careful attention as it relates to monetization and advertising 
support 
 

Shared 
Measures 

simplifying and streamlining platform reporting on effective safety practices pertinent to advertising industry 
stakeholders 
 

Independent 
Verification 

prioritizing a regimen of third-party that attest to brand safety operations at global and local levels 
 
 

Adjacency 
Controls 

developing standards and tools that allow for brands and agencies to direct where their ads show up next to 
content based on its suitability 
 

 
The ideal state that advertisers and agencies in GARM envision is one where: 
 
Consumers… 

are given control over the safety of their digital media experience by platforms  
are protected from asymmetrical business models that prey upon engagement for commercial advantage 
 

Advertisers… 
have the accredited data at global and local levels to assess platform safety and appropriateness for advertising  
have the right to determine where their ads show up online via platform tools and 3rd party integrations 
 

Platforms… 
focus business model flywheels on positive engagement 
undergo regular accreditation of operations (content monetization, moderation, and measurement)  

 
Platform safety challenges have been brought into the public domain before, and it is important to acknowledge that 
not all challenges and issues are alike; there are:  

A. Challenges core to monetization which require acceleration of GARM solutions for focused impact, and 
there are  
 

B. Challenges core to moderation which require advertisers and agencies to raise concern and clarify 
expectations. 
 

C. Challenges that are relative to corporate structure and business models that require regulatory 
intervention. 
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 SUMMARY OF ESSENTIAL STEPS SCOPE TIMING 
MONETIZATION: 
ACCELERATION 
FOR FOCUSED 
IMPACT 
 

Work with market-level national associations to: 
1. Accelerate the plan to ensure that content monetization norms are 

deployed in local language via the GARM Brand Safety Floor + 
Suitability Framework [Common Definitions]  
 

2. Accelerate planned benchmark of local platform capabilities in 
content moderation and monetization, providing advertisers with 
results [Common Definitions] 
 

3. Develop new Local Incident Reporting Template to assess local 
safety practices, and drive disclosure on local market coverage for 
global transparency reporting data (census based and sampling 
based) used in the GARM Aggregated Measurement Report [Shared 
Measures] 
 

Accelerate previously requested access to the Facebook CSER first-party 
audit specification and assess its correspondence to MRC audit standards in 
monetization metrics, suggesting remediation of any gaps [Shared Measures] 
 
Prioritize and accelerate previously endorsed industry standard supporting 
audits via the MRC Content-level Brand Safety Controls Audit, encompassing 
GARM categories and authorized metrics for monetization (June 2021 
standard) [Independent Oversight] 
 
Accelerate the approval, adoption, and development of GARM Adjacency 
Standards + Controls Framework to enable placement controls for 
advertisers, evaluating first-party and third-party solutions [Adjacency 
Standards] 
 

 
All platforms 
 
 
 
All platforms 
 
 
 
All platforms 
 
 
 
 
Facebook 
 
 
 
All platforms 
 
 
 
 
All platforms 

 
1Q 2022 
 
 
 
1Q 2022 
 
 
 
1Q 2022+ 
 
 
 
 
Immediate 
 
 
 
Immediate 
 
 
 
 
1Q 2022+ 

MODERATION:  
RAISE 
CONCERNS + 
CLARIFY 
EXPECTATIONS 
 

Accelerate planned transparency building dialogue on Algorithmic 
Transparency + Oversight, and Protecting At-Risk Users [Content 
Transparency] 
 
Develop and deliver advertisers concerns and expectations for content 
moderation (clarity in policy, consistency in enforcement, follow-thru on 
event-based risk containment), protection of at-risk users (access of data to 
oversight groups, integration of health and crisis specialists in moderation 
and product design), avoidance of criminal manipulation of the platform and 
cross-platform activity (collaboration with law enforcement) [Platform 
Operations] 

All platforms 
 
 
Facebook 

1Q 2022 
 
 
Nov 2021`	

DESIGN: 
SUPPORT  
PROGRESSIVE 
LEGISLATION 

Work with relevant regulators via national advertisers’ associations and 
aligned advertisers to support legislation that creates oversight on business 
models (note strategic areas of design, not tactical areas of moderation) – 
for example UK Online Safety Bill 

All platforms Ongoing 

 

BACKGROUND: How did GARM’s analysis arrive at these recommendations?  
The recent exposés, regulatory disclosures, and company 
reports have started to raise a series of challenges to digital 
media industry as it relates to social media platforms. These 
issues are both wide and significant and have in essence been 
connected to or on the GARM Agenda, which is focused on 
removing harmful content from ad-supported media via 
standards and solutions. These standards and controls create 
transparency, consistency and control for ad placement. 
 
With that in mind, for the purposes of addressing these 
challenges, we’ve categorized the challenges based on how 
close they are to Monetization (the commercialization of 
content via advertising whether direct or adjacent support) and 
Moderation (the availability and distribution of content).  
 

Animal 
Cruelty

Providing
Global Support

Managing
Public 

Figures

Auditing 
Transparency 

Reporting

Crime 
Prevention

Establishing 
Algorithmic

Transparency

Clarifying 
Audience 

Measurement

ISSUES IN PUBLIC DOMAIN

Protecting
At-Risk 
Users

MONETIZATION MODERATION

Freedom of 
Expression 

Political Bias

Targeted 
Harassment
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For GARM, it is essential that we address challenges core to Monetization via our Working Groups, while we drive 
transparency and communicate needs relative to Moderation, and partner at a local level to advance intervention 
on Design. 
 
There are clear areas for GARM to 
advance relative to existing 
workstreams, some of which will 
be to accelerate planned work, 
some of which will be to develop 
new work: 
 

1. Providing Global Support: 
Ensuring that there is 
sufficient resourcing of 
operations to support 
safe advertising practices 
and an understanding of 
how those operations are 
evaluated for 
effectiveness 
 

2. Auditing Transparency Report: Ensuring that transparency reporting adheres to industry standards and 
specifications, building confidence in first-party measurement, and that advertising industry audits are pursued 
at pace 
 

3. Establishing Algorithmic Transparency: Facilitating transparency-building dialogue to understand to what 
extent there is oversight on algorithms that suggest content to users  
 

4. Protecting At-Risk Users: Facilitating transparency-building dialogue to understand how platforms are 
safeguarding vulnerable consumers from harmful and insidious content 

 
For areas core to Moderation, we will continue to log concerns and expectations so that needs for moderations 
embrace clarity of policy, consistency and enforcement, and operations that supports freedom of speech with societal 
safety in mind. We believe that regulation is inevitable and necessary to address many of these persistent challenges 
and create an even playing field for industry participants. 
 
MEASURING PROGRESS: How will GARM Members be informed of progress? 
We will continue provide a report out on progress on each of these steps in GARM Community Calls and the GARM 
Member Hub, which will feature progress reports on each of the Working Groups’ progress to date. We will also provide 
detail on implementation of the steps at more granular levels specific to platform or market where appropriate. 
 
ENLISTING SUPPORT: How can the ANA CMO Growth Council help GARM go further? 
We continue to rely on influence and partnership to have GARM’s objectives realized – and we are thankful that ANA 
sits on the GARM Steer Team and drives the agenda. We do need additional help from the ANA CMO Growth Council 
vis-à-vis the challenges at hand: 
 

Demand that all platforms 
implement 3rd Party 
Integrations 

The stakes are too high for platforms to be the problem, solution, and adjudicator on safety 
issues – marketers and agencies must have independent parties to rely on. 
 

Endorse and pursue with 
GARM adjacency controls 

Advertisers have a right to determine where their ads show up and what engagement it rewards 
– these are fundamental rights which must be restored. 

Demand that MRC audits are 
pursued by all platforms and 
for all products 

We need an independent view that can deduce if platforms are effective globally and locally in 
their ability to identify, categorize, monetize, and measure content effectively.  

Support progressive 
regulatory intervention 

The marketplace asymmetry and business model deficiencies casts doubt on industry self-
regulation and platform willingness to overhaul safety needs in a way that takes on a 
multistakeholder approach. 

 

COMMON DEFINITIONS
Standards + Definitions WG

SHARED MEASURES
Measurement + Oversight WG

ADJACENCY CONTROLS
Adjacency Standards + Controls WG

INDEPENDENT VERIFICATION
Steer Team + MRC + TAG

MONETIZATION MODERATION

UNDERSTAND MODERATION 
Safe Content Policy WG

KNOWLEDGE SHARING
Educating Operators + Stakeholder WG

Providing
Global Support

Auditing 
Transparency 

Reporting

Establishing 
Algorithmic

Transparency

Managing Public Figures, 
Freedom of Expression, 

Political Bias, Crime 
Prevention, Animal 
Cruelty, Targeted 

Harassment

Protecting
At-Risk 
Users

GARM WORKSTREAM ISSUES IN PUBLIC DOMAIN


