
Brand Safety

The Brand Safety Institute (BSI) is 

MMA’s Partner on Brand Safety 

supporting one another with 

creating brand safety thought 

leadership, tools, and training.



Brand Safety 
Incident 

Management, 
Governance, and 

Performance 
Management

Determine Your 
Brand Safety 
Standards, 

Exploring Brand 
Safety vs. 
Suitability

Brand Safety
In partnership with:

What is Brand 
Safety, why does it 
matter, and who 

are the 
stakeholders 

involved?

Wednesday, August 25, 2021, 
11:00AM TO 12:00PM EDT

Wednesday, September 15, 2021, 
11:00AM TO 12:00PM EDT

Tuesday, October 26, 2021, 
11:00AM TO 12:00PM EDT

Wednesday, November 17, 2021, 
11:00AM TO 12:00PM EST

Wednesday, December 8, 2021, 
11:00AM TO 12:00PM EST

Brand Safety Tool 
and Vendor 

Management Best 
Practices, 

Resources & 
Budgeting for 
Brand Safety

The Impact and 
Future of Brand 

Safety: What 
Should You 

Lookout for?

5 WEBINARS 9 CHAPTERS

15+ BRAND SAFETY 
EXPERTS

BRAND SAFETY 
ADVISOR

LEADING MARKETERS TO 
BRAND SAFETY EXCELLENCE



Strategy GuideOpening Remarks

Today’s Agenda

Greg Stuart, 
CEO, MMA Global

About MMA, Webinar 
Series Background & 

Context

Terri Schriver, 
Bank of America 
SVP of Enterprise 

Media

Lauren Radcliffe, 
SVP, Marketing, A 

Place for Mom

Brand Safety Strategy Guide: 
Defining Brand Safety and Why 

It Ma_ers

JP Maheu,
VP of Client Solutions, Twitter

Twitter’s Views on Brand 
Safety and the Actions They 

are Taking

Mike Zaneis, CEO, 
Trustworthy Accountability 

Group 
& Co-Founder, BSI

Q&A + Overview of The 
Brand Safety Institute

Twitter’s Take Concluding Remarks

Louis Jones, Brand 
Safety Officer, Brand 

Safety Institute



LATAM

Mexico

Brazil

Colombia

Argentina

APAC

China

Vietnam

India

HQ

Started in 2003; turned 
around in 2013

Marketer led; plus media 
sellers, tech 
and agencies

55+ team worldwide
Operations in 
15 countries

25+ conferences in 
15 countries

MMA is the Global Industry Association for Marketing

EMEA

France

Germany

Middle East

South Africa

Spain

Turkey

United Kingdom



MMA is 800+ Members Strong
MARKETERS, AGENCIES, MEDIA SELLERS, TECHNOLOGY & SOLUTION PROVIDERS



Practical 
worksheets

The Brand Safety Strategy Guide & Webinar Series

Brand Safety Guide

MMA Global and brand leaders have created a Brand Safety Strategy Guide and 
an educational series intended to support marketers deepen knowledge and 
create a corp. strategy on brand safety and formulate proactive responses to 
them using peer-to-peer best practices and practical worksheets.

COMING SOON!

Webinar Series

The webinar series will help marketers digest the different components of the 
guide over a series of 5 presentations around the 9 chapters, presented by the 
brand leaders that created each chapter. 



Partners

SAVE’s Program Chairs & Expert Advisors

Leadership & Partners

§ Terri Schriver – SVP Enterprise Media and Brand Safety Exec, Bank of America
§ Lauren Radcliffe, SVP Markelng, A Place for Mom
§ Andrew Stephen, Assoc. Dean of Research and L’Oréal Professor of Markelng at 

Oxford University
§ Joshua Lowcock, UM Worldwide – Brand Safety Expert & Advisor

§ Twitter: The Brand Safety Technical Advisor

§ The Brand Safety Institute (BSI) is MMA’s Partner on Brand 
Safety supporting one another with creating brand safety 
thought leadership, tools, and training to disseminate to 
MMA members and the public. Louis Jones as moderator.

§ Brian Pokorny, MolsonCoors
§ Cathy Hoag, Marriott International
§ Shani Belisle, AT&T
§ Bryan Steele, General Motors
§ Jessica Ruscito, CVS Pharmacy Inc
§ EJ Conlin, Travelers

SAVE’s Content Leads 

Member Participants

h_ps://www.brandsafetyinsltute.com/

https://www.brandsafetyinstitute.com/


The Strategy Guide

Terri Schriver, 
SVP of Enterprise 
Media, Bank of America

As the leader of Bank of America’s brand 
safety praclce, Terri focuses on 
proteclng the bank’s customers, brand 
and investment in the media ecosystem. 

Lauren Radcliffe, 
SVP, Marketing, A Place 
for Mom

Lauren leads A Place for Mom’s critical focus 
on helping the families it serves overseeing 
the brand communications strategy, 
advertising, media, customer segmentation 
and new business development teams.

Louis Jones
Brand Safety Officer, 
Brand Safety Institute

Louis’ 30+ year career been focused on 
pushing has pushed for strategic impact, 
innovation and success through growth. 



When did “Brand Safety” become top of 
mind for your marke?ng team?

Last 6 
months? Last year? 5 years?  



Brand Safety Strategy Guide: 
Brand Safety and Why it Matters

This guide is a critical 
resources for marketers to:

Create a brand safety strategy and 
implement it

Refine, adjust, and evolve an existing 
strategy

Establish baselines, protocols, and 
gather lessons learned

Share best practices and actionable 
insights with their organization

Defining Brand Safety

Brand safety refers to controls, best practices, 
techniques, and tactics that brand marketers use to 
protect their reputation and maintain trust among 
consumers by avoiding adjacencies to specific types of 
extreme, provocative, hate-filled, or non-brand 
compliant content.

The BoJom Line: Brand Safety MaJers 

Aclvate brand safety efforts in your organizalon to help minimize 
brand risk and safeguard media investment. These efforts will 
complement and enhance ad verificalon for brand alignment, 
viewability and transparency. They will also contribute to third-
party vendor compliance and remedialon inilalves.

Brand Safety 
Matters 



How Much Do You Currently Manage Ad 
Placement with Regards to Misinformation 

Publications/Content?

We Have Strict 
Protocols in Place to 
Prevent Placement 
on Misinforma?on 

Sites/Content

We Have Recently 
Refined our Ad 

Placement 
Parameters and 

Processes to Avoid 
These Placements 

We Have Limited (if 
any) Protocols or 

Guidelines in Place to 
Avoid These 
Placements



By the Numbers

Brand Safety’s Role in Trust and Misinformation

All it takes is one cringe-worthy instance of showing up next to queslonable content to tarnish 
your brand reputalon and damage consumer trust.

$1.62 
billion 

In the US, $1.62 billion of digital programmatic 
ad spend in 2021 will go to misinformation 
websites

1,000Over 1,000 brands ran ads alongside election 
misinformation

70%
Nearly 70% will likely stop using a brand’s product 
if viewed next to false, objectionable, or 
inflammatory content

87% 
87% of consumers feel brands are 

responsible for ensuring appropriate 
adjacencies



Things to Keep Top of Mind 

Determine Risk 
Tolerance

Don't Forget Your 
Purpose

Safety vs. Suitability

The Tech

It’s helpful to view brand safety on 
a continuum as you build a strategy 

to mitigate risk and assure 
preparedness not only for incident 

situations, but over the longer 
term.

It’s not just about what 
content is safe—marketers 

must determine what’s 
suitable based on 

alignment to a brand’s 
purpose. 

If a marketer’s brand 
mission is aligned with 

sustainability and it takes a 
posilon on a specific issue 
in the public domain and is 
subsequently called out for 

that posilon, it needs a 
protocol for how to handle 

such a situalon.

The infrastructure that enables 
the delivery and placement of 
ads and content includes ad 

networks and exchanges, agency 
specialists, publisher platforms, 

data analytics, and other types of 
providers that must be 

considered within the context of 
brand safety. 



Brand Safety Stakeholder Roles & Responsibilities 

2

3

1
You will need an operating or governance model to organize 
and bring disparate groups of people together. These 
individuals must have clear roles and responsibilities.

Identify an individual in charge of this group—most likely the 
person who oversees your brand’s paid media investment.

Ensure internal oversight of the process and ongoing 
engagement WITH agency partners. 

Key Points to Consider

Start with internal stakeholders and identify the 
individuals and teams who should be responsible for, 

engaged with, and/or consulted on brand safety. 

The Iden?fica?on Process

After you consider internal stakeholders, then identify 
external partners, experts, and consultants. 

Assign clear roles,
responsibilities, and accountability along the lines of a 
RACI model (Responsible, Accountable, Consulted, and 

Informed).



Where to Bucket Your Stakeholders

Legal 
Team

Media 
Team Social 

Media 
Team

CMO and 
leaders on the 
CMO’s team

Privacy and 
Compliance teams

Public Relations, 
Corporate 

Communications, 
Public Affairs teams

INTERNAL 
STAKE 

HOLDERS
Industry trade 

organizations to 
which your 

company belongs Agency 
partners

Adtech and martech 
providers, including 

demand-side 
plauorms and 

supply-side plauorms Social 
Media 
team

Publishers 
and ad 

networks

CMO and Media 
partners (paid 
and organic). 

leaders on the 
CMO’s team

Third-party 
consultants 
and experts

Media/
Tech 

platforms

EXTERNAL 
STAKE 

HOLDERS

Ad 
Verification 

Partners



How Should The Team Be Led?

Lead with a 
growth mindset 

Core team should enable 
leadership team to stay 
involved and connected

1

2

Evangelize beyond leadership 
team and establish clear 
communication channels for 
when problems arise

3

Make brand safety a central 
part of all end-to-end 
operations 

4



Key Takeaways

Develop a working definition of what 
brand safety means in your 

organization

Understand the context and origins 
of “brand safety” and why it’s 

important

If marketers fail to implement a 
strategy, they risk eroding consumer 

trust and face diminished brand 
equity and customer lifetime value

Identify the right internal and 
external stakeholders, create lines 

of accountability

Stakeholder roles and 
responsibilities are based on your 
business model; each marketer is 

different

Don’t outsource issues to partners; 
internal accountability is critical, 

particularly in the event of a brand safety 
incident

1

2

3

4

6

5



Q&A



Worksheet: Responsibility Assignment Matrix

Identify all the activities (or tasks, objectives, etc.) related to your brand safety efforts and list them on the left- hand side of the matrix. Identify all 
your internal and external brand safety stakeholders and list them along the top of the matrix. 

Stakeholder 1 Stakeholder 2 Stakeholder 3 Stakeholder 4

Action 1 R A C I

Action 2

Action 3

Action 4

The goal of this exercise is to think through the most appropriate internal and external stakeholder 
responsibility for each brand safety aclvity 



Twitter’s Perspective on Brand Safety

Jean-Philippe (JP) Maheu 
VP of US Client Services at Twitter

Jean-Philippe (JP) Maheu is the VP of US Client Services at Twitter, where he leads Twitter’s relationships 
with its top marketers and manages a team of industry & regional leaders.  

Prior to this role, JP launched the Global Brands team at Twitter and led the global expansion of Twitter 
Brand Strategy and Agency Development teams.

Maheu joined Twitter in 2013 through the acquisition of SocialTV analytics company Bluefin Labs, where 
he was CEO. Under JP’s leadership, Bluefin achieved remarkable sales traction with leading brands and 
strengthened its market leading position.











































Q&A



Concluding Remarks

Mike Zaneis 
Co-Founder of the Brand Safety Institute

Mike Zaneis is the Co-Founder of the Brand Safety Institute, which is the culmination of a career 
focused on improving the digital advertising ecosystem. 

In addition, he has served as the CEO of the Trustworthy Accountability Group (TAG) since July 
2015, leading TAG’s efforts to eradicate digital advertising fraud, malware, ad-supported piracy, 
and to increase transparency across the digital advertising supply chain. 

Under his leadership, TAG’s programs have proven successful in stopping at least 90% of 
advertising fraud globally and removing 90% of ads from pirate sites in the United States.



The Brand Safety Institute was founded to professionalize and advance the 
executive capacity needed at every company in the digital advertising supply chain 
to protect their brands and the brands they steward through research, 
accreditation, networking, and education.

About The Brand Safety Institute



Our Mission



Awareness & 
Escalation (Brand 
Safety Business 
Partners)

Expert Practice

Executive Mgt
Board, CEO, CMO, VP 
of Marketing, VP of 

Product, Chief 
Revenue Officer

Brand Safety Officer 

Sales/Account 
Management

Risk Mitigation 
(Procurement, 
Compliance, 

Contracts, Legal, 
Accounting/Finance)

Media Buying, 
Programmatic Traders, 

Ad Ops, Product 
Development

Supporting 
Organizations 

(Industry 
Associations, Policy 
Teams, Journalists, 
Regulators, NGOs, 

Academics)

Brand Safety Officer

THREE LAYERS OF BRAND SAFETY



• A certified professional who has undertaken 
education to deepen their expertise in key areas of 
brand safety

• Is responsible for leading the safeguarding their own 
firm’s brand

• Contributes to the community of BSOs to help 
safeguard the broader digital ad supply chain.

What is a Brand Safety Officer?

MMA/BSI Partnership
• Exclusive 25% discount on BSO 

Cerlficalon – CODE: 
MMABrandSafety

• Launching the Cerlfied Brand 
Safe Workforce Program for 
leading brands



Q&A



Brand Safety

Thank You!


