Meta response to the Australian Code of Practice on
Disinformation and Misinformation

Reporting period: January - December 2024

Summary

As a founding member and signatory to the Australian Code of Practice on
Disinformation and Misinformation (the Code), Meta provides our latest transparency
report to publicise the measures that we take to combat disinformation and
misinformation on Facebook and Instagram.

This latest update outlines Meta’s approach to combat disinformation and
misinformation in Australia during the 2024 calendar year. There were several key trends
and issues that emerged during the reporting period:

e Global adversarial threats: This reporting period, we continued our work to disrupt
and remove the majority of Co-ordinated Inauthentic Behaviour (CIB) networks
before they were able to build authentic audiences in their countries of operation.
We identified several trends in CIB, including: persistent tactical adaptations in
Russian network ‘Doppelganger’s’ CIB disruptions, increased usage of GenAl by
CIB networks, the cross-internet nature of CIB campaigns, and the inability of CIB
networks to build authentic audiences.

e Global elections: Significantly, an estimated two billion people participated in
elections across major democracies worldwide. We have provided details under
Outcome 1a from our quarterly Adversarial Threat Reports’ on the global trends in
Coordinated Inauthentic Behaviour for 2024, as well as the broader election
integrity measures that Meta implemented, including to combat misinformation
and disinformation, whilst also protecting people’s ability to make their voices
heard.?

e Continued further deployment of Generative Al: Throughout 2024, there
continued to be greater awareness and uptake of Generative Al technology. In
response to the Oversight Board’s recommendation that providing transparency
and additional context is now the better way to address manipulated media and
avoid the risk of unnecessarily restricting freedom of speech, we continued to
expand Gen Al transparency and information on our platforms so that people know
when they are seeing posts that have been made with Al. We continue to evolve
our approach to labelling Al-generated content in partnership with experts,

"Meta, Adversarial Threats report , Meta Transparency Centre.
2 Meta, ‘What we saw on our platforms during 2024’s global elections’, December 2024.
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advisers, policy stakeholders and industry partners as people’s expectations and
the technology change.?

This is Meta’s fifth transparency report released under the Code since it took effect in
2021. Our last report outlined 40 commitments to meet our obligations across both
Facebook and Instagram for the reporting period of January to December 2024.* This
report outlines the steps we took to meet these commitments.

For this reporting period, we are releasing up-to-date, Australia-specific data on our
misinformation efforts. Between 1 January and 31 December 2024

e We took action on over 350 pieces of content across Facebook and Instagram in
Australia for violating our Misinformation policies.

e In addition to this, over 14,000 ads were removed in Australia for violating our
Advertising Standards on Misinformation.

e We displayed warnings on over 6.4 million distinct pieces of content on Facebook,
and over 509,000 on Instagram in Australia (including reshares), based on articles
written by our third-party fact-checking partners.

e Weremoved over 95,000 ads in Australia for not complying with our Social Issues,
Elections and Politics (SIEP) ads policy.

In 2024, some further examples of our work in Australia included:

e Contributing to research and analysis on mis- and disinformation through
commissioning the ‘Influencers and Messages: Analysing the 2023 Voice to
Parliament Referendum Campaign’ report led by La Trobe University’s Professor
Andrea Carson.” Published in April 2024, the report aims to identify and explain
the key factors that contributed to the ‘No’ outcome of the 2023 Australian Voice
Referendum by examining the main topics of debate, key actors, contrasting
campaign strategies for Yes and No, the prevalence and influence of online mis-
and disinformation, and the roles of social media platforms and mainstream media
in disseminating campaign messages and the inter-relationship between these.

e Supporting the ‘Adult Media Literacy in 2024: Australian Attitudes, Experiences
and Needs' survey report conducted by Western Sydney University, Queensland
University of Technology and the University of Canberra. The survey examined
adult media literacy abilities, needs and experiences in Australia and found that
most adult Australians use different types of digital media on a regular basis, but
overall, their confidence in their digital media abilities is quite low, with little

3 Meta, ‘Our approach to labelling Al-generated content and manipulated media’, April 2025.

4 This reporting period has been specified in the guidelines provided by the independent reviewer, engaged by
DIGI.

5 Carson, A., Strating, R., Jackman, S., Grémping, M., Hayman, P., & Gravelle, T., Influencers and Messages:
Analysing the 2023 Voice to Parliament Referendum Campaign,’ April 2024.
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change since the survey was previously conducted in 2021. This showed that there
remains significant demand for both adult and school-based media literacy
education in Australia.®

e Commissioning new analysis led by Dr Anne Kruger from the University of
Queensland that reviews the landmark Australian Code of Practice on
Disinformation and Misinformation, maps regulatory options to Code’s iterative
approach, draws learnings from recent stress tests and makes recommendations
for whole-of-society, multi-pronged and coordinated approaches to addressing
mis- and disinformation in Australia. The final report is due to be published in
2025.

e Supporting continued dialogue by convening a ‘Diss or Miss? Recent information
integrity insights and learnings for future events in Australia’ roundtable eventin
August 2024. The roundtable was attended by a mix of government, policymaker,
academic and industry representatives and aimed to discuss recent trends,
lessons and recommendations relating to information integrity in Australia and
explore opportunities for future collaboration across sectors.

e Partnering with Australian Associated Press FactCheck to deliver a new media
literacy education campaign coinciding with Global Media and Information
Literacy Week that aimed to encourage critical thinking by challenging people to
see if they could discern between images generated by Al and the real
photographs that inspired them. The campaign ran across Facebook and
Instagram in Australia for four weeks over October-November 2024 and featured a
series of video and stillimage content.” The campaign reached 2.53 million people
in Australia and was viewed more than 6.15 million times.®

® Notley, T., Chambers, S., Park, S., Dezuanni, M, ‘Adult Media Literacy in 2024: Australian attitudes,
experiences and needs,’2024.

7 Australian Associated Press FactCheck, ‘AAP FactCheck educational campaign urges critical thinking to

combat misinformation arising from Generative Al’, October 2024.

8 Campaign results supplied by Australian Associated Press.
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Images from the joint Australian Associated Press FactCheck - Meta 2024 media literacy education
campaign (supplied by Australian Associated Press FactCheck)

e Introducing new tools to provide users with more transparency around content
ranking algorithms and recommendation systems, including updates to Reels and
Feed ranking technologies, as illustrated in Outcome 1e below.

This report also outlines Meta’s 39 commitments for the next reporting period (January -
December 2025). Meta will continue to document and report on relevant updates,

changes and developments to our integrity practices related to disinformation and
misinformation.

We look forward to continuing to work with Australian policymakers, civil society,
academics and experts on steps to combat misinformation and disinformation in
Australia over the next year.



List of Meta commitments under the Australian industry code on
misinformation and disinformation for 2025

A copy of the 2024 commitments can be found at Appendix A.

As currently drafted, this report addresses the practices implemented for Facebook and Instagram
during the reporting period of January - December 2024. In alignment with Meta's public
announcements on 7 January 2025 about the third-party fact checking program,® we will continue to
evaluate the applicability of these practices and policies to Meta products. We will also regularly
review the appropriateness of making adjustments in response to changes in our practices, such as
the deployment of Community Notes.

The following commitments reflect the practices implemented for Facebook and Instagram that
are current in Australia at the time of publication of this report.

The 39 commitments for 2025 are outlined below:

Outcome 1: Outcome 1a. Signatories contribute to reducing the risk of Harms that may
. arise from the propagation of Disinformation and Misinformation on digital
Combatting platforms by adopting a range of scalable measures.

misinformation /

disinformation
1. Metaremoves networks of accounts, Pages and Groups that violate our

inauthentic behaviour policy, including disinformation that violates our
policy on Inauthentic Behaviour.

2. Meta provides transparency about accounts, Pages and Groups removed
under our Inauthentic Behaviour policy.

3. Meta partners with experts and organisations who assist in providing tips or
further investigation about possible inauthentic behaviour on our services.

4. Metaremoves misinformation that violates the misinformation section of
our Community Standards.

5. Meta removes misinformation that violates our policy against posting
content that directly contributes to a risk of interference with participation
in election processes.

6. Metaremoves content that violates our policies prohibiting Coordination of
Harm and Promoting Crime that calls for violence, coordinated interference
in elections or promotes crime.

9 Meta, More Speech and Fewer Mistakes, Meta Newsroom.
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10.

11.

12.

13.

14.

15.

Meta removes fake accounts.

Meta allows for appeals in instances where users may disagree with our
enforcement, including to the independent and external Oversight Board.

Meta has partnered with third-party fact-checking organisations in Australia
to assess the accuracy of content on our services.

Where the third-party fact checking organisations are engaged to
fact-check content on our services and do so, Meta applies a warning label
to content found to be false, partly false, altered, or missing context by
third-party fact-checking organisations.

Where the third-party fact checking organisations are engaged to
fact-check content on our services and do so, Meta reduces the distribution
of content found to be false, partly false, or altered, by third-party
fact-checking organisations.

Where the third-party fact checking organisations are engaged to
fact-check content on our services and do so, Meta proactively searches for
content that matches content debunked by our fact-checking partners, to
apply the same treatments.

Meta takes action on Pages, Groups, accounts or websites found to
repeatedly share misinformation.

Meta builds safeguards into our GenAl features and models so that people
can have a safer and more enjoyable experience.

Meta provides tools to help people know when they see content that was
made with Al.

Outcome 1b. Users will be informed about the types of behaviours and types of
content that will be prohibited and/or managed by Signatories under this Code.

16.

Meta makes information available via a dedicated website that outlines our
efforts to combat misinformation.

Outcome 1c. Users can report content and behaviours to Signatories that
violate their policies under 5.10 through publicly available and accessible
reporting tools.

17.

Meta makes on-platform reporting channels available to users for false
information.



Outcome 2:

Disrupt
monetisation
and advertising
incentives

Outcome 3:

Combat
inauthentic user
behaviour

Outcome 4:

Empower
consumers to be
informed

18. Where the third-party fact checking organisations are engaged to
fact-check content on our services and do so, Meta's Australian third-party
fact-checking partners are also able to receive referrals from the public.

Outcome 1d. Users will be able to access general information about Signatories’
actions in response to reports made under 5.11.

19. Meta makes global transparency reports available regularly.

20.Where available, Meta will supplement these reports with additional
Australia-specific statistics, provided as part of this Annual Report process.

Outcome 1e. Users will be able to access general information about Signatories’
use of recommender systems and have options relating to content suggested
by recommender systems.

21. Meta will continue to provide ongoing transparency of our content ranking
algorithms and give users more control over the content they see.

22.Meta takes steps to limit the possible distribution of misinformation via
recommendations.

23.Meta sets a higher threshold for users to be able to advertise on our
services, and takes action against users who spread misinformation.

24.Meta commits to prevent fact-checked content from being advertised or
monetised.

See items listed under Outcome 1.

25.Meta provides contextual information around posts that users see from
public Pages.

26.Meta provides consumers with on-platform tools to understand why they
are seeing a particular post and to manage the content they see on
Facebook and Instagram.



Outcome 5:

Political
advertising

Outcome 6:

Research

Outcome 7:

Annual reports

27. Meta reduces the distribution and recommendation of problematic and low
quality content on Facebook and Instagram.

28.Meta provides transparency and information for users in relation to
Al-generated content, including through developing industry standard
indicators for labeling Al-generated content.

29.Meta will look for opportunities to continue to work with the Government on
other ways to promote authoritative information.

30.Meta requires all advertisers of political and social issue ads to complete an
ad authorisation, which includes verifying the advertiser’s identity.

31. Meta requires political and social issue ads to include a disclaimer disclosing
who is paying for the ad.

32.Meta provides the Ad Library, a searchable archive of all political and social
issue ads on our services in Australia.

33.Meta enables an Ad Library report that provides aggregated spend
information about Pages undertaking political and social issue ads.

34.Meta provides transparency and information for users in relation to
Al-generated content used in ads.

35. Meta will continue to support research and events in relation to
misinformation and media literacy.

36. Meta will continue to support research and events in relation to
disinformation.

37. Meta makes the Content Library and Content Library API services available
to eligible stakeholders.

38.Meta will continue to support new areas of research relating to
misinformation and disinformation in 2025.

39. Meta will continue to publish annual reports in Australia, such as these, to be
transparent about the steps we are taking to combat disinformation and
misinformation.
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Reporting against 2024 commitments

Outcome 1a

Signatories contribute to reducing the risk of Harms that may arise
from the propagation of Disinformation and Misinformation on digital
platforms by adopting a range of scalable measures.

Signatories will develop and implement measures which aim to reduce the
propagation of and potential exposure of users of their services and products to
Disinformation and Misinformation

During the reporting period, our approach to misinformation and disinformation in
Australia is consistent with that which was outlined in our previous transparency
reports.' Below we outline developments from 2024:

e Commitment 1: Meta removes networks of accounts, Pages and Groups that
violate our Inauthentic Behaviour (IB) policy, including disinformation, which we
capture within our Coordinated Inauthentic Behavior (CIB) Policy.

We have maintained the approach outlined in our previous transparency reports.
As mentioned in the baseline 2021 report, Meta’s approach focuses on removing
misinformation which could directly contribute to the risk of imminent physical
harm, misinformation that could interfere with the functioning of political
processes, certain highly deceptive manipulated media, as well as fake accounts
(which are often vehicles for disinformation). It also focuses on reducing the
spread of other misinformation, while promoting authoritative information.
Further details of Meta’s most recent efforts to remove CIB are outlined in the
commitment below.

e Commitment 2: Meta provides transparency about accounts, Pages and Groups
removed under our Inauthentic Behaviour policy.

We use a combination of policies, tools, expert teams and partnerships to detect
and remove networks of IB and CIB - both foreign and domestic.

We continue to report on our efforts to disrupt fake accounts and CIB through our
Community Standards Enforcement Report and Quarterly Adversarial Threats

report.”
'© Meta, ‘Meta’s response to the Australian disinformation and misinformation industry code’, Meta Australia

blog, May 2021.
" Meta, Community Standards Enforcement Report, and Meta, Adversarial Threats report , Meta

Transparency Centre.
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Meta removed over 20 new covert influence operations globally in 2024." The
majority of the CIB networks we’ve disrupted struggled to build genuine
followings and used fake engagement to appear more popular. They typically
attempted to spread their activities across multiple online platforms, including our
own, as well as YouTube, TikTok, and others. Notably, some have shifted their
focus to platforms with fewer safeguards, highlighting the need for continued
vigilance.

In 2024, an estimated two billion people participated in elections across major
democracies worldwide. As a platform for public discourse, Meta recognises its
responsibility to safeguard the integrity of these processes and ensure that users'
voices are heard. To fulfil this commitment, we established election operations
centres globally to monitor and respond promptly to emerging issues, particularly
during major elections.

Below we provide a case study that looks at the adversarial threat trends globally
across 2024.

Case study: Meta’s response to global CIB attempts and global
adversarial threats throughout 2024

A high level summary of CIB Networks disrupted in 2024:
e 1In 2024, over 20 new covert influence operations were removed.

e In Q1we removed six separate covert influence operations for violating our
policy against CIB. They originated in:
o Bangladesh,
China,
Croatia,
Iran, and
Israel

O O O O

e In Q2 we removed six separate covert influence operations that violated our
policy against CIB. They originated in:
o Russia,
o Vietnam, and
o The United States

2 Meta, ‘What We Saw on Qur Platforms During 2024’s Global Elections’, Meta Newsroom
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e In Q3 we removed five separate covert influence operations that violated our
policy against CIB. They originated in:

o India,

o lran,

o Lebanon, and
o Moldova

e In Q4 we removed three separate covert influence operations that violated
our policy against CIB. They originated in:

o Benin,
o Ghana, and
o China

More than half of these CIB networks targeted audiences outside of their countries
of operation. We removed the majority of these networks before they were able to
build authentic audiences.

Trends in coordinated inauthentic behaviour throughout 2024:

e Persistent tactical adaptations in Russian network ‘Doppelganger’s’ CIB
disruptions:

o Russiaremains the largest source of global CIB networks Meta has
disrupted to date since 2017, with a total of 39 operations. Iran and
China follow as the next most frequent sources of foreign interference,
with 31 and 11 CIB networks, respectively.

o In 2022, we shared our threat research into the CIB network focused
on supporting Russia’s invasion of Ukraine, dubbed ‘Doppelganger’,
that operated across the internet, including running a large network of
websites spoofing legitimate news outlets.

o InDecember 2022, we attributed it to two companies in Russia:
Structura National Technology and Social Design Agency (AreHTcTBO
CoumanbHoro NMpoekTtnpoBaHus). We banned these firms from our
services. They were also later sanctioned by the EU.” Our latest
investigation™ found links between some of Doppelganger’s activities
and individuals associated with MGIMO (Moscow State Institute of
International Relations).

" Meta, Adversarial Threats report Q2 2023, Meta Transparency Centre.
" Meta, Adversarial Threats report Q3 2024, Meta Transparency Centre
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o Our aggressive enforcement against Doppelganger's recidivist efforts
has forced its operators to continually adapt and change tactics in an
attempt to evade takedowns. As a result, the quality of their operations
has degraded. Notably, many of these adversarial shifts are unique to
our platforms, suggesting that operators are agile in responding to
detection and will likely continue to evolve their tactics over time.

o We have established the largest public repository of Doppelganger’s
threat signals, exposing over 6,000 domains since 2022'°. This
repository enables researchers and other investigative teams to take
action against these threats, in addition to blocking them from being
shared on our platforms.

e Anincrease in GenAl usage by CIB networks:

o We have continued to monitor and assess the risks associated with
evolving technologies like Al. Our findings indicate that
GenAl-powered tactics have provided only limited productivity and
content-generation gains to threat actors, and have also not impacted
our ability to disrupt their covert influence operations.

o Our existing defenses, which focus on behavior rather than content,
have proven effective in countering adversarial threat activity,
including those utilising Al-generated content. We remain vigilant and
continue to monitor the evolving threat landscape, ensuring our
defenses adapt to emerging malicious tactics.

o Examples of the use of GenAl by CIB networks Meta disrupted in Q3
2024
m Fake accounts using profile photos created using generative
adversarial networks (GAN);
m Fictitious news brands posting Al-generated video newsreaders
across the internet.

e Cross-internet nature of CIB campaigns:

o Assetout above, the majority of CIB networks we disrupted globally
attempted to spread their influence across multiple online platforms,
including ours, YouTube, TikTok, and others. Notably, some have
shifted their activities to platforms with weaker safeguards,

'S Meta, ‘What We Saw on Qur Platforms During 2024’s Global Elections’, Meta Newsroom
6 Meta, ‘Adversarial Threat Report August 2024’
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highlighting the need for continued vigilance and cooperation in
combating covert influence operations.

o For example, fictitious videos about the US elections, assessed by the
US intelligence community to be linked to Russian-based influence
actors, were disseminated on X and Telegram. When this content was
reposted on our platform in a limited number of instances, we labeled it
as reported to be connected to Russian influence operations.

Inability to build authentic audiences:

o Inaddition, much of the CIB networks struggled to build genuine
audiences, with some resorting to fake likes and followers to appear
more popular. For instance, we took down a CIB network originating in
Transnistria, Moldova, targeting Russian-speaking audiences in
Moldova. Notably, most of its followers were outside of Moldova,
indicating the use of inauthentic engagement tactics to artificially
inflate its popularity.

Commitment 3: Meta partners with experts and organisations who assist in
providing tips or further investigation about possible inauthentic behaviour on
our services.

Meta continues to maintain close relationships with experts and organisations
around the world so we can share threat findings and adapt our enforcement.

Commitment 4: Meta removes misinformation that violates the misinformation
section of our Community Standards, and will review its Misinformation and
Harm Policy, in line with recommendations from the Oversight Board.

Between 1 January and 31 December 2024, we took action on over 350 pieces of
content across Facebook and Instagram in Australia for violating our
Misinformation policies.

Commitment 5: Meta removes election-related misinformation that may
constitute voter fraud or interference under our Misinformation, Co-ordinating
Harm and Promoting Crime policies.

Commitment 6: Meta removes election-related misinformation that may
constitute voter suppression.

14



For the reporting period, in Australia we have maintained the approach outlined in
our previous transparency reports.

We continue to remove content that may cause voter suppression or
misrepresentation of election-related information as outlined in our previous
transparency reports.

In 2024, we launched political content controls on Facebook and Instagram to give
users the ability to have more political content recommended to them if they
prefer. These controls were launched in the US and are in the process of rolling out
globally.

We also updated our penalty protocol related to public figures suspended for
violations during periods of civil unrest. Periodic reviews are held to assess
whether enhanced penalties are warranted.

Throughout elections around the world in 2024, we used in-app notifications on
Facebook and Instagram to connect people with reliable information about voting.
These reminders included information on registering to vote, voting by mail, voting
early in person, and voting on election day.

e Commitment 7: Meta removes fake accounts.

Meta continues to enforce its policy on fake accounts. We do not allow fake
accounts on Facebook and Instagram, as they can be vehicles for a range of
harmful content and behaviour.

Our ability to detect and remove fake accounts has been improving over the years,
and there has been a general decline in the volume of fake accounts found on the
platform since 2019.

From January to December 2024, we detected and removed 4.3 billion fake
accounts on Facebook, on average we proactively detected and removed over
99% of these accounts before they were reported to us."” These are often caught
within minutes of registration.

"7 Meta, ‘Community Standards Enforcement Report’, Meta Transparency Centre
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Commitment 8: Meta allows for appeals in instances where users may disagree
with our enforcement, including to the independent and external Oversight
Board.

As mentioned in our transparency reports from 2021 to 2024, Meta has voluntarily
established the independent Oversight Board to ensure greater accountability for
our content governance on Facebook and Instagram.

In our last report,' we reported that the Oversight Board had issued 53 case
decisions and 66 recommendations to Meta for future improvements in 2023. At
the time of this report’s publication, the Oversight Board had not yet published its
annual transparency report for 2024.

Since its first decision in 2021, the Board has issued 292 recommendations to
Meta. As of February 27, 2025, Meta had responded publicly to every single
recommendation and committed to implement or explore the feasibility of 80% of
these recommendations.?®

Commitment 9: Meta partners with third-party fact-checking organisations,
globally and in Australia, to assess the accuracy of content on our services.

'8 Note - graph represents number of fake accounts removed globally. Australia-specific statistics are not
available.

" Digital Industry Group Inc. (DIGI), Meta Transparency Report 2024
%0 Meta, ‘Meta’s bi-annual report on the Oversight Board’, February 2025
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As noted above, this report addresses the practices implemented for Facebook
and Instagram in Australia during the reporting period of January to December
2024. In alignment with Meta's public announcements on 7 January 2025 about
the third-party fact-checking program,?' we will continue to evaluate the
applicability of these practices to Meta products. We will also regularly review the
appropriateness of making adjustments in response to changes in our practices,
such as the deployment of Community Notes.

During the reporting period of January to December 2024, under the third-party
fact-checking program, Meta partnered with three third-party fact-checkersin
relation to Australia content: Australian Associated Press (AAP), Agence France
Presse (AFP), and RMIT FactLab in 2024 (Note: RMIT FactLab ceased their
fact-checking operations in 2025, and from 31 January 2025 is no longer a
third-party fact-checking partner.)

Commitment 10: Meta applies a warning label to content found to be false, partly
false, altered, or missing context by third-party fact-checking organisations.

In relation to the reporting period, in Australia we have maintained the approach
outlined in our previous transparency reports.

The focus of Meta’s fact-checking program is to identify and address viral
misinformation, particularly clear hoaxes that have no basis in fact. Fact-checking
partners prioritise probably false claims that are timely, trending and
consequential. Meta applies a warning label to content found to be misinformation
by the fact-checking organisations.

Commitment 11: Meta reduces the distribution of content found to be false,
partly false, or altered, by third-party fact-checking organisations.

We have maintained the approach outlined in our previous transparency reports.

Commitment 12: Meta proactively searches for content that matches content
debunked by our fact-checking partners, to apply the same treatments.

During the reporting period of January to December 2024, Meta used our
technology to detect content that was the same or near-identical versions to
content that was fact-checked by our fact-checking partners. Generally, we do not
apply treatments such as warning labels to content that makes a similar claim
rated by fact-checkers, if the content is not identical. This is because small
differences in how a claim is phrased might change whether it is true or false.

Between January and December 2024, we displayed warnings in Australia on over

' Meta, More Speech and Fewer Mistakes, Meta Newsroom.
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6.4 million distinct pieces of content on Facebook (including re-shares) and
509,000 on Instagram based on articles written by our third-party fact-checking
partners.

e Commitment 13: Meta takes action on Pages, Groups, accounts, or websites
found to repeatedly share misinformation.

We have maintained the approach outlined in our previous transparency reports.

e Commitment 14: Meta continues to build safeguards into our GenAl features and
models so that people can have a safer and more enjoyable experience.

As a signatory to the Tech Accord to Combat Deceptive Use of Al in 2024
Elections, Meta has been working across many channels to align with its goals,
including through public reporting, contributions to industry coalitions and
standards organisations, releasing of open source tools, and a variety of
mechanisms in the user-facing surfaces of our products and services. We are
continuing to follow through on our Accord commitments in 2025.?2

Since the start of 2024, in certain cases, advertisers must also now disclose when
they use generative Al or other digital techniques to create or alter a political or
social-issue ad. This disclosure obligation applies if the ad contains a photorealistic
image or video, or realistic sounding audio, that was digitally created or altered to
depict a real person as saying or doing something they did not say or do.

It also applies if an ad depicts a realistic-looking person that does not exist or a
realistic-looking event that did not happen, alters footage of a real event, or
depicts a realistic event that allegedly occurred, but that is not a true image, video,
or audio recording of the event. We also add information on the ad when an
advertiser discloses that the content has been digitally created or altered. This
information also appears in the Meta Ad Library.

If we determine that an advertiser has not disclosed as required, we will reject the
ad and repeated failure by an advertiser to disclose may result in penalties against
the advertiser.

Since its launch in 2023, we have added both a visible “Imagined with Al” label and
invisible watermarking to photorealistic images created using our Meta Al Imagine
feature. We have also started labeling images from other image generators based
on our detection of industry-shared signals, and given people a tool to
self-disclose that they’re uploading other Al-generated content so we can provide
labels to inform our users.

%2 Meta’s progress reporting under the Tech Accord to Combat Deceptive Use of Al is available via the Al
Elections Accord website.
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We require people to use this disclosure and label tool when they post organic
content with a photorealistic video or realistic-sounding audio that was digitally
created or altered. We now add an “Al info” label and share whether the content is
labeled either because of industry-shared signals, or because someone
self-disclosed. For content that we detect was only modified or edited by Al tools,
we are moving the “Al info” label to the post’s menu.

Meta's Community Standards apply to all content on our services, regardless of
whether it was created by Al technology. Therefore, for example, should
generative Al technology be used to create a deepfake of an AEC employee,
election worker or key political participant sharing false information about the
election date or method of voting, this would be taken down for violating our Voter
Interference policy.

Ahead of and during the 2025 Australian federal election, we are also continuing to
work with our third-party fact-checkers - Australian Associated Press (AAP) and
Agence France-Presse. In October 2024, we also partnered with AAP to run a new
education campaign aimed at building awareness of the increasing sophistication
of generative Al technology and emphasising the need for people to think critically
about the content they engage with and share.

Commitment 15: Meta provides tools to help people know when they see content
that was made with Al.

In addition to the measures outlined in response to Commitment 14, Al-generated
content is eligible to be reviewed and rated by Meta’s third-party fact-checking
partners, whose rating options?® allow them to address various ways in which
media content may mislead people, including but not limited to media that is
created or edited by Al.

Meta labels photorealistic images created using Meta Al, as well as Al-generated
images from companies such as Google, OpenAl, Microsoft, Adobe, Midjourney,
and Shutterstock that users post to Facebook and Instagram.

Meta has begun labelling a wider range of video, audio, and image content® when

we detect industry-standard Al image indicators or when users disclose that
they’re uploading Al-generated content. Meta requires people to use this
disclosure and label tool when they post organic content with a photorealistic
video or realistic-sounding audio that was digitally created or altered, and may
apply penalties if they fail to do so. If Meta determines that digitally created or
altered image, video, or audio content creates a particularly high risk of materially

3 Meta,
24 Meta,
2024.

Rating options for fact-checkers

¢

ja’, Meta Newsroom, 5 April
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deceiving the public on a matter of importance, we may add a more prominent
label, so that people have more information and context.

Outcome 1b

Users will be informed about the types of behaviours and types of
content that will be prohibited and/or managed by Signatories under
this Code.

Signatories will implement and publish policies and procedures and any appropriate
guidelines or information relating to the prohibition and/or management of user
behaviours that may propagate Disinformation and Misinformation via their
services or products.

e Commitment 16: Meta makes information available via a dedicated website that
outlines our efforts to combat misinformation.

We have maintained the approach outlined in our previous transparency reports.
Meta’s policies on misinformation can be found in our Transparency Centre.?®

Outcome 1c

Users can report content and behaviours to Signatories that violate
their policies under 5.10 through publicly available and accessible
reporting tools.

Signatories will implement and publish policies, procedures and any appropriate
guidelines or information regarding the reporting of the types of content and
behaviours that may propagate Disinformation and Misinformation via their
platforms.

e Commitment 17: Meta makes on-platform reporting channels available to users
for false information.

Meta continues to make reporting channels available to users on both Facebook
and Instagram. As outlined in our previous transparency reports, users can follow
the following steps to report misinformation:

e Facebook Help Centre -
https://www.facebook.com/help/572838089565953

% Meta, ‘Community Standards - Misinformation’, Meta Transparency Centre.
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e Instagram Help Centre -
https://www.facebook.com/help/instagram/2442045389198631.

e Commitment 18: Meta's Australian third-party fact-checking partners are also
able to receive referrals from the public.

Our Australian third-party fact-checking partners are also able to receive referrals
from the public using the channels below:

Agence France Presse: https://factcheck.afp.com/contact

Australian Associated Press: https://www.aap.com.au/make-a-submission/
RMIT FactLab (until 31 January 2025):
https://www.rmit.edu.au/about/schools-colleges/media-and-communicati
on/industry/factlab/debunking-misinformation.

(Note: RMIT FactLab has ceased their fact-checking operations in 2025, and from
31 January 2025 is no longer a third-party fact-checking partner)

Outcome 1d

Users will be able to access general information about Signatories’
actions in response to reports made under 5.11.

Signatories will implement and publish policies, procedures and/or aggregated
reports (including summaries of reports made under 5.11) regarding the detection
and removal of content that violates platform policies, including but not necessarily
limited to content on their platforms that qualifies as Misinformation and/or
Disinformation.

e Commitment 19: Meta makes global transparency reports available regularly.

Meta continues to make aggregated reports publicly available on our
misinformation and disinformation efforts to provide oversight of our work. A
range of compliance, regulatory and proactive transparency reports can be found
in our online Transparency Centre.?

As outlined in our previous transparency reports, each quarter, we report on
metrics for preventing and taking action on content that goes against our
Community Standards. This is outlined in Meta’s Community Standards
Enforcement Report (CSER).%

% Meta, ‘Meta Transparency Reports’, Meta Transparency Centre.
% Meta, Community Standards Enforcement Report, Meta Transparency Centre.
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In 2022, Meta published the results of an independent audit, conducted by Ernst &
Young (EY), into Meta’s CSER reporting. EY found the calculation of the metricsin

our 2021 fourth quarter Community Standards Enforcement Report were fairly

stated, and our internal controls are suitably designed and operating effectively.?®

We continued publishing our CSER report throughout 2024.

e Commitment 20: Meta will supplement these reports with additional
Australia-specific statistics, provided as part of this Annual Report process.

While country-specific statistics should be interpreted with caution and have

limitations in understanding misinformation and disinformation, for the reporting

period Meta is providing Australia-specific statistics.

Several Australia specific metrics are included throughout this report including:

o The number of pieces of content removed across Facebook & Instagram in

Australia for violating our Misinformation policies.

o The number of warnings displayed on distinct pieces of content on

Facebook and Instagram in Australia (including reshares) based on articles

written by our third-party fact-checking partners.

o The number of ads removed on Facebook and Instagram combined for
violating our Advertising Standards on Misinformation.

Outcome 1e

Users will be able to access general information about Signatories’ use
of recommender systems and have options relating to content
suggested by recommender systems.

Signatories that provide services (other than search engines) whose primary
purpose is to disseminate information to the public and which use recommender
systems, commit to:

A. make information available to end-users about how they work to prioritise
information that end-users may access on these services; and

B. provide end-users with options that relate to content suggested by
recommender systems that are appropriate to the service.

28 Meta, Community Standards Enforcement Report, Meta Transparency Centre. The results of the EY
assessment can be found at

https://about.fb.com/wp-content/uploads/2022/05/EY-CSER-Independent-Assessment-Q4-2021.pdf.
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Commitment 21: Meta will continue to provide greater transparency of our
content ranking algorithms and give users more control over the content they
see.

In May 2024, we enhanced our Reels and Feed ranking technologies to more
effectively deliver recommendations. We developed a new model architecture that
can effectively learn from large datasets very efficiently, which led to significant
improvements in our pilot with Facebook Reels. Over the next year or so, this
advanced recommendations technology will be integrated into more products,
including our entire video ecosystem and Feed recommendations.

Each user’s Facebook Feed is personalised based on their individual activity. Since
May 2024, users have the ability to control or customise what they see. From May
2024, the content that a user sees on your Facebook Feed is selected, ranked and
delivered to them by an artificial intelligence (Al) system. Within one Al system,
multiple machine learning models work together to deliver a personalised
experience. These models and their input signals are constantly evolving as the
system learns and improves over time.

Users have various options to personalise their Feed experience. They can hide a
post to prevent it from reappearing and minimise similar content, reconnect with
previously unfollowed individuals or groups, or temporarily snooze posts from
specific sources. Additionally, users can report content that violates Meta's
Community Standards or appears spammy. The "Show more" and "Show less"
feature allows for temporary ranking adjustments, while unfollowing or managing
favorites enables users to prioritise or deprioritise certain content. To view the
latest posts in reverse chronological order, users can visit the Feeds tab.

To enhance Feed personalisation and boost user engagement, we leverage the Al
system to make predictions about content that users will find most relevant and
valuable. These prediction models utilise underlying input signals to select content
that users are most likely to interact with.

Our Al system relies on various predictions and input signals to inform its
decisions. These include the likelihood of users scrolling past a post without
engaging, completing a video watch, or clicking "Show more" when given the
option. The system also predicts user behavior such as viewing comments within
1-24 hours after a post receives a comment, assessing video play percentage to
gauge enjoyment, estimating time spent viewing a post, and evaluating
engagement with Pages, stories in feed, groups, and posts from those groups.
Additionally, it predicts the likelihood of users tapping into additional comments
on a post.
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In June 2023, we launched Facebook System Cards?® and Instagram System
Cards®® to help people to understand how Al shapes their product experiences and
provides insights into how ranking systems dynamically work to deliver a
personalised experience on Facebook and Instagram.

e Commitment 22: Meta takes steps to limit the possible distribution of
misinformation via recommendations.

Meta takes steps to limit the possible distribution of misinformation via
recommendations. From January to December 2024, Facebook and Instagram
content that was debunked®' by non-partisan, third-party fact-checking
organisations who partner with Meta, and certified by the International
Fact-Checking Network (IFCN) was removed from recommendations.*?

Pages, Groups, Profiles, websites, and Instagram accounts that repeatedly shared
content rated False or Altered were put under some restrictions for a given time
period. This included removing them from the recommendations we show people,
reducing their distribution, removing their ability to monetise and advertise.**

Outcome 2
Advertising and/or monetisation incentives for Disinformation are
reduced.

Signatories will implement policies and processes that aim to disrupt advertising
and/or monetisation incentives for Disinformation.

e Commitment 23: Meta sets a higher threshold for users to be able to advertise on
our services, and takes action against users who repeatedly spread
misinformation.

We have maintained the policy approach outlined in our previous transparency
reports.

2 Meta, ‘Our approach to explaining ranking’, Meta Transparency Centre, 31 December 2023 and Meta,
Building Generative Al features responsibly’, 27 September 2023.

3% Meta, ‘Our approach to explaining ranking’, Meta Transparency Centre, 31 December 2023 and Meta,
Building Generative Al features responsibly’, 27 September 2023.

3 Meta, ‘About fact-checking on Facebook, Instagram and Threads’, Meta Business Help Centre.

32 Meta, ‘Eact-checked Misinformation’, Meta Transparency Centre.

3 Meta, ‘Penalties for sharing fact-checked content’, Meta Transparency Centre.
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We removed over 14,000 ads for violating our Misinformation policy from January
to December 2024 in Australia. We also removed over 95,000 ads for not
complying with SIEP ads policies®® from January to December 2024 in Australia.

e Commitment 24: Meta commits to prevent fact-checked content from being
advertised or monetised

Meta uses a combination of enforcement technology, human review and
independent fact-checkers to identify, review and take action on this type of
content.

Ads must comply with the Advertising Standards. Meta prohibits ads that include
content debunked by third-party fact-checkers. Advertisers that repeatedly post
information deemed to be false may have restrictions placed on their ability to
advertise across Meta technologies®®.

Outcome 3
The risk that Inauthentic User Behaviours undermine the integrity and
security of services and products is reduced.

Signatories commit to take measures that prohibit or manage the types of user
behaviours that are designed to undermine the security and integrity of their
services and products, for example, the use of fake accounts or automated bots that
are designed to propagate Disinformation.

Please see Outcome 1a for the actions Meta takes against inauthentic user behaviours.

Outcome 4

Users are enabled to make more informed choices about the source of
news and factual content accessed via digital platforms and are better
equipped to identify Misinformation.

Signatories will implement measures to enable users to make informed choices
about news and factual information and to access alternative sources of
information.

e Commitment 25: Meta provides contextual information around posts that users
see from public Pages.

34 Meta, ‘Ads about Social Issues, Elections or Politics’, Meta Transparency Centre, 19 March 2024.
3% Meta, Advertising Standards, Unacceptable Content, Misinformation
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With respect to these commitments, we have maintained the approach outlined in
our previous transparency reports in terms of the contextual information around
posts that users see from public Pages.

e Commitment 26: Meta provides consumers with on-platform tools to understand
why they are seeing a particular post and to manage the content they see on
Facebook and Instagram.

An effective way to address online safety and harmful content is to build a resilient
digital society by providing the tools and resources that will enable people to make
informed decisions. By empowering individuals with the skills to critically evaluate
information, we can foster a culture where people have a better ability to be
effective in deciding what to read, trust, and share online. We do this by providing
greater transparency and control to users; providing information that will help
them make informed decisions; and advancing media and digital literacy.

We offer many tools, products and resources to users to address different areas of
safety risks and harms, including:

Authoritative information sources

Safety hubs

Warning labels and notices

Parental supervision and age-appropriate controls

Comments filtering tools

Context buttons with more information

Privacy tools

Controls to customise what users see in their Feed

Feed options that allows users to decide how they want content ranked.

e Commitment 27: Meta reduces the distribution and recommendation of
problematic and low quality content on Facebook and Instagram.

Meta’s Content Distribution Guidelines describe the types of content we think
may either be problematic or low quality, as such, we reduce its distribution in
Feed for everyone.®®

e Commitment 28: Meta commits to providing transparency in relation to
Al-generated images, videos, and audio content, when we detect
industry-standard Al image indicators or when users disclose that they’re
uploading Al-generated content.

¢ Meta, Types of Content We Demote, Meta Transparency Center.
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Please see Outcome 1a for the actions Meta takes in relation to Al-generated
images, videos, and audio content.

Commitment 29: Meta will look for opportunities to continue to work with the
Government on other ways to promote authoritative information.

We have maintained the approach outlined in our previous transparency reports. In
2024, in response to concerns raised by the Australian Electoral Commission, as
well as from other sources, about the potential growing risks around the use of Al
for deceptive purposes, we focused our 2024 media literacy campaign with AAP
on identifying and avoiding potential Al-generated misinformation.

Outcome 5
Users are better informed about the source of Political Advertising

Signatories will develop and implement policies that provide users with greater
transparency about the source of Political Advertising carried on digital platforms.

Commitment 30: Meta requires all advertisers of political and social ads*’*® to

complete an ad authorisation, which includes verifying the advertiser’s identity.

We have maintained the approach outlined in our transparency reports from 2021
to 2024.

Commitment 31: Meta requires political and social issue ads to include a
disclaimer disclosing who is paying for the ad.

We have maintained the approach outlined in our transparency reports from 2021
to 2024.

Commitment 32: Meta provides the Ad Library, a searchable archive of all political
and social issue ads on our services in Australia.

We have maintained the approach outlined in our previous transparency reports.

37 We define ads about social issues, elections and politics as advertisements: (1) made by, on behalf of or
about a candidate for public office, a political figure, a political party, a political action committee or
advocates for the outcome of an election to public office; or (2) about any election, referendum or ballot
initiative, including "go out and vote" or election campaigns; or (3) about social issues in any place where the
ad is being placed; or (4) regulated as political advertising".

8 Meta, ‘About ads about social issues. elections or politics’, Business Help Centre
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Advertisers running political and social issue ads must complete an authorisation
process and include a "paid for by" disclaimer. These ads are stored in our publicly
accessible Ad Library for seven years.

Since January 2024, advertisers are also required to disclose when they use Al or
other digital techniques to create or materially alter a political or social issue ad

Meta will add information on the ad when an advertiser discloses in the advertising
flow that the content is digitally created or altered. This information will also
appear in the Ad Library.*® If it is determined that an advertiser did not disclose as
required, Meta will reject the ad. Repeated failure to disclose may resultin
penalties against the advertiser.

e Commitment 33: Meta enables an Ad Library report that provides aggregated
spend information about Pages undertaking political and social issue ads.

We have maintained the approach outlined in our previous transparency reports.

e Commitment 34: Meta will explore ways to ensure that there is ads transparency
in relation to Al.

Throughout 2024,*° we have collaborated with industry peers to address potential
threats posed by generative Al. In February 2024, we signed the Al Elections
Accord alongside numerous industry leaders, committing to prevent deceptive Al
content from affecting global elections.

Meta requires advertisers to disclose when political and social issue ads contain
realistic depictions of people or events using digitally created or altered images,
videos, or audio.

As illustrated above in Outcome 1a, since 2024, advertisers must now disclose
when they use generative Al or other digital techniques to create or alter a political
or social-issue ad. This disclosure obligation applies if the ad contains a
photorealistic image or video, or realistic sounding audio, that was digitally created
or altered to depict a real person as saying or doing something they did not say or
do.

Since November 2023, Meta has put in place an Al Disclosure policy to help people
understand when a social issue, election or political advertisement on Facebook or
Instagram has been digitally created or altered, including through the use of Al.*'

% Meta, ‘Meta Ad library’.
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Advertisers must now disclose whenever a social issue, electoral, or political ad
contains a photorealistic image or video, or realistic sounding audio, that was
digitally created or altered to:
® Depict areal person as saying or doing something they did not say or do; or
® Depict a realistic-looking person that does not exist or a realistic-looking
event that did not happen, or alter footage of a real event that happened; or
® Depict arealistic event that allegedly occurred, but that is not a true image,
video, or audio recording of the event.

Ads will be rejected if the advertiser does not provide that disclosure. Repeat offences
may result in further penalties against the advertiser.

Outcome 6
Signatories support the efforts of independent researchers to improve
public understanding of Disinformation and Misinformation.

Signatories commit to support and encourage good faith independent efforts to
research Disinformation and Misinformation both online and offline.

Commitment 35: Meta will continue to support research and events in relation to
misinformation and media literacy.

Since the 2024 transparency report, we have supported a number of events and
research on misinformation outlined above, including: supporting the 2024 Adult
Media Literacy survey led by Western Sydney University; convening a roundtable
event aimed at discussing the information integrity ecosystem in Australia and
opportunities for further cross-sectoral collaboration; and partnering with
Australian Associated Press FactCheck to deliver a new media literacy education
campaign aimed at increasing critical thinking amongst Australians to combat
potential mis- and disinformation arising from the deceptive use of Generative Al
(details outlined above).

Commitment 36: Meta will continue to support research and events in relation to
disinformation.

For example, Meta has collaborated with the Australian Strategic Policy Institute
(ASPI) for years, sharing our findings and insights about influence operations on

our platforms and ingesting leads from networks they’ve identified.

Commitment 37: Meta collaborates with researchers to undertake surveys of our
users to assess their views on relevant social issues.
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Please see details on collaborations with researchers and specific support for the
‘Adult Media Literacy in 2024: Australian Attitudes, Experiences and Needs' survey
report conducted by Western Sydney University, Queensland University of
Technology and the University of Canberra outlined above.

Commitment 38: Meta makes the Content Library and Content Library API
services available to third-party fact-checking partners and eligible academics.

Meta provides research tools called Meta Content Library and API that share
publicly accessible data from Facebook and Instagram. The Meta Content Library
and APl research tools are available to qualified stakeholders.

Commitment 39: Meta will continue to support new areas of research relating to
misinformation and disinformation in 2024.

Please see research supported in 2024 outlined above in the Summary section of
this report.

Outcome 7
The public can access information about the measures Signatories
have taken to combat Disinformation and Misinformation.

All Signatories will make and publish the annual report information in section 7

Commitment 40: Meta will continue to publish annual reports in Australia, such
as these, to be transparent about the steps we are taking to combat
disinformation and misinformation.

The publication of this report satisfies this requirement for 2025.

30



Appendix A: 2024 specific commitments made by Meta under the industry
code on disinformation and misinformation

The 40 commitments for 2024 are outlined below:

Outcome 1: Outcome 1a. Signatories contribute to reducing the risk of Harms that may
. arise from the propagation of Disinformation and Misinformation on digital
Combatting platforms by adopting a range of scalable measures.

misinformation /
disinformation
1. Metaremoves networks of accounts, Pages and Groups that violate our

Inauthentic Behaviour (IB) policy, including disinformation, which we
capture within our Coordinated Inauthentic Behavior (CIB) Policy.

2. Meta provides transparency about accounts, Pages and Groups removed
under our Inauthentic Behaviour policy.

3. Meta partners with experts and organisations who assist in providing tips or
further investigation about possible inauthentic behaviour on our services.

4. Meta removes misinformation that violates the misinformation section of
our Community Standards, and will review its Misinformation and Harm
Policy, in line with recommendations from the Oversight Board.

5. Metaremoves election-related misinformation that may constitute voter
fraud or interference under our Misinformation, Co-ordinating Harm and
Promoting Crime policies.

6. Metaremoves election-related misinformation that may constitute voter
suppression.

7. Metaremoves fake accounts.

8. Meta allows for appeals in instances where users may disagree with our
enforcement, including to the independent and external Oversight Board.

9. Meta partners with third-party fact-checking organisations, globally and in
Australia, to assess the accuracy of content on our services.

10. Meta applies a warning label to content found to be false, partly false,
altered, or missing context by third-party fact-checking organisations.

11. Meta reduces the distribution of content found to be false, partly false, or
altered, by third-party fact-checking organisations.

12. Meta proactively searches for content that matches content debunked by
our fact-checking partners, to apply the same treatments.
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13. Meta takes action on Pages, Groups, accounts, or websites found to
repeatedly share misinformation.

14. Meta continues to build safeguards into our GenAl features and models so
that people can have a safer and more enjoyable experience.

15. Meta provides tools to help people know when they see content that was
made with Al.

Outcome 1b. Users will be informed about the types of behaviours and types of
content that will be prohibited and/or managed by Signatories under this Code.

16. Meta makes information available via a dedicated website that outlines our
efforts to combat misinformation.

Outcome 1c. Users can report content and behaviours to Signatories that
violate their policies under 5.10 through publicly available and accessible
reporting tools.

17. Meta makes on-platform reporting channels available to users for false
information.

18. Meta's Australian third-party fact-checking partners are also able to receive

referrals from the public.

Outcome 1d. Users will be able to access general information about Signatories
actions in response to reports made under 5.11.

19. Meta makes global transparency reports available regularly.

20.Meta will supplement these reports with additional Australia-specific
statistics, provided as part of this Annual Report process.

Outcome 1e. Users will be able to access general information about Signatories’
use of recommender systems and have options relating to content suggested
by recommender systems.

21. Meta will continue to provide greater transparency of our content ranking
algorithms and give users more control over the content they see.
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Outcome 2:

Disrupt
monetisation
and advertising
incentives

Outcome 3:

Combat
inauthentic user
behaviour

Outcome 4:

Empower
consumers to be
informed

Outcome 5:

Political
advertising

22.Meta takes steps to limit the possible distribution of misinformation via
recommendations.

23.Meta sets a higher threshold for users to be able to advertise on our
services, and takes action against users who repeatedly spread
misinformation.

24.Meta commits to prevent fact-checked content from being advertised or
monetised

See items listed under Outcome 1.

25.Meta provides contextual information around posts that users see from
public Pages.

26. Meta provides consumers with on-platform tools to understand why they
are seeing a particular post and to manage the content they see on
Facebook and Instagram.

27. Meta reduces the distribution and recommendation of problematic and low
quality content on Facebook and Instagram.

28.Meta commits to providing transparency in relation to Al-generated images,
videos, and audio content, when we detect industry-standard Al image
indicators or when users disclose that they’re uploading Al-generated
content.

29.Meta will look for opportunities to continue to work with the Government on
other ways to promote authoritative information.

30.Meta requires all advertisers of political and social ads to complete an ad
authorisation, which includes verifying the advertiser’s identity.

31. Meta requires political and social issue ads to include a disclaimer disclosing
who is paying for the ad.

32.Meta provides the Ad Library, a searchable archive of all political and social
issue ads on our services in Australia.
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Outcome 6:

Research

Outcome 7:

Annual reports

33.Meta enables an Ad Library report that provides aggregated spend
information about Pages undertaking political and social issue ads.

34.Meta will explore ways to ensure that there is ads transparency in relation to
Al.

35. Meta will continue to support research and events in relation to
misinformation and media literacy.

36. Meta will continue to support research and events in relation to
disinformation.

37. Meta collaborates with researchers to undertake surveys of our users to
assess their views on relevant social issues.

38.Meta makes the Content Library and Content Library API services available
to third-party fact-checking partners and eligible academics.

39. Meta will continue to support new areas of research relating to
misinformation and disinformation in 2024.

40.Meta will continue to publish annual reports in Australia, such as these, to be
transparent about the steps we are taking to combat disinformation and
misinformation.
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