2022 US Brand
Safety Consumer
Survey




Methodology:
The survey of 1,110 adults in the United States was conducted via SurveyMonkey

from October 10-11, 2022. The survey had a margin of error of +/-3 percent at a 95
percent confidence interval.

Q1.

What percent of the content that is online today do you believe is dangerous, offensive, or
inappropriate?

51%



Q2:

Advertisers sometimes prevent their ads from running near certain types of online content.
Which of the following types of content do you think advertisers should prevent their ads
from running near?

Sexually-Explicit 69.82%
or pornographic content
Hate speech or
Unsafe or hacked 67.84%
websites ’
lllegal drug-related 65.32%
content .
—y e
content
o a"bOUt ViOIence’ _ 5306%
injury, or death
ey e
movies or TV
Profanity or 9
Gun and ammuni- 0
Controversial o
Gambling-related ®



Q3:

Some advertisers do not run ads near news stories about certain topics, depriving those
media outlets of financial support for their news operations. Which of the following news
topics, if any, should not be supported by advertising revenue?

All high-quality news coverage 45 50%
should be appropriate for ads
News about murders
and violent crimes 26.94%
News about controversial 25.50%
politicians :
News about school o
News about reproductive o
News about ®
News about drug ®
News about incidents o
News about riots or -
News about the o
News about the 18.65%
war in Ukraine :



Q4: 68.56%

Which of these
statements is closer to
your opinion? 31.44%

It is more important to allow ads to run near stories about the war in Ukraine and other conflicts, 68.56%
even if those stories include violence, so high-quality journalism receives the funding it needs to : °
cover important world events.

It is more important to prevent ads from running near stories about the war in Ukraine and other o
conflicts if those stories include violence, even if high-quality journalism loses the funding it needs 31.44%
to cover important world events.



Q5:

Which of these regions do you think has the biggest problems with dangerous, offensive,
and inappropriate content online?

13.33%
Asia-Pacific
(148)

11.08%

UK and Europe
(123)

75.59%
US (839)

Qé6:

Are you more or less aware of brand safety issues - such as those involving advertising
around dangerous, offensive, or inappropriate content - than you were a year ago?

3.33%

Much less aware

12.79%
Somewhat less aware
29.37%
Much more
aware
Over 83% are
much more or
somewhat
more aware
54.50%

Somewhat
more aware




Q7:

Do you think that hate speech online has increased or decreased over the last year?

324% ————

Decreased a
great deal

11.98% —

Decreased somewhat

44.50 %

Increased a
great deal

40.27%
Increased
somewhat

84.77%

Increased



Q8:

How important is it for advertisers to make sure their ads are not placed on websites or
apps that contain dangerous, offensive, or inappropriate content?

- 9.19% 33.96% ——
Not very important Somewhat
important
87.83%
2.97% Important
Not at all
important
53.87 %

Very important



Qo:

If you discovered that ads for a consumer product you regularly buy had appeared next to
racist or hate speech, how much would you reduce your future purchases of that product?

18.38%
I would buy the
same amount

41.53 %
I would stop

12.88% buying it

I would reduce my
purchases by less than half

27.21%

| would reduce my purchases
by more than half



Q10:

If you discovered that ads for a consumer product you regularly buy had appeared next to
terrorist recruiting videos, how much would you reduce your purchases of that product?

12.88%
I would buy the
same amount

10.99% ——

| would reduce my

purchases by less than half 56.76 %

| would stop
buying it

19.37%
I would reduce my purchases
by more than half




Q11:

If you discovered that ads for a consumer product you regularly buy had appeared on a
website promoting illegal activities, such as stolen videos and other content, how much
would you reduce your purchases of that product?

| would stop buying it 41.98%

| would reduce my

)
purchases by more than half 25.77%

| would reduce my

purchases by less than half 13.24%

| would buy the
same amount

19.01%

Q1l2:

If you discovered an ad for a consumer product you regularly buy had infected your
computer or mobile device with a virus, how much would you reduce your purchases of
that product?

| would stop buying it 63.06%

I would reduce my

9
purchases by more than half 18.29%

| would reduce my

purchases by less than half 8.05%

| would buy the
same amount

10.00%




Q13:

How would it change your feelings about a company, if you found out it required all of its ad
partners to be independently certified to meet high brand safety standards for its ads, such
as preventing its ads from appearing with dangerous, offensive, or inappropriate content?

| would feel much more

positive about the company 49.37%

| would feel somewhat more

o 33.24%
positive about the company

| would feel somewhat less

o
positive about the company 11.71%

| would feel much less

- 5.68%
positive about the company

Q14

Whose responsibility is it to ensure that ads do not run with dangerous, offensive, or
inappropriate content?

The advertiser
(who pays for the ads)

60.00%

The ad agency

(who places the ads) 58.38%

The technology providers

(who run the systems behind the ads) 48.11%

The website owner

59.01%
(whose sites or apps carry the ads) :




