






Source: Reach Solutions

Base: UK Adults (n=2020) 

Brands should be careful 

about where their ads 

appear online

Expect quality brands to 

advertise on quality websites

% OF UK ADULTS AGREEING WITH EACH STATEMENT



73%

54% 52%
54%

59%

43% 42%
44%

41%

47%

19%

8% 9% 9%

14%

UNRELIABLE CONTENT UNCENSORED CONTENT VIOLENT CONTENT EXTREMIST CONTENT SHOCKING CONTENT

Social media UGC video sites Digital newsbrands

Source: Reach Solutions

Base: UK Adults (n=2020) 

% EXPECT TO SEE EACH TYPE OF CONTENT IN EACH SOURCE



“I worry about coming across this 

sort of content on social media or 

video sites mainly as it’s less 

regulated.”

“I think YouTube is a worrying place to 

see shocking content. I know they 

have filters within it but it still somehow 

gets through to anyone and everyone 
regardless of age.”

“Most likely social media, it can 

somehow trickle through on 
pages like Twitter – needs more 

regulation and better protection.”

“I worry about the 

rubbish/violent/distressing things that 

pop up on Facebook and never know 

why it’s allowed.”

Source: Reach Solutions

Base: UK Adults (n=2020) 

of UK adults agree that content on 

social media and UGC video sites 

‘could be created or posted by 

anyone’



45%

21%

75%

61%

I EXPECT THIS TYPE OF CONTENT TO BE REPORTED

CAREFULLY AND RESPECTFULLY

STORIES SHOWN ARE CAREFULLY CURATED BY

PROFESSIONAL JOURNALISTS

Social media & UGC video sites Digital newsbrands

Source: Reach Solutions

Base: UK Adults (n=2020) 

% AGREEING EACH STATEMENT APPLIES TO THE PLATFORM



22%
21%

23%
19%

22%
19%

22%

17%

HIGH QUALITY TRUSTWORTHY RELIABLE TO BE TAKEN SERIOUSLY

Social media UGC video sites

Source: Reach Solutions

Base: UK Adults (n=2020) 

% WHO WOULD ADVERTISE IN EACH ENVIRONMENT IF THEY WANTED THEIR BRAND TO BE PERCEIVED AS… 



22%
21%

23%
19%

22%
19%

22%

17%

44% 45%
47%

50%

HIGH QUALITY TRUSTWORTHY RELIABLE TO BE TAKEN SERIOUSLY

Social media UGC video sites Digital newsbrands

Source: Reach Solutions

Base: UK Adults (n=2020) 

% WHO WOULD ADVERTISE IN EACH ENVIRONMENT IF THEY WANTED THEIR BRAND TO BE PERCEIVED AS… 







Source: The Hard News Project – Newsworks 2019



1) Advertising against serious 

‘unsafe’ news stories in a trusted 

environment does not negatively 

impact on brands

2) Brand safety is context specific 

and not content specific



• Experimental study to test the impact 

of different types of ads on the 

brands advertising alongside them

• Total of 4500 respondents

• Fieldwork conducted January 2020

• To understand consumer concerns 

around brand safety and 

expectations of advertisers

• Total of 2020 respondents

• Fieldwork conducted May 2020



CELL 5 – n=900

• 900 x non-visitors of 

Reach websites

CELL 3 – n=900

• 300 x Mirror visitors

• 300 x Express visitors

• 300 x Star visitors

CELL 4 – n=900

• 300 x Mirror visitors

• 300 x Express visitors

• 300 x Star visitors

CELL 1 – n=900

• 300 x Mirror visitors

• 300 x Express visitors

• 300 x Star visitors

CELL 2 – n=900

• 300 x Mirror visitors

• 300 x Express visitors

• 300 x Star visitors

CONTROL CELL

No ad exposure

TEST CELLS

Exposed to one of three pre-roll ads (randomized across test cells)

REACH WEBSITES

Respondent viewed the article on either the Mirror, Express or Star website, depending on which website they usually visit 

MOCKED UP WEBSITE

Article viewed on a 

mocked up news site

LOW INTENSITY CONTENT
MEDIUM INTENSITY 

CONTENT

MEDIUM INTENSITY 

CONTENT

HIGH INTENSITY 

CONTENT



CELL 1 CELL 2

LOW INTENSITY

Strictly Come Dancing

MEDIUM INTENSITY

Racism in football

HIGH INTENSITY

ISIS ‘Beatles’ trial

CELL 5CELL 3 CELL 4





CONTROL TEST

REACH WEBSITES

LOW INTENSITY

Do pre-roll ads lead to uplifts in advertiser 

brand metrics?

CELL 5

• Ad exposure

• Medium intensity

• Mocked up site

CELL 3

• Ad exposure

• Medium intensity

• Brand site

CELL 4

• Ad exposure

• High intensity

• Brand site

CELL 1

• No ad exposure

• Low intensity

• Brand site

CELL 2

• Ad exposure

• Low intensity

• Brand site



Source: Reach Solutions.  Base: Average across brands – Awareness; Cell 1 Control (n=900) vs. Cell 2 Test (n=900)/Consideration and 

recommendation (Net likely); Those aware of each brand – Cell 1 Control (n=713) vs. Cell 2 Test (n=710) 

SPONTANEOUS BRAND AWARENESS

+13%

CONSIDERATION

+12%

RECOMMENDATION

+6%

CONTROL TEST 

Indicates significant difference between Control and Test group at 95% confidence level.  + figures refer to percentage uplift between Control and Test group.

CONTROL TEST CONTROL TEST CONTROL TEST 

+32%

SPONTANEOUS AD AWARENESS

TEST VS. CONTROL BRAND METRICS 
(AVERAGE ACROSS BRANDS)



TEST

REACH WEBSITES

LOW INTENSITY MEDIUM INTENSITY HIGH INTENSITY

How are advertiser brand metrics impacted by increasing levels of 

digital newsbrand content intensity?

CELL 5

• Ad exposure

• Medium intensity

• Mocked up site

CELL 3

• Ad exposure

• Medium intensity

• Brand site

CELL 4

• Ad exposure

• High intensity

• Brand site

CELL 1

• No ad exposure

• Low intensity

• Brand site

CELL 2

• Ad exposure

• Low intensity

• Brand site



“Scary and makes you worry that more people are 

around. Quite sad that they killed people and that there 

are people in the world who are that mean and cruel.”

Mirror reader, high intensity

27%

54%

63%

Source: Reach Solutions

Base: Cells 2-4 – Low/medium/high intensity (n=900 per cell)

“Disgusted that this is still happening in the 

modern world, disappointed in football fans, 

disappointed in UEFA.”

Express reader, medium intensity

“It was a fun, exciting article that I enjoyed

reading because I love Strictly Come 

Dancing. It cheers me up each week so 

seeing this video made me happy.”

Daily Star reader, low intensity

% OF EMOTIONS TOWARDS ARTICLE CONTENT CLASSIFIED 

AS NEGATIVE

LOW 

INTENSITY

MEDIUM 

INTENSITY

HIGH 

INTENSITY



Joy

Trust

Anticipation

Surprise

Sadness

Fear

Anger

Disgust

Low intensity Medium intensity High intensity

Joy

Trust

Anticipation

Surprise

Sadness

Fear

Anger

Disgust

Low intensity Medium intensity High intensity

EMOTIONS TOWARDS THE ARTICLE CONTENT EMOTIONS TOWARDS THE ADVERTISER BRANDS

Source: Reach Solutions

Base: Cells 2-4 – Low/medium/high intensity (n=900 per cell)



45% 43%
46%

64% 62% 63%

POSITIVITY TOWARDS ADVERTISER BRAND (8-10 

RATING) – AVERAGE ACROSS BRANDS

AGREEMENT WITH POSITIVE STATEMENTS ABOUT 

ADVERTISER BRAND – AVERAGE ACROSS BRANDS

Source: Reach Solutions

Base: Aware of advertiser brands – Low intensity (n=710), Medium intensity (n=721), High intensity (n=702)

LOW 

INTENSITY

MEDIUM 

INTENSITY

HIGH 

INTENSITY

LOW 

INTENSITY

MEDIUM 

INTENSITY

HIGH 

INTENSITY



72% 72% 73% 73% 72% 72%

ADVERTISER BRAND CONSIDERATION

– AVERAGE ACROSS BRANDS

ADVERTISER BRAND RECOMMENDATION

– AVERAGE ACROSS BRANDS

Source: Reach Solutions 

Consideration/Recommendation (Net likely). Base: Aware of advertiser brands – Low intensity (n=710), Medium intensity (n=721), High intensity (n=702)

LOW 
INTENSITY

MEDIUM 
INTENSITY

HIGH 
INTENSITY

LOW 
INTENSITY

MEDIUM 
INTENSITY

HIGH 
INTENSITY



Source: Context Matters – AOP & Newsworks (2018) 

Metrics That Matter – Carat & Magnetic (2016)



TEST

REACH WEBSITE MOCKED UP WEBSITE

MEDIUM INTENSITY MEDIUM INTENSITY

TEST

What role does the environment play in determining impact of 

‘unsafe’ content on advertiser brand metrics?

CELL 5

• Ad exposure

• Medium intensity

• Mocked up site

CELL 3

• Ad exposure

• Medium intensity

• Brand site

CELL 4

• Ad exposure

• High intensity

• Brand site

CELL 1

• No ad exposure

• Low intensity

• Brand site

CELL 2

• Ad exposure

• Low intensity

• Brand site





16%

34%

% OF EMOTIONS TOWARDS WEBSITES CLASSIFIED AS 

NEGATIVE

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)

Joy

Trust

Anticipation

Surprise

Sadness

Fear

Anger

Disgust

Reach websites Mocked up news website

EMOTIONS FELT TOWARDS WEBSITES (INDEX VS. AVERAGE)

Source: Reach Solutions

Base: Cell 3 – Reach websites (n=900), Cell 5 – Mocked up news website (n=900)

Indicates significant difference between Reach websites and Mocked up website at 95% confidence level



9%

14%

% OF EMOTIONS TOWARDS ADVERTISER BRANDS 

CLASSIFIED AS NEGATIVE

Source: Reach Solutions

Base: Cell 3 – Reach websites (n=900), Cell 5 – Mocked up news website (n=900)

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)

Indicates significant difference between Reach websites and Mocked up website at 95% confidence level



43%

36%

POSITIVITY TOWARDS ADVERTISER BRANDS (8-10) 

– AVERAGE ACROSS BRANDS

+18%

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)

62%

54%

AGREE WITH POSITIVE STATEMENTS ABOUT ADVERTISER BRANDS

– AVERAGE ACROSS BRANDS

+16%

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)

Source: Reach Solutions

Base: Aware of brands: Cell 3 – Reach websites (n=721), Cell 5 – Mocked up news website (n=757)

Indicates significant difference between Reach websites and Mocked up website at 95% confidence level.  + figures refer to percentage uplift between Reach websites and Mocked up website



72%

61%

CONSIDERATION OF ADVERTISER BRANDS
– AVERAGE ACROSS BRANDS

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)

+18%

72%

58%

LIKELIHOOD TO RECOMMEND ADVERTISER BRANDS
– AVERAGE ACROSS BRANDS

+25%

Source: Reach Solutions

Consideration/Recommendation (Net likely). Base: Aware of brands: Cell 3 – Reach websites (n=721), Cell 5 – Mocked up news website (n=757)

REACH WEBSITES
(MEDIUM 

INTENSITY)

MOCKED UP NEWS 

SITE
(MEDIUM INTENSITY)












