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Survey




Methodology

The survey of 802 adults in the United Kingdom was conducted via SurveyMonkey from April 4-6,
2021.The survey had a margin of error of +/-3 percent at a 95 percent confidence interval.

Q1: How much of the content that is online today do you believe is dangerous, offensive, or
inappropriate for some users?

1.75%

None at all

7.98%

Not very much

— 30.92%
A great deal
a great deal
or somewhat
5935% |
Somewhat
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Q2: Advertisers often stop 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?

Gambling-related 46.38%
content :
Controversial political 40.52%
views ' )
lllegal drug-related 9
Stolen/pirated movies o
Unsafe or hacked
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Q3: Some advertisers do not run ads near news coverage about certain topics. Which of the
following types of news do you think advertisers should prevent their ads from running
near, if any?

News about COVID-19 32.96%
deaths or tragedies
News about social impact of
the COVID-19 pandemic 23.31%
News about violent riots 36.84%
or civil unrest . °
News about peaceful 9
marches or protests - 17.29%
News about incidents of ®
News about drug abuse o
News about recreational 9
drug e _ e
News about controversial
News about plane o,
All news coverage should 9
e approprizte forads _ o7
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Q4: 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?

3.49%

Somewhat less aware
than a year ago

12.97% —(——

Much less aware
than a year ago

30.42%

Much more
aware than a

year ago 83.54%

more aware

53.12%
Somewhat
more aware
than a year
ago

Q5: Do you think that hate speech has increased or decreased online over the last year?

2.12%
Decreased a great deal
9.35%
Decreased somewhat
44.01% —
Increased a
great deal
88.52%
increased
4451% ——
Increased
somewhat
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Q6: 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?

2.00%

None at all important

6.98%
Not very important

57.36% —
Very important

91.03%

important

33.67%
Somewhat
important

Q7: If you discovered an ad 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?

10.97%

| would buy the same amount

15.09%

| would reduce my purchases o
by less than half 41.77%

| would stop buying it

32.17%

| would reduce my purchases
by more than half
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Q8: If you discovered that ads for a consumer product you regularly buy had appeared next
to terrorist recuiting videos, how much would you reduce your purchases of the product?

6.98%

| would buy the same amount

12.34% ———

I would reduce my
purchases by less than half

55.74%

24.94% | would stop buying it

I would reduce my purchases
by more than half

Q9: 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?

11.35%

| would buy the same amount

39.28%

18.20% o
| would stop buying it

| would reduce my
purchases by less than half

31.17%

| would reduce my purchases
by more than half
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Q10: If you discovered that ads for a consumer product you regularly buy had appeared
next to a dangerous conspiracy theory or misinformation, such as content from COVID-19
deniers or anti-vaxxers, how much would you reduce your purchases of that product?

15.21%
| would buy the
same amount

35.79%

17.08% | would stop buying it

| would reduce my
purchases by less than half

31.92%

| would reduce my purchases
by more than half

Q11: 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?

7.73%

| would buy the same amount

11.72% ————

| would reduce my purchases
by less than half

23.32%

| would reduce my purchases
by more than half

57.23%
| would stop buying it
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Q12: If you knew a company had 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, how would that change your feelings
about that company?

4.36%
| would feel much less
positive about the company

9.98%
| would feel somewhat less
positive about the company

54.86% ]

| would feel much
more positive about

the company 85.66%

more positive

30.80% —
| would feel

somewhat more
positive about the
company

Q13: Whose responsibility is it to ensure that ads do not run with dangerous, offensive, or
inappropriate content?

52.00%
The advertiser (who
pays for the ads)

54.24%

The website owner (whose
sites or apps carry the ads)

56.11%

The ad agency (who
places the ads)

46.51%

The technology providers (who
run the systems behind the ads)
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