
THE COMPANY 
YOU KEEP
A study into consumer 
trust in media 



What drives marketers’ 
selection of media?

3
ENGAGEMENT

The target audience 
engages with the ads

2
VALUE

Confident they 
are getting what 

they pay for

1
TRUST

Ads are trusted 
by the target 

audience

What media do consumers trust most?

‘Positioning News Media’ - Mark Ritson, Associate Professor of Marketing, Melbourne Business School.  
Online questionnaire conducted by Research Now , Sept. 2016. n = 260 advertisers



Benchmark 
approach

In 2017 we asked 2863 Australians to score 10 
media1 on an established ADTRUST MATRIX2

Reliability Usefulness Affect Willingness 
to rely on+ + +

• Honest
• Truthful
• Credible
• Reliable
• Dependable
• Accurate
• Factual
• Complete
• Clear

• Valuable
• Good
• Useful
• Helps people 

make the best 
decisions

• Likeable
• Enjoyable
• Positive

• Willing to rely on ad-conveyed 
information when making 
purchase-related decisions

• Willing to make important 
purchase-related decisions based 
on ad-conveyed information

• Willing to consider the 
ad-conveyed information when 
making purchase-related decisions

• Willing to recommend the product 
or service that I have seen in ads
to my friends or family

This year we spoke to another 1400 Australians3

1. Online questionnaire conducted by Galaxy Research (Jun17). n=2863 Population aged 18+ : n=1430 for each of the 10 key media types except Cinema n=807. Each characteristic asked on a scale of 1 to 7 where 1 is 
Strongly disagree and 7 is Strongly agree.  2. ADTRUST matrix was developed and validated by Hyeonjin Soh, Leonard N Reid and Karen Whitehill King (2009). Measuring Trust in Advertising. In Journal of Advertising, 
Vol. 38, Issue 2, p83-104. 3. Galaxy Research (Apr18); n=1400 Population aged 18+ with all respondents asked for each of the 10 key media types.
.



Net TRUST measures those 
agreeing less those disagreeing

To what extent do you agree or disagree that information conveyed in content/ads in <X media> is trustworthy?

Agree (60%) - Disagree (30%) = Net TRUST (+30)

Benchmark 
approach



Consumer trust 
in content



Consumer trust 
in content 

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 300. 
Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn And thinking about the information provided in news items, articles, programs and other content. To what extent 
do you agree or disagree that the information provided in news items, articles, programs and other content in <Media> is trustworthy? Content trust was not asked for Outdoor or Cinema.
Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Consumer trust in 
content & ads

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Qn And thinking about the information provided in news items, articles, programs and other content. To what extent do you agree or disagree that the information 
provided in news items, articles, programs and other content in <Media> is trustworthy? Content trust was not asked for Outdoor or Cinema. Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Newspaper 
readers’ trust in 
content

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 300. 
Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn And thinking about the information provided in news items, articles, programs and other content. To what extent 
do you agree or disagree that the information provided in news items, articles, programs and other content in <Media> is trustworthy? Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Qn And thinking about the information provided in news items, articles, programs and other content. To what extent do you agree or disagree that the information 
provided in news items, articles, programs and other content in <Media> is trustworthy? Content trust was not asked for Outdoor or Cinema. Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .

Newspaper 
readers’ trust in 
content & ads



Trust drives 
purchase intent

Galaxy research (Apr18); n=1400 Australians aged18+ (Nationally representative).  To what extent do you agree or disagree that the more you trust an ad the more likely you are to buy the product/service being advertised? Repeated for “content” as opposed to “ads”.
Questions asked on a scale Disagree 1 to Agree 7 (5-7 = Agree).



High trust in 
News media

Source : Galaxy Research (Apr18); n=1400 Australians aged 18+. Qn Trust advertising on in newspapers – Why did you give that score? Verbatims are from 32 (Strongly agree). There were 252 verbatims of Strongly agree/Agree.



Building trust 
in brands



Mistrust in 
Social Media

Source : Galaxy Research (Apr18); n=1400 Australians aged 18+. Qn Trust advertising on Social Media – Why did you give that score? Verbatims are from 170 (Strongly disagree). There were 430 verbatims of Strongly disagree/ Disagree.



Net ADTRUST*1: Users of the Media

Trust in advertising 
changes with age

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Net ADTRUST*1: Users of the Media

Aged 55+ June 2017

Aged 55+ April 2018

Trust in advertising 
changes with age

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Net ADTRUST*1: Users of the Media

Aged 35-54 June 2017

Aged 35-54 April 2018

Trust in advertising 
changes with age

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Non-news websites, News websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Net ADTRUST*1: Users of the Media

Aged 18-34 June 2017

Aged 18-34 April 2018

Trust in advertising 
changes with age

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apr18 sample sizes : Search engines, TV, Social media n= 1196 to 988, Radio, Online websites, Newspapers’ websites, Outdoor, Mags, Metro, Cinema n=849 to 411. Other papers n=146 to 
300. Wave 1 Jun17 showed that a single question was a strong predictor (R2 =0.94) of the Net AdTrust derived asking agreement on each of 20 characteristics:- Qn Thinking now about advertising, to what extent do you agree or disagree that the information provided in 
advertising in < Media > is trustworthy? Jun17 and Apr18 now reported on asking the single question:- Asked on a scale Disagree 1 to Agree 7 : Net TRUST is Percentage answering 5,6,7 less Percentage answering 1,2,3 .



Breach of Trust

‘Note : Galaxy research (Apr’18); n=1400 Australians aged18+ (Nationally representative). Qn Agree with statements? 
On a scale of 1-7, Agree/disagree is Top 3 box (5-7)/Bottom 3 box (1-3). INCLUDES all respondents who have never used Facebook (14%)



Building trust 
in brands



Building trust 
in brands





Building trust 
in brands



Trust in audience 
measurement



• The #1 factor for media selection by advertisers 
is consumers’ trust in the ads

• Consumers’ trust in News Media’s content and 
advertising has further increased

• Greater trust in content leads to greater trust in 
ads which leads to greater purchase intent

Brands are judged by the 
company they keep.

Summary



For more on this study visit:
newsmediaworks.com.au/adtrust
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