THE COMPANY
YOU KEEP

A study into consumer
trust in media



What drives marketers’
selection of media?

3 2

ENGAGEMENT VALUE

The target audience Confident they
engages with the ads are getting what
they pay for
consumers

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

TRUST

Ads are trusted
by the target
audience




Benchmark

approach

* Honest e Valuable * Likeable *  Willing to rely on ad-conveyed

e Truthful e Good * Enjoyable information when making

e Credible e Useful * Positive purchase-related decisions

* Reliable * Helps people *  Willing to make important

e Dependable make the best purchase-related decisions based
e Accurate decisions on ad-conveyed information

e Factual *  Willing to consider the

e Complete ad-conveyed information when

e Clear making purchase-related decisions

*  Willing to recommend the product
or service that | have seen in ads
to my friends or family

/
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. /
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Benchmark

approach

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?

Strongly Strongly
disagree agree
......... Bottom 3 B hoonfRoRaCaorPCaRePRtaonnooonocono. 1D S B
< Dci)sa(;rrge = g()ﬁ()f/j > < A;See 2(33)236‘2 >
D\ Agree (60%) - Disagree (30%) = Net TRUST (+30)
NMMMOQQJQ?SV

ADTRUST



Consumer trust

in content

Users of the media

2017 vs. 2018

Printed Cinema Outdoor Radio News Television Magazines Search Non-News Social
Newspapers websites websites media
N NewsMediaWorks 099]9?5\/
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Consumer trust

in content

Users of the media

35 37 34 34

28
20

15 11

2017 vs. 2018

=
-16
-20
Printed Cinema Outdoor Radio News Television Magazines Search Non-News Social
websites websites media

Newspapers

CONTENT TRUST
| June 2017 ~ April 2018
N NewsMediaWorks OQQ»',Q?SV

Base: For Readers/Users of the respective media aged 18+ : Wave 1Jun17 & 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. | O
Wave 1Jun17 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 ‘ 5
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. N
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

Users of the media

2017 vs. 2018

Radio News Television Magazines Search Non-News

Printed Cinema Outdoor
Newspapers

websites websites

CONTENT TRUST AD TRUST
| June 2017 ~ April 2018 ® june 2017 ® April 2018

Base: For Readers/Users of the respective media aged 18+ : Wave 1Jun17 & 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 1Jun17 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 .

N NewsMediaWorks 099]9?5\/
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Newspaper
readers’ trust in
content Newspaper readers

60
57 5 -

39 33 38 38

+19 +14
Community National Regional Metro
newspapers newspapers newspapers newspapers

CONTENT TRUST
June 2017 ~ April 2018
N NewsMediaWorks OQQ»'Q?SV

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Apri8 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. e: J I Rus I§
N

Wave 1Jun17 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 .



Newspaper

readers’ trust in
content & ads Newspaper readers

60
57 5 -
44

39 40 38
34
I 24

+21 +19 +6 +14

Community National Regional Metro

newspapers newspapers newspapers newspapers

CONTENT TRUST AD TRUST
| June 2017 ~ April 2018 ® june 2017 ® April 2018 o

galaxy

resecrch

NMM@&M

Base: For Readers/Users of the respective media aged 18+ : Wave 1Jun17 & 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 | O
S
N

300. Wave 1Jun17 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 .



Trust drives
purchase intent

Greater trust leads to
greater purchase intent

‘The more | trust the ads/content the more likely | am to buy a product or service’

Strongly Strongly
disagree agree
Content 51%
Ads 58%
N NewsMediaWorks OQ‘C,‘V',,C{?SV
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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”. s N

Questions asked on a scale Disagree 1 to Agree 7 (5-7 = Agree).



High trust in
News media

“If you don’t trust it, “Seems more “Because it has “Because it comes from “They are more
who can you trust?” trustworthy come from a reputable companies.” accountable.”
Jodie, 19 in print” reliable source.” Luke, 39 Janice, 56
Scott, 21 Camilla, 23

N NewsMediaWorks DQF?,',Q?SY

d £
I Is
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. AJ Rus N




Building trust
in brands

We have a responsibility
to protect your information.
If we can’t, we don’t deserve it.

You may have heard about a quiz app built by a university researcher that
leaked Facebook data of millions of people in 2014. This was a breach of
trust, and 'm sorry we didn't do more at the time. We're now taking steps.
to make sure this doesn’t happen again.

We've ty i i getting’ i
Now we're limiting the data apps get when you sign in using Facebook.
We're al ry singk 1o large amounts
of data before we fixed this. We expect there are others. And when we
find them, we will ban them and tell everyone affected.

Finally, we'll remind you which apps you've given access to your information
- 50 you can shut off the ones you don't want anymore.

Thark you for beli 1 promi for you.

la'e
Mark Zuckerberg

A chicken restaurant without sy chicken. I7s not idesl Huge spologies 1o
our customars, especially thoss who travelled out of ekt way 1o find we
were cosed And endiess thanks to our KFT team members and our franchise
partners for working firskessly o improve fho siuation. I's been & bl of
& wetk, but wa'rt making progress, and every day mors and mors fresh
chickan it being deliversd 1o our restaurants. Thank you for bearng withus.

Visit ke co.uk/crossed- the-road for details about your local restaurant.

We want to make things right.

o e Gl O Dot RABGE #%d P B0 1
Paerare] g

Ve ko wcrmertim St can 7 weong, s, # fhay oo, o comrerherd
15l S RAAL, mw ' mhys marne gt
(¥

Angtrew Fhormrs
e Emiativn OFiies




Mistrust in
Social Media

“| see a lot of scams being “Anything | see advertised “Do not trust “l don’t trust any form of “l don’t trust social media
advertised on Facebook so through social media, | ANYTHING on social media, let alone the as an entity - advertising
do not trust many of the instantly trust less.” social media.” advertising contained in it.” is just one part of a totally
sponsored advertised posts.” Marcus, 30 Kirsty, 41 Theo, 52 untrustworthy whole.”
Leanne, 26 Denise, 68

N NewsMediaWorks DQF?lOXY

k% 4 vk - e ; i v % >
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. | N



Trust in advertising
changes with age

Net ADTRUST ": Users of the Media

Community papers
National papers
Regional papers

Metropolitan papers
Cinema

Outdoor

Radio

News websites
Television
Magazines

Search

Non-news websites

Social media

60

C:}goloxy

research

NMM@&M

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Aprl8 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 Ab I Rus Ig
300. Wave 1Jun17 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 N

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 .



Trust in advertising
changes with age

Net ADTRUST ": Users of the Media

Community papers
National papers

Regional papers
Metropolitan papers

@ Aged 55+ June 2017

@ Aged 55+ April 2018
Cinema

Outdoor
Radio

News websites
Television
Magazines
Search

Non-news websites .

Social media l’ .

60
O

galaxy

research

NMM@&M

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Aprl8 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 Aﬂ l Rus Ig
300. Wave 1Jun17 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 N

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 .



Trust in advertising
changes with age

Net ADTRUST ": Users of the Media

Community papers
National papers

Regional papers
Metropolitan papers

@ Aged 35-54 June 2017

@ Aged 35-54 April 2018
Cinema

Outdoor
Radio

News websites
Television
Magazines
Search

Non-news websites

Social media ‘

60
O

galaxy

research

NMM@&M

Base: For Readers/Users of the respective media aged 18+ : Wave 1 Jun17 & Wave 2 Aprl8 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 Aﬂ l Rus Ig
300. Wave 1Jun17 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 N

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 .



Trust in advertising
changes with age

Net ADTRUST ": Users of the Media

Community papers
National papers

Regional papers
Metropolitan papers

@ Aged 18-34 June 2017

@ Aged 18-34 April 2018
Cinema

Outdoor
Radio

News websites
Television
Magazines
Search

Non-news websites

Social media

60

N NewsMediaWorks OQCﬂC‘XV

research

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 Aﬂ l Rus Ig
300. Wave 1Jun17 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 N

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

The majority of Australians
trust Facebook less than
they did 6 months ago

75

64 63
58

39

19

-49
| am aware of fake | trust Facebook | trust the information Agree
news issues associated less than | did 6 provided in advertising ®Disagree
with Facebook months ago on Facebook Net agree =

} l’ Ia
‘Note : Galaxy research (Apr’18); n=1400 Australians aged18+ (Nationally representative). Qn Agree with statements? ~r - ‘ ‘us g

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%)



JOURNALISM

Uncertainty Over
Real vs. Fake News

Percent who agree that ...

| am not sure what is true
and what is not

65%

65

Dont know how to tell good
journalism from rumour or
falsehoods

58

It is becoming harder to tell if a
piece of news was produced by a
respected media organisation



JOURNALISM | PLATFORMS

While Trust in Platforms Declines,
Trust in Journalism Rebounds

Percent trust in each source for general news

Il Average trust in traditional
and online-only media

Average trust in search engines
and social media platforms

and information, 2012 to 2018, in Australia
: +

49 47

s /.\
43 43
44 40 \/ 44 \,

40 41
39

36
35

Journalism

-8

Platforms

2012 2013 2014 2015 2016 2017 2018




The truth ishard.

The truth is hidden.

The truth must be pursued.

The truth is hard to hear.

The truth is rarely simple.

The truth isn't so obvious.

The truth is necessary.

The truth can’t be glossed over.
The truth has no agenda.

The truth can’t be manufactured.
The truth doesn't take sides.

The truth isn't red or blue.

The truth is hard to accept.

The truth pulls no punches.

The truth is powerful.

The truth is under attack,

The truth is worth defending.

The truth requires taking a stand.
The truth is more important now than ever.

Ehe New Hork Times

Truth.

It's more important
now than ever.

The NewJork Times




60% agree

JIELID

FACT
I
“Their main focus is on the news “Engages in high quality “Focus more on facts than on

and not on the media personalities investigative journalism.” | opinion and commentary.”
delivering the news.” | !




Trust in audience

measurement
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Summary

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

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

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




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