
BEYOND BRAND SAFETY

PROTECTING 
BRANDS

SOCIETY &
DEMOCRACY
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BRAND SAFETY 
IN THE HEADLINES



2X

MAGNA RESEARCH: CONSUMERS 
CARE ABOUT BRAND SAFETY
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PURCHASE
INTENT

QUALITY
PERCEPTION

7X
D E C L I N ED E C L I N E

Many consumers view 
unsafe ad placement as an 
intentional endorsement 
of the negative content.

Source: ‘THE BRAND SAFETY EFFECT’ with Cheq



DEFINING 
BRAND 
SAFETY

HIGH RISK TO ALL 
ADVERTISER’S.
• TERRORISM
• HATE SPEECH
• VIOLENCE
• RACISM

RISK TO THE ADVERTISER’S 
CATEGORY.
• NEGATIVE STORIES 

ABOUT PRODUCTS
• NEGATIVE NEWS 

IN CATEGORY

RISK BUT ALIGNED 
TO BRAND VALUES.
• IMMIGRATION
• FIREARM REGULATION

SAFETY SENSITIVITY FIT
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Advertiser 
Protection Bureau

ADVERTISING 
AGENCY INDUSTRY 

RESPONSE



THE 
WALLED 

GARDENS
OPEN A 

DOOR 
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YOUTUBE IS 
FACILITATING 
THE SEXUAL 
EXPLOITATION 
OF CHILDREN, 
AND IT’S 
BEING 
MONETIZED 
(2019)

#YOUTUBE
WAKEUP



50+ Member Countries
8 Tech Platforms

CHRISTCHURCH
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“… to providers of internet, hosting or content services 
who fail to refer details of abhorrent violent material that 
records or streams conduct that has occurred, or is 
occurring, in Australia to the Australian Federal Police 
within a reasonable time after becoming aware of the 
existence of such material”

Criminal Code Amendment 
(Sharing of Abhorrent Violent Material) 

Bill 2019
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BRAND 
SAFETY 
BECAME
BRAND 
RESPONSIBILITY 



NEWS 
CAUGHT 
IN THE 
CROSSFIRE
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MONETIZATION - FUNDING

WHAT IS 
BRAND 
SAFE? 
WHAT IS 
ADVERTISING 
FRIENDLY?
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PROTECTING 
JOURNALISM
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PROTECTING 
JOURNALISM

EVERYONE ELSE

TRUSTED 
PUBLISHER
WHITELIST



AUDIENCE VS CONTEXT: 
FINDING THE BALANCE
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AUDIENCE

ENVIRONMENT
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AUDIENCE VS CONTEXT: 
FINDING THE BALANCE

AUDIENCE ENVIRONMENT



PURCHASE
INTENT

11%
TARGETING
EFFECTIVENESS

23%

MAGNA 
RESEARCH: 
CONTEXT 
MATTERS

16 Source: ‘CONTENT TARGETING: DRIVING BRAND GROWTH WITHOUT COLLECTING USER DATA’ with Zefr



EMERGING BRAND 
SAFETY CHALLENGE: 
DATA COLLECTION
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EMERGING BRAND 
SAFETY CHALLENGE: 
DATA USE



19

BRAND SAFETY: 
THE CHALLENGE 
OF CONTENT 
MODERATION

HUMAN 
MODERATORS

FACEBOOK 
OVERSIGHT BOARD
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TIK TOK ADVERTISING POLICY 
ANNOUNCEMENT

2020 ELECTION: 
BRAND SAFETY 
CHALLENGES



SHOULD 
PLATFORMS 
MAKE THE 
DECISION?
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THE ENTIRE 
BRAND SAFETY 
TIMELINE
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PROTECTING
BRANDS

PROTECTING
SOCIETY

PROTECTING
JOURNALISM

PROTECTING
DEMOCRACY

PROTECTING
PRIVACY

PROTECTING
EQUALITY



WHAT DOES THIS 
ALL MEAN?
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PUBLISHERS AGENCIES INVESTORS
Don’t have a 
one size fits all 
approach to brand safety, 
especially 
for news.

Take responsibility
for Brand Safety 
and where 
you enable 
monetization.

Incidents without 
advertising will have 
negative 
repercussions 
for platforms.
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THANK YOU

DISRUPTION 
IN 2020

MAGNA 
INTELLIGENCE 

BRIEFING
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