
 
 

How to build trust and increase 
performance with premium content.

3 keys to 
premium ad 
experiences

Trust It all begins here.

61%

43%

31%

22%

29%

Original content

Few ads

Quick load time

Trusted (trusted sites, 
brands, validated facts)

Easy to use

When it comes to trust, 
not all media channels are equal.

Today, more than ever, 
a brand’s success hinges 
on its ability to build 
trusted connections 
with consumers.

Research done by Yahoo 
this year �rmly 
establishes that 
consumers value trust 
most when it comes to 
consuming premium 
digital content. 

Between data privacy concerns, “fake news” and otherwise harmful content, 
consumers have grown tired of ads they see on social media platforms. 

Most important qualities when consuming premium content1
Top 5

 

85%
Of U.S. adults are more 
likely to trust a brand 
with high-quality and 
well-designed ads.3

Types of advertising U.S. adults �nd trustworthy2 
% of respondents - Jan 2021

Print TV Radio Search
engines

Podcasts Websites Posters/
billboards

Direct mail
(�yers, 

coupons, 
etc.)

Movie 
theaters

Social
media

46% 46% 45%
38%

30% 30% 29% 29% 28%

19%

Content The content people want is here.

Professionally-
generated content 
(PGC) is the clear winner 
for building trust. 
Advertisers recognize 
this and are responding.

3X
As many consumers prefer 
professionally generated over 
user-generated content (UGC).1

Of brands and agencies are considering 
shifting ad spend away from UGC toward 
premium channels.5 

Have already shifted 
spending toward 
premium channels.5

88%
Of brands agree that 
advertising next to premium 
content is safer than UGC.4

PERFORMANCE Your ads do better here. 

Research shows time and time again; advertising next to premium content outperforms social media ads and ads on 
non-premium sites. The “halo e�ect” of the premium contextual environment translates to a more engaged 
audience for advertisers.6 

Neuroscience backs this up. 
Ads on premium sites drove higher engagement and memorability compared to ads 
viewed on social media. 

Increase in left-brain 
memory encoding 
strength when 
participants viewed ads 
on premium editorial sites 
than those viewed on 
social media sites.8

KEY #2

KEY #1

KEY #3

56% 32%

3X
more e�ective in 
driving mid-funnel 
brand lift metrics, 
such as favorability, 
consideration and 
intent to 
recommend, 
compared to other 
sites.7

Premium 
publishers are 

42%

Stronger response in 
right-brain memory 

encoding.8

+9%

But what about 
ad avoidance? Your ads are welcomed here.

Consumers understand 
the trade-o�. Advertisers 
need to hold up their end 
of the bargain. When 
done right, consumers 
are more open to 
advertising than 
marketers may think. 

Of U.S. consumers are �ne with 
seeing ads “but only if they are 
not annoying,” while 54% 
surveyed are �ne with viewing 
ads to support a website.10

61%

Across media channels, consumers are likely to be receptive to advertising 
if it means they can reduce or eliminate subscription costs. 

 

41% 26%

Advertisers need to choose ad tech and publisher partners 
who are transparent with consumers about how their data 
may be used.

GET Premium 
access to content 
consumers love Start here.

All advertising is not equal. By reaching consumers in the right environments, brands can unleash their 
advertising’s potential and build quality connections at scale.

the KEY TO   
YOUR SUCCESS

 

Let’s connect

From Yahoo owned properties to our premium access partners across CTV, 
Native Ads, DOOH, Commerce, and more, Yahoo is your omnichannel 
destination for premium content consumers love and trust. 

88%
Of brands and agencies are considering or 
have already shifted ad spend away from 
UGC towards premium channels.5

Ad tolerance
Data privacy is paramount

56%
Of consumers feel they’re being tracked online 
more than ever. And 65% agree that online ads 
are more intrusive than they used to be.10

Of U.S. TV viewers said 
their preferred ad model 
would be free with ads.9

Preferred a tiered 
o�ering with paid and 
ad-supported options.9

Sources: 1. Yahoo, May 2021.  2.YouGov.com, Feb. 2021.  3. Celtra, March 2021.  4. Yahoo, Halo study, Nov. 2019.  5. eMarketer, Dec. 
2020.  6. MOAT, Commissioned by WMG, July 2019.  7. Comscore, “The Halo E�ect: How Advertising on Premium Publishers Drives 
Higher Ad E�ectiveness,” July 2016.  8. WARC, "Ads are more memorable on premium sites," Warc.com, 16 Feb. 2018.  9. eMarketer, 
“Consumer attitudes towards digital advertising,” July 2021.  10. Yahoo, Sept. 2021  

https://www.adtech.yahooinc.com/advertising/contact-us
https://www.warc.com/newsandopinion/news/ads-are-more-memorable-on-premium-sites/en-gb/40050



