ZERO

impact on purchase
intent, favourability, or
brand image when an ad
runs next to ‘good’ or ‘bad’
news

== STAGWELL

40

brand lift on ‘unsafe’
content vs. 18% on ‘safe’.
Easing strict keyword
filters boosts visibility
and perception

Source: Stagwell ‘Future of News' study 2024/5 conducted by HarrisX, Newsworks//OnePoll Mar 25, Bountiful Cow & Ozone, RA Unblocked 2025 OZONE




