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The Ripple Effect 2.0
Study objectives and design

IAS ran an online survey in the U.S. to 
determine consumer perceptions on 
content quality and ad relevance. 

We wanted to understand how brands 
are perceived in relation to the 
environment where their ads are run.

Field date
October 2020

Participation
n=1,042 U.S. 
Internet users

Statistically significant differences are calculated at 95% confidence interval.



Last year, IAS released the Ripple Effect, a study 
focused on understanding how ad placements 
affect consumer perception. Our studies show that 
ads in high quality environments are cognitively 
processed more deeply, and produce higher levels 
of activation in the areas of the brain responsible 
for long-term memory.

In The Ripple Effect 2.0, we took it a step further. 
We wanted to understand how consumers define 
and value quality within different environments. Are 
quality factors consistent across all verticals? How 
can brands adapt to meet varying quality factors? 

Introduction



How do 
consumers 
determine the 
quality of online 
content?



Consumers value trusted, appropriate, and 
objective content when determining quality

Q. Please select the level of importance of each factor in determining the quality of online content 



Quality factors shift depending on the type 
of content a consumer is reading, as does 
their level of importance. A consumer on a 
News site considers ad experience a top 
factor in determining high quality content. 
Meanwhile, an individual browsing an 
Automotive site considers production value 
an important factor in determining quality. 

Factors that determine quality vary depending 
on the content vertical

Q. Please select the level of importance of each factor in determining the quality of online content 
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Q. Thinking about online advertising, how important is it that the ads you see are on a page with high quality content?; 
How important is it to you that advertising you see online is relevant to you personally?

Content quality and ad relevance are not 
mutually exclusive

Content quality is the name of the game, but ad 
relevance is still top of mind for consumers. 
When polled, the majority of consumers said 
they consider high quality environments 
important when determining ad quality. 

However, content quality and ad relevance are 
not mutually exclusive. Consumers consider 
personally relevant ads to be nearly as 
important as a high quality environment.

of consumers consider 
it important that ads 
are placed next to high 
quality content81%

of consumers say it is 
important for ads to be 
personally relevant74%



High quality content is not only important 
to a consumer's advertising experience, 
but it also impacts the likelihood of 
engagement with a given ad.

While more than half of consumers agreed 
they would interact with ads near high 
quality content, only 18% had the same 
enthusiasm for ads found in low quality 
environments.

Consumers are more likely to engage with ads in 
high quality environments

Q. How likely are you to engage with an ad that is adjacent to high quality content?; 
How likely are you to engage with an ad that is adjacent to low quality or unsavory content?

51%
of consumers are likely engage 
with ads found alongside high 
quality content



Low quality ad placements annoy consumers

Q. How annoying is it to you when a brand's ad appears next to low quality or unsavory content?

79% of consumers get annoyed 
when ads are placed next 
to low quality content



Low quality ad placements impact consumer 
favorability  

Q. If a brand's ad appeared next to low quality or unsavory content, how does it change your sentiment toward that brand/product?

45%
of consumers would feel 
less favorable toward a 
brand when ads are placed 
next to low quality content



Low quality ad placements drive consumers to 
avoid brands

Q. Would you stop using a brand or product if their ad appeared next to low quality or unsavory content?

39%
of consumers would STOP 
using brands whose ads 
are placed next to low 
quality content



Consumers hold brands accountable for 
their ad placements

Q. Please select who should be most responsible for the type of content that brands appear next to online?

51%
of consumers cite brands 
as most responsible for 
where ads are placed



QUALITY 
CONTENT
is determined by consumers 
differently based on the vertical

1 KEY TAKEAWAYS

Consumers use different factors to 
determine the quality of content, 
and the importance of those factors 
vary based on the vertical.

64%
of consumers consider 
high quality content to 
be appropriate

67%
of consumers consider 
content from trusted 
sources important in 
determining content quality

59%
of consumers 
consider objective 
content high quality



Quality & ad relevance are

IMPORTANT2 KEY TAKEAWAYS

Placing digital ads in high quality 
environments is not only important to 
consumers, but also increases their 
likelihood to interact with ads.

74%
of consumers say it is 
important for ads to be 
personally relevant

81%
of consumers consider it 
important that ads are 
placed next to high 
quality content

51%
of consumers are likely 
to engage with ads 
found within high 
quality content



3 KEY TAKEAWAYS

Placing ads in low quality 
environments has consequences 
impacting engagement and 
consumer favorability.

39%
of consumers would 
stop using brands 
with ads near low 
quality content

45%
of consumers would feel 
less favorable toward 
brands that appear next 
to low quality content

51%

of consumers cite 
advertisers as the 
most responsible for 
the content that 
appears next to ads

Consumers hold

BRANDS
accountable



Thank you


