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Who cares about the facts?
Samira Brophy, senior director,
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the power of trust

67%

Say they tend to buy
brands that reflect
their personal
values

Source: Ipsos Global Trends 2025 “The Uneasy decade”

© Ipsos

(&4

Say they are “more
likely to trust a new
pr*@ if it’s made
by a brand | already
know*

952%

Are “Willing to
spend extra for a
brand that appeals
to me”

Compared to 2013, this
iS....

+13%pts globally
+20%pts in GB

Ipsos /



2025
Veracity Index

All professions

“Now | will read you a list of
different types of people. For
each would you tell me if you
generally trust them to tell the
truth, or not?”

% trust to tell the truth

Nurses

Engineers

Doctors

Teachers

Professors

Scientists

Museum curators
Historians

Judges

Artists

The ordinary man/woman in the street
Clergy/Priests

Civil Servants

The Police

Bankers

Pollsters

TV News Readers

Trade Union officials
Charity chief execs
Landlords of private residential properties
Estate agents

Business Leaders

Local councillors
Joumnalists

Advertising executives
Government Ministers
Politicians generally
Social mediainfluencers
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Effective trust campaigns link

Top trust-building campaigns are more likely to report very large business effects
(% of for-profit campaigns reporting very large business effects)

+27pp (*41%) 93%

I

IPA Effectiveness Databank average Most effective trust-building campaigns

Source: IPA, n=182 for profit IPA
Effectiveness Databank w MMRE 8?
Campaigns 1998 to 2024 ®
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IPSOS identified what

effective.creativity.daoks like
coeaTE | BN | creaTvEERS

M
b3
TOLD ME
SOMETHI
NG NEW
PLACE IN
POPULAR
CULTURE -~
?
How
TMTY Iy gy
"Gs”ﬁﬁxsam,va a

Source: Ipsos Misfits, Ipsos Global Ad Testing Meta-Analysis (n=1.734 cases) lpSOS ;



orea rou g SOCIAL SHORT FORM
d rlve 'S va ry by VIDEO IN-FEED VIDEO

CREATIVE CREATIVE
51 EXPERIENCES 107 expERIENCES

LINEAR VIDEO/ YOUTUBE
09 CREATIVE
IDEAS

50 CREATIVE IDEAS

CREATIVE
76 IDEAS

150 CREATIVE EXPERIENCES

wmmnis? Indexed % increase in average Memory Encoding
Source: Ipsos Creative|Spark Social Video analysis cases (=191 cases) and Short Form Vdeo cases (n=48 . for ads rated hlgh vs. low on each experience -

Ip
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TikTok

-

Same ad.
Same brand.
Different attention.

Different outcomes.

PN

Platform A

Platform B

Platform C

Platform D

Platform E

Platform F

Platform G

Platform H

24 .2
seconds

8.9
seconds

6.8
seconds

6.5
seconds

55
seconds

2.7
seconds

1.7
seconds

0.2
seconds

Source: Amplified, Automotive category, Canada
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Investment shifts over the last
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2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
Low attention Media * High Attention Media

Source: AA/WARC total ad spend for each media exc. search and direct mail ?
High and Low Attention media defined by Lumen Attention data.
®

High attention media = TV, Cinema, Radio, Magazines, News brands
Low Attention media = OOH, Social And internet pure play excluding search and direct mail







“The
medium IS

the
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Ad environment impacts
commercial outcome

% uplift news vs. non-
Non-news brands News brands P news

The greater attention to ads on news sites translated to brand
uplifts for awareness (+11%), consideration (+23%) and action

sourcel KA (320 ) e, erana otics WHAGKRES T




Ad environment Impacts
0ssERMIMES HBreRkilinOMe
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3.
Accountability
and risk



Increasing risk / reward of achieving return
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Linear TV Print BvVOD Online Video Audio Out of Home Generic PPC Online Cinema Paid Social
Displa

Source: Profit Ability 2. Egbiquity, EssenceMediacom, Gain Theory,

Mindshare, Wavemaker UK, April 2024 WMMRES?
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Trust iIn channels

m 2021 m 2025

35% 35%

30%

Television Cinema Radio Outdoor  Magazines News brands Direct Mail Online  Social media Influencer

Source: Credos Trust Tracker (Advertising Association) mmnS?
Q. To what extent, if at all, do you trust each of the following types of advertisi | tg and services? (very trusting / fairly trusting), Kantar, 2025, n=

2,534




‘ﬁ The tyranny of targeting

odern media analytics is in danger of reducing
the medium back to being the medium alone. If
we continue down this path, we may end up on

a fool’'s errand, mistaking accuracy for
effectiveness and precision for persuasion. , ,

Charles Vallance, Founder, VCCP
WHEVEARES T
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Building [rust
matters to

sustained brand

SUCCESS
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We're making
more stuff.

This costs, so
make It count

W ki S 7




Brand and profit
matter.

Effectiveness,
not just efficiency
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