


context is critical.

But what about negative sentiment? 

Introduction



Field date

Participation

Statistically significant differences are calculated at 95% confidence interval.



refers to an aligned relationship 
between the message of an ad and the content 
surrounding it 

refers to how receptive consumers 
are to an advertisement or brand

refers to how favorable consumers 
find a brand in a given environment 

refers to how memorable 
consumers find an advertisement  

refers to whether an article conveys a 
positive, neutral, or negative tone to the consumer 
reading it

"Negative" sentiment means a page conveys a 
negative tone, but does not indicate whether the 
page is brand safe  

is a distinction that varies by 
brand, but denotes content that is generally 
interpreted by consumers to be controversial for 
brands to appear alongside 



Content adjacency
affects consumer
perception of a brand

80%
of consumers say ads 
related to the content 
they are viewing impact 
their perception of 
the brand



Consumers find ads 
that align to surrounding 
content more memorable 
and favorable

51%
of consumers have a 
favorable perception 
of brands whose ad 
messages relate to 
the adjacent content 74%

of consumers are 
likely to remember 
an ad if its message 
relates to the 
content around it



Q. How receptive will you be to this ad if it appears alongside the following content headlines:, How would you feel toward the brand if this ad displayed above appears alongside the 
following content headlines:, How likely is it that you will remember seeing the ad displayed above if this ad appears alongside the following content headlines:

Power of Context Study Results

Content Type Receptivity Favorability Memorability

Positive/ 
Neutral 
Sentiment

֔80% ֔93% ֔24%

Average
(across all 
headlines)

28% 24% 43%

The IAS Power of 
Context study showed 
that consumers prefer 
ads that appear 
alongside content 
with positive or 
neutral sentiment



So what about content 
with negative sentiment?



EXAMPLE IAS showed consumers 
two ads alongside content 
with negative sentiment

Trunk space for 
all your gear 

New model 
with pedestrian 
detection 

AUTO AD #1 AUTO AD #2



Q. How receptive will you be to this ad if it appears alongside the following content headlines:, How would you feel toward the brand if this ad displayed above appears alongside the following content 
headlines:, How likely is it that you will remember seeing the ad displayed above if this ad appears alongside the following content headlines:

Consumers selected their preferred ad adjacencies 
across three verticals 

Trunk space for 
all your gear 

New model 
with pedestrian 
detection 

AUTO AD #1 AUTO AD #2

Enjoy $0 online 
stock, ETF, and 
option trades

A financial 
advisor can 
help

FINANCE AD #1 FINANCE AD #2

Extra 20% off 
select styles!

No matter 
how we school, 
let’s be ready.

RETAIL AD #1 RETAIL AD #2



Q. Which of these ads would you be more receptive to when it appears alongside the content below?; Which of these ads would make you feel more favorable toward the brand when it appears 
alongside the content below?; Which of these ads are you more likely to remember when it appears alongside the content below?

Ad Type Receptivity Favorability Memorability

Related 
Message 
Average

61% 68% 65%

Unrelated 
Message 
Average

39% 32% 35%

% Difference ֔57% ֔107% ֔76%

Receptivity, favorability, and memorability were all 
greater for the ads related to the surrounding content

New model 
with pedestrian 
detection 

AUTO AD #1

A financial 
advisor can 
help

FINANCE AD #1

No matter 
how we school, 
let’s be ready.

RETAIL AD #1
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AUTOMOTIVE RESULTS

Trunk space for 
all your gear 

New model 
with pedestrian 
detection 

AUTO AD #1 AUTO AD #2

Consumer receptivity, favorability, and memorability 
were higher for the related ads across all verticals

Q. Which of these ads would you be more receptive to when it appears alongside the content below?; Which of these ads would make you feel more favorable toward the brand when it appears 
alongside the content below?; Which of these ads are you more likely to remember when it appears alongside the content below?



Consumer receptivity, favorability, and memorability 
were higher for the related ads across all verticals
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Enjoy $0 online 
stock, ETF, and 
option trades

A financial 
advisor can 
help

FINANCE AD #1 FINANCE AD #2

FINANCE RESULTS

Q. Which of these ads would you be more receptive to when it appears alongside the content below?; Which of these ads would make you feel more favorable toward the brand when it appears 
alongside the content below?; Which of these ads are you more likely to remember when it appears alongside the content below?
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RETAIL

Consumer receptivity, favorability, and memorability 
were higher for the related ads across all verticals

RETAIL RESULTS

Extra 20% off 
select styles!

RETAIL AD #2

No matter 
how we school, 
let’s be ready.

Q. Which of these ads would you be more receptive to when it appears alongside the content below?; Which of these ads would make you feel more favorable toward the brand when it appears 
alongside the content below?; Which of these ads are you more likely to remember when it appears alongside the content below?

RETAIL AD #1



Content Type Receptivity Favorability Memorability

Negative 
Content
Average

61% 68% 68%

Positive 
Content 
Average

61% 66% 58%

Neutral 
Content 
Average

58% 68% 65%

How did the same tailored ad messaging perform 
across positive and neutral content?

Q. Which of these ads would you be more receptive to when it appears alongside the content below?; Which of these ads would make you feel more favorable toward the brand when it appears 
alongside the content below?; Which of these ads are you more likely to remember when it appears alongside the content below?



What do consumers say?

Message alignment 
and relevance 

results in ads that 
consumers prefer 

and remember

“



Consumers prefer ads to be  

RELEVANT 
KEY TAKEAWAYS

51%
of consumers are 
favorable toward brands 
whose ad messages relate 
to the adjacent content

80%
of consumers say ad 
messages related to 
adjacent content impact 
brand perceptions

of consumers are likely 
to remember an ad if its 
message relates to the 
content around it

74%to the surrounding content 



Ad message alignment 

IMPROVES 
consumer perception

KEY TAKEAWAYS

107%
increase in favorability toward 
the brand for ad messaging 
aligned with content

57%
increase in receptivity 
for ad messaging 
aligned with content

76%
increase in memorability 
for ad messaging 
aligned with content

57%



KEY TAKEAWAYS

Consumers prefer ad messaging that's  

BEST SUITED 
to the surrounding content environment



HOW IAS CAN HELP

GET STARTED

IAS offers multiple solutions to provide customizable control that 
scales across direct and programmatic buys. In addition to our 
standard brand safety solutions, our patented cognitive semantic 
technology uses natural language processing (NLPԻ to dynamically 
comprehend the nuances of context and sentiment for the most 
precise content classification at scale. 

EXTENDED CONTEXTUAL

Page-level analysis using machine learning and patented 
semantic technology for accuracy and precision

Sentiment and emotion analysisմ The only solution in 
market that can simultaneously detect page sentiment 
and identify the associated emotion

Proactive protection: pre-bid filtering and post-bid 
blocking of content that falls outside your brand 
guidelines

Comprehensive global coverage across languages, 
environments, and platforms like YouTube  

Semantic network built on 350k+ concepts (plus their 
synonyms) linked by 2.8M connections

100֔ off-the-shelf segments 
curated by IAS for vertical & topical 
content avoidance

100֔ off-the-shelf segments 
curated by IAS for vertical, topical, 
& seasonal contextual targeting

BRANDՓSPECIFIC CONTROL

Avoid negative content associated 
with your brand

https://integralads.com/capabilities/brand-safety/



