
Q1:  How much of the content that is online today do you believe is 
dangerous, offensive, or inappropriate for some users?

36.1%  
A Great Deal

49.3%  
Somewhat

2020 TAG & BSI Brand Safety Survey

Conducted by the Trustworthy Accountability Group (TAG) and Brand Safety Institute (BSI) via SurveyMonkey 
among 1,143 US adults from November 28-29, 2020. 

13.5% 
Not very much

1.0% 
None at all



Q2:  Advertisers often stop their ads from running near certain types of 
online content. Which of the following types of content do you think 
advertisers should prevent their ads from running near?

Q3:  Some advertisers do not run ads near news coverage about certain 
topics. Which of the following types of news do you think advertisers 
should prevent their ads from running near, if any?

Violent content

Pornographic content

Gambling-related content

Controversial political views

Illegal drug-related content

Hate speech

Stolen/pirated movies or TV shows

Unsafe or hacked websites

COVID-19 deaths or tragedies

Societal impact of the COVID-19 pandemic

Violent riots or civil unrest

Peaceful marches or protests

Incidents of police brutality

Mass shootings in schools or other locations

Firearms legislation or policy

Controversial politaical figures

Plane crashes

All news coverage should be appropriate for ads

62.8%

29.9%

20.9%

33.5%

16.3%

31.8%
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21.7%

27.6%

23.8%

40.0%

68.0%

73.5%

54.2%

65.8%

68.2%

38.5%

45.3%
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Q4:  Are you more or less aware of brand safety issues - such as those 
involving advertising around dangerous, offensive, or inappropriate 
content - than you were a year ago?

Q5:  How important is it for advertisers to make sure their ads are not 
placed on websites or apps that contain dangerous, offensive, or 
inappropriate content?

24.8%  
Much more aware

58.3%  
Somewhat more aware

More aware

Important

48.6%  
Very important

38.2%  
Somewhat important

13.6%  
Somewhat less aware 

3.4% 
Much less aware

9.8%  
Not very important 

3.3% 
None at all important

83.1%

86.8%



Q6:  If you discovered an ad for a consumer product you regularly buy had 
appeared next to racist neo-Nazi propaganda, how much would you 
reduce your future purchases of that product?

Q7: If you discovered that ads for a consumer product you regularly buy had 
appeared next to terrorist recruiting videos, how much would you reduce 
your purchases of that product?

48.6%  
I would stop buying it

25.0%  
I would reduce my 
purchases by more than half

57.7%  
I would stop buying it

22.2%  
I would reduce my 
purchases by more than half

12.5%  
I would reduce my purchases 

by less than half

13.9% 
I would buy the same amount

10.3%  
I would reduce my purchases 

by less than half

9.7% 
I would buy the same amount



Q8:  If you discovered that ads for a consumer product you regularly buy 
had appeared on a website promoting illegal activities, such as stolen 
videos and other content, how much would you reduce your purchases 
of that product?

Q9:  If you discovered an ad for a consumer product you regularly buy had 
infected your computer or mobile device with a virus, how much would 
you reduce your purchases of that product?

40.6%  
I would stop buying it

27.5%  
I would reduce my 
purchases by more than half

62.0%  
I would stop buying it

18.8%  
I would reduce my 
purchases by more than half

15.0%  
I would reduce my purchases 

by less than half

16.9% 
I would buy the same amount

11.1%  
I would reduce my purchases 

by less than half

8.0% 
I would buy the same amount



Q10:  If you knew a company had required all of its ad partners to be 
independently certified to meet high safety standards for its ads, how 
would that change your feelings about that company?

Q11:  Whose responsibility is it to ensure that ads do not run with dangerous, 
offensive, or inappropriate content?

46.1%  
I would feel much more 
positive about the company

38.9%  
I would feel somewhat more 
positive about the company

10.8%  
I would feel somewhat less 

positive about the company 

4.2% 
I would feel much less positive 

about the company

85%

The advertiser

The ad agency

The technology providers

The website owner

41.6%

58.5%

66.0%

58.9%
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