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The Value of 
Social-Responsibility

+17% Brand Perception

+21% Among millennials

Key Findings

+35% Brand More 
Likely to be Perceived as 
Environmentally-Friendly

+55% Buying Intent

+105% Compared to 
ESG-Negative content

Socially-responsible advertising drives better brand perception and better return.



Study Objective

How can advertisers target content that 
resonates with their brand values? 

What is the industry’s role in creating a better 
and more sustainable world?

Propelled by the rising awareness of socially-
responsible advertising and ESG (Environmental, 
Social, and Governance), this study set out to 
explore the impact of advertising next to ESG-
Positive content on brand perception.



Methodology: World’s First ESG Contextual AI

ESG-Scoring was calculated using AdVerif.AI technology based on semantic NLP to identify articles’ 
topicality and intent, in alignment with the UN 17 Sustainable Development Goals:

• Positive – content related to sustainability, recycling, nature preservation and clean environment.

• Neutral – general news and blogs content.

• Negative – content related to climate change denial and global warming misinformation.

Survey Questions and A/B Testing:
Respondents were presented with 3 questions regarding their 
perception of brands in the context of articles’ content. For each 
question, respondents were randomly presented with ads 
appearing next to a positive, neutral or negative article.
The survey studied ads of 100 popular brands placed across 33 
articles, equally divided between positive, neutral and negative.



Question 1: Brand Perception

Findings:

Appearing next to ESG-Positive content increases brand perception by 17% 
and 44% compared to ESG-Neutral and ESG-Negative content, respectively.

Millennials see brands that support sustainable content 21% and 51% more 
favorably compared to ESG-Neutral and ESG-Negative content, respectively. 

Everyone Millennials

ESG-Positive 62/100 (+17%) 68/100 (+21%)

ESG-Neutral 53/100  ffffffff  56/100 fffff fff

ESG-Negative 43/100 (-19%) 45/100 (-20%)

Brand Positive Perception



Q1: Brand Perception Group 1: ESG-Positive

Positive Neutral Negative Total

48% 27% 25% 100%

How would you rate your 
perception of the brand 
advertising on the 
content shown here?

Positive Score*: 62%

* Calculated using 1 point for each positive 
response and 0.5 point for each neutral response.



How would you rate your 
perception of the brand 
advertising on the 
content shown here?

Q1: Brand Perception Group 2: ESG-Neutral

Positive Neutral Negative Total

40% 27% 33% 100%

Positive Score*: 53%

* Calculated using 1 point for each positive 
response and 0.5 point for each neutral response.



Q1: Brand Perception Group 3: ESG-Negative

How would you rate your 
perception of the brand 
advertising on the 
content shown here?

Positive Neutral Negative Total

28% 31% 41% 100%

Positive Score*: 43%

* Calculated using 1 point for each positive 
response and 0.5 point for each neutral response.



Question 2: Brand Perception as 
Environmentally-Friendly

Findings:

Brands advertising on ESG-Positive 
content are 35% and 97% more likely to 
be perceived as environmentally-
friendly, compared to ESG-Neutral and 
ESG-Negative content, respectively.
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Would you consider the 
brand advertising on the 
content shown here as 
environmentally-friendly?

Q2: Environmentally-Friendly Group 1: ESG-Positive

No, 
31%

Yes, 
69%



Q2: Environmentally-Friendly Group 2: ESG-Neutral

No, 
49%

Yes, 
51%

Would you consider the 
brand advertising on the 
content shown here as 
environmentally-friendly?



Q2: Environmentally-Friendly Group 3: ESG-Negative

Would you consider the 
brand advertising on the 
content shown here as 
environmentally-friendly?

No, 
65%

Yes, 
35%



Question 3: Willingness to Buy

Findings:

4 out of 5 viewers say they have low 
to medium willingness to buy from 
brands appearing next to ESG-
Negative content. 

On the opposite, 3 out of 4 say they 
have medium to high willingness to 
buy when brands appear next to ESG-
Positive content.
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Assuming this is a product you 
are looking to buy, and you see 
the ad for it appearing on the 
content shown here, how 
would you rate your willingness 
to buy from this brand?

Q3: Willingness to Buy Group 1: ESG-Positive

Low, 
26%

Medium, 
29%

High, 
45%



Q3: Willingness to Buy Group 2: ESG-Neutral

Assuming this is a product you 
are looking to buy, and you see 
the ad for it appearing on the 
content shown here, how 
would you rate your willingness 
to buy from this brand?

Low, 
34%

Medium, 
37%

High, 
29%



Q3: Willingness to Buy Group 3: ESG-Negative

Low, 
47%

Medium, 
31%

High, 
22%

Assuming this is a product you 
are looking to buy, and you see 
the ad for it appearing on the 
content shown here, how 
would you rate your willingness 
to buy from this brand?



Expert Reaction

The AdVerif.ai research underscores the 
importance of aligning brand and consumer 
values – particularly among younger 
generations who are increasingly voting with 
their wallets when it comes to matters of ESG 
[environmental, social and governance].  

It’s promising to see how impactful contextual 
alignment can be in telegraphing a brand’s ESG 
positioning through media.

Martin Bryan, Head of Sustainability at UM.



Advertise on ESG-Positive Content. 
Do Good. Get Greater Returns.

What is your advertising campaigns’ ESG score?

Contact us to learn more.

or@adverifai.com

Let’s power socially-responsible advertising everywhere!

https://adverifai.com/esg-positive-advertising/
mailto:or@adverifai.com

