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A Deep Dive Into
Earned Attention in
2025




ABOUT THE RESEARCH:

The world of public relations is undergoing a rapid
transformation. From the rise of Al-powered tools to the
fragmentation of media and an insatiable demand for radical
authenticity, the rules of the game have changed. This
research explores how successful brands and leaders are
moving beyond traditional media relations to build credibility
and influence in a hyper-connected world.

OUR METHODOLOGY:

[ |

Ipsos conducted a quantitative online survey among 1,000
consumers representative of the General Population, and 92
senior-level marketing leaders (Marketers) in the US to
Identify news consumption and credentialing, as well as what
brands can do to build trust in their comms.

“Marketers”: Brand Marketers/Managers/Strategy, Ad Agency,
Media Agency Professionals



" LEGACY MEDIA
DELIVERS
CREDIBILITY, BUT
ATTENTION LIVES
ON SOCIAL




LEGACY MEDIA HAS
SPENT DECADES

BUILDING
LEGITIMACY...

...and that trust remains a
lasting anchor even as

modern sources emerge.

57% of consumers say
local news is their most
trusted source, and 44 %
still turn to legacy media
as their anchor.



AT THE SAME TIME, *
SOCIAL PLATFORMS
DOMINATE THE NEWS

DIET.

For sheer reach and

85% of 18—34 year cultural impact, social
olds and 67% of 35-54 rules the day.
year olds now get

their news from social
platforms.




WHAT THIS MEANS

Modern PR must master the art of fusion — leveraging social for

scale and immediacy, while leaning on the trust signals of

legacy media to anchor credibility. It's not a trade-off; it's a

balance.

Social media is an important news platform, especially when reaching those under
55. However, traditional TV news outlets and websites are still key platforms for all
ages to get their news as well.

Radio (AM/FM or satellite)

Podcasts or audio news updates

Email newsletters

Other

Traditional news sources like local and legacy news are the most trusted across all
age groups. Despite more use of social platforms for news, those 18-34 still trust
legacy news sources as well as independent creators.

Local News

I
2gacy News Sources: [e.g. The
New York Times, FOX, BBC, etc] 42%

Independent Creators and/or
Influenc

Other

None of the above



HOW TO CURATE
CREDIBILITY ON
SOCIAL

~SNCNORIN




Tactical Elements in Trust:

Marketers’
What Consumers Expectations of
Value Most what Consumers
value most

1. Fact-checked 1. Visual Proof
information with clear (photos, video,
data documents)

2. Transparency
about sources (clear
citations, named
sources)

2. Fact-checked
information with
clear data

3. High production
quality (clear
visuals,
professional
format)

3. Unbiased or

balanced reporting

1.

FOCUS ON
PROOF AND
RESONANCE

People aren't easily fooled by polish.
Their top trust signal is
fact-checked information with clear
data, followed by transparency of
sources and balanced reporting. Yet
the brand leaders we spoke to believe
visual proof (photos, videos,
documents) is most valued, ranking it
twice as highly as clear data.

That gap matters. With Al and
manipulated imagery on the rise,
visuals alone are no longer the
shortcut to trust they once were. This
creates a clear opening for brand
leaders: elevate functional proof
(fact-checked data, transparent
sourcing) while still harnessing visuals
to amplify and simplify that proof.



Continued...

Emotional Signals of Trust

Marketers’
What Consumers Expectations of what
Value Most Consumers value
most

1. Matches my gut 1. A person they trust
instinct already agrees with it

2. A person | already 2. Recommendations
trust agrees with it from friends/family

3. It feels emotionally
honest (tone,
delivery)

3. It feels emotionally
honest (tone, delivery)

IN A NUTSHELL:

Credibility is multifaceted — it requires
proof and resonance. The real
opportunity lies in delivering the deeper
validation and consistency that today’s

consumers are looking for.

1. FOCUS ON
PROOF AND
RESONANCE

Yet the pursuit of trust isn't only about
facts; it's also about feeling. When we
look at emotional signals, people don't
offer a single silver bullet. Instead, they
prioritize messages that “match [their]
gut instinct” and come from “a person
[they] already trust agrees with it.”

Brand leaders recognize some of this,
ranking trusted recommendations and
emotional tone highly. But the nuance is
lost, and familiarity alone doesn’t cut it.
Consumers gravitate toward messages
that feel honest and speak to them
instinctively.



2. MAKE YOUR
STORY EASILY
VERIFIABLE

Today’s audiences are buried in click bait and
sensationalized headlines, but when something feels
off, they don't hesitate to fact-check. When
confronted with a news story that feels questionable,
44% of consumers say their first instinct is to
fact-check on their own. And the biggest credibility
red flag? A lack of clear evidence, data, or sources —
flagged by 65% of respondents.

The bottom line: social media users are deliberate
about who they trust. Skepticism
is second nature, and fact-checking

has never been easier.

IN A NUTSHELL:

The consumer has become the final
arbiter of truth. Their self-service
verification highlights why "providing

clear, simple facts and data" is an

essential part of building brand trust

today.




3. CONSISTENCY
IS CURRENCY

Brand leaders know consistency matters: 90% agree
brands need a steady presence outside of crisis
moments. But the execution falls short — only 29%
strongly agree their brand’s voice is consistently
authentic and human.

Consumers notice. They reward brands with a
consistent, positive reputation over time (25%) more
than those that can simply respond rapidly to a crisis
(14%).

While speed is valued in the moment, without
sustained authenticity it risks feeling performative.

IN A NUTSHELL:

Without investing in an organic

social presence, brands are leaving

attention untapped.

CONSISTENCY BANKS EQUITY THAT SPEED ALONE CANNOT BUY.



SUMMARY

Today's consumers want evidence, resonance, and authenticity, all
delivered with the immediacy of social and the rigor of legacy media.

That's why PR must evolve. VaynerMedia’s vxPR was built for this
modern mandate:

* We engineer stories that fuse legacy media’s authority with
social’s scale and speed.

* We move beyond vanity plays to deliver cultural relevance,
functional proof, and transparency.

» We create with consistency, ensuring brands show up
authentically long before a crisis hits.

This is how to build credibility and influence in today'’s
hyper-connected world.

SOURCE 1: IPSOS OMNIBUS ONLINE QUANTITATIVE SURVEY, N1,000 US ADULTS AGE 18-65 NATIONAL REP A
SAMPLE Field dates:

SOURCE 2: IPSOS COMMUNITIES ONLINE QUANTITATIVE SURVEY OF N92 US BRAND MARKETING, 9/1 5_24/2025
INSIGHTS, AD & MEDIA BUSINESS PROFESSIONALS
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DETAILED RESULTS:
IPSOS SURVEY OF
1,000 CONSUMERS &
92 MARKETERS



Detailed Results:

Trust is the top thing marketers want their brand to be
known for.

If you could guarantee only one thing about how your brand is perceived in the
next 2 years, what would it be?

Always trusted _ 51
Always relevant - 27%

Always responsive . 9%

Always aligned with values - 13%

M Total
N=92 Marketers

Ipsos' data shows that trust is a multiplier, having a
positive impact on product usage, willingness to pay a
premium, and even the memorability of comms.

Trust is a multiplier

"
34 & - i
. u 13 16 l.

Distrust a great deal Distrust a little Neutral Trust a little Trust a great deal

= Memorable ads = Pay a premium Product use



Detailed Results:

Majority of consumers are consuming media daily or
multiple times a day (70%). Boomers are the most
frequent seekers of news (50% seeking out multiple
times a day)

How often do you actively seek out news content?

— 38%
Multiple times a day S 5%

I 2/

Once daily 3%
| ______K[FA c

Once a week c
_— G

Less than a few times a week
11%

Once a month

K3
Only when something major happens o

7
| don't actively seek out news content

W Total
18-34 (A)
355008)

Very few trust their news sources completely.

Overall, how much do you trust the news you consume?

I 6%
Do not trust at all
5%
I 12
Trust a little s
15%
A
Trust sometimes / somewhat 255 °
44%
I 227
Trust most of the time "'ZE:_
. 5%

Trust completely 5
3%

W Total
18-34 (A)
85454808)

N=1,000 Gen Pop Consumers



Detailed Results:

Credibility is mostly driven by clarity of
information/evidence given but also by familiarity and trust
in the source itself.

When reading a news story, which of the following makes you question its credibility?

ettt e sourcee 2= 1
named sources

It comes from a source | don't recognize

I
<

or trust
The headline or tone seems overly _ 349,
emotional or sensational R
It feels like it's trying to sell me something _ 34%

The visuals (photos, video) seem low- _ 279
/0

quality or manipulated
The content contradicts my pre-existing - 14%
beliefs or values -

It's being shared everywhere by accounts
| don’t follow

Other

|
N

W Tota

If a source’s credibility is questioned, then consumers
will utilize other sources to fact check themselves.

When you come across a news story online that feels believable but you
haven't verified it yet, what are you most likely to do first?

Mentally or physically - 18
bookmark/save it to revisit later %
Keep scrolling -
Share or discuss it with others - 12
None of these - 9%

M Total

N=1,000 Gen Pop Consumers



Detailed Results:

Social media is an important news platform, especially when
reaching those under 55. However, traditional TV news
outlets and websites are still key platforms for all ages to
get their news as well.

When you do hear the news, what sources does it come from?

Social media platforms (e.g =—————
Instagram, Facebook, TikTok, =
YouTube, Reddit, Discord) 349

I 56
TV news (cable or network) ] 50%
I 42
News websites or apps (e.g., CNN, 3;}:24
NYTimes, BBC) il
; ; 7
Friends, family, or coworkers (in 37% c
person or messages) 37%

30%
I 26
Radio (AM/FM or satellite) 19% s

I 29%

Podcasts or audio news updates c
16%
I 13%
1%
Email newsletters 10%
B

W 3%
Other e
AB

M Total [118-34 W3554 | 55+

Traditional news sources like local and legacy news
are the most trusted across all age groups. Despite
more use of social platforms for news, those 18-34
still trust legacy news sources as well as independent
creators.

Which news sources and creators do you trust most?(Select up to 3)

[ 57
54%
58%

Local News

I
Legacy News Sources: [e.g. The BC
New York Times, FOX, BBC, etc ] 2

I 5
Independent Creators and/or
Influencers c

1

B
Other '“:
[ I3
8%

None of the above

N=1,000 Gen Pop Consumers WTotal (71834 M3554 [155+



Detailed Results:

Credibility is mostly driven by clarity of
information/evidence given but also by familiarity and trust
in the source itself.

When reading a news story, which of the following makes you question its credibility?

/0
named sources
It comes from a source | don't recognize _ 439,
43%
or trust
The headline or tone seems overly _ 249,
emotional or sensational o
iteels like it's trying to sell me something || GTGNNNGN

The visuals (photos, video) seem low-
quality or manipulated

N
=~

The content contradicts my pre-existing

: 14%
beliefs or values

It's being shared everywhere by accounts
| don't follow

Other I 2%

If a source’s credibility is questioned, then consumers
will utilize other sources to fact check themselves.

When you come across a news story online that feels believable but you haven't verified it yet, what are you
most likely to do first?

Mentally or physically

Keep scrolling

Share or discuss it with others - %
- 9%

None of these

N=1,000 Gen Pop Consumers - rotal



Detailed Results:

Tactics for what makes news memorable are mixed, with
credible evidence and breaking news being what consumers
say tend to stick with them the most.

What types of news stories tend to stay with you the longest?

Stories with strong evidence or credible
data

N
o~
)

Breaking news about major world events
(wars, disasters, politics)

N

Stories that feel personally relevant to me
or my community

Stories that spark strong emotions
(inspiring, heartbreaking, or shocking)

N
]

w

Stories with ongoing updates or long-term
consequences

@

Stories that connect to my values, identity
or beliefs

Stories that include clear visuals (photos,
video, or powerful imagery)

~

o

Stories lots of people around me are
talking about

W Tota

Current news and data-driven insights are also the
most likely to get engagement from consumers.

Which of the following content types are you most likely to engage with when
consuming news (e.qg., reshare, comment, like, save, or click through)?

o
I

News and current events
Data-driven insights or infographics
Personal stories or anecdotes _ 31%
Humorous content or memes _ 28%

w
a

Something interesting about a brand or
service

Product reviews or recommendations _ 22%

Other | 1%

None of these - 9%

N=1,000 Gen Pop Consumers



Detailed Results:

Consumers acknowledge their trust of news sources is on
the decline recently — and Marketers agree it's become more
difficult to build trust with consumers.

Has your trust in news sources changed over the
past five years? If so, how?

Trust has increased slightly - 4%
Trust has increased significantly - 7%

Trust has decreased significantly 32%

Trust has decreased slightly 24%

Remained about the same 24%

9%

It has not changed at all

W Total

N=1,000 Gen Pop Consumers

In the last five years, how has building
trust with consumers changed?

It has become much easier I 3%

It has become somewhat
N 11%
easier

It has stayed about the same . 7%

It has become somewhat
61%
harder
It has become much harder - 18%

M Total

N=92 Marketers
N=1,000 Gen Pop Consumers



Detailed Results:

Consumers feel that transparency is largely comes from
functional elements like information clarity, but consistency
is also a key factor.

When a brand says it's "transparent,” what does that actually mean to you?

They clearly explain where their information _ 359
comes from (sources, data, citations) ”
They show consistency between what they say o
30%
and what they do
They admit mistakes publicly and show how _ 26%
they’ll fix them ”

They make it easy to see what's in their

products/services (ingredients, pricing, _ 24%

policies)
They communicate in plain language, not _ 299
corporate spin -

They let independent voices (employees,
customers, third parties) speak openly

They share behind-the-scenes context (how _

decisions were made, what's really happening)

Other . 2%

W Total

Again, the functional elements of providing a
high-quality product/service is table stakes, but
maintaining a consistent, positive reputation is also a
key aspect of trust.

If you had to choose, which matters more for trusting a brand?

The quality and proven
performance of their product or
service

'S
(&)

%

25
%

Their consistent, positive
reputation over time

Their commitment to their
values, even if it's not popular

15

Their ability to respond quickly
and effectively to a crisis

°
>

©
S

Other 1%

N=1,000 Gen Pop Consumers M Total



Detailed Results:

Consumers default to tactical fact-based tactics of
credentialing — showing that this is a table stakes hurdle
brands need to address when building trust with audiences.

How important are each of the following in making you believe a
piece of news is true and the source behind it is credible.
(5 pt agreement scale: TB Strongly Agree %)

Fact-checked information with
clear data

47
%

lear chations, named sources) T .
)

(clear citations, named sources %

Visual proof (photos, video, _ 38
documents) %
. 29
Consistent and frequent updates _ %
In-depth analysis or long-form _ 25
context %

High production quality (clear _ 22
visuals, professional format) %
N=1,000 Gen Pop Consumers

Markets place more value on visual proof and
production value, which are supporting elements after
meeting consumers’ basic needs of trust.

Which tactical credibility signal do you think audiences value most?(Select one)

Fact-checked information with _ 18%
clear data ?
Transparency about sources o
Z
(clear citations, named sources) - 1%
Unbiased or balanced reporting - 10%
Vel ecumentsy o I >
documents) ?
Consistent and frequent updates - 10%

In-depth analysis or long-form . 3%
context

High production quality (clear _
N=92 Marketers visuals, professional format) 16%



Detailed Results:

Consumers don't feel there is a silver bullet in how to
emotionally signal trust, showing a need for Marketers to
balance a variety of factors including the source and tone.

How important are each of the following emotional or social signals in making
you believe a piece of news is true and credible
(5 pt agreement scale: TB Strongly Agree %)

It matches my gut instinct _ 18%
A person | already trust agrees o
o 18%
with it
It feels emotlon'ally honest (tone, _ 16%
delivery)
The messenger’s personal _
. . 16%
experience or relatability
Lots of people are tallgng about it _ 16%
or sharing it

Recommendations from friends
or family

13%

N=1,000 Gen Pop Consumers

Which emotional/social credibility signal do you think audiences
value most?(Select one)

It matches their gut instinct - 5%
A person they already trust _ 27%
agrees with it ’
It feels emotionally honest _ 23%
(tone, delivery)
The messenger’s personal -
. . 9%
experience or relatability
Lots of people are talking about -
. . . 12%
it or sharing it
Recommendat|0n§ their friends _ 24%
or family

N=92 Marketers



Detailed Results:

Marketers don’t feel like they're currently delivering on key
elements of trust building — like having a consistently
authentic voice.

Please rate your agreement with the following statements (TB % Strongly Agree)

We believe that a brand’s respect for a customer’s

_ _ . 51%
data privacy is a key driver of trust. ’

Our brand's marketing strategy prioritizes building
long-term customer relationships over short-term
conversions.

Our brand’s voice and messaging are consistently 299
authentic and human. ==
We have a well-defined process for handling negative
feedback and customer complaints on public - 17%
channels.

32%

Our marketing team has clear metrics to measure the
success of its trust-building efforts.

N=92 Marketers



Detailed Results:

Marketers and Consumers agree that brands need to have a
consistent presence on social media outside of just crisis
moments.

How important is it for brands and leaders to have a consistent
presence on social media outside of crisis moments?

I 0%
Extremely important e
3%
I 24
Very important c 5
13%
I 25

Somewhat important 33%

27%

24%

I 217
1%

A

Not very important
AB

I 15

5%

Not important at all

A

M Total [ 18-34 W 35-54 | |55+

N=1,000 Gen Pop Consumers

How important is it for brands and leaders to have a consistent
presence on social media outside of crisis moments?

Extremely important _ 40%
Somewhat important . 9%

Not very important | 1%

Not important at all

W Total

N=92 Marketers



Detailed Results:

Crisis communication is still a key element of PR as majority
of consumers admit they’'ve changed their opinion of a
brand because of how they handled a crisis.

Have you ever changed your opinion about a brand
or leader based on how they handled a crisis?

Yes

W Total

There is a fine line to walk to not be seen as too
performative or avoidant — as consumers believe both can

be equally damaging to brands.

What's more damaging for a brand's perception?

Be perceived as performative

Be perceived as a_vo\dlng the - 27%
conversation
s equa”y damaging _ =

W Total

IS
X

N=1,000 Gen Pop Consumers



Detailed Results:

Brand’s communications need to go beyond just the
executive sharing their own perspectives, as nearly half of
consumers feel this does not impact their trust.

How much does a leader or executive of a brand sharing their own
perspective on social media impact your trust in their brand/company?

Increases my trust significantly . 6%

20%

Increases my trust slightly

Has no impact on my trust 48%

Decreases my trust slightly . 7%

Decreases my trust significantly . 5%

It depends on what they say - 15%

W Total

Functional tactics like providing clear and simple facts are
consumers’ top way that brands can build trust, with
accountability another important facet — especially for
younger generations.

Which of the following action would make you trust a brand more?

They provide clear, simple facts and

They admit when they've made a
mistake

They show the process behind how
their product/service is made

They have a real person, not a

spokesperson, deliver important - 1%

messages

They use their platform to talk about

8%
social issues

Other I 1%

N=1,000 Gen Pop Consumers



Detailed Results:

Tactics for building trust likely depend on the industry the
brand plays in, but social proof and sharing valuable
information are what Marketers agree are most critical.

Of the following, which single strategy is most critical for a brand to
build trust with your audience?

Showcasing social proof like
customer reviews and testimonials

_ 30(y0
Creating highly valuable,
. 25%
educational content

Actively responding to customer
feedback and inquiries

Being transparent about business -
. 15%
practices and data usage

Aligning the brand with a social or -
. 8%
ethical cause

Other I 3%

N=92 Marketers

Marketers also agree that an active, engaging presence on
social as well as a clean/professional online experience are
also key trust building factors.

In your opinion, which of these elements of a brand's online presence is the
most effective at building credibility?

A clean, professional website

X 37%
and online store ’

An active, engaging presence

? X 37%
on social media

Partnerships with reputable
influencers or third parties

16%

A high-quality blog or content

9
hub 10%

N=92 Marketers



Detailed Results:

Influencer and creator partnerships top PR budget priorities
for Marketers.

If you had to cut your PR strategy budget in half tomorrow, which
would you keep?(TB %- The area you would fight hardest to keep)

Influencer and creator partnerships 33%

Experiential and events 26%

Crisis communications 18%

Traditional media relations 6%

Executive visibility

~
L

HTB

N=92 Marketers

Social media is an important news platform, especially when
reaching those under 55. However, traditional TV news
outlets and websites are still key platforms for all ages to
get their news as well.

When you do hear the news, what sources does it come from?

Social media platforms (e.g

Instagram, Facebook, TikTok _ 59%
YouTube, Reddit, Discord)
TV news (cable or network) _ 56%
News websites or apps (e.g., CNN, — 42
NYTimes, BBC) 0
Friends, family, or coworkers (in _ 37%
person or messages)
Radio (AM/FM or satelite) || | | I 25>
Podcasts or audio news updates _ 20%

Email newsletters - 13%

Other B 3%
M Total

N=1,000 Gen Pop Consumers



