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Advancing the future of trusted content
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#DCNlive

We believe facts are facts BDCNore

We don't claim perfection; even the best journalism is but

a first draft of history. But we bring to the challenge certain
pasic beliefs that aren't much In fashion these days. We
nelieve facts are facts and that they are ascertainable through
nonest, open-minded and diligent reporting. We thus believe
that truth is attainable by laying fact upon fact, much like the
construction of a cathedral. News, In short, is not merely a
matter of views. And truth i1s not merely in the eye of the
beholder.

dc NEXT.

— Peter Kann, letter to readers in The Wall Street Journal, January 12, 1993
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Headlines: € Billbcard Buys Spin and \ibe i Why CBS |s Airing Its First This Flight Tracker Site Is Dr

Ads on Premlum Pubhshers Sites Are 3 T|mes
More Effective at Boosting Brand Favorability

ComScore report cites 'halo effect’ of high-

quahty content “According to comScore, larger and more
B o | et well established brands focused less on
awareness and more on driving results
could also benefit from directing more of
their online spending to premium

publishers.”
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Trust in all Four institutions declines

Percent trust in the Four institutions of government, business, media and NGOs, 2016 vs 2017
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Out of the ashes N

It Is universally understood that trust can
only arise under conditions of uncertainty

and vulnerability.
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We are
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Building the sustainable future for trusted advertising
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A call fFor action
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A powerful trade body for big publishers
sent a letter imploring the CEOs of Google
and Facebook to tackle fake news

Lara O'Reilly = w
® Nov. 23,2016, 7:20AM 4 3,127

Digital Content Next, a
US trade body that
represents premium
online publishers, has
sent a letter to Facebook
CEO Mark Zuckerberg
and Google CEO Sundar
Pichai, calling on the two
companies to do more to
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Duopoly and “everyone else”

US Digital Ad Revenue, Billions ($) Bl INTELLIGENCE
Source: IAB, Facebook, Google, Digital Content Next
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