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1. Newspaper Advertorials 1910s 



1. Newspaper Advertorials 2. Google AdWords 



1. Newspaper Advertorials 3. Facebook Ads 2. Google AdWords 



1. Newspaper Advertorials 4. BuzzFeed 2. Google AdWords 3. Facebook Ads 



1. Newspaper Advertorials 5. All Digital Publishers 2. Google AdWords 3. Facebook Ads 4. BuzzFeed 



In 2015, US Native ad spend is expected to 

hit $10.7 billion 
-eMarketer, 2014  

Business	Insider	intelligence	report	
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IMAGE

HEADLINE

‘SPONSORED BY’ …..LABEL
DESCRIPTION

LOGO

THE BASICS 
Open RTB 2.3 



All Native Formats in One Platform 
ONE SOLUTION FOR ALL FORMATS 

1. In-Feed 3. In-Content 2. In-Ad 4. Content Recommendation Grids 

Scaled for retargeting: Repurpose 
standard banner assets for Native 

High SOV, Mobile 1st,  
Branding & Awareness 

Tactical, for context and unique content 
alignment DR/awareness, Desktop 1st 



IN-FEED	

 
Key Benefits: 
•  High share of voice 

•  Great for branding 
•  Strong Awareness 

Techcrunch.com	





In-Feed 



Key Benefits: 
•  Match with page-level context 

•  Performs up to 5x as effectively as standard 
IAB banners 

•  Excellent for retargeting as it delivers huge 
reach 

IN-AD	



 
Key Benefits: 
•  Measured for brand engagement & 

Direct Response 

•  Reach users at key discovery and 
decision making moments 

CONTENT	RECOMMENDATION	UNITS		



 
Key Benefits: 
•  Create viewable placements across the visual 

web 

•  High SOV within the viewable content area 
•  Effective for building awareness as well as a 

compliment for DR messages 

IN-CONTENT	
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*Emo?onal	 rejec?on	 of	 18%	 above	
the	 average	 for	 non-labelled	 content	
and	 7%	 below	 the	 average	 where	
content	was	clearly	labelled.		
	
Increased	 transparency	 also	 drove	
heightened	 engagement	 across	 a	
wide	range	of	emo?ons.		



A	GREATER	OPPORTUNITY	
TO	BE	NOTICED	

A	MORE	
SUSTAINABLE	
MECHANISM	

A	MECHANISM	TO	
SEGMENT	
AUDIENCE	NEEDS	
AND	INTERESTS	

AN	OPPORTUNITY	
TO	DIFFERENTIATE	
BRAND	THROUGH	
SERVICE	

Iab	content	marke?ng	and	na?ve	adver?sing	white	paper	December	2016	

WHY	NATIVE?	
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1.  Acceptable Ads are not annoying. 

2.  Acceptable Ads do not disrupt or 
distort the page content we're 
trying to read. 

3.  Acceptable Ads are transparent 
with us about being an ad. 

4.  Acceptable Ads are effective 
without shouting at us. 

5.  Acceptable Ads are appropriate to 
the site that we are on. 

AD BLOCKING 
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Posi?ve	emo?onal	resonance	

Slow	to	draw	a3en?on	

Nega?ve	emo?onal	resonance	

Slow	to	draw	a3en?on	

Quickly	draws	a3en?on	

Short	fixa?on	?me	

Very	quickly	draws	aIenKon		

Long	fixaKon	Kme	

-	Yahoo	

PosiKve	emoKonal	resonance	

THE IMPORTANCE OF PERSONAL AND CONTEXTUAL RELEVANCE 



RIGHT	
MESSAGE	

RIGHT	TIME	

RIGHT	
PERSON	



RESEARCH	TO	IDENTIFY	THE	RIGHT	CHANNELS	FOR	YOUR	PERSONAS	



SUPPLY OF CONTENT 

DEMAND FOR CONTENT  

BROWSING FOR IDEAS CONSIDERING OPTIONS COMPARING DEALS 

49% 

75% 

6% 

1% 

5% 

1% 

10.5% 

2% 

1.5% 

1% 

1% 

1% 

27% 

19% 

100% 

100% 

AWARENESS CONSIDERATION ENGAGEMENT PURCHASE 

USER	JOURNEY	ANALYSIS	



[VALUE]% [VALUE]% [VALUE]% 

[VALUE]% 
[VALUE]% 
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Time spent Page views Social actions CTR Combination of 
all 

TOP METRIC FOR MEASURING SUCCESS FOR NATIVE 
ADS? 

-Polar 



Publish and promote your content.  
Allow sharing to outposts and networks.  
Draw people to your content hub.  

 

Be worth finding. Your content hub 
needs to be relevant, inspirational, 
useful and problem solving.  

Capitalise on marketing investment. 
Develop re-marketing and email 
automation to ensure relevance at buyer 
stage and drive repeat sale. 

Thrilled customers are key to 
social media marketing, social proof, 
repeat sales and referral.  



EXPERIMENT  

DEFINE GOALS & KPIs 
Consectetur	lacus		

THINK LIKE A PUBLISHER 

BE ETHICAL 
Disclosure	is	key! 

MAKE IT RELEVANT 

ADD VALUE 
Is	this	useful?	

Is	it	enjoyable?	

KEY TO SUCCESS  


