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TV	
   Newspapers	
   Magazines	
   Outdoor	
   Cinema	
   Radio	
   Digital	
   Exhibi?ons	
  

paren?ng.	
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  forum.	
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   Cooking.	
  	
  luxury.	
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   lifestyle.	
  	
  motoring.	
   music.	
   entertainment.	
  	
  

trending	
  topics.	
  social	
  news.	
  	
   video.	
  news.	
  	
  



page	
  views	
  

2.1	
  billion	
  

unique	
  browsers	
  

139	
  million	
  

ad	
  impressions	
  

4.4	
  billion	
  



Na?ve	
  adver?sing	
  spending	
  worldwide,	
  by	
  region	
  (in	
  billion	
  U.S.	
  dollars)	
  

Source:	
  Sta?sta	
  2018	
   Source:	
  ©	
  Sta?sta	
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  is	
  Na?ve	
  Adver?sing?	
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na?ve	
  

In-­‐stream	
  
na?ve	
  

Paid	
  
search	
  
units	
  

Promoted
lis?ngs	
  

Sponsored	
  
content	
  

Custom	
  
content	
  



EARNED  MEDIA


OWNED  MEDIA  


PAID  MEDIA  


Forms	
  of	
  media	
  from	
  a	
  marketer’s	
  perspec?ve	
  



“Na$ve	
  adver$sing	
  is	
  paid	
  adver$sing	
  (media)	
  
where	
  the	
  ad	
  matches	
  the	
  form,	
  feel	
  and	
  func$on	
  of	
  

the	
  content	
  of	
  the	
  media	
  on	
  which	
  it	
  appears.”	
  
	
  
	
  

PAID  MEDIA  




Na?ve	
  Ad	
  Units	
  	
  

Off-­‐site	
  	
  

Na?ve	
  Ad	
  Content	
  	
  

On-­‐site	
  	
  

Content	
  Recommenda?on	
  	
  

Publisher	
  Network	
  

Publishers	
  Na?ve	
  Adver?sing	
  Ecosystem	
  	
  	
  



Sponsored	
  Editorial	
  

Integrated	
  Editorial	
  

Custom	
  Editorial	
  

	
  

Na>ve	
  Ad	
  Content|	
  On-­‐site	
  	
  

	
  

Brand	
  integra?on	
  level	
  Brand	
  integra?on	
  level	
  Brand	
  integra?on	
  level	
  

Infographics




Image  galleries


  


Wri;en  ar<cles


Videos


GIFs  
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Content	
  Recommenda>on|	
  Publisher	
  Network	
  	
  



	
  
	
  
Why	
  should	
  brands	
  partner	
  up	
  with	
  publishers	
  	
  
	
  

	
  





3.	
  	
  Premium	
  inventory	
  1.	
  	
  Brand	
  safety	
   2.	
  	
  Premium	
  content	
  

Publishers|	
  Source	
  of	
  truth	
  	
  



When	
  to	
  use	
  Na?ve	
  Adver?sing?	
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  Publishers	
  help	
  brands	
  create	
  content	
  at	
  each	
  stage	
  of	
  the	
  funnel	
  	
  	
  

Awareness	
   Brand	
  Recall	
  

Considera?on	
   Retransmission	
  

Conversion	
  	
   Purchase	
  intent/Ac?on	
  

Upper  Funnel


Mid  Funnel


Lower  Funnel




Why	
  use	
  Na?ve	
  Adver?sing?	
  	
  



	
  

Na?ve	
  ad	
  content	
  does	
  work|	
  The	
  value	
  of	
  na?ve	
  as	
  a	
  standalone	
  solu?on	
  
	
  	
  

Unaided  Awareness  +69%  


Purchase  Intent  +51%  




What	
  should	
  publishers	
  invest	
  in?	
  



Technology	
  	
  

Data	
  and	
  	
  	
  
Measurement	
  	
  

Content	
  
Studio	
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  3	
  Key	
  pillars	
  for	
  publishers	
  
	
  



5	
  Key	
  Takeaways	
  

1.  Unified  terminology  (On-­‐site  Vs  Off-­‐site)


2.  Premium  Publishers  remain  the  source  of  truth  to  brands  and  tap  onto  users’  loyalty


3.  Na<ve  Adver<sing  can  be  used  across  the  en<re  marke<ng  funnel  


4.  Na<ve  Adver<sing  drives  high  impact  on  brand  funnel  metrics  when  done  right  


5.  Publishers  to  have  the  perfect  triangle:  Right  content,  data  and  technologies  in  place  





