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Definition

Native advertising is paid advertising

where the ad matches the form, feel, function
and quality of the content of the media on
which it appears
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Native Advertising Trends in News Media

e Collaboration between WAN-IFRA and the
Native Advertising Institute

* Third edition
» 127 respondents from 45 countries
 Both editorial and commercial executives

* Report will publish from
nativeadvertisinginstitute.com
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How likely are
you to use native
advertising as an
advertising or
service option?

Not likely
0 %
Less likely
12%

Likely

Most likely

B 11 %

We already do

31%

56 %
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to your company?

Not important
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What are your feelings
toward native advertising?

Positive
89 %

Neutral
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How do you price native advertising
vs. tradition advertising?

Higher

69 %

Lower

P

The same
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How do you have
a dedicated sales team
for native advertising?

Yes
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Average native advertising
share of total ad revenues

11 %
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What is your
biggest challenge
regarding native
advertising?
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Convincing advertisers to tell real stories

Training sales team

Explaining native advertising to advertisers

Producing engaging native advertising content

We don’t measure our native advertising

Proving the effectiveness of native advertising

Creative effective strategies

Getting media agencies involved in native advertising projects

Convincing advertisers to buy native advertising

Organising the native ad team

Getting management buy-in

Other

42 %

39 %

35%

37 %

27 %

24 %

17 %

13 %

7 %

7 %

6 %

4 %
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Be an Agency
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How do you label
native advertising?

"Sponsored content”
58 %

By using look and feel
I - = o

"Advertisement”
25 %

Other

17 %

Paid content
13%

We don’t label
8 %

"Sponsor generated content”
7 %
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Promo code:

WAN25

nativeadvertisinginstitute.com/days
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Thank you!

jesper@native-institute.com
@jesperlaursen
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