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Redefining Native

How do you currently view native advertising?
Words like ‘seamless’, ‘personalised’ and

SRTIR P : of all digital ad
clicks’ may come to mind. But we also found 52% spend will b

) native by 2020
some unexpeCted reSUItS Inour recent StUdy1 Source: Oath commissioned Enders Analysis:

Native Advertising in Europe to 2020 (2016-17)

Redefining Native (2018), where we spoke to
consumers and measured their implicit
response to the format.

Unique and innovative research study
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Native spend forecasted to increase by

+14!K4% +167% +240%

France Germany

Source: Enders Analysis: Native Advertising in Europe to 2020 (2016-17)

People seek

aseamless 79%

experience would like to see

ads that blend
into the page
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Native blends

. (1)

in better than 23% |
traditional more likely to agree that native ads
display across look natural on desktop and mobile
mobile and

desktop. 34%
more likely to agree that native

Source: Verizon Media - ads look natural on mobile
Redefining Native (2018)

Nativeis knownto
deliver 8x greater CTR

Source: Traditional Display figures from Google Display Benchmarking Tool
(Smartinsights.com/internet-advertising/internet-advertising-analytics/display-advertising-clickthrough-rates/); In-feed native figures from Verizon Media Internal Data

45% more 27% more likely
likely to to consider

recommend purchasing

abrand that uses native ads from a brand that uses native ads

Native drives a17%
@ increase in positive
subconscious
Nateads .« brand associations
view for

8%
increase in positive subconscious
brand association (desktop)

26%
increase in positive subconscious
brand association (mobile)

25%

longer

@ am

And native

(o)
ads aﬁeCt Jeﬂe.r br/a?d love when
bra nd Iove abrand uses native ads

(desktop and mobile)

The below shows point shiftincreases
for the specific drivers of brand love

Respects Shares Sets
@ consumers values trends
C(v)/ +11pt +6pt +4pt
Builds Exceeds Elevates
trust needs experiences
+7pt +5pt +3pt

Not all native is created equal

In-feed native delivers greater viewing and brand impact

In-feed native average
In-feed timeinviewis 5 secs

Bottom of the page
native average timein
viewin2secs

I :

Bottom of the page

Whilst still blending 35% 34%
into the page as agree that In-feed agree that Bottom of
well as Bottom of native sits more the page native sits more
the page native: naturally on the page naturally on the page
In-feed native
14% increase 16%increase
in strength of positive subconscious increase in brand purchase intent
brand association

Native delivers greater
brand love on premium sites

greater brand love when abrand
Adimpactis far 40% uses native ads in premium
superior in premium environments
environments,
particularly for native

Native ads on premium Premium native ads elicit a 35% increase in strength
website environments are of positive subconscious brand association

17% more likely to deliver Premium native ads elicit a 16% increase in brand
higher brand impact purchase intent

Brand love increases in premium environments
The below shows point shift increases for the specific drivers of brand love

Respects Shares Sets
Q consumers values trends
Y/ +10pt +5pt +6pt
Builds Exceeds Elevates
trust needs experiences
+7pt +5pt +4pt

To summarise

17% uplift Onaverage, Natives ads
/" ahoton D Rabmisde D engagement
associations 25% Ionger by 63%
Q14% & 27%
Increasein more likely
brand love to purchase

And within 359% 40%

a prem IUm uplift in positive increase in
subconscious brand love

en"i ron ment brand association

advertising to your marketing strategy, email us at

@ For more information about how you can add native
nativesolutions@verizonmedia.com.

Al stats from Verizon Media Redefining Native (2018; UK, FR, DE) study, unless otherwise stated.
Verizon Media

Verizon Media is a division of Verizon at the intersection of media, advertising and technology building
a member-centric ecosystem created to serve billions. Verizon Media is shaping the future as a
global leader in digital and mobile. For more information, visit verizonmedia.com.
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