
Na#ve  Adver#sing  in  the    
global  magazine  media  industry




The  Agenda


• Budgets	
  and	
  trends	
  
• Organisa.on	
  	
  
• Challenges	
  &	
  threats	
  
• Opportuni.es	
  







The  Research


• Collabora.on	
  between	
  FIPP	
  and	
  Na.ve	
  
Adver.sing	
  Ins.tute	
  
• Data	
  collec.on	
  between	
  April	
  11-­‐May	
  09	
  
•  140	
  respondents	
  from	
  39	
  countries	
  
• Both	
  editorial	
  and	
  commercial	
  execu.ves	
  	
  
• Report	
  will	
  publish	
  in	
  two	
  weeks	
  



Budgets  and  trends




How  likely  are  you  to  use  na#ve  adver#sing    
as  an  adver#sing  or  service  op#on?




How  important  is  na#ve  adver#sing    
to  your  company?




Percentage  of  overall  adver#sing  revenues






What  percentage  of  na#ve  adver#sing  
revenues  comes  from  print




Organising  the  band




Do  you  have  a  dedicated  sales  team    
for  na#ve  adver#sing?




How  do  you  sell  your    
na#ve  adver#sing  solu#ons?


24%	
  

76%	
  



How  do  you  price  na#ve  adver#sing    
vs.  tradi#onal  adver#sing?


59%	
  

15%	
  

26%	
  



How  do  you  provide    
na#ve  adver#sing  solu#ons?


32%	
  



Challenges


Challenges  




Challenges


What  is  your  biggest  challenge  regarding  
na#ve  adver#sing?

•  Training  sales  team:  37%

•  Convincing  adver#sers  to  tell  real  

stories:  37%

•  Crea#ng  effec#ve  strategies:  29%

•  Explaining  na#ve  to  adver#sers:  25%




Challenges  and  threats

Threats  




Challenges  and  threats

#1.  If  it  isn’t  crystal  clear

to  the  audience  




Challenges  and  threats
What	
  do	
  you	
  consider	
  the	
  biggest	
  threat	
  to	
  na;ve	
  adver;sing?	
  
•  Lack	
  of	
  sepera.on	
  of	
  the	
  editorial	
  and	
  the	
  commercial	
  side	
  

of	
  the	
  business:	
  45%	
  
•  Poor	
  labeling:	
  29%	
  
•  Yet,	
  13%	
  do	
  not	
  label	
  na.ve	
  adver.sing	
  –	
  at	
  all	
  
•  67%	
  lets	
  their	
  editorial	
  team	
  get	
  involved	
  	
  



Challenges  and  threats
US	
  Federal	
  Trade	
  Commision:	
  
”Adver.sements	
  and	
  promo.onal	
  messages	
  that	
  promote	
  the	
  
benefits	
  and	
  aXributes	
  of	
  goods	
  and	
  services	
  should	
  be	
  
iden.fiable	
  as	
  adver.sing	
  to	
  consumers.”	
  



Challenges  and  threats
If	
  publishers	
  don’t	
  adress	
  this…	
  
•  The	
  audience	
  will	
  turn	
  their	
  back	
  on	
  na.ve	
  adver.sing	
  just	
  as	
  

they	
  did	
  with	
  banner	
  ads	
  	
  
•  The	
  audience	
  will	
  turn	
  their	
  back	
  on	
  publishers	
  
•  The	
  authori.es	
  will	
  act	
  



Challenges  and  threats

#2.  If  it  isn’t  crystal  clear

to  the  adver#sers  




Challenges  and  threats
What	
  do	
  you	
  consider	
  the	
  biggest	
  threat	
  to	
  na;ve	
  adver;sing?	
  
•  Poor	
  client	
  understanding:	
  40%	
  



Challenges  and  threats
”Clients	
  should	
  understand	
  that	
  na.ve	
  adver.sing	
  is	
  story	
  
telling	
  and	
  not	
  direct	
  adver.sing.”	
  



Challenges  and  threats
”Clients	
  should	
  understand	
  that	
  na.ve	
  adver.sing	
  is	
  story	
  
telling	
  and	
  not	
  direct	
  adver.sing.”	
  
”Clients	
  and	
  especially	
  agencies	
  tend	
  to	
  want	
  to	
  exercise	
  too	
  
much	
  control	
  over	
  the	
  process,	
  whereby	
  na.ve	
  adver.sing	
  
would	
  become	
  regular	
  advertorial	
  and	
  loses	
  its	
  uniqueness.”	
  



Challenges  and  threats
”Clients	
  should	
  understand	
  that	
  na.ve	
  adver.sing	
  is	
  story	
  
telling	
  and	
  not	
  direct	
  adver.sing.”	
  
”Clients	
  and	
  especially	
  agencies	
  tend	
  to	
  want	
  to	
  exercise	
  too	
  
much	
  control	
  over	
  the	
  process,	
  whereby	
  na.ve	
  adver.sing	
  
would	
  become	
  regular	
  advertorial	
  and	
  loses	
  its	
  uniqueness.”	
  
”If	
  the	
  adver.sers	
  would	
  just	
  trust	
  that	
  our	
  team	
  knows	
  best	
  
when	
  it	
  comes	
  to	
  producing	
  such	
  content.”	
  	
  	
  	
  



Challenges  and  threats
If	
  publishers	
  don’t	
  adress	
  this…	
  
•  Na.ve	
  adver.sing	
  projects	
  will	
  not	
  be	
  effec.ve	
  
•  Publishers	
  will	
  just	
  be	
  selling	
  eye	
  balls	
  by	
  the	
  number	
  
•  Programa.c	
  will	
  rule	
  
•  There	
  will	
  be	
  no	
  premium	
  prices	
  
	
  



Cients  to  understand


Opportunity






Cients  to  understand


Opportunity:

The  eco-­‐system

Is  changing  






Cients  to  understand






Cients  to  understand


It’s	
  all	
  about	
  content	
  
•  Tradi.onal	
  ads	
  in	
  2015:	
  75%	
  
•  Tradi.onal	
  ads	
  in	
  2020:	
  50%	
  
•  Na.ve	
  and	
  content	
  marke.ng	
  
	
  



Cients  to  understand


It’s	
  all	
  about	
  content	
  
•  Publishers	
  strenghts:	
  	
  
•  #1:	
  Editorial	
  exper.se	
  	
  
•  #2:	
  knowledge	
  about	
  audience	
  

preference	
  and	
  behaviours.	
  	
  
•  Tradi.onal	
  agencies	
  don’t	
  

understand	
  content	
  (yet)	
  
•  It’s	
  easy	
  to	
  shop	
  elsewhere	
  
	
  



Challenges
Requirements  




Challenges
Learn  strategy








Challenges
Learn  teamwork




Challenges
Teach  the  
brands




Challenges
Requirements  




Challenges
Carry  the  
brands  








Thank  you!  
  

jesper@na#ve-­‐ins#tute.com  
@jesperlaursen  

www.na#veadver#singins#tute.com



