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Who We Are 

We champion the content people love

We help fuel the growth and vitality of high quality news, 

information and entertainment brands in the digital age.  

We elevate the importance of original content by delivering 

thought leadership, providing a platform for member interaction 

and advocating for our members among advertisers, 

policy makers and the press.
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2013 OPA Members

Updated, June 2013

http://www.about.com/
http://www.nytimes.com/
http://www.timewarner.com/corp/businesses/detail/time_inc/index.html
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Objective & Methodology

• Objective: To understand OPA brands native advertising offerings,  

marketer goals, metrics for success and surface best practices generated 

from these programs

• Methodology: 

– 29 quantitative surveys of OPA members 

– 12 qualitative interviews of OPA members

– Surveys and interviews completed May - June 2013

– All results are aggregated
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Research Findings
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OPA Brands Define Native as Integration into Site 

Design, Within Editorial Stream, With Clear Labeling

Q. “We would like to get a sense of how your organization DEFINES native advertising …” (Select all that apply)”

54%

61%

64%

68%

79%

86%

93%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Highly automated advertising content such as
sponsored stories, publisher tweets, etc

Content marketing such as sponsored sites, games,
infographics, etc

Contextually relevant, non-standard advertising units

Editorial value to the reader and conforms to the
reader's expectations

Clear delineation and labeling as advertising content

Content either provided by, produced in conjunction
with or created on behalf of our advertisers that runs

within the editorial stream

Integration into the design of the publisher's site and
lives on the same domain

Definition of Native Advertising
(Percentage of Respondents, N=28)
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Three-Quarters of OPA Members Offer Native 

Advertising Today – Potentially 90% by Year End

Q. “Native advertising” has assumed lots of names in its short digital life – advertorial, content integration, advertising 

content, advertiser-generated content.  As you define it, do you offer native advertising opportunities on your site?”

73%

10%

17%

OPA Members Offering Native Advertising
(Percentage of Respondents, N=29)

Yes, currently No We are considering offering one this year
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Marketers Partner With OPA Sites to Drive Consumer 

Engagement, Leverage Publisher Brand Equity

5%

5%

10%

19%

81%

81%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Generate sales

Build buzz/word of mouth

Generate click through to marketer
site

Launch new products or services

Leverage publisher brand equity to
achieve brand lift

Increase consumer engagment with
advertiser brand

Publisher Perception of Marketer Goals
(Percentage of Respondents, N=21)

Q.  “Marketers are primarily using native advertising on our site to: [Please check only your top 2]?”
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Marketers Value Content Expertise

38%

57%

62%

71%

76%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

User-generated content

A combination of newly created and
pre-existing content

Marketer/agency-generated content

Re-packaged pre-existing publisher
content

Newly created publisher content

Content Generation Sources for Native Advertising
(Percentage of Respondents, N=21)

Q.  “Native advertising campaigns on my site primarily include: [Please check all that apply]:”



9

Native Advertising on OPA Sites has Been Well 

Received by Audiences 

71% 29%

0% 20% 40% 60% 80% 100%

Reader/Consumer Backlash

Response By Consumers
(Percentage of Respondents, N=21)

None Few complaints Above average complaints Far more complaints

Q.  “Have you experienced any backlash from native advertising?”
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OPA Members Leverage Deep Content Expertise; 

Most Have Dedicated Sales and Creative Teams

57%

57%

71%

95%

0% 20% 40% 60% 80% 100%

Editorial

Creative
production

Marketing

Ad sales

Functional Areas Involved in Native Advertising
(Percentage of Respondents, N=21)

Q.  “Which functional areas are most involved in native advertising sales and fulfillment?  [Please check all that apply]”

95% have 

dedicated sales 

and creative 

teams

>50% of 

dedicated sales and 

creative teams have 

4+ people
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Advertisers Are Adopting Established Publisher 

Content Metrics 

5%

10%

10%

19%

24%

33%

43%

57%

0% 10% 20% 30% 40% 50% 60%

Other

Cost per click

Cost per view/session

Engagement with the content such as
comments

Brand lift

Social media sharing

Traffic

Engagement/time spent

Publisher Perception of Marketer Metrics
(Percentage of Respondents, N=21)

Q.  “ What are the most important metrics marketers are using to measure the impact of their native advertising 

campaigns? [Please check only your top 2]?”
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Best Practices
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Best Practices - Editorial & Product

• Editorial

• Clearly differentiate native advertisement from editorial content 

through labeling

• Develop clear editorial standards and practices to help communicate 

with marketers what type of content serves audiences best, the 

process for content review and monitoring audience posts 

• Product

• Make native advertising content discoverable in the same way other 

content is – through search and social media

• Optimize for mobile, including tablets and smartphones

“Our rule for native advertising is that it has to provide 

as much value to the reader as our own content.”  

- OPA Member
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Best Practices – Sales & Marketing

• Sales

• Use a consultative sales approach; think about overall communication 

goals and voice of the marketer

• Define metrics/KPI’s upfront with marketer/agency

• Marketing

• Amplify native advertising through paid and social media on and off site

• Promote native advertisement throughout site to drive traffic
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Best Practices – Staffing & Legal

• Staffing

• Train regular sales staff in consultative sales as required 

• Leverage resources/expertise across the organization

• Legal

• Include legal counsel in the discussions related to developing 

standardized/packaged native advertisement programs

• Train editorial staff as required in legal issues pertaining to using 

content in advertising context, including:

• Stricter liability standards for false or unsubstantiated claims

• Endorsers need to disclose non-obvious connections to the 

advertiser (particularly pertinent in social media context)

• Necessity of clear labeling of native advertising
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Best Practices – Marketers

• Marketers

• Pick content partners which resonate with your brand

• Work directly with digital content brands to leverage their content and 

audience expertise 

• Invest in developing relationships with content publishers; develop 

native programs which can evolve and expand iteratively over time

• Understand that content publishers need to balance your marketing 

objectives with their editorial and brand requirements

• Decide on KPIs upfront and include content-related KPIs to evaluate 

campaign success

• Look for ways to augment native campaigns including through social 

and syndicated integrations

• Look for opportunities to leverage mobile for native campaigns 
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Case Studies
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Edmunds

• Marketer Objectives:

• Reach prospective car buyers during the research process & increase 

consideration of advertiser’s product

• Extend reach and consideration increases to the mobile channel

• Solution:

• Expand success in native to mobile platform, create inventory that 

complements uncluttered site look and feel

• Native Elements: 

• Placement in content stream – native content surrounded by advertising  

content

• Sponsored search results – native results come up when users search for 

cars

• Content recommendation stream – native placement is cued from user 

behavior (You might be interested in…)

• Mobile – different creative placements are being tested for best user 

experience and advertiser results
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Edmunds (Cont.)

• Results: 

• Lifts in consideration from 62% - 96% on average for native ad units

• Native ads on mobile experienced CTRs 406% higher than banner 

ads

• Best Practices:

• Native is lined up with user behavior (ie searching for car information)

• The native content is useful and relevant to the site audience

• Clearly labeled – “Sponsored Content” 

• Native ads clicks into sponsored content pages

• Test and learn approach to mobile
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Inclusion in sponsored search results 

leverages sites core functionality.  Clear 

labeling included

Mobile creative 

integrates native into 

suggested vehicles listing

Edmunds (Cont.)



21

Time, Inc.: PEOPLE.com

• Marketer Objectives:

• Raise awareness, support premier of new cable network program

• Solution:

• Tap PEOPLE.com’s entertainment loving audience

• Native Elements: 

• Branded article with show character guide

• Placement in high traffic content areas

• Results: 

• Avg. time spent on native articles nearly 3x higher above avg. 

PEOPLE.com news article

• 10x lift in engagement with native ads as opposed to traditional 

display advertising

• Social interaction rate was 3x higher than average PEOPLE.com 

news article
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Time, Inc.: PEOPLE.com (Cont.)

• Best Practices:

• Clearly labeled – “Sponsored Content”

• Designed for easy social sharing

• Measured with typical content metrics such as time spent, 

engagement, social shares
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Native Creative from PEOPLE.com

Page layout mirrors a 

PEOPLE.com article

Time, Inc.: PEOPLE.com (Cont.)

Social plug-ins create a 

richer, engaging experience 
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Native Creative for Tyler Perry 

Traffic driven from typical 

on-site discover paths

Time, Inc.: PEOPLE.com (Cont.)
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WebMD: Medscape

• Marketer Objectives:

• Pharmaceutical brands looking to increase doctor awareness and use 

of new products

• Solution:

• Replicate existing pharmaceutical “industry news” mailings to doctors 

in digital

• Native Elements: 

• Placement in many different highly visible content streams

• Smartphone and tablet

• Results: 

• Effectiveness is measured throughout entire sales funnel process
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WebMD: Medscape (Cont.)

• Best Practices:

• Clearly labelled – “News From Industry”

• Optimized for smartphone, tablet and desktop usage

• Content vetted for newsworthiness, meeting audience expectations

• Ad units replicate content look and feel to drive traffic to sponsored 

content

• Usually part of a larger buy that can include e-mails
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Medscape App Start Screens on iPhone, iPad

Appears in content carousel of 

Medscape starts screens for 

mobile apps

WebMD: Medscape (Cont.)
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Native content also appears 

in app editorial news sections

WebMD: Medscape (Cont.)

Medscape App News Screens
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Medscape Specialty Homepage

Native placement within 

editorial on desktop

WebMD: Medscape (Cont.)
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Full Native Ad Article, iPad view

Landing 

environment from 

native 

placements is 

clearly branded

WebMD: Medscape (Cont.)
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Future US: MaximumPC

• Marketer Objectives:

• Overall product awareness for Sapphire Duel-X technology among 

hard-core gamers and technology fans 

• Solution:

• Offer native video to create engaged experience through sound, site 

and motion 

• Native Elements: 

• Sponsored video within content stream

• Sponsored content consistent with site look and feel

• Results: 

• Sponsored posts for Q1 have seen above average CTRs ranging 

between 0.30% - 0.76% 
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Future US: MaximumPC (Cont.)

• Best Practices:

• Clearly labelled – “Sponsored Video”, “Sponsored”

• Most engaging part of site is leveraged for native content

• Native video is easy to share and for bloggers to embed

• Native content offers value that lines up with interests of sites 

audience
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Native video within content 

stream

Video is shareable and 

embeddable

Future US: MaximumPC (Cont.)
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Summary

• Three-quarters of OPA brands offer native advertising today with a 

potential of 90% by year end

• Marketers are leveraging OPA brands deep content expertise with the 

majority requesting programs featuring newly created or repackaged 

publisher content

• Marketers seek the brand equity publishers have amassed and their 

ability to drive consumer engagement through great content

• Marketers are adopting established publishing content metrics including 

engagement and traffic to measure native advertising programs

• OPA brands are deploying dedicated sales and creative resources to 

assist marketers and their agencies with native advertising programs 
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• Best practices for native advertising include:

• Transparence: native advertising assets should be clearly labelled

• Discoverability: native should be discoverable as any other content 

• Value: native advertising should provide the same value as any other 

content

Summary (cont.)


