
Native Advertising  
on a shoestring  
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It is content paid for by the advertiser that we create and 
that runs in the same format and is of the same high quality 

as our regular editorial content. 



“Big Media” is doing native 
and making money. 

But small market publishers 
cannot emulate their 
business model. 



• It is in the stream: It’s part of the 
brand’s RSS feed, the timeline, the 
status updates. 
• It is sharable: The consumer can pass 
the word.  
• It is engaging: It allows the consumer 
to weigh in. 
• It is placed in context, visually and 
socially: You find NA where consumers 
are looking and its content is what the 
consumer wants to read. 
• It is timely 
• It is of high quality 
• It is clearly labeled 

What it is… What it isn’t… 
• Jarring or off-kilter: If it doesn’t feel 
like it belongs, it is likely hurting both 
your brand and your client’s. 
• Annoying: Native advertising is about 
establishing a conversational 
relationship rather than a hard sell. 
• Deceptive: Though it seeks to be 
seamless within context, it is still clearly 
designated as advertising. 
• Self-referential: Most native 
advertising doesn’t directly mention the 
brand. 

 



Why do we need 
native? 

< BIA/Kelsey says that while display 
advertising will continue to grow 
from 2012 to 2017, “in every year of 
the forecast period, native will grow 
faster than display.” 



Native: Step-by-step 

This took APG Media 7 months 

1. Gauge demand and 
form a task force. Create 
timeline. 

2. Develop a mission 
statement and guidelines 
for display, transparency, 
ownership of content, 
definition of terms. 

3. Identify platforms to 
use and prepare 
technology 
infrastructure. 

4. Determine resource 
allocation and training. 

5. Set limits: How much 
is too much?  

6. Determine pricing, 
analytics. 



Step 1. Demand & Task Force 

A. Ask your ad reps to start talking to clients 
about it. Note interest on a spreadsheet. 

B. Pull together folks from editorial, creative and 
advertising for your task force. Look for the 
disruptors. 

C. Create a “backout” schedule and regular 
meeting times 





Step 2. Mission, guidelines & Terms 

Settle on a 
mission 
statement and 
display it 



Step 2. Mission, guidelines & Terms 
Questions to consider: 

A. How transparent will you be? 
B. Who should create it? More importantly, who 

shouldn’t? 
C. Who has the final say on whether a campaign is 

approved for publication? 
D. Who owns the content created? 
E. Where does it live online? How will it look in print? 
F. How will it be archived? 



Step 2. Mission, guidelines & Terms 

Define your terms 
 -Native advertising 
 -Sponsored content 
 -Branded journalism 
 -Paid post 
 -Advertorial 

Here’s a good starting point:  http://bit.ly/1A0zEgh 



Step 3. Products, platforms & tech 



Step 4. Resource allocation & training 
1. Who’s in charge? 
2. Who’s going to create the content? Who edits it? 
  -Should be a journalist, but can be agency,  
 freelancer or staff member. 
  -If in-house, how does that impact other   
 duties? 
  -If agency, is it custom or fixed topics you  
 purchase? 
3. Who sells? Who tracks analytics? 
4. Who’s responsible for revenue goals? 
5. Don’t forget to give the accounting office input! 

   
     



Step 4. Resource allocation & training 

1. Identify your “expert” and “evangelists” 
A. Present to senior management first 
B. Offer multiple sessions 
C. Make your expert available for four-legged 

calls, and questions 
D.Stress a consultative approach 
E. Practice, practice, practice 





Native: The APG way 

1. Rep meets with client. 
Explain native. Are they 
interested? If so, what 
would be the goal of 
their ad/campaign? 

2. Email or call native ad 
coordinator with the 
following: Contact info 
for client, goal if rep got 
it and a deadline for 
contact.  

3. Native ad coordinator 
works up a proposal, 
sends it to client and rep. 
Starting this month, they 
will include pricing. 

4. Yea or nay? If yea, 
native ad coordinator 
(and creative) creates 
the ad.  

5. 48 hours before 
publication it goes to rep 
and client via email. 

6. Feedback is taken, ad 
runs. Analytics are 
delivered 2 to 4 weeks 
later to rep and client. 



Step 5. Limits: How much is too much? 
THE CALENDAR! 



Step 6. Pricing and analytics 
THE SPREADSHEET! 



Step 6. Pricing and analytics 

What 
should we  
measure? 

  



Step 6. Pricing and analytics 
How do 

we 
measure 

it? 
  

$ 
  



LAUNCH! 



On the home page 



Story  
page 

 



Slide show/gallery 
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Boosted 
post 

 



Infographic 
 



Listicle 
http://bit.ly/1B7KnpZ 

 

http://www.southernminn.com/sponsored_content/article_bde99e49-4355-5f42-a3e6-11db1716cfa2.html


Special 
sections: 

 
Buy a display ad 
at full price, get 
a native ad at 

half-price 

 





Our first foray 

into Native in 

the daily print 

product 



Success! 
• More than 100 pitches, with a close rate of  75%* 
 
• Attendance at regional “Lunch and Learns” topped 50% of invitees 
 
• Average time spent viewing: 1 minute, 15 seconds 
 
• Click-through rate around 5-7 percent 
 
• Significant increase (10-15 percent) in participation in special      
sections 
 
• On track to “significantly” increase digital ad revenue in 2015 
 



Opportunities? 
• Clients less interested in packages than “one-offs” 
 
• Not all sales staff work “consultatively” with their clients; some 
don’t “get it” 
 
• Clients struggle with subtlety of native 
 
•  Time investment much greater than other ad forms 
 
• The slippery slope into advertorial 
 



Thank you! 

jsmith@faribault.com    @FDNJaciSmith   linkedin.com/JaciSmith  

mailto:jsmith@faribault.com

