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16 AgTTI\C(EFig 8ER + 400 000 120 000
BRANDS READERS ~ |RESPONDENTS

BRAND
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THE STUDY COMPARED

EXPOSED VS NON EXPOSED




PRODUCT-FOCUS

CATEGORY-FOCUS*

* Brand and products are not integrated in texts

INFORMATIVE

Presents the product
with facts and
arguments

Teaches through
general tips and
guidance

EMOTIONAL

Connects emotions to
the product, user and
timing

Wakes strong
emotions that are not
directly connected to
the product




PRODUCT-FOCUS

CATEGORY-FOCUS*

* Brand and products are not integrated in texts

INFORMATIVE
3 ‘.‘V '. K Im-.

This is a Lungo
from Nespresso

i

Detta ar en Lungo
fran Nespresso
@ NESPRESSO Lungo ar en storre kopp kaffe

These are swedes coffee-

habits

Sa ser svenskarnas
kaffevanor ut

@ NESPRESSO Sverige har lange varit ett av

EMOTIONAL

-

Expert: Choose Lungo fora
richer coffee-experience
. @
YR - reerilrit)
Experten: Vilj Lungo for en
rikare kaffeupplevelse
@ NESPRESSO Den forsta koppen kaffe pa

7 —

e mornings? How to
our day

I

Tired in th
get the pest start of ¥

i \a "
Morgontrétt? Sa far du
biasta starten pa dagen

@ NESPRESSO Att lamna den varma séngen nar




E
SCHIBSTED

Am
|
DU
(0p)]
LLl
o
ND
i
<€
Ll =B
Ll
[a'd
(@]
(O]
AA




PRODUCT/INFORMATIVE PRODUCT/EMOTIONAL CATEGORY/INFORMATIVE CATEGORY/EMOTIONAL

BRAND AWARENESS CURIOUS ABOUT BRAND BRAND PREFERENCE

. BRAND ATTITUDE CATEGORY INTEREST PURCHASE INTENTION




PRODUCT-FOCUS
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BRAND AWARENESS MATTERS

PRODUCT VS CATEGORY

WELLKNOWN BRANDS KNOWN BRANDS LESS KNOWN BRANDS

. BRANDLIFT PRODUCT BRANDLIFT CATEGORY



AVERAGE BRAND LIFT




BEST CASE CCS FOOT PRO

uct/Informative

NYMETER  SPORT  NOJE  WULTUR  LEDARI

Annons

Bli kvitt fotproblemen -
med smarta kréamen

CCS FOOT PRO e
Har du fotsvamp, forhdrdnader eller
illaluktande fotter?

Med CCS Foot Pro kan detta bli ett
minne blott.

Product/Emotional

INEL N E CRTI

NYWETER  SPORT  NOJE  WULTUR  LEDARI

Anncns

"Krédmen har gett mig
ett helt nytt liv”

FOTO: COLOURBOXPRIVAT

CCS FOOT PRO 2
Heidi T har haft fotp
88 ldnge hon kan minnas.

Hon har kimpat med olika fotpasar,
fotkrdmer och elektriska verktyg — utan
resultat.

Tills hon testade CCS Foot Pro.

— Da blev det bittre pa nagon dag,
det &r helt magiskt.

Category/Informative

AN B ATl

WYMETER  SPORT  NOJE  WULTUR  LEDARI

Annons

Vanliga problemet: S&
manga har fotsvamp

y

r

-

NS

€CS FOOT PRO 2
Nistan en av fyra drabbas nagon gang
av fotsvamp.

Ett mycket smittsamt problem — som
gér att undvika med r&tt knep.

- Behandlar du inte vinner svampen,
séiger Ann-Sofie Johansson, medicinsk
fotterapeut.

Fotsvamp ger ofta klada,

sveda och en brénnande
kénsla pa huden och det

Category/Emotional

SET N B PRI Edy A Estolle

NYMETER  SPORT  NOJE  KULTUR  LEDARY

Annons

"Hur dina fétter mar
paverkar hela kroppen”

CCS FOOT PRO
Fotternas maende paverkar hela
kroppen.

Samtidigt skulle de mé béttre om vi
bara gav dem mer kérlek.

— Om fétterna inte mér bra blir det
ringar pa vattnet uppat i kroppen, séger
Ann-Sofie Johansson, medicinsk




Native ads is effective when ‘ J new information

th Qiivn brand or product

KEY TAKE AWAYS




NATIVE ARTICLES IN THE DIGITAL MEDIA MIX

PROBLEM INFORMATION EVALUATION PURCHASE

Focus on problem Focus on interest Focus on solution Focus on purchase
Identifies problem Problem solving Chooses between solutions  Price, quality
Less adoptive Passive adoptive Active adoptive Actively adoptive

NATIVE
TEXT ARTICLE




NATIVE ARTICLES IN THE DIGITAL MEDIA MIX

PROBLEM

Focus on problem
Identifies problem
Less adoptive

INFORMATION EVALUATION PURCHASE

Focus on interest Focus on solution Focus on purchase
Problem solving Chooses between solutions  Price, quality
Passive adoptive Active adoptive Actively adoptive

NATIVE



NATIVE ARTICLES IN THE DIGITAL MEDIA MIX

AMOUNT OF INFORMATION AVERAGE
INTERACTION

FORCED

EMOTION AVERAGE




NATIVE ARTICLES IN THE DIGITAL MEDIA MIX

PROBLEM

Focus on problem
Identifies problem
Less adoptive

INFORMATION EVALUATION PURCHASE

Focus on interest Focus on solution Focus on purchase
Problem solving Chooses between solutions  Price, quality
Passive adoptive Active adoptive Actively adoptive

NATIVE

DISPLAY



CHALLENGE WITH NATIVE IS REACH
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NATIVE ENGAGEMEN NATIVE LOOKALIKES

TARGETED DISPLAY ADS ON PEQOP TARGETED DISPLAY ADS BASED ON DATA ON

NA PEOPLE THAT HAS A SIMILAR USER BEHAVIOUR
TO THE ONES THAT READ NATIVE ARTICLES




EFFECT ON TARGETED DISPLAY ADS

AWARENESS CONSIDERATION PREFERENCE PURCHASE INTENT

NATIVE ENGAGEMENT Il NATIVE LOOKALIKES RUN OF NETWORK




TOTAL EFFECT AND REACH ON DISPLAY ADS

NATIVE ENGAGEMENT NATIVE LOOKALIKES RUN OF NETWORK




NATIVE ARTICLES IN THE DIGITAL MEDIA MIX

PROBLEM INFORMATION EVALUATION PURCHASE

Focus on problem Focus on interest Focus on solution Focus on purchase
|dentifies problem Problem solving Chooses between solutions Price, quality
Less adoptive Passive adoptive Active adoptive Actively adoptive

NATIVE

DISPLAY

DISPLAY “NATIVE LOOKALIKES"




Be active when the customers gnters the funnel

Highlight unknown attributes

Establish your own evaluation éf!’l;:pria
L

Scale your campaign with smart data
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HOW TO INCREASE PURCHASE INTENTION

v

Exposure -
" +47% Purchase
Curiosity ﬁ Intention
' + 3,5%
Brand Attitude —

14,3%
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THE UNEXPECTED
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RELIABLE SOURCES




When relevant, don’t be afraid to talk about your brand or product
o

Native in a news context is useful if ys t to teach customers new
information or talk about something that'is perceived as new
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Make people curious

Ask yourself if this is truly interesting for the readeks
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KEY TAKE AWAYS
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Native

Video
Study




Native Video Study S

skandiag LBEliosie. SONY




Lotta Tjulin Thérngvist Alexander Frid Kahn
Head of Creative Sales Native Specialist

lotta.thornqvist@schibsted.som alexander.fridkahn@schibsted.com




