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BECAUSE WE CREATED THE GREATEST









FOR THIS AUDIENCE

I’LL SIMPLIFY



PUBLISHERS STRUGGLE WITH

UNIFORMITY 

PORTABILITY

SCALABILITY



BUT WITHOUT

AUTHENTICITY

NATIVE IS JUST ADVERTISING



THE TRUTH MATTERS



WHAT DOES THE ONION KNOW ABOUT THE TRUTH?



TRUTH THROUGH 

NEWS SATIRE 

- The New Yorker



TRUTH THROUGH 

SATIRIZING INTERNET 

CULTURE

- Slate



TRUTH THROUGH 

AUTHENTICITY IN 

ADVERTISING

talented comedians and pretty 

decent marketers to create 

content for brands



SO WHY AM I HERE TALKING
AT WHATEVER THIS THING IS?



TO TELL YOU THAT THE BEST NATIVE
CAMPAIGNS NEED TO BE AUTHENTIC



BE AUTHENTIC…

RELATABLE (HUMAN TRUTH)

RESPECTFUL (OF THE AUDIENCE)

CREDIBLE (TRUE TO VOICE)



AND BE SURE THE BRAND GETS CREDIT FOR 
BRINGING SOMETHING ENTERTAINING TO LIFE



WHAT WORKS: A CASE STUDY



Respect the covenant you have the 
readers and deliver on what the brand 

came to you for in the first place



Don't talk down to the Audience, they 
know its an advertisement  



Bring the brand into the 
experience   





RESULTS

6.1MM VIDEO VIEWS

4X AVERAGE TIME ON PAGE

700K SOCIAL ENGAGEMENTS





Say something interesting, take a risk and 
offer some utility in the form of an insight



Don't directly push a brand campaign 
message on the audience; this comes 

off as disingenuous



Coming off as 
disingenuous makes the 
publisher and the brand 

look bad



SO WHAT DID WE LEARN TODAY

AUTHENTICITY MATTERS

TO BRAND AND PUBLISHER



STAY TRUE TO YOUR AUDIENCE & YOUR VOICE
IN ORDER TO DELIVER ON CLIENT NEEDS



THANKS TO THOSE OF YOU THAT 
WERE NOT ON YOUR PHONE THE 
ENTIRE TIME

SPONSORED CONTENT


