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Ad Blocking

Many believe ad blocking is the result of the online ad industry’s
EXCEessSes

People block ads due to terrible user experiences

Pop-ups, interstitial takeovers, pop-unders, etc. all interfere with
the user experience

Many traditional ad formats do not render in mobile
environment
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The Solution

Simpler, less invasive ads
+

Native advertising/branded content/sponsored content

No need to use ad blockers (ads are beautiful, easy to understand,
and clearly labeled)
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Premium & High Impact Ads
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The Native
Advertising
Disclosures
Playbook

Complying with the FTC Native Advertising Guidelines
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Where does native advertising appear?

3. Recommendation Widgets (e.g.

1. In-Feed Units (e.g. sponsored 2. Paid Search Units (e.g. Google
Outbrain, Taboola)

Facebook posts, promoted Tweets) search)
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4. Promoted Listings (e.g. Amazon, 5. In-Ad (i.e. native ads inserted into 6. Custom (e.g. Vox, Buzzfeed)
Foursquare) standard ad units: Athena, prelude)
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If the native ad is so clearly commercial:
No disclosure necessary

If the native ad is not clearly commercial:
You must include a disclosure

How do you know whether an ad is “clearly
commercial”?
Review ads from the perspective of reasonable
consumers
That is, ordinary consumers who don't have
expertise in promotion and advertising, and
who have no obligation to (and most likely do
not) look at all elements and analyze what they
are seeing
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How to
avoid
“deceiving”
or
“misleading’
consumers?



The 3 Types
1. Traditional Ad Units
2. Editorial Adjacencies
3. Custom / Branded Content
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Monster Factory: On the
campaign trail with the Boy
Mayor of Second Life

By Griffin McElroy and Justin McElroy on May 16, 2016
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Technology is changing how we live, but it needs to
change how we work

The way we get around is about to change
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SB Nation’s 2016 NBA Playoffs guide

by S8 Nation NEA Staff Apr 14, 2018, 12:22p

A bracket, schedule and complete guide to the reams and
matchups of the 2016 NBA Playoffs
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for Editorial

Adjacencies?

No full disclosure, but
certain language

should be positioned

clearly and
Cconspicuously



How one company is using
technology to help lift people
out of poverty
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Language - Editorial Adjacencies

v “Presented by [X]"
v *Brought to You by [X]"
v"Promoted by [X]"

vSponsored by [X]"
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Language - Custom / Branded Content

‘/ “Ad”
v YAdvertisement”
v "“Paid Advertisement”

v “Sponsored Advertising Content”
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Sponsor Content:
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Custom / Branded Content DO’s;

Clear and Prominent Placement
As close as possible to the native ad(s) to which is relates

Near the ad’s focal point (in-front or above headline; on a video
thumbnail)

Before the content; not only at the bottom or to the right

If video: long enough to be noticed, read, and understood

If audio: simple language, in a cadence that's easy to follow
Individually label ads where they are grouped with editorial content
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Custom / Branded Content Don’{s

 “Promoted”

X “"Promoted Stories”

X Don'tonly include advertiser's name and/or logo

X Don't use different terminology to mean the same thing in different places
X No terms that customarily have different meanings in other situations

¥ No unfamiliar abbreviations or icons

X No technical or industry jargon

VOX



OK, so now what?

* Do you insist upon labeling/disclosure for editorial
adjacencies even if they’re not absolutely required in
all cases?

* How much advertiser input crosses the line?

e What if an advertiser does not like the “consistent”
abels you have chosen?

* How do different publishers paper custom branded
content deals?
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