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Global trends - Native is display’s ‘hero product’

Source; eMarketer
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Native is now replacing standard display in AU
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• Amy McCormack, A&A Digital (co-chair of IAB Standards & Guidelines council)
• Chantelle Schmidt, Pedestrian Group
• Sebastian Graham, Verizon Media
• Isabelle Dunn, Hearts & Science
• Lucy Pierce, Taboola
• Olivia Nati, News Corp
• Sharnee Rawson, The Guardian

A collaborative effort – thank you!
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• A simpler, reduced set of product definitions and types (now only three)

• An introduction to programmatic native

• An updated set of recommendations and best practices from local experts

• A creative showcase of local Australian product examples

Key updates to the 2017 handbook
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Native – a definition

Native Advertising should complement the 
natural design, location and behavior of the 
environment in which it exists - through 
content which provides a non-disruptive and 
relevant consumer experience to the context 
within which the ad resides.

Source; IAB Australia Native Advertising Handbook, update 2020



Source; IAB Native Advertising Playbook 2.0
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● In-Feed / In-Content Native

● Content Recommendation

● Branded / Native Content

Search

Promoted Listings

Three simpler product definitions
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In-Feed / In-Content Native

Source; IAB Native Advertising Playbook 2.0
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In-Feed / In-Content Native (cont.)

Source; IAB Native Advertising Playbook 2.0
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Content Recommendation

Source; IAB Australia Native Advertising Handbook, update 2020

This ad type usually sits 
below (and sometimes
adjacent to) editorial 
content and whilst it’s
highly relevant to the 
context and environment
is clearly external content 
and upon clicking users are 
taken to a different site. 

The format can be articles, 
products or video.
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Branded / Native Content

Source; IAB Australia Native Advertising Handbook, update 2020

This is brand-funded 
content which exactly 
matches the format, look 
and feel of the publisher’s 
editorial and whilst 
relevant to the context, 
must clearly labelled for 
consumers as being 
sponsored content
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Programmatic Native

Source; IAB Australia Native Advertising Handbook, update 2020

Native Ads have been included in the programmatic protocols since 2015 via OpenRTB 2.3 and 
since then through the OpenRTB Dynamic Native Ads API Specifications – first released in 2017.

This standardisation has enabled a suite of automated Native Ad products to be made available 
to DSPs across both the open internet and the major social platforms.

Recommendations:

• Vary your creative assets
• Effectively utilise contextual targeting attributes
• Measure and review all your programmatic campaigns strategically
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Best Practices & Recommendations

Source; IAB Australia Native Advertising Handbook, update 2020

At its core, Native advertising needs to display a brand message which resonates and interests a 
reader, served on the right platform, at the right time.

“Good native content shouldn’t involve tricking the audience into thinking the advertising is 
editorial content. It should deliver enough value that the reader engages voluntarily, even though 
they’re aware it is coming from a brand.” Isabelle Dunn, Chief Digital Officer, Hearts & Science

Best practices:

• Content strategy
• Design
• Location (i.e. within the content feed, or outside)
• Behaviour (i.e. post-click or interactions)
• Disclosure
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Disclosure

Source; IAB Australia Native Advertising Handbook, update 2020
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www.iabaustralia.com.au
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www.iabaustralia.com.au


