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No one knows exactly what the future holds. However, these 23 outstanding experts 
have a better shot than most people at predicting how the coming year will affect 
native advertising. Reading their predictions, there’s no doubt it will be a seminal 
year. 

If 2016 was the year in which “everyone came to the table”, as one expert puts it, 
2017 will be the year in which native advertising might truly scale and increase in 
creativity as well as transparency.

Reaching the right audiences on the right platforms is no easy task in a fragmented 
media landscape. Hopefully, the wise words of these 23 experts will contribute to 
making your work with native advertising even more successful in 2017.

Best wishes, 
Tine Brødegaard Hansen
Editor-in-Chief, Native Advertising Institute
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Having staffed their in-house content agencies for a steady flow 
of work that might have turned out not to be so steady, more 
publishers are going to go the route of T Brand Studio and offer 
white-labeled content marketing for brands on retainer. At first it 
will be a tough sell, and some might stand down just as fast as they 
stood up the capability. But a few will succeed and I think we’ll see 
them gobble up a few independent content agencies to whom they 
previously outsourced the work, prompting a wave of consolidation.

More publishers will  
offer white-labeled 
content marketing 

Stephanie Losee
Head of Content, Visa 

Stephanie Losee

https://www.linkedin.com/in/stephanielosee
https://twitter.com/slosee


I believe in 2017 we’ll begin seeing many more programmatic native 
video solutions. Facebook has proven that in-feed video across 
devices (with sound muted by default) can be a powerful distribution 
technique. To date, these solutions are sparse at best, and it 
represents a huge opportunity for networks, publishers and brands.

Programmatic  
native video solutions  
will take off

Chad Pollitt
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Chad Pollitt
Co-founder and VP, Relevance

https://www.linkedin.com/in/chadpollitt
https://twitter.com/ChadPollitt
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2016 has been the year that everyone came to the table, and I 
think 2017 is the year that native content scales and gets really 
slick. There are clear opportunities for greater transparency 
and efficiency through using data to improve the content and 
distribution, which then informs the strategy and tactics. We believe 
brands will tend towards producing less content but always on 
distribution, analogous to how social has been in the last few years. 

Native content  
will scale

Ben Young
CEO, Nudge 

Ben Young

https://www.linkedin.com/in/bwagy
https://twitter.com/bwagy
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Publishers have already embraced native advertising enthusiastically 
- no surprise. In 2017, we’ll see more brands experiment with this 
tactic. Ad fraud, banner blindness, ad blocking, ad ineffectiveness, 
fake news sites - these are all taking a toll on “traditional” digital 
marketing techniques. As the banner declines in efficacy, marketers 
will more firmly embrace converged media tactics such as native 
advertising and social media (a frequent offshoot of the former) to 
deliver messages to consumers.

Marketers will embrace 
native advertising  
and social media 

Rebecca Lieb

Rebecca Lieb
Leading Industry Analyst on native  
advertising, Advisor and Author 

https://twitter.com/lieblink
https://www.linkedin.com/in/rebeccalieb
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The industry will have to quickly embrace SSP and DSP native platforms 
(in OpenRTB) so that the buying and selling of native really become 
simple, efficient and scalable. For this to truly take off, contextualisation 
is everything. Native ads have to blend in seamlessly and in the content 
feed of the different media brands or social media platforms in order 
for the editorial content to really endorse and amplify the native ads 
and vice versa. This is why great native visual integrations will also 
have to be developed in 2017 for native ads to be more beautiful, more 
engaging and more dynamic. At the moment most native ads look like a 
grey box with a tiny image and a black title which damages its potential. 

The industry will  
embrace native  
platforms

Dale Lovell 
Chief Digital Officer, ADYOULIKE

Dale Lovell

https://www.linkedin.com/in/dalelovell/en
https://twitter.com/Adyoulike
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Creativity and  
technology will  
drive native growth

Tanja Zu Waldeck

Tanja Zu Waldeck
Dr., Managing Director,  
BurdaForward Advertising

The growth of native advertising will be driven by two forces: creativity 
and technology. Creativity gives relevance to the messages of 
advertisers for the right audiences. And technology adds scalability. 
The biggest wave in 2017 is going to be technological changes in 
three areas. First technologies that enable advertisers and publishers 
to easily target the right audiences. Second technologies that tailor the 
right teasers and content to these audiences and distribute it quickly to 
them. Third and last the technological focus will be on overarching KPI 
systems to track campaigns across different systems.

https://www.linkedin.com/in/tanja-prinzessin-zu-waldeck-41872914/en
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In 2017, I hope we begin to see more advertisers partnering with 
publishers to peel back the curtain by using available technology to 
bring their consumers inside the company. Live video, 360-degree 
video and virtual reality are now cheaper and easier than ever for 
publishers to produce and distribute for advertisers, and they present 
incredible opportunities to give consumers an experience, and not 
just content to consume. Those advertisers who take advantage of 
publishing partners’ offers to do this will likely be able to create deeper 
and more personal relationships with their consumers and achieve an 
unprecedented level of transparency that those consumers really value.

Advertisers will use  
live video, VR,  
360 degree video 

Melanie Deziel
Branded Content Consultant and  
Speaker, Founder of The Overlap League

Melanie Deziel

https://www.linkedin.com/in/melaniedeziel
https://twitter.com/mdeziel
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We will see the rise  
of the Native Ad Studio

Jesper Laursen

Jesper Laursen,
Founder and CEO, 
Native Advertising Institute

In 2017 we will see a massive growth in publishers launching native 
ad studios because it increases their chances of getting the native 
advertising budgets they so desperately need. The effectiveness of the 
campaigns are much better when publishers provide quality content 
tailored to their specific audiences. At the same time providing that 
content is a new source of revenue for them.

The rise of these studios will eventually change the ecosystem of 
agencies as they are much stronger at creating editorial content than 
advertising agencies. And at some point many of them will expand 
beyond their own media platforms and that’s when it gets really messy - 
and really interesting - although we won’t see that happening in 2017.

https://dk.linkedin.com/in/dkjesperlaursen
https://twitter.com/jesperlaursen
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We will see the term “native” evolve from content recommendation and 
banner-esq executions to premium sponsored content delivered via 
multiple execution types such as true native, in-feed click out and in-
feed video in 2017. Further, in order to properly engage throughout the 
customer journey we will see the industry properly identify the different 
KPI’s each execution best supports. This growth will be driven largely via 
aggressive agency education and deeper engagement with publishers. 
Thus, we will see more robust, data driven and scalable native strategies 
within publishers, marketers and agencies.

We will see more robust, 
data driven and scalable 
native strategies

Lindsey Clarke
Managing Director, Nativo

Lindsey Clarke

https://www.linkedin.com/in/lindsey-clarke-1339044
https://twitter.com/LindseyBClarke
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Key areas for native 
in 2017 will center on 
mobile, video and data

Susan Borst

Susan Borst,
Deputy Director - Mobile, IAB US 

With a mobile-first mindset, we will see evolving and new ad formats 
particularly in the video arena.  We’ll also see more native opportunities 
with messaging apps and p2p marketplaces (e.g., Uber, Lyft) that are 
experimenting with new advertising models. Programmatic will help 
make native buying more seamless and scalable. Pricing models will 
increasingly move from CPM to CPV with conversion metrics that put 
value and premium on engagement.

Regardless of what happens, native advertising will continue to thrive only 
if we continue to put the consumer first and focus on the true aspiration of 
native which is storytelling vs. selling. And it should go without saying that 
disclosure should remain of paramount importance, particularly in light of 
FTC guidance and legal actions taken in the US in 2016.

https://www.linkedin.com/in/susanlovellborst
https://twitter.com/susanborst
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It feels like native now has reached a point of recognition as being a 
key element of mainstream advertising, having proved its legitimacy 
based on quality of campaigns, relevance to audiences and efficient 
self regulation. More brands still need to tune in to a more lateral way 
to deliver their commercial messaging, but that’s coming! Now, the 
bar is set high, I expect to see it raised higher, with innovation and 
creativity leading thinking in 2017. Seamlessly drawing consumers into 
interaction with brands through ideas that really engage them, based 
on knowledge media brands have about their audiences and how to 
appeal to them on their terms, will stimulate new native experiences that 
are very visual, very sharable - expect to be informed and entertained!

Native will push the 
creative boundaries

Tim Cain,
Director of Digital First Media

Tim Cain

https://www.linkedin.com/in/timrcain
https://twitter.com/TimRCain
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Native advertising will 
adapt to the platforms 
preferred by consumers

Magnus Hultman

Magnus Hultman,
CEO, Strossle 

The key trend for 2017 will evolve around how your content is presented to 
consumers to catch their attention in the first place. Consumers are content 
centric and thus native content must adapt to the platforms preferred 
by consumers. Content strategists must therefore include a multitude of 
videos, long/short form content, gripping stories, utility driven how to’s 
and catching posts for media and social platforms when planning their 
output. This is the drive behind the need for the key trend of 2017; carefully 
planned distribution strategy and  automated distribution. Identifying 
audiences across devices and providing them with contextual relevant 
content, when it’s the most engaging, will make your content stand out in 
evermore dense jungle of content in a fragmented media landscape.

https://www.linkedin.com/in/magnushultman
https://twitter.com/HultmanMagnus


16 /  www.nat iveadver t is ing inst i tu te .com

Largely up to now branded content has been seen as a separate entity 
which is there to communicate a marketing message, rather than inform 
and entertain an audience. Brands and audiences will increasingly 
demand content which is compelling and resonates with them or 
they will vote with their feet, by using Ad Blockers or not engage with 
the content. Branded content will become as good or better than a 
publisher’s normal editorial output by increased investment, a more 
integrated approach and a developing market where publishers have 
more confidence to control the execution. This will result in better 
outcomes for all parties; audiences get content they want, advertisers 
get results and publishers will be able to command higher revenues.

Advertisers and 
publishers will focus  
on better quality.

Pete Wootton, 
Managing Director of Digital,  
Dennis Publishing

Pete Wootton

https://www.linkedin.com/in/pete-wootton-8456724
https://twitter.com/DennisUK
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Marketers will realise that 
connecting with consumers 
through content is better 

Lon Otremba

Lon Otremba, 
CEO, Bidtellect

Smart brands now know that when consumers engage with their content, 
they engage with their brand. Content drives more impactful engagement 
with consumers and ultimately greater ROI on media spend than traditional 
display advertising does. With marketers increasing focus on content 
marketing, they will turn to native as a key content distribution strategy.

This shift will continue in 2017 as budgets increasingly move away from 
traditional display and toward native. According to eMarketer, native 
ad spending will grow at double-digit rates for several years, reaching 
$36.3 billion by 2021. In conjunction with this shift, marketers will seek out 
deeper engagement metrics to determine success for their campaigns to 
gain better insight into post-click activity.

https://www.linkedin.com/in/lonotremba
https://twitter.com/LonOtremba
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Online users are less inclined to engage with display advertising and at 
the same time they are asking for a better and cleaner user interface, 
especially on mobile. At the same time platforms such as Google and 
Facebook are promoting mobile pages with a cleaner layout to enhance 
user experience. This, combined with the gradually lower performance 
of display advertising, will lead to a progressive disappearance of 
display on mobile. During the course of 2017, I expect we’ll start seeing 
publishers remove all display ads from their mobile pages and monetise 
exclusively through native advertising instead.

Mobile display ads  
will be replaced  
by native ads

Alberto Mari,
Country Manager Italy, Outbrain

Alberto Mari

https://www.linkedin.com/in/albertomari
https://twitter.com/albertomari
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Brands will take more 
advantage of publishers’ 
in-house content studios

Clare Carr

Clare Carr, 
VP of Marketing, Parse.ly

In 2017, I expect to see brands take more advantage of in-house content studios 
at publishing companies as a couple of factors collide: more budget for direct 
marketing will go to Facebook and Google and scaling amazing content will get 
harder for brands to do internally. The brands that take advantage of in-house 
content studios will see a huge lift in sentiment and exposure, while the brands 
that rely only on one or two channels for direct sales will likely see ROI only 
increase in direct correlation with their on-platform spend. 

I also expect to see publishers continue to try to make sure that the demarcation 
of native advertising is clearer than ever as their audience sees more of it.  

https://www.linkedin.com/in/clareondrey
https://twitter.com/clareondrey
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I do not foresee any revolutionary departures from the current trajectory. 
Aside from innovation itself, technological advancements and limitations 
will continue to define the ad formats. That said, delivery algorithms will 
continue to improve with deeper levels of personalization and, perhaps 
addition of the emotional state targeting tests at some point late in the year. 
Video will still gain additional traction, and a social video-native ad hybrid 
is likely to emerge. Out-stream will remain the “love-to-hate” format, for as 
long as there is demand, it is still the easiest, cheapest and quickest video 
format to deploy in almost any web environment. VR will likely not shatter 
any ad revenue records until its mass adoption couple years down the road.

A social video-native  
ad hybrid will emerge

Michael Korsunsky,
Chief Marketing Officer, MGID

Michael Korsunsky

https://www.linkedin.com/in/mkorsunsky
https://twitter.com/MGID
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Native ads will be clearly 
marked as advertising

Pontus Staunstrup

Pontus Staunstrup
Head of Content Strategy  
and Social Media, PostNord

One kind of evolution I’m hoping to see during 2017 in native advertising is a 
consensus among everyone involved that the ads need to be clearly labelled as 
advertising. And an effort to make sure that the label translates well when an ad 
is distributed on other platforms. Publishers, brands and everyone else that have 
a stake in the success of native advertising need to get behind this.

In my mind there are only benefits in being as transparent as possible when 
it comes to labelling ads. Let’s all agree on that in 2017. Because then we 
can spend more time on what’s really important: Creating great content that 
resonates with our target audiences.

https://www.linkedin.com/in/pontusstaunstrup
https://twitter.com/PStaunstrup
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In 2017, native advertising is completely moving to social media and video 
and is becoming absolutely necessary for companies who want to reach 
their audiences. In particular, Facebook and Instagram social ads are the 
frontrunners in the native advertising space. With the mass of users and 
activity on them, you can no longer ignore those channels. The problem, 
though, is that there’s too much information on these channels. This is the 
reason why, if you want your content to be consumed, you’ll have to push it 
with native ads because otherwise no one is going to see it.

Native advertising  
will completely  
move to social

Iliyana Stareva,
Senior Channel Consultant, HubSpot

Iliyana Stareva

https://www.linkedin.com/in/iliyanastareva
https://twitter.com/IliyanaStareva
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Native advertising to play 
with the big boys in 2017 

Rhian Mason

Rhian Mason,
Native Advertising and 
Content Marketing Specialist

Custom content solutions will become the norm for those publishers that want 
to diversify their revenue models, and data driven content will become a key 
differentiator. Big wins will be for those who tailor content discovery to specific 
audience needs. However, the need to be adaptive and agile to the content 
environment will make or break some. As with the rise of video, Facebook 
live, instant articles, and Google AMP, I am anticipating more platform-specific 
updates in 2017!

We will also start to see cross-platform integration of native advertising on a 
larger scale. From Vice’s 24 hour TV channel seamlessly featuring branded 
content, to Time Warner’s investment in Mashable. More acquisitions will take 
place as prominent media owners look to scale up their premium content 
offerings and merge traditional advertising with native storytelling.

https://www.linkedin.com/in/rhianmason
https://twitter.com/Rhimason
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We don’t like making predictions. At VaynerMedia, we react to what 
the market shows us and what others haven’t taken advantage of 
yet. Native advertising has too many buzz words and cliches around 
it - it’s just smart marketing! It’s making content that’s relevant to your 
audience and aims to add value. What a rogue idea ;). 

Hopefully, 2017 will be a year when native advertising goes 
‘mainstream’ and is folded into conversations and strategies for just 
“good advertising,” much like digital was in the 2000’s and social 
media has been in the ‘10s. Smart marketing understands where 
consumer attention is, and where it’s undervalued by the marketplace 
at large. Native is one of those places and there’s a huge opportunity 
for smart, rational marketers to take advantage of it next year.

Native advertising  
will go mainstream

Eric FulWiler,
Executive Director, VaynerMedia London

Eric FulWiler

https://www.linkedin.com/in/ericfulwiler
https://twitter.com/EFulwiler
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Publishers and brands  
will set a high bar for 
native advertising

Catharine Findiesen Hays

Catharine Findiesen Hays,
Executive Director Wharton  
Future of Advertising Program 

Rather than guessing or predicting what Native Advertising will be in 2017, I 
encourage marketers, agencies, publishers, and platforms to collectively set 
a high bar. Native Advertising holds the promise of a unique win-win-win-win: 
for the brand, for the platform, for the audience, and by extension, for positive 
impact on communities and society – IF done well. Conversely, native 
advertising that exploits the genre to manipulate perceptions and game the 
system, risks making audiences deservedly more skeptical than ever.

Transparent attribution and accountability for exceptional native advertising 
opens the door for rich value creation from planning based on meaningful 
insights, to design-oriented development, creative delivery, and trust-building 
follow through. Indeed, native advertising in 2017 has the potential to lead 
the way in content that is needed, wanted and appreciated, rather than 
intrusive, irrelevant, and superficial.

https://www.linkedin.com/in/catharine-findiesen-hays-194a38
https://twitter.com/catharinehays
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We have seen many examples of native advertising by now, both great 
and… let’s just call them not so great. In 2017 I’m looking forward to see 
native ads in as many new formats as possible – podcasts, VR, Snapchat, 
push notifications, sms-conversations, events and even classical formats 
as studio-TV and so on. I’m also looking forward to see the quality of the 
communication strategies behind the campaign raise to a high brow-
level – and thereby also the content performance and the viral effects.

2017 is going to be the creative year for native ads. Now, the tottering 
baby steps have been taken, we are past trial and error-era and 
therefore the native ad-creators will push the limits of what is possible. 
I’m so looking forward to keeping on following that the baby becomes a 
young child. Come out – let’s play!

2017 will be the creative 
year for native ads

Maria Marteleur,
Head of Native Advertising and  
Commercial Editor, Dagens Industri

Maria Marteleur

https://www.linkedin.com/in/maria-marteleur-64777b1a
https://twitter.com/BookyDarling
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