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W
hen it comes to advertising, most 
people think I’m crazy. My kids used 
to lunge for the car radio buttons 
so they could change stations when 

a commercial came on. But if I got there first, I’d 
turn up the volume on the ads. Everyone I know 
uses their DVR to skip through TV commercials. 
I use mine to review them. All New York cheered 
when former Mayor Bloomberg took down the 
billboards just outside the Midtown tunnel. All 
except for 25 people – the 24 billboard owners 
and me. You’ve got the point.

But even I was annoyed when ads started pop-
ping up on mobile phones. I thought they were 
worse than a telemarketing call. But I’m soft-
ening. Video and native 
ads, which follow 
the form and 
function of 
the mobile 
platform, 
seem far less 
intrusive than ban-
ner ads and interstitials.

My colleagues at Trusted Media Brands 
Inc. and I have been watching the success of 
video and native on mobile for our advertisers 
and decided to do some digging. Are other 
advertisers seeing the same success? We worked 
with our friends at Advertiser Perceptions and 

spoke to 283 clients and agency executives 
(referred to as “the survey”) to get answers to 
some questions.

•  Will video become the predominant ad 
format in mobile?

•  Can native advertising overtake the banner 
on mobile platforms?

•  Why use video and native at all?

NATIVE 
Native ads seem perfectly suited for mobile. They 
are organic to the user experience. When you see 
a message you like, you ask for more information. 
Native ads are less likely to be “fat thumbed” or 
accidentally clicked. Research supports what 

we saw. 44% of the survey 
respondents called 

native a “less 
intrusive ad 
format” and 
27% cited na-

tive’s “better 
user experience.”

Agencies and marketers 
look at native somewhat differently. 

Agencies like it for giving the message an  
“authentic brand voice.” Marketers prefer native 
because of the superior user experience. Both 
marketers and agencies said native delivers  
better brand awareness and engagement scores.
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BENEFITS OF MOBILE NATIVE AD FORMATS 
Leading benefits: Less intrusive, brand awareness lift & better engagement

Less intrusive

Increases brand awareness

Agencies 31%
Marketers 23%

Marketers 33%
Agencies 23%

Better engagement/interaction

More authentic brand voice

Better user experience

Suited to mobile consumption behaviors

Better quality of those engage/click through

Higher click through than desktop

Lead generation

None of the above

44%

32%

31%

28%

17%

19%

7%

21%

25%

27%

BENEFITS OF MOBILE VIDEO AD FORMATS 
Leading benefits: Brand awareness lift & ease of user consumption

Less intrusive

Increases brand awareness

Agencies 26%
Marketers 18%

Marketers 25%
Agencies 17%

Better engagement/interaction

More authentic brand voice

Better user experience

Suited to mobile consumption behaviors

Better quality of those engage/click through

Higher click through than desktop

Lead generation

None of the above

47%

34%

31%

29%

15%

20%

6%

20%

21%

23%

Q.  Whether or not you are currently involved in native or video advertising for mobile,  
what do you perceive as the top 3 benefits to using each of these ad formats? Native

Q.  Whether or not you are currently involved in native or video advertising for mobile,  
what do you perceive as the top 3 benefits to using each of these ad formats? Video
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Pre/Mid  
Roll Video

45%
46%

63%
45%

50%
45%

46%
39%

29%
37%

28%
37%

28%
35%

43%
33%

31%
15%

CURRENTLY USE

WILL USE IN 2016

Display 
Banners

Native

Rich Media

Display 
Interstitials

Interstitial 
Video

Interactive 
Overlays

In Banner 
Video

IAB Rising 
Stars

NATIVE IS THE TOP AD 

FORMAT MARKETERS 

CLAIM THEY WILL USE 

IN MOBILE IN 2016 (42%) 

BUT PRE/MID ROLL 

VIDEO RANKS ON TOP 

FOR AGENCIES (52%)

MOBILE AD FORMATS — CURRENT & PLANNED USAGE 
Video ads will replace display banners as top mobile format; Native may wane

VIDEO
Sight, sound and motion give video the 
advantage of being an ad format that works for 
marketers at both the top and bottom of the 
consumer purchase funnel. Looking at the survey 
results, increased brand awareness is the number 
one benefit of video ads on mobile. Engagement 
and “better interactive from users” were second 
and third. Lead generation ranked number 7, 
pretty far down the list. However marketers 
nudged it up 2 to the 5th position.

VIDEO & NATIVE ON MOBILE
The power of video to do double duty for 
marketers combined with the dearth of quality 
video impressions give the format a clear 
advantage for publishers:  better CPM’s. In some 
cases even better than on desktop. That’s not 
really a surprise. We’ve seen the power of ads 
with sight, sound and motion on TV for years, 
more recently on desktop and now on mobile too.

We did have one surprise in our survey results. 
Walking in, we thought native formats are a trend 
with real staying power. There’s one statistic in 
our results that gave us pause:

50% of marketers are using native ads this year. 
That number drops to 45% by next year.

A blip, or a trend? Hard to tell, but there are  
some danger signs for native that need to  
be addressed:

•  Marketers complain that it’s hard to measure

•  It’s not easy or quick to produce. Neither  
in video or HTML

•  The sell through rate for native, even for  
sites with a stated emphasis on the format 
can be 5% or less

Q.  Thinking about mobile advertising, please indicate which of the following ad formats you 
currently use or plan to use in the next year.
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OUR FINDINGS
•  Display banners are in most use currently 

(63%) in mobile, but are projected to decline 
significantly

•  50% currently use Native ad formats on 
mobile but 45% say they will use native in the 
next year

•  Display Interstitials, Video Interstitials on  
the rise while In Banner Video projected  
to decline

•  Leading reasons for using Mobile  
Native:  Less Intrusive and Builds  
Brand Awareness

•  Leading reasons for using Mobile  
Video:  Builds Brand Awareness and Better 
User Engagement

•  Top Challenge for Native:  Measuring Success

•  Should mobile phones have ads?  
62% said “yes”

As digital took hold on the desktop during and 
after the dot-com boom, senior media executives 
in both TV and print were quoted as saying that 
their advertising dollars were being turned into 
digital dimes. Mobile banners turn digital dimes 
into digital pennies! We found in our survey that 
marketers give both video and native high marks 
for user engagement and campaign results. With 
video on mobile commanding better CPM’s than 
desktop for many publishers and native cpm’s 
four to five times that of banners monetization is 
another clear advantage for these two formats.

Native and Video deliver a better user experience, 
strong results across the consumer purchase 
funnel and monetize content better for publishers. 
Maybe advertising on mobile phones isn’t so 
crazy after all.
The survey was conducted in December 2015 among 283 U.S. media 
decision-makers from the Advertiser Perceptions Omnibus Panel. 
Respondents are those involved in digital/mobile & social advertising.
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