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Debate   

Native	Advertising	as	a	Way	to	Break	Through	the	
Clutter	 
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Online advertising has come a long way since the early days when banners, pop-ups, and pop-unders were the 
prominent form of online advertising. While these types of online advertising were effective in the past, they now 
only yield about a 0.01 percent click-through rate as compared to double-digit click-through rates when native 
advertising is used. According to the Federal Trade Commission (FTC), native advertising—sometimes called 
sponsored content—is the practice of blending advertisements with news, entertainment, and other content in 
digital media. It refers to advertisements that more closely resemble the content in which they are embedded. In 
this way, native advertising and the original content blend, making is difficult for consumers to recognize the 
content as advertising by just looking at it.   

Proponents of native advertising argue that consumers have been conditioned to ignore advertising. Native 
advertising gives consumers a positive brand experience by creatively blending advertising with original content. 
By doing so, advertisers gain access to the contested content space. Native advertising is more effective than 
traditional online advertising. Traditional online advertising such as banner ads result in wear-out, which occurs 
when viewers get tired of seeing the same type of ad all the time. Moreover, native advertising helps engage the 
reader with relevant and entertaining advertising, which helps advertisers break through the clutter. It also 
benefits the publisher who receives an additional revenue stream. Some publishers who are currently using 
advertorials, a form of native advertising, include 
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