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Because Native Advertising Is fully
iIntegrated Iinthe news feed, we
need to focus on the quality and
relevancy of the creative assets
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More than having access to billions
of iImpressions, Programmatic

Native Advertising

IS the only way to

the serve relevant and efficient ad.
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1. Introduction :
Creative Assets

- Visual
- Title
- Description




1t Creative Asset . Images

CREATE EMOTIONS

Images are what people see first,
they allow consumers to project themselves.

A few good practices :
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Staging human beings
Using inspirational visuals
Staging the product into a daily use process
Finding the right tone

Editorializing (avoid commercial approaches)
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2"d Creative Asset : Title

AROUSE CURIOSITY

Title have to address consumers as well as give them a
good reason to pay attention and continue reading

A few good practices :

A Use Interrogation or exclamation

A Key words and lexical fields to stage a
brandds wuniver se

A Promises to put forward a benefit / solution

A Advices or tips to reassure consumers



3rd Creative Asset : Description

CONVINCE

The description is aimed at reinforcing the title as well as
convincing consumers

A few good practices :
A\ Stay simple in order to be understandable
Have an innovative approach
Be realistic

Bring proofs

Use emotions

Resort to a storytelling logic
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Examples : creatives

Enjoy the city to its full potential with Citroén C1. The Citroén C1 differentiate itself with an optimistic
design and a sympathetic personality. You will

recognize its playful look from thousands
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’ The Citroén C3 benefits from a clever architecture with
dimensions that fit perfectly an urban lifestyle and 5 real
seats aboard

Reconnect with the pleasure of driving thanks to its
suspension comfort
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2. Targeting

- Contextual
- Semantic
- User: SocioDemo [/ OCEAN




Targeting : Contextual

NEED FOR COHERENCE

You need to define precise wall gardens (based on
whitelists & blacklists). The purpose of this is to
adapt the diffusion of branded messages to your
targets

To do so, you need to select one or more themes
such as BtoB, finance, fashion, healthé etc.
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brune, bien la choisir

VIDEOS

Targeting : Semantic

Couleur blonde, bi
choisir

SHARPENED TARGETING STRATEGIES

You need to use a semantic technology like Grapeshot .
in order to offer a native experience which is consistent ®E A P
with the content available on a site and its various pages : & -

A Diffusion of the ad only on the pages which contain
the selected keywords
A Exclusion of the page which contain specific words
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Example : Contextual Environmen
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THE POWER OF CONTEXT i

Advertisers who are focused on increasing how = R i
the consumer feels about their brand are likely to ) DEPUIS PLUS DE 5 ANS
benefit from advertising within relevant context. ino 206 P St Spcil: et

A study conducted by Nielsen showed that the
context of the carsales website, positively shifted
brand metrics for automotive brands, to increase
active recommendation by 50%.



http://www.masculin.com/automobile/?ean-test-native=true&ean-testall-native=true&ean-test-hash=ndh8rmnx
http://www.masculin.com/automobile/?ean-test-native=true&ean-testall-native=true&ean-test-hash=ndh8rmnx

Targeting : User

THE BIG FIVE

In that perspective of sharpening targeting strategies,
Quantum is now able to target psychological profiles :

Openness fo experience
Inventive/curious vs. consistent/cautious
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ConSC|ent|ousness "/ e
f
Efficient/organized vs. easy-going/careless J - - '

. < , L /n
Extraversion " Y A
Outgoing/energetic vs. solitary/reserved /’," e
Agreeableness ¢
Friendly/compassionate vs. analytical/detached / a2l ~r

Neuroticism

Sensitive/nervous vs. secure/confident
NAFIVE SOLUTIONS
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Examples : Targeting

A good User targeting strategy will help you

Use of adapted fApersonal. Use of adapted fAinteres

Case Study -
Automotive Client

ROI comparison by personality (index) CTR com pa rison

Case Study -
Beauty Client

IMPULSIVE BUYER

EARLY ADOPTER

TRENDSETTER

BARGAINS SHOPPER

HIGH EXTRAVERSION

OVERALL

RON Automotive Segment

V Possibility to adapt the creatives according to the users profiles !




To maximize the performance of
your Native Advertising campaign
you need to deliver a relevant
creativ ee | r1the right context é
targeted onthe perfect useré &
using arelevant tone .
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Programmatic Native Advertising IS
undeniably a format that will raise
the potential of dynamic creative
optimization
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Latest new
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Renault Native Ad i Family Creative



Example 21 Grist.org

Renault Native Ad - Eco Friendly Creative



