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Digital publishers may have embraced “native” formats as a godsend for new advertising 
revenues, but the majority of ad execs are more keen on using the method on social media 

outlets vs. conventional content publishers. That’s the top-line finding of a new survey of 
advertisers and agency executives being released today by Advertiser Perceptions Inc., which 
suggests native advertising is reaching an inflection point that will soon be dominated primarily 
by social media. 

The findings are based on an online survey asking ad 
executives to describer their current budgeting of 

native advertising, as well as their plans over the next 
12 months. While conventional publishers currently 
dominate 2016 native advertising budgets, their share 
is eroding vs. social and so-called “programmatic” 
native advertising platforms. 

Currently, ad execs estimate 43% of their native ad 

budgets are being allocated to conventional publishers, but that is down an average of 25% vs. 
2015. Social networks currently account for 39% of the respondents’ native ad budgets, but that 
is up 14% over 2015. Programmatic native platforms currently account for 19% of native ad 
budgets. No change was reported. 

While those estimates are self-reported, an even more troubling sign for traditional publishers’ 
native advertising outlook is the overall distribution of native advertising platform usage by 
respondents. 

While 84% of respondents said they currently utilize social media for native advertising, only 

60% said they were doing so with conventional publishers, and 47% said they were doing it with 
programmatic platforms. 

“I guess it shouldn’t be that much of a surprise, because native is indigenous to Facebook, 
Instagram and LinkedIn and the like,” observes Kevin Mannion, chief strategy officer at 
Advertiser Perceptions. 

Not surprisingly, Facebook dominated the list of the “top five” sources of native advertising 
among the ad executives by a wide margin, followed by the Google Display Network, BuzzFeed, 
YouTube and Yahoo. 
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