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From Advertorials to Native Advertising

Back in 1950, legendary adman David 
Ogilvy created one of the best 
examples of an ad trying to 

masquerade as magazine editorial content. 
“The Guinness Guide to Oysters” gave 
readers a delicious look at Atlantic oysters 
and suggested that a Guinness Extra Stout 
would go great with them. As Brian Clark 
wrote in his advertising column at the Web 
site Say Daily, “I don’t even like oysters, 
and this sounds amazing right now.”112 
Ogilvy’s Guinness and oysters ad is 
oftentimes held up as the real start of the 
advertorial—a paid message where the 
advertisement blends in with the 
surrounding materials in the magazine, 
newspaper, or Web site. While advertorials 
have been around for more than sixty 
years, a new version known as native 

advertising has emerged. Native ads are 
essentially a more sophisticated form of 
sponsored content that “matches a 
publication’s editorial standards while 
meeting the audience’s expectations.”113 
(They are also an example of Secret Four—
Nothing’s new: Everything that happened 
in the past will happen again.) Lots of 
prestige media companies—including the 
Atlantic, the Washington Post, and the New 
York Times—are making use of native ads, 
especially on their Web sites.114

While ads designed to look like editorial 
content are nothing new, having the 
publication’s editorial staff producing 
articles appearing as sponsored content is 
breaking down the old barrier between 
“church and state”—the blurred line 
between the business side and the content 

side of a publication.115 The big challenge 
to both the advertiser and the publication 
is that the content of native ads needs to 
really match the style and standards of the 
hosting publication. This called for a fair 
amount of bravery for Southwest Airlines 
when it partnered with the news parody 
Web site The Onion. The airline’s basic 
message is that it offers great fares and is 
loyal to its customers. The message in its 
native ad video on The Onion gets that 
message across, but in the sarcastic and 
crude Onion style. Microsoft used an 
Onion video to get across the message 
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The Anatomy of a Native Advertisement
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 Percentage of U.S.
 publishers who have
offered native ads or who plan to
offer native ads on their websites.

90%

Why native advertising works
 Number of
 YouTube views
of Southwest “Loyalty Goes Both
Ways” advertisement, 5 months
since posting.

101,463Native ads work best when they match both the style of the publication they appear in and 
the tastes of the target audience. Case in point: the Onion Lab’s successful minute and a half 
long video ad campaign called “Loyalty Goes Both Ways” for Southwest Airlines.

• Presented as a fake news 
report on ONN, the video 
parodies Southwest’s loyalty 
program and captures the 
brand’s well-known sense of 
humor, but with the Onion’s 
legendary satirical “fake 
news” bite.

• The reporter introducing 
the story says:

“For years Southwest 
Airlines has boasted 
having the most loyal 
customers in the 
industry; now the 
low-cost airline is calling 
on its most frequent 
customers to finally do 
something in return for 
the airline, after years of 
selflessly offering 
inexpensive flights ...”

And a member of 
Southwest’s ground crew is 
shown saying,

“You said you wanted 
free checked bags, and 
we listened. Now you 
listen to us.”

 Percentage of “brand
 lift” generated by
viewers toward a brand after
watching native ad.

82%

 The likelihood that a
 consumer will share
a native ad with others.

32%

 The likelihood that a
 consumer will share a
conventional banner ad with others.

19%

 Percentage of
 consumers who
have never heard of
native ads.

85%

 Percentage of “brand
 lift” generated by
viewers toward a brand after
watching pre-roll ad.

2.1%

 Percent of all paid
 social advertising
on social media sites that is
spent on native ads.

38.9%
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Typical b-roll (or background 
action) footage for news story 

about airlines

advertorial: Advertising materials in magazines 
designed to look like editorial content rather than 
paid advertising. 


