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Native advertising is one of the fastest growing trends in digital media.  Spending on 
this particular form of advertising, which is fundamentally defined as an 
advertisement that matches the form and function of the user experience in which it 
is placed, is expected to reach $7.9 billion this year and grow to $21 billion by 
2018*.  Because it has been an effective method of engaging consumers, 63 percent 
of marketers say they’ll be spending more on native this year**. 
 
Despite the monumental growth, there are still many challenges and uncertainties 
surrounding native advertising, namely disclosure.  The ability to present ads that 
look and feel like content has led many to question if consumers are able to tell the 
difference between native advertising and editorial.  As such, proper disclosure is 
essential. Two-thirds of marketers agree that clear disclosures are a must on native 
advertising**. 
 
The notion of native ad disclosure itself is mutually agreed upon. It must: 
 
• Provide consumers with prominent visible visual cues enabling them to immediately 
understand they are engaging with paid marketing content which isn’t associated 
with the publisher (e.g. brand logo). 
• Be labeled  using wording that demonstrates a commercial arrangement is in 
place (e.g. ‘Sponsored By…’ or ‘Brought to You By…’). 

While marketers have essentially agreed to assume responsibility for providing 
transparency in order to maintain trust with the consumer, there are no definitive 
guidelines on what type of disclosure language they should be using.  Depending on 
the advertiser or publisher, disclosure comes in many forms and can be as subtle as  
‘Sponsored By’ to overtly direct like being labeled  “Advertisement’. 
 
In the hopes of identifying the most effective disclosure labels that can be adopted 
industry-wide, TripleLift surveyed over 200 U.S. consumers and gauged their 
thoughts on the most effective and least popular forms of native ad disclosure. 

INTRODUCTION

*BI Intelligence estimates, IAB, 1/15 
**Association of National Advertisers, 3/15 
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TripleLift partnered with Sticky, a biometric eye tracking and consumer survey 
company, to determine how consumers interacted with native advertising content 
based on different sets of disclosure labels.   
 
TripleLift surveyed 209 consumers and presented each user 5 versions of the same 
branded content, each with a different disclosure label: 

METHODOLOGY

In addition to examining how users visually engaged with each version of the ad, 
we asked them a number of questions to determine the most effective native 
disclosure language.   

Sponsored Example 
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AD OR CONTENT?

When asked if they recalled seeing the 
brand’s content on the publisher page, a 
sizeable majority (71 percent) of consumers 
said they noticed the brand’s content.   

NO 
29%

YES 
71%

Q: Did you notice the recipe content for Sargento? 

However, despite each version of the ad 
being clearly labeled with disclosure 
language in two separate areas, more than 
half of those that noticed the brand content 
(62 percent) did not recognize that the 
content was a paid advertisement.  

NO 
62%

YES 
38%

Q: Did you know that the recipe content for Sargento 
was a paid advertisement? 

The majority of users looked at the native ad’s image and 
headline copy almost 3x more than they viewed the areas where 

the disclosure language appeared. 
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DON’T CALL IT AN ADVERTISEMENT 

When survey respondents were 
asked which disclosure labels 
were most straightforward in 
identifying the content as an ad, 
not surprisingly, almost half (49 
percent) cited ‘Advertisement’.  
Only 11 percent thought 
‘Promoted By’ was transparent 
in its ability to identify the 
content as an ad. 

Q: Which label provides the most straight forward 
messaging that the content is an ad? (Select all that apply)  

 

49%
44%

29%
29%

Advertis
ement 

Sponsored 
By 

Brought To 
You By 

Presented 
By 

Promoted 
By 

While ‘Advertisement’ 
m a d e i t c l e a r t o 
consumers that the 
branded content was in 
fact an ad, more than a 
th i rd (34 percent ) 
disliked this language.  

Advertisement 

Q: Which of the following labels do you like the least? 

Promoted By 

Presented By 

Brought To You By 

Sponsored By 

34%

30%

13%
12%

10%

Interestingly, the fact that ‘Promoted By’ was cited as being the least transparent 
disclosure label may play a factor in the overall negative reactions consumers have 

to it, where as ‘Advertisement’ is so clear in its definition of being an ad that 
consumers just inherently dislike the connotation it may have.  

 
Looking at the eye tracking data, the ad featuring the ‘Advertisement’ label was 

seen by only 23 percent of responders, the lowest percentage of eyeballs on any of 
the disclosure labels, which could be a reflection of consumers’ natural instinct to 

ignore anything associated with blatantly being an ad.  
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Brought To You By                                     33%

Sponsored By                                     32%

Advertisement                                     15%

Presented By                                              14%

Promoted By                                                             6%

PREFERRED DISCLOSURE LANGUAGE

In terms of which disclosure labels consumers preferred, the survey found a 
large portion of respondents gravitated towards two phrases, ‘Brought to You 
By’ (33 percent) and ‘Sponsored By’ (32 percent).  Not surprisingly, these two 
terms also ranked at the bottom of the list of the least liked disclosure labels. 

Q: Which of the following labels do you like the best? 



CONCLUSION

Consumers still have a hard time identifying editorial content from paid 
messages, despite being labeled as such.  Since native advertising is still a 
relevantly new concept for consumers, and it does match the look and feel of 
other content on the page, it will naturally take time for them to understand 
the differences.   
 
Seeing as they are exposed to so many of these types of messages everyday, 
all of which use different disclosure labels, it is understandable that they find it 
difficult to know what’s advertising and what’s paid content.  
 
Using vague terminology or overtly frank disclosure language is not necessarily 
the best method for labeling sponsored content.  Instead, consumers seem to 
respond to, and appreciate, softer language that makes it seem like they are 
receiving the ad as part of a value exchange for the opportunity to engage with 
free content.  Using words like ‘Sponsored By’ and ‘Brought to You By’ offer a 
more causal tone that neither tricks them into thinking it is editorial content or 
aggressively feels like a hard sell.  
 
As the native advertising continues to mature, it will be important for the 
industry to adopt a universal disclosure label, and we hope this study helps 
steer us in the right direction. 

triplelift.com 
@TripleLiftHQ 


