
DIGIDAY

$

$
$

WTF 
is native 
advertising 
in email ?



WTF is native 
advertising in email?

What’s in this 
WTF guide?

As consumer behaviors and 
expectations evolve, advertisers 
and marketers must remain agile, 
adopting new formats and mediums 
for communicating and engaging with 
target audiences. 

One format that has proven a valuable 
asset for capturing consumer attention 
and driving action in light of these 
changes is native ads. Marketers are 
finding them effective enough that 
U.S. native ad spend reached nearly 
$76 billion in 2021 and is expected to 
climb to $87 billion by the end of 2022, 
according to eMarketer. And, when 
paired with the logged-in environment 
of email newsletters, native 
advertising’s power is only further 
augmented by delivering integrated ad 
experiences that match the form and 
function of the interest-based content 
to which a reader is subscribed.
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But the landscape for native 
advertising is also changing. Until 
recently, native ads were limited to 
web, social, video and in-app usage. 
However, innovative solutions now 
allow publishers to serve dynamic, 
native ads at scale within email 
newsletters presenting publishers 
with opportunities to diversify their 
revenue streams and expand their 
inventory offerings.   

In this WTF guide, Digiday and 
LiveIntent unpack the ways native 
advertising is now driving results 
for email marketers. In the sections 
that follow, experts help highlight 
all the ways publishers can benefit 
from offering native advertising in 
their email newsletters while also 
touching on how advertisers can use 
the medium to bolster their strategic 
efforts in 2022, 2023 and beyond.

How native ads work 
and what they look 
like

How to set up 
native ads within 
newsletters

The benefits 
publishers can see 
by offering native 
ads (and the skillsets 
required)

How to strike a 
balance between 
native ads and 
editorial content

Why publishers are 
using native ads in 
their own marketing 
campaigns

Share this report
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Native ads are ad units placed within 
the email newsletter in ways that reflect 
the look and feel of the newsletter 
environment. 

“The key to native advertising is that it 
needs to blend in with the content that 
the reader is consuming,” said Rachel 
Rubin, vice president of customer success 
at LiveIntent. “And some brands go a step 
further by having the native ad ‘sound’ 
like the publisher’s voice as well.” 
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A key element of native advertising’s 
effectiveness is including ads in emails 
that appear seamlessly alongside the 
sender’s content, which also helps 
provide the best return. 

“A powerful, effective solution enables 
publishers to render an advertiser’s 
message in a way that is consistent 
with the newsletter experience, which 
is why native ads perform well with 

How do native ads 
actually work within 
emails?

readers: it matches the look and feel 
of the content they know and love,” 
said Meghan Bentley, associate vice 
president of curated marketplace 
strategy and activation in marketing 
at LiveIntent. “With our solution, 
publishers can ensure native ads 
match the fonts, colors and even the 
layout of the rest of the articles and 
headlines within the newsletter.” 

Why turn to native 
advertising in email 
newsletters?

There are many factors contributing to 
email newsletters’ popularity and success. 
Consumers appreciate email newsletters 
because they choose which trusted 
publisher and newsletter they want to 
engage with; they know what to expect 
in terms of content quality and relevance 
and when to expect it. Advertisers tend to 
appreciate the email newsletter because 
it’s targetable, measurable, fraud-free and 
brand safe as opposed to social media 
platforms, which are often rife with user-
generated content and misinformation. 

For publishers, email newsletters 
present a direct, logged-in channel 
for communication with their readers, 
unencumbered by an intermediary, that 
helps publishers grow their audience 
base, revenue and first-party data 
asset. 

“Email addresses are key to identify 
in a mobile-first world,” said Adam 
Berkowitz, chief of staff and senior vice 
president of corporate communications 
and industry relations at LiveIntent, in a 
recent Digiday article.

https://www.liveintent.com/monetization-solutions/native/
https://digiday.com/media/the-definitive-digiday-guide-on-how-publishers-are-using-newsletters/
https://digiday.com/media/the-definitive-digiday-guide-on-how-publishers-are-using-newsletters/
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As the end of the third-party cookie 
approaches, those with a robust 
foundation of first-party data with email 
at its core will thrive. 

Savvy publishers are capitalizing on 
the increased popularity and benefits 
of newsletters by bringing native ads at 
scale to their email newsletters. 

“For our publisher clients, native 
advertising creates a new monetization 
opportunity,” said Bentley. “For 
advertisers, native ads in email 
newsletters present a turnkey solution 
for reaching audiences in a premium 
environment that lacks the ad clutter and 
‘noise’ found on other channels.”

Marketers and advertisers are  
leveraging it for branding as native 
advertising in email delivers high click-
through rates while delivering improved 
yield for publishers.

In addition to enabling publishers to 
extend their inventory offerings, native 
ads also allow marketers to leverage 
first-party audience data and apply 

contextual relevance to their advertising 
efforts. That last element proves crucial to 
successful campaigns.

“Publishers can target readers leveraging 
first-party data, demographic groups 
and interest-based segments to deliver 
dynamically relevant advertisements to 
each reader — all without segmenting their 
subscriber list,” Rubin said. 

“LiveIntent’s capabilities make serving 
the right ad for each user possible,” Rubin 
continued. “Say a publisher launches a 
morning alert and a weekly newsletter. 
They may choose to run a native ad within 
their weekly newsletter, targeting those 
readers who are not subscribed to the 
morning-alert newsletter inviting them to 
sign up. By leveraging their first-party data, 
the publisher can collapse or suppress the 
ad slot for those already subscribed to the 
alert, so they’re not reaching readers with 
irrelevant messaging. The native ad allows 
for this dynamic messaging while matching 
the look and feel of the content. This 
represents a more flexible native ad than  
in the past.” 
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OK, how do 
publishers get 
started with 
native ads in 
newsletters?

Historically, wading into the waters 
of native ads in emails has been a 
cumbersome and resource-heavy 
process for publishers. Publishers 
added HTML code manually to make 
native email ad units closely resemble 
their own content. For many teams, 
the challenge was the operational lift 
needed to support these native ad 
campaigns. 

Now technologies allow publishers to 
plug in native ads easily and without any 
HTML hardcoding. 

“Some of our publishers lacked the 
resources for running native ads in 
their email newsletters,” said Bentley. 
“And then the publishers that were 
running them struggled with a laborious 
process involving hardcoding creatives 
for every single campaign. But that 
changed with LiveIntent’s solution. Once 
this powerful solution is implemented 
into the templates, the native ads 
render dynamically — it’s just a flip of a 
switch to turn on.” The main difference 
between the native ads of today and 
those of the past is what’s required of 
publishers to implement. 

Technology partners can offer 
publishers a much easier way to 
integrate native ads into their email 
newsletters. This allows publishers to 
focus resources elsewhere. The end 
result looks and performs much better 
than before.

“Hardcoding native ads for each email 
send created tremendous operational 
friction for ad ops teams,” Rubin said. 
“Updating ads each time a publisher 
has a new campaign is a herculean 
task that is now in the past. With newer 
technologies like LiveIntent’s, teams 
can quickly and easily traffic and 
edit campaigns. Publishers can even 
make creative changes mid-flight if 
necessary. Changes are reflected in the 
newsletters in just 45 minutes,  
affording publishers flexibility like 
they’ve never seen before. These 
improvements in operational workflow 
free up resources so publishers can 
focus on more strategic efforts that help 
move the needle on their business.” 
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Email is consistently a publisher’s 
strongest tool for maintaining one-to-
one relationships with their audience. 
When paired with native ads, newsletters 
can deliver unprecedented results for 
publishers. 

“Dotdash Meredith was one of the first 
companies to implement our Native Ad 
Blueprint solution across its newsletters,” 
said Bentley. “After implementing the 
format, Dotdash Meredith saw a 15% 
increase in revenue in the first 60 days. 
Their native ad slots drove 10x higher 
CPMs for their newsletter advertising with 
our solution.” 

While no special skills are needed to 
implement native ads in email, it’s crucial 
that publisher teams understand the 
nuances of native ads and the nature of 
email. 

“You’d be surprised, sometimes 
marketers want the native ad to look and 
feel exactly like the publisher’s content, 
but sometimes they want the complete 
opposite,” said Rubin. 

“Some publishers want their native ad 
slots to reflect their exact editorial stylings 
maintaining brand cohesion throughout 
the newsletter, while others want the 
ad slot to be more obvious, asking for a 
‘sponsored by’ slug at the top,” continued 
Rubin. “Internal publisher teams need 
to align on these considerations and 
assess what ad formats are best for their 
newsletter, then align specific advertisers 
with each newlsetter that will engage 
their readers most.”

Native ads in emails also increase 
engagement for advertisers, helping  
them combat banner blindness and  
drive brand awareness.

“We’ve seen many studies showing that 
consumers are more likely to take an 
interest in and remain loyal to brands with 
consistent and high-quality messaging,” 
Bentley said. “Native ads in email ensure 
that the brand’s message is read and not 
just seen. The ads are in contextually-
relevant environments and thus more 
performant. People trust the newsletters 
they’ve signed up for and trust extends to 
the brands that advertise on them.” 

What are the 
benefits of 
having native 
ads in email 
newsletters?

So, does 
my email 
team need 
any special 
skillsets 
for native 
advertising?
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The advent of programmatic advertising 
has changed the way marketers and 
publishers approach native ads.  

“Publishers and advertisers alike should 
be wary of partners that pitch native-like 
ads,” said Rubin at LiveIntent. “There’s a 
big distinction between these and true 
native ad placements. These ads may 
enable an advertiser to include a headline 

There’s no one-size-fits-all approach to 
implementing native ads, but there are 
considerations to keep in mind before 
getting started. 

“Publishers can benefit from thinking 
about the overall experience they’re 
creating for their readers when 
incorporating native placements into 
their newsletter,” Rubin said. “Delivering 
a balanced and cohensive experience is 
best. For instance, publishers can offer 

or copy that vaguely reads like it will 
drive to an article, but the tell-tale signs of 
native-like placements include a CTA and 
fonts and formatting that don’t match the 
look or feel of the surrounding content.”

While direct-sold deals may be one 
way to sell native ads in email, not all 
publishers have the resources for this 
approach. However, including them 

advertisers a logo placement at the top 
of the newsletter with display ads and a 
native ad to tell one unified story, rather 
than repeating the same ad several 
times, and sell it as a more premium 
sponsorship.”

The exact balance depends on the 
length of the newsletter, how many 
content blocks there are and the reader 
experience that the sender wants to 
create. 

in media kits is undoubtedly the first 
step. Gradually building awareness of 
and demand for native ads can prove 
an effective strategy for publishers, 
particularly those with leaner teams. 

Once the email team 
is set up to include it, 
what’s the best way to 
sell native ad inventory?

What’s the best balance 
of native ads to editorial 
content in email?
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Publishers can use native ads in their 
acquisition campaigns to turn free 
subscribers into paid ones or to get 
subscribers of one newsletter to sign up 
for another. 

“With native ads, publishers can deliver 
ads personalized to each reader, 
delivering an optimal ad experience,” said 
Rubin.  

For publishers under parent companies, 
native ads can be used within their 
email newsletters to promote their sister 
brands. 

“Utilizing a tech partner’s capabilities to 
run and optimize marketing campaigns 
within your own newsletters is a great 
way for brands with sister companies to 
utilize their marketing to target, suppress 
or show one creative versus another or 
have it collapse altogether,” Rubin said. 

On top of this, many publishers are 
rethinking the function of newsletters 
and how they can best utilize them. 
Perhaps publishers get a higher return 
if they influence audiences to listen to 

How can publishers 
leverage native ads 
for their own email 
marketing campaigns?

their podcast or watch the premiere of 
their new show or sign up for their digital 
subscription. 

“It’s about finding the best way to utilize 
this attentive reader who has raised their 
hand, opened the newsletter and looked 
at this content,” said Rubin.

 native ad
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About LiveIntent

LiveIntent, one of the world’s largest 
people-based marketing platforms, 
connects 2,500 publishing and 
advertising brands with over 240 
million verified people every month 
across all types of media. With the 
anonymized email address at the 
center of its industry-leading identity 
graph, LiveIntent provides brands with 
solutions that help them monetize, 
acquire and retain real people, even 
where cookies don’t work. LiveIntent 
enriches a brands’ data, making it 
possible for them to deepen their 
understanding of their audiences, and 
more effectively market to people 
wherever they are present and paying 
attention. LiveIntent is home to over 
160 people worldwide with offices in 
New York, Berlin and Copenhagen.
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