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Running video ad campaigns in 
a native environment is a highly 
eff ective and effi  cient use of 
your video ad creative. It’s also 
a resourceful opportunity to 
repurpose your branded content.

WHY USE 
NATIVE 
VIDEO?

Across desktop and mobile, ad spend on online video is rapidly 

growing and far outpacing the growth of TV ad spend. eMarketer 

predicts increases by as much as 70% from 2016 to 2020 for online 

video, with the potential of becoming a $16.7 billion industry by then.1 

Native video ads will be one of the main drivers of this growth. 

The appeal of native video advertising is that it’s so well accepted, 

even enjoyed, by users and therefore outperforms most other 

types of advertising. Users engage with native video ads more than 

traditional display ads, showing fi xation rates up to 90% for native 

video on mobile2. And in a case study, an auto manufacturer reported 

50% higher completed views and 60% lower CPCV than industry 

averages.3 

We understand the challenges facing advertisers for both large- and 

medium-sized businesses and have created this guide to help you 

build more eff ective creative, target your best audience possible,

and make your campaign as competitive as it can be.
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Start With Premium Content Sites

Think about where you want your ads to live. 
Native ads that are seamlessly integrated into 
sites with premium, quality content earn up 
to 3 times more attention than regular display 
ads.1 This is why it’s important to consider 
exactly where your videos will run.

WORK WITHIN 
A PREMIUM
ENVIRONMENT

1 Ad Environments: The Halo Effect, Yahoo Study, Sept. 2014
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PREMIUM ENVIRONMENTS ARE DEFINED BY FOUR PILLARS 1

DESIGN
Ads on clean and simple pages allow for: 

• 97% more fixation
• 6X more attention

EDITORIAL
Premium editorial environments generate: 

• 3X the lift in emotional resonance
• 72% lift in ad recall
• 26% more positive emotional resonance

AD FORMATS
Innovative ad units deliver: 

• 133% more fixation
• 300% more emotional resonance
• 51% more ad recall
• 62% more brand preference

NATIVE
Premium native experiences deliver:

• 3x more attention
• Seamlessly integrated experience with editorial      
  content on PC & mobile
• 55% stronger emotional resonance
• 23% higher quality ad perception

Avoid wasting marketing budget on non-premium sites that don’t 
perform. When not advertising with premier partners, you run the 
risk of wasting impressions on non-viewable inventory, or of your 
ads appearing with content that’s not maximizing your audience’s 
engagement at best and damaging to your brand at worst. Instead, 
target environments that help lift and support your brand and 
campaign’s message and that maximize the audience’s interests.

1
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BUILD YOUR 
NATIVE VIDEO 
CAMPAIGNS
Creative Best Practices
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Using a logo at the beginning of your native video ad can be more 
effective than images of people or products.1  This is particularly 
true for mobile, where logos can more efficiently raise top-of-funnel 
metrics because the content stream on mobile apps is less cluttered 
than on desktop. Your logo will be more noticeable and this can 
significantly raise broader top-of-funnel metrics like aided recall and 
message recall.

 
The most successful native videos for driving brand metrics tend to 
be about 15 seconds in length.1  These videos have been shown to 
drive greater recall and purchase intent better than longer units, and 
greater enjoyment than shorter ads.

In addition to appearing within the right kind of content, your native 
ads should follow these creative best practices in order to best 
engage your audience.

1 Yahoo-Nielsen, June 2016 

USE BRAND LOGOS AS THE OPENING 
FRAME OF YOUR VIDEO

DRIVE GREATER RECALL AND PURCHASE 
INTENT BY USING 15-SECOND VIDEOS
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If the goal of your native video campaign is to drive traffic to 
your site, use 10-second ads. Viewers are much more likely to 
take action on shorter videos. 

However, message recall was significantly lower for 10-second 
ads, indicating that 10 seconds is not enough time to absorb 
more complex messaging, but is sufficient enough to drive a 
user to click through to your site.

1 Yahoo-Nielsen, June 2016

10
Click-through rates for 10-second ads 
show as much as a 56% increase over 60 
second ads, and as much as 17% increase 
over 30 second ads.1

DRIVE BRAND METRICS WITH 
HIGH-QUALITY VIDEO
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Produce professional video ads—with high-quality audio and video, 
good lighting and thoughtful editing —because they outperform 
amateur-looking video ads across all age groups and all devices.

This is true even when targeting younger audiences. Brand familiarity 
increases as much as 28% for Millennials and as much as 42% for  
Gen-Xers with professional looking video ads.1

Don’t feel pressured to force marketing copy into your native video 
ads. Consumers enjoy video ads that don’t feature a lot of marketing 
copy. You may think that including additional text in your videos 
encourages viewers to un-mute them, but we’ve actually seen the 
opposite. Viewers report enjoying videos without marketing copy, 
10% more, and are in fact un-muted 13% more times, than those ads 
that include marketing copy.1

1 Yahoo-Nielsen, June 2016

Brand familiarity can increase as much as 36%, 
brand recommendation can increase as much 
as 19%, and message recall can increase as 
much as 120% with more professional videos 
on mobile ads.1

PRODUCE PROFESSIONAL-LOOKING VIDEOS

ELIMINATE UNNECESSARY MARKETING COPY



10

Enable closed captioning text with your 
videos in order to achieve maximum 
recall of your video’s message.  

Closed captions are even more critical on 
mobile devices as consumers are not as 
likely to un-mute videos as they would be 
on a desktop device.1

PROVIDE CLOSED CAPTIONING 
TO DRIVE RECALL

Message recall is 60% higher for 
those exposed to closed captioning.

1 Yahoo-Nielsen, June 2016
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COMBINE PRE-ROLL & NATIVE
VIDEO TO DRIVE SALES

INCLUDE END CARDS TO DRIVE
MAXIMUM RECALL AND ACTION

Always include a call to action 
(CTA) end card or button at the 
conclusion of your native video 
ad to boost maximum recall. 
Including an end card can lead 
to as much as a 30% jump in 
message recall.1  Clearly state 
what exactly you want the viewer 
to do next, for instance, “buy 
now,” “learn more,” or “install
the app.”

In a blinded case study from 
Yahoo featuring a CPG brand, 19% 
of households saw both pre-roll 
and native video ads; yet these 
households contributed to a 
signifi cant 25% of the incremental 
sales for the brand.2  Combining 
the power of both pre-roll and 
native video can help you gain
the greatest value from your
video content.

1 Yahoo-Nielsen, June 2016
2 Yahoo Internal Study



12

REACH 
YOUR MOST 
VALUABLE 
CUSTOMERS
Targeting Best Practices

Because native advertising is all about 

being very relevant, targeting is an 

important factor.
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1 Yahoo Internal Study

THREE CRUCIAL STEPS FOR BRAND BUILDING

1.  Choose CPV Pricing
Cost-per-view pricing lets you deliver your brand message to any 
specific target audience you want. With CPV and detailed video 
reporting, you can evaluate how engaged viewers are with your 
videos. Add verifiable viewability metrics so you can be certain your 
audience is really getting the most out of your ads.

2.  Use Autoplay and Expanded View
Maximize the exposure of your message and capture the attention of 
more users with autoplay and expanded-view videos. These features 
will maximize the impact of your campaigns. 

In a recent study, we also saw that autoplay 
native video ads drove increases in brand 
affinity (4%) and outperformed user-initiated 
ad views in recall (51%).1
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3.  Consider Longer Video for Branded Content 
Marketing Distribution
Make the most of your branded content marketing strategy 
by leveraging your longer video content for native video 
campaigns. Don’t be afraid to experiment and A/B test long-
form video content (i.e. more than two minutes). We’ve seen 
these long-form ads drive more engagement and brand impact. 
Use pre-existing content to gain even more cost savings  
and efficiencies.

THREE CRUCIAL STEPS FOR DRIVING CONSUMER ACTION

1.  Choose CPC pricing
When your goal is to drive consumer action, use cost-per-click 
(i.e., CPC) pricing so you only pay when consumers act on your 
campaign. Use CPC pricing if you want to achieve your lead 
generation goals and to control your costs.

2.  Re-engage or exclude existing customers using your data
Build custom audiences to re-engage your lapsed customers. 
Exclude existing customers if you are running an acquisition 
campaign or use lookalike targeting to find an audience very 
similar to your best customers.

3.  Use Call to Action (CTA) end cards
Drive specific actions with customizable call to action buttons. 
Send viewers to your site. Encourage new downloads. Invite 
your customers to start shopping. Be direct and test alternative 
CTAs to see which ones lead to the most conversions.
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MAKE THE MOST OF PROVEN TARGETING FEATURES

Target with Signals of Intent
Target your audience by leveraging as many data signals as possible. 
These include users demographic, geographic, and interest data. 
Yahoo Gemini native advertising solutions is particularly advanced 
in this area, with the ability to reach specific audiences across 
Yahoo’s one billion monthly users as well as across our wide range of 
publishing partners. Using data signals is the most strategic way to 
target users who are most likely to engage with your message. 

Be sure to apply and test your frequency-capping thresholds as well, 
to identify the highest return on your campaign.
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Leverage Your Data
You know your customers better than anyone, so put that 
knowledge to work. Use your own first-party data to find and 
target users with native ads based on your users’ website 
actions, mobile advertising IDs, email lists or in-app actions. 
If you want to attract new customers but don’t want to show 
your ads to your existing customers, just use the  
exclusion feature. 

Ways to put your customer data to work:

• Website Actions

• Mobile Advertising IDs

• Email List

• In-App Actions

• Lookalike Modeling

Savvy marketers in retail, entertainment, and many other 
industries use lookalike modeling to find new customers or 
prospects. To reach people similar to your best customers, 
first define the audience segment you want to target based 
on their website actions (e.g., page visits, purchases, etc.). 
You can then create a lookalike model of your audience 
based on geography, gender, age, and interests, allowing 
you to target this highly desirable group.

TIP: 
USE LOOKALIKES



t

17

Leverage Third-Party Data
You can also consider using 
third-party data from several 
diff erent sources for audience 
targeting. Third-party data 
is aggregated website and 
offl  ine information that data 
management providers (DMPs) 
can provide to build customized 
targeting segments. For example, 
you can target customers who 
visit sites similar to yours, or 
shop at a competitor’s store. Ad 
Exchanges and DSPs use various 
methods to match users across 
diff erent devices, deduplicate the 
data, and activate the data for 
marketers. This allows advertisers 
to target specifi c prospective 
customers with their campaigns.
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Use only verifiable and measurable results
Viewability is an increasingly important KPI for advertisers, 
especially since a recent study found the average viewability 
rate for digital video ads worldwide was only 47%.1  Not all 
native ad platforms are equal. A recent Heineken native video 
campaign was measured as 99% human and viewable by an 
independent third party.2  Yahoo’s three-second view length 
standard is also greater than the two-second industry standard 
referenced by Interactive Advertising Bureau.

These high standards are one reason why Yahoo native video 
ads are more effective than the industry average. Gemini native 
video ads don’t play unless a person sees them, meaning you 
can have peace of mind that your videos are being seen by the 
engaged users you want.

2 eMarketer Digital Video Advertising to Grow at Annual Double Digit Rates, June 2016
2 Heineken campaign on Yahoo Gemini, Sept. 2016
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Getting Started with Yahoo Gemini

Native video advertising offers a great opportunity for both 

performance and brand focused advertisers to engage on a 

deeper level with their audience. When considering native 

partners, remember that Yahoo Gemini native video solutions 

offers a premium environment, delivers stronger view rates 

and more flexible pricing. The tips detailed on the previous 

pages can help you build and grow the most effective native 

video campaigns. 

For more about Yahoo’s native video solutions visit 

advertising.yahoo.com or get started today by contacting 

your Yahoo Account Representative. Note that DSP buyers 

are able to buy native video ads via BrightRoll DSP and the 

Gemini marketplace through their account representative.

CONCLUSION
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Write Ad Copy That Converts E-Book

Choose Images That Connect E-Book

Native Creative Best Practices 

Native Video Creative Best Practices

Yahoo Gemini Advertiser Guide

ADDITIONAL 
RESOURCES


