
In Flow: 
Native & content marketing in mobile 



Cognitive Attention Medium 



How does this affect advertising? 



B2B 
leadership 
interviews 

with industry experts 
with media and 

digital advertising 
backgrounds 

Digital safari 
groups 
4 x 1.5hr  

exploring stream 
environments on 
respondent’s own 

devices 

1500 
smartphone 

sample 
via desktop 

500 
smartphone 

sample 
via mobile 

Understanding the consumer in flow 

neuroscience 



Changing attention 



Worse at sorting adverts from content Better at sorting adverts from content 

` 

High  
ability to sort 

Medium  
ability to sort 

Low 
ability to sort 

Brain plasticity: sorting ads from content? 



Users see a flow, not ads and content in silos 

` 

54% 
high ability to sort 

52% 
medium ability to sort 

52% 
low ability to sort 

Brain plasticity: sorting ads from content? 







Native ads drive visual engagement 

85% 21% 

See native ad on a 
smartphone 

Greater visibility  
than mobile display 

advertising 

Behavioural eye tracking 



A seamless experience 

Total Sample (1500) 

Stream 
advertising is 
less 
intrusive +55% 

Sits better with 
content on the 
website 

+51% 

More in keeping 
with how 
people use 
the web +41% 

+62% +58% +54% 



Tailoring ads in the flow 



Brand  Product Call to action Content marketing 

The tailoring spectrum 
Non branded case study for global autos brand 



100 
114 114 

164 Attracts 
attention 

Sample per ad type (370) 

Warmer 

100 
118 

145 
172 

Brand  Product Call to action Content marketing 

The tailoring spectrum 



Brand  Product Call to action Content marketing 

More 
memorable 

than 
competitor 

ads 

Makes 
me think 
differently 
about the 

brand 100 110 
125 135 

100 

108 

100 

120 

Sample per ad type (370) 

The tailoring spectrum 



Content marketing in the flow 



100 
110 

140 

100 

129 

152 

Sample per stream (125) 

Y+T proving greater impact: upper funnel 

Social 
stream 

Stands 
Out Useful 

Social 
stream 



Y+T proving greater impact: lower funnel 

Sample per stream (125) 

Likely 
to click 

Call to 
action 

100 
 96 

 

111 
 100 

 
106 

 

130 
 

Social 
stream 

Social 
stream 



Increased 
favourability 

Makes 
me think 
differently 
about the 

brand 

Social 
stream 

Social 
stream 

Driving brand favourability and differentiation 
 

100 
 

120 
 

124 
 

100 
 

131 
 

131 
 

Sample per stream (125) 



If content is engaging 
then I don’t care it is 

an advert x2.2 



` 

85% 
visually 
engage 

with Yahoo 
stream ads 

Flow insights 

Content 
marketing 

= 72% 
more 

emotional 
response 

Users are 
not filtering 
out ads – 
they see a 

flow 



In Flow: 
Native & content marketing in mobile 


