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1 : 2013 NATIVE ADVERTISING EFFECTIVENESS STUDY,   
      IPG MEDIA LAB AND SHARETHROUGH

2 : 2012 ADFORM’S MEDIA BAROMETER

3 : FORRESTER RESEARCH ONLINE DISPLAY 
     ADVERTISING FORECAST, 2012-2017 (US)
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4 : SOLVE MEDIA, “NATIVE ADVERTISING: 
     ADVERTISING THAT GIVES BACK TO   
     THE CONSUMER” DEC. 2012

5 : 2013 THE JIVOX RICH MEDIA SURVEY
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