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Abstract This study was conducted as an exploratory study to redefine and examine what differences
from native advertisements defined in previous studies through analysis of the types and formats of
native advertisements appearing on media platform. A total of 159 samples in their twenties, and the
results of looking at native ads currently appearing on media platform are as follows. First, native ads
were running in the order of YouTube, Instagram, and Facebook. Second, it can be seen that it is being
executed as a targeted advertisement for the 20s. Third, we could see that native ads are being executed
a lot in the form of content or feed. It can be seen that the evolution of native advertising is being
executed centering on content, focusing on fun and interest in the form of video, and its form and type

are gradually evolving around the platform.
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Table 2. Results of the analysis according to Type of
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Table 3. Results of the analysis according to the
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Table 4. Results of the analysis according to Type of the
media platform
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Table 5. Results of the Perception Native Advertising
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