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Abstract 

 

Background 

“Traditional digital advertising has become wallpaper. It doesn’t improve anyone’s 

experience on a site and readers, myself included, pretty much look past it” stated by Jason 

Hill, Global Head of Media Strategies (Adage.com, 2019).  

 

Marketing managers attempt and fail in adapting traditional marketing strategies to the 

unfamiliar digital landscape. Traditional techniques e.g. banner ads appear as intrusive and 

unwanted according to consumers. Brands have in response strategically changed its 

communication to a rather subtle approach that aims to be non-intrusive. Aforesaid strategy is 

referred to as native advertising. Native advertising however is not unproblematic as said 

approach may be exploited to be deceptive, intrusive and secretive, brand whom implements 

such a strategy may be rewarded with short term positives. However the long term effects of 

said strategy prove negatives in various aspects of the brand.  

 

Purpose 

The purpose of this thesis is to explain how the conceptualization of native ads influence 

users’ feeling of non-intrusiveness.  

 

Method 

The conducted study implemented a deductive approach to research, including an explanatory 

purpose as previously elaborated upon. The study is further characterized as a cross-sectional 

design in which the researchers aimed to test the conceptualization of non-intrusive native 

advertising. The researchers further conducted a self administrated questionnaire with a total 

of 158 respondents. The data was cleaned in SPSS and further tested for reliability, validity 

and hypothesis testing.  

 

Conclusion 

The findings of the conducted study concludes that personalized advertising positively 

contributes to users’ feeling of non-intrusiveness. On the other hand, contextual relevance, 
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transparency, emotional appeal and informational appeal were rejected as such variables were 

not statistically significant in explaining non-intrusiveness. Therefore, the researchers 

rejected hypothesis H1, H2, H3, H4 and therefore rejected previous research stating that these 

variables contributes to users’ feeling of non-intrusiveness. However H5 was accepted, 

therefore theories that suggests that personalization according to one’s interest, previous 

interactions and real-time data to influence users feeling of non-intrusiveness were 

confirmed. 
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1. Introduction 

The following introduction chapter will include a background that will depict native 

advertising and its definition. The chapter further includes a problem discussion where a 

discussion regarding native advertising and its relation to deceptiveness and intrusiveness is 

problematized. Lastly the purpose of the study is presented.  

1.1 Background 

Jason Hill the global head of media strategies at GE states that: “Traditional digital 

advertising has become wallpaper. It doesn’t improve anyone’s experience on a site and 

readers, myself included, pretty much look past it” (Adage.com, 2019). Marketers struggles 

to implement the previous success of traditional marketing strategies in the digital landscape. 

Banner ads which is considered as traditional advertising, are perceived as interruptive to 

consumers and considered as unwanted communication. Therefore, brands have embraced the 

meaning of the aforementioned quote and thus implemented a rather subtle approach to 

communication including a non-intrusive strategy. Such strategy is defined as native 

advertising (Campbell & Marks, 2015). 

 

Tuten & Solomon (2015) define native advertising as a form of paid advertising content that 

is unique in relation to the channel that the ad is distributed within, i.e different digital 

platforms requires uniquely assembled content which is aligned to the intended platform. 

Hence, native advertisements in the aforementioned definition corresponds with for example 

ads in The New York Times and Forbes magazine according to Campbell & Marks (2015). 

An additional definition according to Wojdynski & Evans (2016) is paid advertisements that 

resembles the content of the specific platform in which the native advertisement is positioned. 

This definition rather concerns market communication on social media and digital platforms 

for example Google ads, Instagram Ads and Amazon sponsored products, such ads promote 

and encourage interaction of participants as suggested by Matteo & Zotto (2015).  

 

Matteo & Zotto (2015) argues that native advertisements is branded content that is integrated 

within for example a social media feed to the extent that it does not appear intrusive from the 
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viewer's perspective, i.e. it contains a contextual relevance in regards to the platform. Tutaj, 

Reijmersdal & Eva (2012) develop such claims and states that sponsored content that is 

contextually correct in its message and creative elements appear less irritating as compared to 

traditional advertising, for example banner ads. Wang & Huang (2017) expands the findings 

of Tutaj et al., (2012) and describes that the comparison between banner ads and native ads is 

that native ads are perceived as less noticeable since it is contextual based and fits to the 

specific platform’s feed. Native advertising on the other hand may be executed to promote 

secrecy, deceptiveness and non-disclosures to promote the effectivity of the native 

advertisement (Sass, 2015). They discuss that a native ad’s effectivity is dependant on the 

audience’s lack to disclose the native advertisement as paid content as compared to general 

content. Wojdynski & Evans (2016) concluded that only 8 % of the respondents in their study 

were able to distinguish a native advertisement from general articles. On the other hand 

brands whom aims to perform effective native advertising should not depend on secrecy nor 

deception. Brands should rather seek to adopt non-intrusive approach to native advertising to 

enhance effective native advertising (Campbell & Marks, 2015). 

 

Effective native advertising and its conceptualization consist of several different 

characteristics which contributes to all aspects of native advertising. Various studies conclude 

that contextual relevance, transparency, message appeal i.e. informational appeal and 

emotional appeal, as well as personalized advertising is the foundation of effective native 

advertising. The studies further argue that these elements of native advertising proves 

efficient in affecting users feeling of non-intrusiveness (Wang & Li, 2017; Carlson, 2014; 

Campbell & Marks 2015; Wojdynski & Evans, 2016; Baek & Morimoto, 2012). Whereas, 

Riedel, Weeks & Beatson (2018) states that brands whom construct ads that are intentionally 

less intrusive than traditional ads such as banner ads, will have positive effects in relation to 

the general acceptance of the ad.  

 

Native advertising is exponentially growing according to eMarketer (2014) whereas native 

advertising were predicted to reach a 9,4 billion dollar mark by 2018 in the United States in 

which Adage.com (2019) predicts a similar 8,8 billion dollars in spendings in 2018. Boland 

(2016) further predicts native ads to acquire 74% of the United States’ display advertising 
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revenue in 2021. Boland (2016) additionally argue that native ads in social media generates a 

majority of social media platforms’ revenue and its presence will continue to grow by the 

year 2021. eMarketer (2015) suggests that there is a shift in the application of native 

advertisements whereas 10 to 20 years ago, native ads were primarily implemented in 

newspapers and magazines however native ads are currently moving towards digital 

platforms for example, social media. 50 % of Social media ad costs were therefore predicted 

to be composed by native ads in 2017 according to eMarketer (2015). eMarketer (2015) in 

addition to this states that native advertisements is the primary source of revenue within 

social media as well as constituting 38,8 % of social media spendings in 2014.  

 

Native advertising provides brands with a digital marketing strategy that allows marketers to 

communicate relevant and helpful information to a specific as well as receptive audience. 

Brands who implements a cohesive strategy and supports and entertains its target audiences 

will have a larger success in gaining consumers’ digital attention. On the other hand, 

marketers that implements a deceptive and intrusive strategy may prove to be efficient in 

gaining attention in the short term, however in long term such strategy will be harmful to the 

brand when consumers disclose the nature of the ad (Campbell & Marks, 2015). This issue 

addressing intentionally constructing intrusive native advertisements will further be discussed 

in the following problem discussion.  

1.2 Problem Discussion  

Native advertising appears in several different contrasting forms in terms of secrecy and 

transparency whereas secretive native ads does not state its paid nature nor disclose the brand 

responsible for the content (Campbell & Marks, 2015). Current research primarily establishes 

concerns regarding an increased secrecy within native ads. For example, Lazauskas (2014) 

concluded that 59 % of respondents perceive news sites with native ads as less credible and a 

total of 67 % of the respondents sensed a feeling of deceptiveness in realizing that an article 

was actually an native ad. Sass (2015) argues that native ads efficiency is dependent on the  

audiences inability to disclose native ads from editorial content, therefore native ads may be 

developed to enhance its secrecy. However, studies imply that intentionally developing native 

advertisements as secretive, deceptive and without proper disclosures has negative effects. 
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Friestad & Wright (1994) and Wei, Fischer, & Main (2008) exemplifies the aforementioned 

statement in that when a reader disclose that the editorial content is in fact paid content in the 

form of a native advertisement the reader will apply a high level of scrutiny to the message.  

 

Campbell & Marks (2015) provides an empirical example regarding high levels of secrecy in 

native advertisements whereas The Atlantic Magazine published an article regarding the 

church of Scientology, the article was a native advertisement i.e. paid content. The article 

experienced large amounts of negative reactions in which The Atlantic Magazine removed 

the advertisement 12 hours after its initial launch according to Wemple (2013). The article in 

question did disclose that it was a native advertisement. However, it was done in a 

conspicuous matter. Although what readers reacted on was the deceptive and secretive nature 

of the ad, readers could not disclose who was responsible for the ad (Wemple, 2013). Fallows 

(2019) suggests that the aforementioned article resulted in that The Atlantic had to revise 

their advertising policies due to the large amount of negative comments regarding the ad. The 

revised policy mainly concerned clearly disclosing the sender of the message as well as who 

the sender of the message is. The advertisement had further implication on the brand in 

question i.e. The Church Of Scientology. Whereas Schafer (2019) argues that the 

advertisement had enabled comments in which users negatively expressed their opinion 

regarding the brand (The Church Of Scientology) as well as the platform (The Atlantic). 

 

The aforementioned empirical information reveals that individuals perceive native ads as 

deceptive as well as that brands consciously construct native ads to be secretive and deceptive 

to gain short term attention (Lazauskas, 2014; Campbell & Marks, 2015). Whilst deceptive 

and secretive strategies may prove effective short term, the long term effects of such 

strategies prove to be negative negative according to Campbell & Marks (2015). Wojdynski 

(2016) concluded if brands are to minimize the deceptive nature in native advertisements, 

consumers’ negative reactions would decrease. Various studies presents a conceptualization 

of non-intrusive advertising that includes five variables that contributes to increase one's 

feeling of non-intrusiveness. The five variables that are considered to be the 

conceptualization are contextual relevance, transparency, informational appeal, emotional 
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appeal and personalized advertising (Wojdynski & Evans, 2016; Campbell & Marks, 2015; 

Harms, Bijmolt & Hoekstra, 2017; Baek & Morimoto, 2012).  

 

The conceptualization of non-intrusive native advertising needs to be tested according to 

Harms et al., (2017) whom states that consumer-based research is needed to understand how 

native advertising messages should be constructed to increase users feeling of 

non-intrusiveness. Hence, knowledge in which factors contributes to the feeling of 

non-intrusiveness whilst constructing native ads is needed. As dismissing content as intrusive 

and deceptive as previously discussed may imply negatives within appeal, engagement as 

well as empowerment towards the brand in question. Therefore conducting a quantitative 

research that tests the conceptualization of native advertising towards the feeling of 

non-intrusiveness will be conducted. 

 

1.3 Purpose 

The purpose of this thesis is to explain how the conceptualization of native ads influence 

users feeling of non-intrusiveness.  

 

 

 

 
 
 
 
 
 
 

 
 

10 



2. Theoretical Framework 

The theoretical chapter presents the theoretical foundation of the study. Firstly, native 

advertising will be described to provide an understanding of the concept. Whereas the 

following sub-chapters will present, Non-intrusiveness, Contextual relevance, Transparency, 

Message appeal (emotional appeal), Message appeal (informational appeal) and 

personalized advertising as such concepts constitute the conceptualization of non-intrusive 

native advertising.  

2.1 Native Advertising 

As previously defined in background, native advertising is paid content that is individually 

designed according to the platform in which the native advertising is to be distributed on. 

Native advertising is branded content that is integrated to the platform so that it does not 

appear intrusive from a consumer perspective meaning that it contains a contextual relevance 

in terms of the creative elements and the message conveyed (Matteo & Zotto, 2015; 

Reijmersdal & Eva, 2012; Tuten & Solomon, 2015). Harms et al., (2017) and Iab.com (2013) 

similarly argues that native ads resemble the appearance and theme of the editorial content of 

a specific publisher in that users feels as if the ad belongs on the site. Wojdynski & Evans 

(2016) and Pulizzi (2014) corroborates said statement in arguing that native ads are paid 

opportunities that appear as editorial content in terms of its graphical elements.  

2.2 Non-Intrusiveness 

Campbell & Marks (2015) state that native advertising aims to minimize the feeling of being 

disruptive and intrusive to the users’ online experience. In order to minimize the effect of 

intrusiveness in relation to consumers’ online experience one is to craft the ad to be relevant 

and contextual optimized to the platform’s feed and environment according to Campbell & 

Marks (2015). They further argue that it is of importance that the advertisement is native to 

the platform, i.e. the user shall not be disrupted in its current processes. Pulizzi (2014) 

corroborates said claims and explain that the native ad should be delivered in-stream, i.e it 

should not interrupt the online experience, it should rather help the customer in which the ad 

is perceived as non-intrusive which is additionally supported by Campbell & Marks (2015). 
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Critical characteristics of native ads further emphasize transparency as well as openness in its 

communication to yield effectivity. Whereas acting secretive and deceiving in one's external 

communication will cause negative effects regarding a brands long term brand perception 

according to Campbell & Marks (2015). Pulizzi (2014) explain that native ads should be 

“content based”, i.e the content of the ad need to include relevant and interesting information 

targeted to a specific individual, which is further supported by Campbell & Marks (2015).  

 

Riedel et al., (2018) research aims to expand previous research regarding what the key drivers 

to intrusive ads are. Previous research establish that temporal, visual and flow disruptions are 

key drivers to ad intrusiveness however Riedel et al., (2018) suggests that ad intrusiveness 

originates from six as compared to three components. The six sub-drivers of intrusive ads are 

time-wasting, forced, obtrusive, distracting, interruptive and irrelevant from a consumer’s 

perspective (Riedel et al., 2018). Li, Edwards & Lee (2002) corroborates the previous 

statement regarding intrusive ads defined as a cognitive reaction towards an advertisement 

that interrupts an individual's current cognitive processes. The potential behavioral response 

whilst a user is faced with an intrusive ad is, avoidance of the ad, stopping the actual activity 

i.e. information search and neglecting the ad (Riedel et al., 2018). Additionally, Riedel et al, 

(2018) states that the emotional response of said ad results in frustration as well as annoyance 

by reason of interruption i.e. the user is interrupted in its activity. Thirdly Riedel et al., (2018) 

suggests the cognitive response to disruptive ads including neglecting the information the ad 

aims to communicate. Truong & Simmons (2010) study reveals that users, i.e. persons whom 

are faced with digital advertisements requires a clear distinction regarding helpful internet 

advertising and misleading, disruptive and intrusive advertising. Whereas helpful 

advertisement is exemplified via emails with an intended message to aid customers within the 

purchasing process and product catalogues with detailed descriptions of relevant products and 

how to use them. On the other hand users perceive misleading and intrusive advertising as 

ads in which includes inadequate benefit information in relation to a particular irrelevant 

product (Troung & Simmons, 2010). Riedel et al., (2018) argue that firms who develops less 

intrusive ads yields positive results with regards to the general acceptance of the 

advertisement.  
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On the other hand, Campbell & Marks (2015) further argue that certain online marketing 

communication aims to disrupt the user to draw attention towards the particular ad. Such ads 

are in its definition disruptive as well as distracting, as a result ads with such characteristics 

are perceived as undesirable according to Campbell & Marks (2015). Hence, Campbell & 

Marks (2015) argue for the implementation of native ads by reason of native ads being 

non-intrusive. Native ads rather intend to be consistent and contextual based in terms of the 

platform it is placed, the user it is intended to target as well as a general sense of transparency 

and disclosure (Campbell & Marks, 2015).  

2.2.1 Contextual Relevance 

Hotnets (2013) argue that contextual targeting refers to a digital marketing strategy that 

considers the platform on which the ad is to be displayed rather than the user it is intended to 

target. Accordingly, such strategy assumes that users who visits a certain site wishes to 

receive ads similar to that specific site according to Hotnets (2013). The aforementioned 

claims are further confirmed by Wojdynski & Evans (2016) and Matteo & Zotto (2015) as a 

characteristic concerning native ads, whom states that a native ad resembles the graphical 

attributes of a specific website. IAB (2013) further supports that a native ad contains a 

contextual relevance stating that “paid ads that are so cohesive with the page content, 

assimilated into the design, and consistent with the platform behavior that the viewer simply 

feels they belong” (IAB, 2013, p. 3). Findings by Hunter, Jacobsen, Talens and Winders 

(2010) suggests that contextual targeting yielded the highest reach of an ad as compared to 

retargeting, audience targeting as well as premium pricing strategies.  

 

Hotnets (2013) provides an example of said strategy whereas a car insurance company will 

purchase ad-space on car-related websites for example car dealership firms. It is thus 

assumed that a person whom is interested in cars is therefore interested in an insurance for 

that specific object according to Hotnets (2013). Rieger, Bartz & Bente (2015) furthermore 

examined claims and researched advertisements placed on a relevant website as well as 

advertisements placed on irrelevant websites and its performance. Rieger et al., (2015) 

concluded that users whom were exposed to ads relevant to the site spent more time reading 

the ad compared to the ad on the irrelevant website.  
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Oh (2012) additionally confirmed that ads that were congruent with the platform yielded 

higher click through rates i.e. the percentage of individuals who clicked the ad after exposure. 

Wang (2006) concluded that users of a platform were more likely to recall as well as notice 

an ad that were congruent towards the website. Furthermore, congruent ads were determined 

to yield positive attitudes towards the brand as well as the ad according to Wang (2006). 

However Simola, Kivikangas, Kuisma & Krause (2013) discards that ad congruence 

increases attention towards the ad rather that congruent ads yielded lower attention rates. 

Wojdynski & Bang (2016) hypothesised that “visual attention to the advertisements would be 

higher in the relevant advertisement condition than in the irrelevant advertisement condition”. 

The analysis revealed that the hypothesis were confirmed and the result concluded that users 

spent significantly more time interacting with the ad within the relevant condition as 

compared to the irrelevant condition according to Wojdynski & Bang (2016). Therefore, 

Wojdynski & Bang (2016) states that congruent ads were determined to be efficient in terms 

of user attention.  

2.2.2 Transparency  

Campbell & Marks (2015) highlight the importance to be clear on who’s the sender and the 

source of an native advertising is. Brands who acts secretive about the source of an ad would 

result in negative outcomes whereas consumers may feel deceived and manipulated by the 

brand in question. If marketers are true in its transparency and open regarding the source of 

an ad, it will in the long term result in a trustworthy relationship between the brand and 

consumer. This factor is of importance in context of digital platforms, where transparency 

and exchange of information is essential (Campbell & Marks 2015). 

 

Amazeen & Wojdynski (2018) additionally state that consumers tend to be more positive and 

acceptive towards native advertising that is transparent in its commercial nature, more 

specifically, consumers favor an article’s content if they are able to easily recognize the 

sponsorship. However, it is not exclusively the transparency of ad recognition that is of 

importance according to Wojdynski, Evans & Hoy (2017). They also argue for consumers’ 

ability to identify who the actual sender of the sponsored content is. Consumers ability to 
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recognize the sponsored ad and the sender, allows evaluation of the credibility and motives 

according to Wojdynski et al., (2017). Additionally, they found that characteristics such as 

brand presence, clarity of sponsorship, disclosure and lack of deception is significant in 

relation to transparent advertising. Harms et al., (2017) further supports that brand 

prominence of native advertising is of significance, since lack of brand prominence 

contributes to a feeling of deception from a consumers perspective. They conclude that low 

brand prominence indeed have negative effects to the brand in question but also to the 

platform distributing the ad.  

 

Wojdynski & Evans (2016) found different factors contributing to increase consumers’ ad 

recognition and ad disclosure. They further suggest that the use of language within native ads 

should be transparent, i.e communication such as “sponsored” and “advertised” content 

increase consumers ad recognition significantly, rather than vague communication language 

in a deceiving manner. Their results further reveal that the common placement of ad 

disclosure in the top-corner is less effective, they suggest that the placement of ad disclosures 

should be placed with a middle-positioned disclosure in order to reveal its commercial nature. 

Results which further are supported by Wojdynski, Bang, Keib, Jefferson, Choi & Malson 

(2017) regarding the positioning of ad disclosures. Amazeen & Wojdynski (2018) concludes 

that consumers accept the contents of native advertising which is transparent in its 

commercial nature.  

2.2.3 Informational Appeal 

Harms et al., (2017) states that messages of native advertising should be characterized in an 

informational manner. They further argue that informative messages are more effective in the 

purchase stage. Truong & Simmons (2010) emphasize that informative and useful 

advertisement can for example be emails with the intended message to help a customer buy a 

certain product, or an ad that shows a brands product catalogue. Informativeness is a 

synonym to this according to Ducoffe (1995). Informativeness includes advertisements which 

supplies relevant information to products or advertising (Ducoffe, 1995). Additionally, Belch 

& Belch (2012) explain informational messages to be designed to providing consumer with 

practical and functional product information. Ducoffe (1995) concluded that informativeness 
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has an impact on a consumer’s beliefs regarding the ad and that an informative ad is 

perceived as less intrusive as compared to a for example banner ad. Ducoffe (1995) states that 

creating ads that acquire an informativeness intention accompanied by an entertaining aspect, 

are significant in relation to ad value. That will, in the long-run be perceived a more valuable 

as compared to ads that does not include informativeness and entertainment (Ducoffe, 1995). 

Harms et al., (2017) additionally states that advertising that is informational, primarily 

provides facts that is indeed helpful to consumers. They further argue that consumers appear 

to be more receptive to information content in the purchasing stage if the information is 

targeted. 

2.2.4 Emotional Appeal 

Harms et al., (2017) states that the messages of native advertising should be characterized by 

an emotional aspect in which emotional appeal proves efficient in the awareness stage. Harms 

et al., (2017) and Golan & Zaidner (2008) states that an emotional message includes context 

which brings up psychological characteristics that is related to consumer experience which 

has the ability to evoke greater consumer engagement. Belch & Belch (2012) explain 

emotional ads to be messages that aims to transform consumers’ personal state and feelings. 

Harms et al., (2017) further discusses the use of emotional content when creating a message 

and ad. They argue that different types of content i.e informational and emotional content is 

argued to fit in different stages as previously mentioned. An emotional message is considered 

to be more appealing and more effective when consumers are in the interaction phase. Yoo & 

MacInnis, (2005) explains that the credibility of an ad’s content is enhanced if positive 

emotions are attached to the message. However they further state that negative feelings 

further has a possibility to enhance the credibility of the message. Additionally, an emotional 

message strategy is considered to be more memorable to consumers Belch & Belch (2012). 

Effectiveness within an ad and the appeal within an ad is mostly moderated by the type of 

product and the target audience. Yoo & MacInnis (2015) states that emotional appeal 

contributes to emotions which has a positive effect on users’ brand perception which further 

affected purchase decision as well as brand recall. Emotional appeal according to Cutler & 

Javalgi (1993) is associated with feelings of fear, humor and love in which emotional appeal 

aims to contribute to positive or negative feelings to promote consumer actions.  
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Research define guilt as a cognitive feeling connected to an event in which you have broken a 

moral and social value in consuming/performing a certain act (Kugler & Jones 1992; 

Lee-Wingate & Corfman 2010). Lee-Wingate, Moon & Bose (2014) categorize the feeling of 

guilt within ads in two categories, 1, ads with the intention to magnify the feeling of guilt and 

2, ads that aims to reduce the feeling of guilt in living a certain lifestyle/purchasing certain 

products. Ads that aim to increase the feeling of guilt primary highlight and communicate to 

prevent future guilt of not complying to moral and social standards according to Huhmann & 

Brotherton (1997) and Lee-Wingate & Corfma (2010). Lee-Wingate et al., (2014) provides 

examples whereas for example college funds may aim to inflict parental guilt regarding not 

preparing for their child's future, car brands whom frames the message as, if one do not 

purchase the safest car one’s children will not be properly protected from a potential crash. 

On the contrary ads that aims to reduce feelings of guilt highlight and target anticipated 

feelings of guilt that may arise from consuming certain products. Such ads are primarily used 

within the luxury sector in which products are primarily used as self consumption for 

example spa treatments and luxury chocolate. A marketer may in such scenario aim to 

decrease the level of guilt in consuming a self satisfying product/service (Lee-Wingate et al., 

2014).  

2.2.5 Personalized Advertising 

Baek & Morimoto (2012) states that personalized ads are customizable ads that are delivered 

to users as paid media based on the users personal information, for example name, purchase 

history, demographics, psychographics and lifestyle interests. Personalized ads as a practise is 

related but shall not be equal to segmenting in which personalized ads rather extends 

segmentation in its efforts to tailoring the advertisement based on implied interests (Bleier & 

Eisenbeiss, 2015). Teradata.com (2015) further supports such claims and suggests that the 

difference between segmentation and personalized ads is that it enables firms to hypertarget 

the delivery of the ad based on real-time data as well as connecting previous online footprints 

to offline behavior. Aguirre, Mahr, Grewal, de Ruyter, and Wetzels (2015) states that current 

innovations in data collection enables firms to profile users thus firms may target users with 

personalized ads that are more helpful and relevant as compared to traditional advertising 
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strategies. Aguirre et al., (2015) and Sundar & Limpros (2013) concluded that personalized 

ads allows consumers to receive relevant messages according to the user's specific needs and 

preferences at the intended time. The personalization of ads is enabled through previously 

monitored digital activities, for example google searches, website searches, settings and 

clickstream data, data that allows marketers to target users with useful information at a 

relevant time (Bleier & Eisenbeiss, 2015; De Bock & Van den Poel, 2010). Studies conclude 

that personalized ads results in positives with regards to consumers and firms in which 

consumer satisfaction, effectivity of online ads, increased profits and a decrease in 

advertisement costs were concluded (Athanasiadis & Mitropoulos, 2010; Kramer, 

Spolter-Weisfeld & Thakkar 2007). Tam & Ho (2006) corroborates that personalization of 

ads yields positive results with regards to users attitude towards the website and increased 

purchase intention. Hunter et al., (2010) concluded that retargeting yielded the highest 

website visitation in compared to for example, audience segmentation, contextual targeting 

and premium pricing whilst conducting a certain campaign. Dolnicar & Jordaan (2007) 

supports claims regarding implications on the firm whereas they argue that personalized ads 

decreases a firm's advertising costs. Since it allows for specific targeting towards identified 

relevant prospects, i.e advertisement costs are not allocated to cold leads which cause 

irritation as compared to aiding consumers.  

 

Remarketing is a digital marketing strategy that concerns targeting users who have for 

example interacted/showed interest in relation to a particular brand according to Hotnets 

(2013). Bleier & Eisenbeiss (2015) support such claims and states that retargeting features a 

brand product/service images that corresponds with a user’s interests derived from recent 

shopping behavior. Hotnets (2013) further exemplify re-marketing whereas a user for 

example visits a car insurance site, the user then leaves the site without performing a 

purchase. The insurance company can via re-marketing place native remarketing ads on other 

websites related to cars the user visits with for example discounts to help/aid the user to 

finalize the purchase. Re-marketing thus uses rather primitive however explicit signals to 

target users according to Hotnets (2013).  Behavioral targeting according to Hotnets (2013) is 

a rather complicated process of targeting whereas users are targeted based not on single 

signals rather a long-term digital behavior. The ad network responsible for displaying and 
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generating targeted ads for a specific user, develops a profile in which interests, search 

history, purchase history for example is compiled. The ad network then displays the ads 

based on the users specific profile for example, within behavioral targeting a user may be 

subjected to car insurance ads on a website concerning pet food (Hotnets, 2013). As 

behavioral targeting rather aims to generate ads based on profiling the ads may be dissonant 

with the webpage in question however relevant in terms of the user it is specified towards.  
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3. Conceptual Framework 

The following chapter aims to deduce indicators and hypothesis from the five theoretical 

concepts, i.e. contextual relevance, transparency, informational appeal, emotional appeal 

and personalization. The five variables/concepts will further be presented in a model which 

aims to describe the hypothesized relationships that will be tested for further results.  

 

3.1 Contextual Relevance 

The conducted literature review and the research process identified five independent variables 

that according to research reduce a consumer's feeling of intrusiveness. Contextual relevance 

is an independent variable that according to Hotnets (2013) refers to a digital advertising 

strategy that rather considers the platform in which the advertisement is to be placed as 

compared to the consumer. Wojdynski & Evans (2016) and Matteo & Zotto (2015) and Iab 

(2013) confirms as well as expands Hotnets (2013) study and states that native advertising is 

advertising that is cohesive with the page content, assimilated into the design, and resembles 

the platform behavior which in turn makes the user feel as if the advertisement belongs to the 

site. Therefore, this may be measured by the following indicators: “Relevant content” (Iab, 

2013; Wojdynski & Bang, 2016), “Graphical elements” (Hotnets, 2013; Wojdynski & Evans, 

2016; Matteo & Zotto, 2015; Wojdynski & Bang, 2016), “Follows the theme” (Iab, 2013; 

Wojdynski & Bang, 2016). Acknowledging that firstly, contextual relevance may be 

indicated by the relevance of the content, graphical elements as well as the theme, and 

secondly that contextual relevance may reduce one's feeling of intrusiveness as users simply 

feel as if the advertisement belongs on the site the following hypothesis were deduced: 

 

H1: “The contextual relevance of native advertisement has a positive effect on the feeling of 

non-intrusiveness”  
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3.2 Transparency  

Transparency have been previously presented as a key-concept in constructing native ads 

according to Campbell & Marks (2015). They explain native ads to be dependent on being 

open and specify the true source of an ad, i.e which brand is the sender of the message. On 

the contrary, they explain brands whom act secretive may be perceived as manipulating and 

deceiving to consumers and would therefore result in negative outcomes. Amazeen & 

Wojdynski (2018) further argue that consumers accept native advertising that is transparent in 

its communication, therefore “transparent communication” will act as an indicator in 

measuring the concept of transparency. Additionally, “specified sender” is considered as an 

indicator, by reason of that Campbell & Marks (2015) argue for the importance of being clear 

on who is the sender of native advertisements. Wojdynski et al., (2017) also support these 

statements where they argue for consumer’s ability to identify the actual sender of sponsored 

content. Furthermore, Wojdynski & Evans (2016) argue for ad disclosure and ad recognition 

to be of significance in native advertising, therefore “recognizable advertisement” will act as 

an indicator in measuring transparency. Considering the presented indicators and as Amazeen 

& Wojdynski (2018) argue that consumers accept transparent native advertising which then 

may be considered as less intrusive, the following hypothesis is deduced: 

 

H2: The transparency of native advertising has a positive effect on the feeling of 

non-intrusiveness.  

3.3 Informational Appeal 

Informative advertisement is explained as ads that helps consumers with relevant product and 

service information which intend to help the consumer to buy a specific product according to 

Truong & Simmons (2010) and Ducoffe (1994). “functional information” is considered to be 

an indicator by reason of Belch & Belch (2012) explanation that informational messages 

should be constructed to sufficiently supply the consumer with functional information 

regarding the brands products/services. Ducoffe (1995) argues that content and its message 

should include an entertaining property as it contributes to providing ad value therefore 

“Entertaining content” is considered to be an indicator of Informative content. Ducoffe 
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(1995) further state that informational and entertaining content will be perceived as useful 

information to consumers. Harms et al., (2017) argue that informational content should 

primarily include information that is useful in relation to the consumer, therefore “Useful 

information” is considered to be an indicator. Hence, as informative content aims to include 

information that is functional, entertaining and helpful the following hypothesis were 

formulated: 

  

H3: “Informational appeal within native advertising has a positive effect on the feeling of 

non-intrusiveness” 

3.4 Emotional Appeal 

Harms et al., (2017) and Golan & Zaidner (2008) states that emotional messages includes 

aspects that appeal to a consumer's cognitive processes and that is related to a user's previous 

experiences with for example a brand. Belch & Belch (2012) further states that emotional 

messages in ads aims to transform a consumer's personal state, feelings and opinion about 

something. “Changed behavior” is thus an indicator by reason of that emotional 

advertisements aims to change the behavior of the consumer (Belch & Belch, 2012; Harms et 

al., 2017). Furthermore, “Positive feelings” will be an indicator as Yoo & MacInnis, (2005) 

argue that positive emotions are to be communicated in an emotional advertisement as such 

strategy enhances consumers of credibility towards the brand. Researchers define guilt as a 

cognitive feeling connected to an event in which you have broken a moral and social value in 

consuming/doing a certain act (Kugler & Jones 1992; Lee-Wingate & Corfman 2010). 

Huhmann & Brotherton (1997), Lee-Wingate & Corfma (2010) and Lee-Wingate et al., 

(2014) argue that guilt may be applied to an emotional message to enhance feelings of guilt 

as well as to reduce feelings of guilt. Therefore the indicator for such aspect will be“Guilt”. 

Harms et al., (2017) states that native ads should include a sense of emotional appeal 

therefore the following hypothesis were formulated: 

 

H4: “Emotional appeal within native advertising has a positive effect on the feeling of non 

intrusiveness” 
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3.5 Personalized Advertising 

The last variable that were identified is personalization in which Baek & Morimoto (2012) 

define personalization as ads that are delivered based on users personal information e.g. 

name, transactional history, demographics, psychographics as well as the interests of the user. 

Personalization further concerns targeting users with advertisements based on previous 

interactions (Hotnets, 2013; Bleier & Eisenbeiss, 2015). Teradata (2015), Aguirre et al., 

(2015) and Sundar & Limpros (2013) argues that personalization further includes targeting 

based on real time data i.e. the sender of the message is able to hypertarget the user with a 

specific native advertising at the right time. Athanasiadis & Mitropoulos, (2010), Dolnicar & 

Jordaan (2007) and Kramer et al., (2007) states that personalization results in positives in 

terms of customer satisfaction and reduced advertisement costs. Therefore, personalization 

will be measured via the following indicators: “Previous interactions” (Hotnets, 2013; Bleier 

& Eisenbeiss, 2015) “Individually personalised” (Teradata, 2015; Aguirre et al., 2015; 

Sundar & Limpros, 2013; Baek & Morimoto, 2012)  “helpful” (Dolnicar & Jordaan ,2007; 

Hotnets, 2013). Therefore, as personalization aims to target users at a relevant time and with 

relevant native content, the following hypothesis were formulated: 

 

H5: “Personalization within native advertising has a positive effect on users feeling of 

non-intrusiveness” 
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3.6 Research Model 

From the theoretical framework as well as the conceptual framework the researchers of the 

study constructed a model. A model with the aim to describe and present how each 

independent variable has an affect towards the dependent variable. Figure 1 as displayed 

below, presents the independent variables of contextual relevance, transparency, 

informational appeal, emotional appeal and personalized advertising. These variables as 

described within chapter 2 and 3 is claimed to have an affect towards the dependent variable, 

non-intrusiveness. The model also displays the aforementioned hypothesis constructed within 

chapter 3.  

 

 

Figure 1. - Conceptual model of variables affects non-intrusiveness 
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4. Methodology  

The following chapter presents the methodology that has been applied to the conducted study, 

the operationalization of the concepts and the questions for the self-administered 

questionnaire.  

4.1 Research Approach 

4.1.1 Deductive Research Approach  

A research approach is defined by Bryman & Bell (2011) as something which arrange the 

relationship between empirical information and theories. A deductive approach, which has 

been applied in this study is a research design that encourages the testing of hypotheses 

(Bryman & Bell, 2011). In a deductive approach researchers initially collects and assembles 

existing theories which are of interest and relevance for the research which thus acts as a 

foundation for the study (Hyde, 2000). Theories are then deduced to indicators and 

hypothesis are then tested via primary data in relation to the theories stated in the theoretical 

framework of one’s study (Bryman & Bell, 2011; Creswell, 2013). Furthermore, hypotheses 

are deduced from theory in which the hypothesis are either rejected or accepted Bryman & 

Bell (2011). They further argue that depending on the purpose of the study one either 

describes or explains a causal relationship in between the variables whereas the previously 

discussed theory is revised accordingly. The conducted study concerns a field of research that 

has been well researched i.e. native advertising. The conceptualization of native advertising 

has previously been researched in relation to non-intrusiveness therefore this study will have 

a deductive approach in testing the predetermined model.  
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4.1.2 Quantitative Research 

 

A quantitative approach should follow a particular process in which researchers should 

initially elaborate a theoretical base for the research. Researchers should furthermore deduce 

theory in which hypotheses are developed, select an appropriate research design, 

operationalize the theories, select the sample as well as the research instrument, clean the data 

analyse the data and develop and state the findings. A quantitative study thus concerns 

gathering quantifiable data that is analysed to explain the relationship between the 

independent variables and the dependent variables in one study (Carey, 1993). Carey (1993) 

claims that one shall strive for a large sample size in which statistical programs e.g. SPSS 

may be applied to analyse the answers and determine its significance. Bryman & Bell (2015) 

states that a quantitative approach entails a deductive approach to research as such research 

emphasizes testing of hypotheses. Lopes-Rosa et al., (2012) corroborates said claims and 

states that a quantitative approach rather concerns explaining / describing consumers 

perception towards something. 

 

As previously mentioned, this study has applied a quantitative research approach as the 

conducted researches aims to to explain the conceptualization of native advertising in relation 

to non-intrusiveness. The conducted study entails the implementation of a quantitative 

approach as it considers a deductive approach between theory and research in accordance to 

Bryman & Bell (2015).  
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4.2 Research Design 

Research design is a term that refers to a particular framework which is implemented in 

conducting the research study. Such framework contains procedures and set goals that are 

essential in attempting to address the research problem, in which a research design is the 

foundation of one’s research, i.e. how is one to conduct the research and address the research 

problem. Whilst defining the classification of one's research design one shall assess the nature 

of the research, i.e. does it aim to be conclusive/exploratory. Conclusive research is primarily 

implemented in quantitative studies in which researchers test hypothesis to deduce and 

examine a relationship between variables. Whilst performing conclusive research it is 

essential that prior information and research is available as a framework is tested in relation 

to a dependent variable. Conclusive research design is hence implemented to explain a 

change in variables referred to as explanatory research/causal research or describe a 

phenomena referred to as descriptive research. Causal research further referred to as 

explanatory research is implemented to acquire the cause and effect in relationships between 

variables e.g. how independent variable X affects the dependent variable Y. If multiple 

independent variables are implemented such design is used to understand what independent 

variables affects the dependent variable in one's study (Malhotra, 2010; Bryman & Bell, 

2015).  

 

The purpose of this conducted study is to explain how the conceptualization of native ads 

influence users feeling of non-intrusiveness. Therefore the researchers implemented an 

explanatory research design as the conducted research aims to explain how the independent 

variables of the conceptualization influences the dependent variable, hence the chosen 

purpose corresponds with the aforementioned description of explanatory research. In 

performing an explanatory research the study will hence explain what variables and to what 

extent the variables influence the dependent variable.  

 

In causal and descriptive research researchers may apply a cross-sectional research design in 

which researchers gather data from a specific audience at one single point in time. It is further 

of importance to distinguish between single cross-sectional design and multiple 
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cross-sectional design whereas single cross-sectional design implements one sample from the 

audience and the data is obtained at one single occasion. Multiple cross-sectional design 

rather concerns obtaining data from two or more samples in a population. Cross-sectional 

studies primarily implements a survey strategy to as previously mentioned explain a cause 

and a specific phenomena  (Malhotra, 2010; Bryman & Bell, 2015). Accordingly, the 

researchers chose to conduct a cross-sectional research approach specifically a single 

cross-sectional research design in which data is collected at a single point in time generated 

from a single sample using a survey strategy. Such design corresponds with the data 

collection method in which the researchers used a self-administrative questionnaire, in which 

data was gathered at a single point in time from one sample. A cross-sectional study was 

further applied to explain a cause and effect relationship in which a cross-sectional study 

enables the gathering of quantifiable data according to Malhotra (2010).  

 

4.3 Data Sources 

Data sources refers to what characteristics the data gathered for the study acquire whereas 

one may distinguish between secondary data and primary data. Primary data is data that is 

collected from the researchers of a particular study through for example, questionnaires, 

interviews and observations. Saunders, M., Lewis, P. and Thornhill, A. (2016) and Hox & 

Boeije (2005). Primary data in this particular study is gathered from self-administrable 

questionnaires such data is gathered as it allows the researchers to collect data that is relevant 

to address the purpose of the study (Aaker, Kumar, Day & Leone, 2011). Hox & Boeije 

(2005) further states that primary data is considered to be more reliable in comparison to 

secondary data which is prefered.  

4.4 Data Collection Method  

Bryman & Bell (2015) argue that it is of importance to consider the research purpose when 

selecting the data collection method by reason of that the data collection method and purpose 

should correspond. When evaluating different data collection methods, it is essential to be 

considered whether the study is qualitative or quantitative as such approach is dependent on 

the nature of the study (Bryman & Bell, 2015). The conducted study implements a 

quantitative method with an explanatory purpose as well as a cross-sectional design. 
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Therefore in accordance to Bryman & Bell 2015 and Malhotra (2010) the researchers 

implemented a self-administrated questionnaire as research states that questionnaires are 

prefered within cross-sectional studies. In implementing a standardized questionnaire 

Malhotra (2010) claims that one will achieve greater accuracy in the data gathered. There are 

several benefits of using a questionnaire as compared to an interview in which a 

questionnaire does not require as much resources in terms of time and human resources. A 

questionnaire does not further require from participants that one conducts the questionnaire at 

a given time one may complete the questionnaire at any given timeframe (Bryman & Bell, 

2015). The aforementioned advantages and considering the study’s research design and 

purpose has resulted in the researchers choosing questionnaire as the data collection method. 

However, in constructing a self-administration questionnaire one has to consider that the 

researchers can not aid the participant if the participant does not understand the wording for 

example (Bryman & Bell, 2015). Further discussion regarding questionnaires and how it shall 

be designed will be elaborated upon in “4.5.2 Questionnaire design”. Discussions regarding 

pre-testing is stated in “4.5.3 pre-testing”.   

4.5 Data Collection Instrument 

The data collection instrument regards the method one applies to collecting the data of one's 

study and how the instrument is to be distributed (Malhotra, 2010). Malhotra (2010) and 

Bryman & Bell (2015) further argues that one is able to distribute a questionnaire via email, 

telephone, postal and online. As established in the previous chapter “4.4 Data collection 

method” the conducted research implements a self-administrative questionnaire in which 

Bryman & Bell (2015) argues that online and email distribution is commonly applied. For the 

conducted study the researchers distributed an online self-administrative questionnaire 

whereas Bryman & Bell (2015) argues that an online survey is a self-administered 

questionnaire distributed online in which participants enters a site on which the questionnaire 

is displayed. Such data collection instrument provide various benefits e.g. the appearance of 

the survey is more appealing, the survey may be divided so that participant does not see all 

questions and that the data is easily downloaded from the platform. The researchers 

distributed the online self-administration questionnaire on social medias (Facebook, 

Instagram, LinkedIn & Snapchat) to promote a quick response from participants.  
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4.5.1 Operationationalization and Measurement of Variables 

The operationalization of one’s research is according to Bryman & Bell, (2015) and Saunders 

et al., (2016) a crucial aspect in which researchers converts the theoretical aspect as 

elaborated upon in the literature review to quantifiable i.e. measurable concept as compared 

to subjective theories. They further argue that researchers may to simplify the structure of the 

research arrange the theories, subconcepts, item number, description as well as the questions 

of one's questionnaire into a table. To provide a quantifiable measure to a subjective concept 

one must have an indicator or several indicators of said concept. An indicator is a term that is 

related to the theoretical concept however it is used to indirectly measure the concept. One 

indicator may not be sufficient enough to explain the variable in such as scenario the 

researcher should consider adding more indicators to properly explain the variable. This 

allows researchers to quantitatively measure subjective theories (Bryman & Bell, 2015). 

 

The researchers of this thesis have conducted the operationalization according to the 

aforementioned guidelines as established by Bryman & Bell, (2015) and Saunders et al., 

(2016) (See table 1). The aim with Chapter 3. Conceptual framework were to deduce 

indicators from the theoretical aspects, the researchers further choose to assign 3 indicators 

per independent variable as it allowed the the researchers to properly depict that specific 

theory in accordance to Bryman & Bell (2015).  
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Independent variables 

Theoretical 

Concept 

Sub-concept Item 

Number 

Type of 

Measurement 

Description/

Definition 

Measurement Questions 

Contextual 

Relevance 

Relevant 

content 

CR-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

A user who 

visits a certain 

site wishes to 

receive ads 

similar to the 

specific site 

(Wojdynski & 

Evans, 2016) 

I expect that native ads are 

relevant in relation to the 

contents of the site I visit 

Contextual 

Relevance 

Graphical 

Elements 

CR-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

A native ad 

shall resemble 

the graphical 

elements of a 

specific 

website 

(Matteo & 

Zotto, 2015) 

I prefer that the native ad is 

congruent with the graphical 

elements of the site I visit 

Contextual 

Relevance 

Follows the 

theme 

CR-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Contextual 

targeting 

considers the 

platform on 

which the ad is 

to be displayed 

rather than the 

user it is 

intended to 

target (Hotnets, 

2013) 

It is important to me that the 

native ad resembles the theme of 

the site I visit 

Transparency Specified 

sender 

TR-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Campbell & 

Marks (2015) 

explain the 

importance of a 

clear 

communication 

of the sender of 

It is important to me that the 

sender of the native ad is clearly 

specified 
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the ad.  

Transparency Recognizable 

advertisement 

TR-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Recognizing 

sponsored ads 

enhance 

consumers 

ability to 

evaluate the 

credibility and 

motives 

(Wojdynski et 

al., 2017) 

It is important to me that I am 

able to easily recognize the 

commercial nature of an native 

ad 

Transparency Transparent 

communication 

TR-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

According to 

Wojdynski & 

Evans (2016) a 

consumers 

recognition of 

an ad increases 

significantly 

rather than 

perceive it as 

deceiving.  

I tend to accept native 

advertising that is transparent in 

its communication 

Informational 

Appeal 

Useful 

information 

IA-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Ducoffe (1995) 

states that 

having useful 

information 

about a product 

helps a 

customer 

before a 

purchase.  

It is important to me that the 

native ad includes useful 

information about the specific 

product when purchasing a 

product 

Informational 

Appeal 

Functional 

information 

IA-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Consumers 

assess greater 

value if one is 

able to include 

functional 

information of 

how to use the 

product within 

It is important to me that the 

native ad includes functional 

information on how to use the 

product 
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a native ad 

(Belch & 

Belch, 2012) 

Informational 

Appeal 

Entertaining 

content 

IA-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Truong & 

Simmons 

(2012) explains 

that 

informative 

advertising 

with a 

entertaining 

touch supplies 

as more 

relevant.  

It is important to me that I’m 

entertained whilst reading an 

informative native ad 

Emotional 

Appeal 

Positive 

feelings 

EA-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Including 

positive 

emotions will 

increase an ads 

credibility 

(Yoo & 

McInnis, 

2005).  

I prefer when an native ad evoke 

positive feelings 

Emotional 

Appeal 
Changed 

behavior 

EA-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Emotional ads 

are messages 

which aims to 

transform 

consumers 

personal state 

and feelings 

(Belch & 

Belch, 2012). 

I have experienced an native ad 

that changed my current 

behaviour towards something 

Emotional 

Appeal 
Guilt EA-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Ads which 

aims to 

increase the 

feeling of guilt 

primary 

highlight and 

communicate 

I have experienced guilt while 

watching an native ad 
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prevent of 

future guilt 

(Lee-Wingate 

et al., 2014).  

Personalized 

Advertising 

Previous 

interactions 

PA-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Bleier & 

Eisenbeiss 

(2015) claims 

that retargeting 

features a 

brand 

product/service 

images that 

corresponds 

with a user’s 

interests 

derived from 

recent 

shopping 

behavior. 

I tend to accept native ads that 

are relevant to brands I have 

previously interacted with 

Personalized 

Advertising 
Individually 

personalized 

PA-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Personalization 

enables firms 

to hypertarget 

the delivery of 

an ad 

connected to a 

consumer 

social 

footprints 

(Teradata, 

2015).  

I favour native ads that are 

personalized specifically for me 

regarding my interest and online 

behavior 

Personalized 

Advertising 
Helpfulness PA-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Firms may 

target users 

with 

personalized 

ads that are 

more helpful 

and relevant as 

compared to 

I feel that native ads that are 

personalized appears helpful to 

me 
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traditional 

advertising 

strategies 

(Aguirre et al., 

2015). 

 

Dependent variable 

Theoretical 

Concept 

Sub-concept Item 

Number 

Type of 

Measurement 

Description/

Definition 

Measurement Questions 

Non- 

Intrusiveness 

Acceptance NI-1 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Native ads 

intend to be 

consistent and 

contextual 

based in terms 

of the platform 

(Campbell & 

Marks, 2015).  

I accept less intrusive ads to my 

online experience 

Non- 

Intrusiveness 
Level of non- 

intrusiveness 

NI-2 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Campbell & 

Marks (2015) 

explains that 

native ads shall 

not interrupt 

the user of the 

platform, it 

should instead 

aid the 

customer 

experience.  

I am not annoyed by native ads 

Non- 

Intrusiveness 
Native ads 

towards non- 

intrusiveness 

NI-3 Five-Point  

Likert Scale 

1 = Strongly Disagree 

5 = Strongly Agree 

Native 

advertising 

seeks to be 

non-disruptive 

to the 

consumer 

experience 

(Campbell & 

Marks, 2015). 

It is important for me that native 

ads are non-intrusive 
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Table 1. - Operationalization table of independent and dependent variable 

4.5.2 Questionnaire Design  

Bryman & Bell (2015) states that a  self-completion questionnaire is a method of gathering 

data in which respondents of the questionnaire answers the question without aid/guidance 

from a for example interviewer, the respondent answers the questionnaire themselves. 

Self-completion questionnaires are quite similar to other methods of gathering data for 

example structured interviews where an interviewer asks a respondent questions, however the 

main difference is as stated above, you as a research can not interfere nor answer questions if 

the respondent does not understand a certain question according to Bryman & Bell, (2015). 

Therefore, Bryman & Bell (2015) argues that it is of importance that the questionnaire is easy 

to complete and comprehend as well as that the questions is not to complex.  

 

They further argue that there is no definitive guide on how questionnaires should be 

constructed, however there are several aspects to developing a self-completion questionnaire 

that is proven to positively affect the response rate of the questionnaire. To increase the 

response rate it is of importance that the questionnaire includes a well executed cover letter 

that sufficiently explains the research topic, the purpose of the study, why it is of importance, 

details regarding confidentiality as well as a instructions according to Bryman & Bell (2015) 

and Saunders et al., (2016). Bryman & Bell (2015) further state that researchers are to stress 

the importance of reminders i.e. if you receive a low response rate, ask respondents to answer 

the questionnaire until a sufficient sample size has been gathered. They additionally state that 

an visually appealing questionnaire is determined to increase response rates meaning that the 

aesthetics including color, layout and font is of importance.  

 

Accordingly, the conducted self-completion questionnaire includes a cover letter with 

sufficient information including a title (Digital native ads), a description regarding the 

research topic, the purpose of the study, why it is studied as well as a definition of what 

native advertising is. To further prevent confusion regarding the research topic the cover 

letter includes pictures with examples of native advertisements in different contexts (See 

Appendix 1 for cover letter and questionnaire). The researchers constructed the questionnaire 
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to be visually appealing whereas an easy to read font was used combined with a blue 

colorway, the researchers further thought about the user experience whilst developing the 

questionnaire which resulted in the adding of a progress-bar. The questionnaire was shared on 

social medias, specifically Facebook, Instagram, LinkedIn, Snapchat and Messenger, after the 

initial post on the aforementioned platforms the questionnaire was re-shared a total of 3 times 

to increase the response rate.  

 

Additionally, Bryman & Bell (2015) states that the way in which you state the questions as 

well as the nature of the questions is an essential aspect to consider whilst developing a self 

completion questionnaire. They further argue that primarily one is to decide whether or not to 

implemented closed questions as compared to open questions. They additionally state closed 

questions are commonly implemented in primarily self completion questionnaires. Closed 

questions refer to questions that have fixed alternatives in regards to how one may answer the 

question according to Bryman & Bell (2015) . They argue that such questions allow for 

respondents to easily and efficiently answer the questions as well as simplifying the 

interpretation for the researchers and the comparability between answers. Bryman & Bell 

(2015) states that there are different questions one may ask in a questionnaire for example, 

personal factual questions (age, gender, education) and questions regarding attitudes. They 

further argue that is of importance to avoid ambiguous terms whilst constructing the 

questions/statements for example usually and often. Additionally, Bryman & Bell (2015) 

emphasizes the importance of avoiding double barreled questions i.e. questions that asks for 

more than one aspect, such questions disables the researchers as one can not distinguish 

between what aspect influenced their answer.  

 

The conducted self completion questionnaire and the questions were constructed in 

accordance to Bryman & Bell (2015). Concerning the nature of the research i.e. self 

completion questionnaire, closed questions were determined to be most efficient as it allows 

respondents to easily answer the questions and simplifies the interpretation and comparison 

between the answers. The questionnaire primarily consisted of questions regarding attitude 

i.e. to what extent one agrees with a statement, Bryman & Bell (2015) suggests that the Likert 

scale is primarily used for attitude questions therefore the researchers implemented the Likert 
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scale to all questions concerning attitude. Research states that there is no significant 

difference in skewness, standard deviation or kurtosis in using a 5, 7 or 10 point Likert scale 

according to Dawes (2008), the researchers choose a 5 point Likert Scale to increase the 

replicability of the research as previous research within the field is primarily conducted using 

a 5 point Likert scale. The last 3 questions in the questionnaire were personal factual 

questions regarding one’s age, gender and internet usage. The wording as well as how the 

questions were phrased were done in considerations to Bryman & Bell (2015) i.e. the 

researchers avoid ambiguous terms as well as avoided double barreled questions. The 

researchers ensured that there were no ambiguous terms and no double barreled questions in 

the pre-test, that were performed 2 times in total with 8 different respondents, representing 

different demographic groups. The researchers further translated the questionnaire to swedish 

as it would allow for a larger response rate. In the translation process the researchers 

translated the questions to swedish in accordance to Fowler (2014) whom states that one shall 

translate the questionnaire to Swedish, a second translator is then to translate the Swedish 

questionnaire to English to ensure that the questionnaire acquires the same meaning in both 

Swedish and English.  

4.5.3 Pre-Testing 

Bryman & Bell (2015) states that it is crucial that researchers conducts a pretest in which the 

aim is to test the finalized questionnaire prior to sending it to the designated sample. 

Pretesting is not solely performed in an attempt to identify crucial mistakes in wording, 

directions rather to prove if the questionnaire functions as a research instrument according to 

Bryman & Bell (2015). They further argue that a pre-test is indeed crucial in self completion 

questionnaires as the guidance of researchers or interviewers is not present. Additionally, 

they argue that there are primarily two aspects that researchers may discover whilst 

conducting a pretest, one, questions that are not understood is identified, two, the instructions 

are tested i.e. does the respondent understand how one is to answer the question. The 

researchers conducted the pretest to as previously discussed prevent and identify potential 

issues regarding phrasing, and how one understand the cover letter i.e. the instructions of the 

questionnaire and the definition of native advertising. The researchers pretested the 

questionnaire on 8 individuals, 4 men and 4 women, aged between 23-63 this enabled the 
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researchers to gain and understanding of how different individuals interpret the wording as 

well as descriptions.  

 

The results from the pretest concluded that a majority of the respondents felt as if they did not 

fully comprehend the concept “Native advertising” which is essential for the conducted 

research, the respondents suggested adding images that displayed examples of native 

advertisements as that would allow the respondents to better grasp the concept. A minority of 

respondents provided the feedback that question 6 was confusing, the question were in the 

pretest “I appreciate native advertisements that is transparent and true in its communication”. 

Accordingly the researchers altered the questionnaire in regards to the aforementioned 

feedback and added three examples of native advertisements in different contexts, the 

researchers further added a concise and short description / definition of native advertisement 

on each chapter as a reminder. Regarding question 6 the researchers changed the question to 

“I appreciate native advertisements that is transparent in its communication” in which the 

researcher avoided a double barreled question that may have caused confusion. The 

questionnaire were after the changes tested a second time to ensure that the changes were 

properly implemented. The respondents answered that they understood the questions as well 

as the cover letter / instructions.  

4.6 Sampling 

Aaker et al., (2011) explain sample to be described as the group of people who represents the 

population of interest to the study. The sample allows the researcher to predict and estimate 

aspects such characteristics and behavior that is of interest to the study, therefore one should 

consider that there may be errors in the estimation according to Aaker et al., (2011). In 

contrast, he explains the advantage with sampling to be that it saves resources such as time 

and cost. Saunders (2009) further argue for the need of sampling since it is probably 

impracticable to survey the whole population due to limitations in financial and human 

resources.  

 

Furthermore, Saunders (2009) explain that there are two different categories of sampling 

techniques referred to as probability and non-probability sampling. Bryman & Bell (2013) 
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describe probability sampling as a technique where each unit within the population of interest 

have the same chance to be selected. In contrast, non-probability sampling does not take into 

account that all units within the population have the same chance to be selected. This study 

has applied a non-probability sampling technique, due to time and resource constraints. Aaker 

et al., (2011) argue for the implementation of non-probability sampling technique in research 

where the population of interest is unknown.  

4.6.1 Sample Selection and Data Collection 

A commonly used sampling technique within the field of business and management is 

considered to be convenience sampling and is characterized as a non-probability sampling 

method according to Bryman & Bell (2013). Basically, they explain convenience sampling as 

the sampling method which is easy to access to the researcher where the researcher tends to 

use a questionnaire as data collection. Furthermore, Bryman & Bell (2013) argue for 

convenience sample when there is an opportunity to gather data conveniently in a suitable 

context. Therefore, this study has applied convenient sampling with questionnaire as the data 

collection method. Reason to this procedure is because this study focuses on digital native 

advertising, and there is a high probability that the respondents have been subjects to digital 

native ads. However, Bryman & Bell (2013) argue that the data that is gathered with a 

convenient sampling method is not able to be generalizable and therefore it is not able to 

allow any definitive findings from the data. Concurrently, the findings could allow for a good 

start of further research within the field according to Bryman & Bell (2013). Lastly, they 

highlight that probability sampling is often considered as more time demanding and costly 

and therefore non-probability sampling methods such as convenient sampling are preferred. 

  

The sample size of different studies varies heavily, and the answer to what sample size is 

suitable for each study could depend on different aspects. Aspects such as how much time 

and cost the research can handle, the need of precision and how much of errors in your 

sample that the study is able to manage (Bryman & Bell, 2013). Although, this study aims to 

measure regression and correlations, therefore Wilson Van Voorhis & Morgan (2007) suggest 

to at least use more than 50 respondents in its study. However, in a study where a higher 

number of used independent variables, one should consider higher amount of respondents 
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than 50 according to Wilson Van Voorhis & Morgan (2007). Since this study implements 5 

independent variables, the researcher needs a more precise number of respondents in order to 

relate to. Wilson Van Voorhis & Morgan (2007) therefore suggest an equation as following: 

N > 50 + 8*m, where N equals number of respondents and M equals the number of 

independent variables used in study. Additionally, another quantitative study of native 

advertising concluded by Park, Kim & Lee, (2018) used a sample of 119 participants with 6 

different hypotheses. Their study and Wilson Van Voorhis & Morgan (2007) equation 

support the justification for this study’s number of respondents. 

  

Applying Wilson Van Voorhis & Morgan (2007) equation to this study would be presented as 

following: N > 50 + 8*m = N > 50 + 8 * 5 = 50 + 40 = 90. The equation explains the study’s 

number of respondents should not be below 90 respondents, also with Park et al., (2018) 

study with 119 respondents in mind, this research should at least have 119 number of 

respondents in order to conclude any findings. The number of respondents in this study’s is 

158 participants which is considered as a acceptable sample size in accordance to 

aforementioned arguments/equation.  
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4.7 Data analysis method 

4.7.1 Data Cleaning 

Data cleaning refers to the act of identifying and adjusting missing variables in the data 

gathered. Consistency checks shall be performed to identify variables that are inadmissible 

and therefore incorrect. If for example one implements a 5 point Likert scale and the data set 

reveals variables with the number 8 the variable shall be adjusted. In adjusting variables 

researchers should calculate the mean of the variable and exchange the inadmissible number 

with the mean for example exchange “8” to the mean for example “3”. SPSS may be 

implemented as such software allows for automatic identification regarding out of range 

variables i.e. outside the frame of the scale. Extreme values should further be investigated for 

example, a respondent whom answered 1 to all items on a 5 point Likert scale is to primarily 

be discarded as indiscriminately circling. Missing variables are further to be evaluated that is 

if data is missing i.e. that the questionnaire failed to record an answer for a certain question, if 

missing values exists the researchers shall substitute the missing value with the mean of said 

question (Malhotra, 2010).  

4.7.2 Descriptive Statistics 

Central tendency and the three different measures for said value describes the typical 

distribution of one's values. In quantitative research we seek the average of a distribution as 

such value provides a measure for the typical distribution, to identify the central tendency one 

may calculate the, mean of the distribution, the median of the distribution as well as the 

mode. The mean is most commonly applied measure for identifying the central tendency to 

calculate the mean, the total values is divided by the number of values. Median is referred to 

as the midpoint in a distribution whereas such measure is in comparison to mean not affected 

by extreme outliers. Mode is defined as the value which occur most frequently in a 

distribution. SPSS allows researchers to calculate the mean, median as well as mode 

automatically (Bryman & Bell, 2015). Central tendency as previously discussed regards the 

typical distribution in a sample, however the dispersion i.e. the amount of variation is equally 

important. Researchers may determine the dispersion via range and standard deviation. Range 

is the difference with regards to the maximum and minimum value in one's distribution. 
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Standard deviation however measures the average variation around the calculated mean. 

Standard deviation is most commonly applied to calculate the dispersion as such measure 

considered outliers however the measure accounts for the outliers by dividing the number of 

values in the distribution (Bryman & Bell, 2015). The mean, median as well as mode of the 

variables is displayed in the result chapter (See table 2). Regarding the dispersion of the data 

the researchers implemented standard deviation as a measure for dispersion, the results of the 

standard deviation is displayed in the result chapter (See table 2).  

 

Saunders et al., (2016) argues that researchers shall prior to conducting the statistical analysis 

identify the distribution of the collected data. Researchers may assess the distribution in 

generating a frequency polygon in SPSS which allows one to identify if the data is positively, 

neutral or negatively skewed according to Saunders et al., (2016). They state that data aligned 

to the left in the diagram and thus the longtail to the right indicates a positive skewness. On 

the contrary, data aligned to the right with a longtail to the left indicates a negative skewness 

according to Saunders et al., (2016). They further argue that if data is aligned equally 

throughout the diagram the distribution is neutral/symmetrically distributed. George & 

Mallery (2010) argues that the value of -2 (negative two) and 2 (two) is considered to be 

acceptable, skewness within the range of -2 to 2 is hence considered to prove a normal 

univariate distribution, however values between -1 to 1 is to be regarded as perfect. The 

skewness of the conducted research and its variables is displayed and explained in the result 

chapter (See table 2).  

 

Saunders et al., (2016) additionally states that kurtosis is an indicator of the distribution in 

which it explains the height of the distribution as compared to a normal distribution. They 

state that a pointed i.e. high distribution indicates a leptokurtic distribution meaning that it is 

positive, on the contrary a flat i.e. low distribution indicates a platykurtic distribution 

meaning that it is negative. Values in between leptokurtic and platykurtic distributions is 

referred to as mesokurtic meaning that the kurtosis is equal to zero. George & Mallery (2010) 

states that a kurtosis value of -2 to 2 is regarded to be acceptable to explain a univariate 

distribution, however -1 to 1 is considered to be perfect. The kurtosis of the conducted 

research and its distribution is revealed in the result chapter (See table 2).  
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4.7.3 Correlation Analysis 

Correlation analysis is referred to as a type of analysis where one examine if a change in one 

variable is related to a change in another variable. i.e correlation, in accordance to Saunders 

et al., (2016). They further state that the correlation allows researchers to assess the strength 

of the relationship whereas the number of the correlation value can be between -1 and +1. If 

the correlation between the variables is perfectly positive, the value would be presented as 

+1. This implies that if variable X increases, variable Y would increase parallel to the change 

in variable X. In contrast, if the correlation is perfectly negative it would be presented as -1. 

Similarly, such measure would imply that if variable X increase, variable Y one would 

decrease. Furthermore, if the value would be equal to 0, it denotes a perfect independant 

relationship between said variables (Saunders et al., 2016). In Pearson correlation, it is 

problematic if there are two independent variables that have a value that is greater than 0.9 

according to O’Brien & Scott (2012). Correlation is denoted as the letter R (Saunders et al., 

2016).  

4.7.4 Regression Analysis 

Regression analysis is an analysis method that determines the relationship between the 

independent variables and the dependent variables. Researchers may conduct a bivariate 

regression analysis to understand the relationship between the independent variables and the 

dependent variables in one’s study. For such analysis to be conducted one has to determine an 

independent as well as an dependent variable as such definition allows for comparisons in 

between the independent and dependent variable (Malhotra, 2010). The regression coefficient 

is implemented to understand and evaluate the strength of the relationship with regards to the 

dependent variables in relation to the independent variables. The regression coefficient is 

denoted as r2 and can occur between the range of 0 to 1, such value measures the proportion 

of variance an independent variable has on a dependent variable. If for example R2 is equal to 

1 it means that the variance in the dependent variable is explained by the independent 

variable in question. Adjusted R2 is a measure which accounts for the number of independent 

variable in one's research in contrast to R2. If for example adjusted R2 for independent 
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variable X is equal to 0,3, variable X explains 30 % of the dependent variable (Saunders et 

al., 2016).  

 

Testing the significance levels of the relationship between the variables in one's research is 

referred to as significance testing (Brown & Saunders, 2008). Such analysis method allows 

researchers to determine if the relationships with regards to the independent variables to the 

dependent variable is statistically significant. Such analysis whilst performed in SPSS yields 

a P-value i.e. the probability.  If the P-value < 0.05 the variable is statistically significant. If 

such scenario occurs researchers may accept the hypothesis as the independent variable is 

statistically proven to have a significant effect in relation to the dependent variable. On the 

other hand, P-values > 0.05 is not statistically significant, hence researcher fail to accept the 

hypothesis in which researchers as a result reject the hypothesis. Furthermore the statistical 

significant of the variables is to an extent affected by the sample size of one's study. Whereas 

a small sample may prove to be problematic in proving the significance, a larger sample on 

the other hand may prove the significance of relationships that were not determined in 

contrast to small sample sizes (Saunders et al., 2016). Model 3 reveals the R2, adjusted R2 as 

well as the significance test in which the hypothesis is tested for significance.  

4.8 Quality Criteria 

According to Saunders et al., (2016) reliability and validity is an essential aspect whilst 

conducting quantitative research in that it aims to test and further justify the quality of the 

conducted research. They further argue that reliability concerns the replication as well as the 

consistency of the research whereas one is to ask the question: Can another researcher 

replicate the conducted research and get equivalent results? Validity on the other hand 

regards if the measures used are appropriate, if the analysis is accurate as well as the 

generalizability of the findings according to Saunders et al., (2016). Saunders et al., (2016) 

further argues that pilot study aims to as previously discussed test the questionnaire in an 

attempt to minimize the issues respondents may have in answering the questions. However, 

they further argue that a pretest is conducted to assess the reliability and validity of the 

questions before data is gathered.  
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4.8.1 Content Validity  

Content validity, also known as face validity, is seen as a tool in order to validate if the 

questions in the questionnaire are really measuring what the stated questions are supposed to 

according to Bryman & Bell (2013). They argue for the need of a pilot test before the official 

publishing of the survey, this could be done with the help of an expert within the specific 

field or a group of people which represents the sample of interest to the study. Therefore, this 

research implemented a pre-test with the help of an expert within the field of quantitative 

studies in order to identify any faults in the survey. This resulted in two revised versions 

before launch of the official survey. Additionally a pre-test was made with the group of 

interest, a group of 8 persons who all gave their feedback.  

4.8.2 Construct Validity 

Construct validity according to Bryman & Bell (2015) is the process of deducing hypothesis 

extracted from the theoretical basis that proves relevant for said the concept one is to 

measure. Construct validity is prefered as a measure for validity however such measure is 

further hard to establish according to Malhotra (2010). The theoretical deduction and its 

validity is further to be measured whereas Bryman & Bell (2015) suggests that one should 

conduct a correlation analysis to determine the relationship between the variables. Bryman & 

Bell (2015) further argues that if no relationship exists one shall not without caution discard 

the variables, the lack of relationship may be explained in that the researcher has failed to 

explain the theory with the deduce concept.  

4.8.3 Criterion Validity 

According to Malhotra criterion validity refers to the question whether the scale i.e. the 

questions measure what the questions is intended to measure in accordance to the researchers 

aim. Bryman & Bell (2015) confirms said statement and argues that validity regards if the 

indicators as previously discussed measures that concept. Malhotra (2010) further argue that 

according to one's time frame two methods of approaching criterion validity may be 

implemented, concurrent as well as predictive validity. Bryman & Bell (2015) state that 

concurrent validity acquires a fixed criterion in which cases may differ for example people, 
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the case as well as criterion is further supposed to be relevant with regards to the research. If 

the gathered data identifies that there is no/lack of explanation between the independent and 

dependent variables one may conclude that there may be an issue that the indicators does not 

measure the indented concept according to Bryman & Bell (2015).  Predictive validity on the 

other hand sets not a criterion that is relevant at a current point in time rather a future point in 

time. Such method is implemented to predict future levels of for example purchase intention. 

However, the conducted thesis implements a concurrent validity as the theory and concepts 

are based on prior literature as compared to future predictions.  

4.8.4 Reliability 

Bryman & Bell (2013) state that reliability is a relevant aspect in quantitative studies. They 

explain reliability to be described as how repeatable the results of a study is. Saunders (2009) 

further state that reliability is not acceptable on its own in a quantitative research, it needs 

additional support for being valid. Additionally, Greener (2008) argue for the importance of a 

clear transparent research process in order for the reader to apply the same method. However, 

Aaker et al., (2011) argue that it is impossible to have a 100 percent accurate and consistent 

result, by reason of that researcher is not able to control certain aspects which influence 

reliability. They further describe factors such as the respondents’ change in mood may affect 

the the reliability, and that the wording of the question may be a factor that affects reliability.  

 

Furthermore, Cronbach’s alpha has been applied in order to assess the internal reliability. 

According to Tavakol & Dennick (2001) Cronbach's alpha is the most commonly used 

measurement in order to assess reliability in research. Cronbach’s alpha is used to measure 

the consistency of a test, where the result can end up between 0-1 in accordance to Tavakol & 

Dennick (2011). However, they further argue that there is different acceptance in terms of 

alpha’s value, ranging between 0.7-0.95. Bryman & Bell (2015) suggest that an acceptable 

Cronbach’s alpha is a minimum value of 0.6. Combining research of Tavakol & Dennick 

(2011) and Bryman & Bell (2015), this research accepts the value Cronbach’s alpha between 

0.6 and 0.95. 
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4.9 Societal Considerations 

In conducting a study it is of importance for researchers to acknowledge that the results and 

implications of one's study may result in implications that concerns societal aspect (Malhotra, 

2010). The purpose of this paper as previously stated is to explain the conceptualization of 

native advertising influence on users feelings of non-intrusiveness. It can be argued that this 

study with the underlying purpose contributes to the society in a positive matter, by reason of 

that the research aims to explain what drives non-intrusiveness within native advertising. 

Hence native advertising that rather aims to be contextual based, transparent, contain 

informational and emotional content and personalized. The findings of the research suggests 

that personalization of the native advertisement significantly explains users feeling of 

non-intrusiveness which may imply societal issues.  

 

The results indicates that companies should consider for example digital footprints, previous 

interactions as well as one’s interest in the development of a native advertising. However, as 

previously stated this may inflict issues that marketers exploit said findings in personalizing 

the ad to such an extent that users may perceive the native advertising as violating one’s 

personal privacy as well as irritating according to Baek & Morimoto, 2012). Therefore the 

researchers of this study does not encourage brand to violate consumers’ privacy in terms of 

their digital footprints. Therefore if native advertising is personalized to the extent that they 

appear violating and irritating, said advertising goes beyond what native advertising should 

be in its very definition, i.e. be contextual based, transparent, information, emotional, 

personalized and non-trunsive.  

 

4.10 Ethical Considerations  

There are mainly four different principles within ethical considerations according to Bryman 

& Bell (2011). These principles are: lack of informed consent, harm towards the participant, 

deception as well as invasion of privacy. Bryman & Bell (2011) argues that lack of informed 

consent refers to that participants do not receive sufficient information regarding the research 

study in which participants are not able to make a decision whether one wished to participate 

or not. When moving towards the second principle, the harm to participants, is refers to that 
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harm, the actual harm that can be applied to a participants own ego for example. Bryman & 

Bell (2011) argues that it is not only the ego that could be affected, it rather affects everything 

that a participant can receive as negative and offensive. Deception, the third principle as 

Bryman & Bell (2011) puts it, happens when people are mislead or when the researchers 

actually misleads the audience. In other words, the research made by the researchers are 

displayed in a way it was not supposed to do in the first place. The fourth and final principle 

in invasion of privacy. As well as native ads should not intend to invade a customer's private 

space the researcher can not invade the participants personal and private territory (Bryman & 

Bell, 2011). A researcher needs to respect a participants private life and needs to be extremely 

careful handling a participants data and show that everything is anonymous.  

 

Beyond these four different principles described by Bryman & Bell above a more general 

though of Ethics in business can be explained as moral behavior, which as well as Bryman & 

Bell is there in order to protect the participants included in the specific research (May, 2011). 

May (2011) emphasizes that instead of focusing upon the ethical questions in what could 

favour participants one should rather think more generally. That is, consider what actually is 

fair for the participants. This research have tried to implement these things, being careful 

regarding the questionnaire and make sure that every answer is anonymous and that the 

participants answer is actually only intended for this study and nothing else. Finally, and as 

aforementioned, since native ads are a marketing concept which focuses on not being 

disruptive and deceiving is was to some extent easily applied about the Ethics in Business for 

this specific research, since native ads are supposed to be inline with what the consumer 

actually wants to see, and to not invade a consumers private space.  
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5. Results 

The following chapter will present the result of the questionnaire which has collected data 

from a total of 158 respondents. The chapter presents results with data and results extracted 

from SPSS with  descriptive statistics, correlation and regression analysis, validity and 

reliability tests. Lastly, results from the hypotheses test will be presented.  

5.1 Sample Demographics 

The demographics of the sample is generated through the control variables i.e. gender, age 

and time online. The spread of genders is as follows: 50% men, 49,4% women and 0,6% 

whom preferred not to answer. The representative age is presented as 56,3% which is 

between the age of 18-29, the second age group between 30-39 represent 22,8%, the third 

group between 40-49 represent 9,5%, lastly 50-64 represent 11.4%. There were 0 respondents 

within the age group 0-17 nor 65+. The questionnaire further consisted of a control question 

which described the amount of hours the participants spend online on a daily basis. The 

majority of 50,6% spend between 3-4 hours, 20,9% answered 1-2 hours, 19,6% answered 5-6 

hours, 8,2% answered “more than 7 hours a day”, lastly 0,7% answered “less than 1 hour a 

day”.  

5.1.2 Data Cleaning 

The conducted study is based on digital native advertising and to test the conceptualization 

which regard the independent variables in relation to the dependant variable. The response 

rate was 158 for the conducted questionnaire in which the researchers applied a convenience 

sampling technique to obtain data from respondents. The researchers performed a consistency 

check in which inadmissible values were examined in SPSS. The researchers of the 

conducted study identified no inadmissible values whilst performing the consistency check in 

SPSS, hence no values were determined to be outside the scale frame of 1-5. Therefore no 

values were replaced in the consistency check performed in SPSS. Additionally no extreme 

values were determined to be errors as a result no values were substituted in the extreme 

values evaluation. Furthermore, as the questions on the questionnaire were mandatory and 
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respondents could only answer within the 5 point Likert scale no missing variables were 

identified. 

5.2 Descriptive Statistics  

The researchers evaluated the central tendency as well as the dispersion for the distribution in 

which the typical distribution and standard deviation is examined. Table 1 describes the 

central tendency with regards to mean, median and mode for all items. In the evaluation and 

description regarding the data in table 1, one shall consider that a 5 point Likert scale was 

applied. The items with the highest mean is CR-1, TR-1, TR-2, TR-3 and NI-3 with a mean 

above 4. The highest median scores were TR-1, TR-2 and TR-3, with a median of 5. The 

items with a mode equal to 5 was CR-1, CR-2, CR-3, TR-1, TR-3, IA-1 and NI-3. No items 

had a mean score of below 3 except for EA-2, EA-3 and NI-2. The dispersion is denoted by 

the Std. Deviation in table 1 in which EA-3 has the highest Std. Deviation with a value equal 

to 1.371, TR-1 has the lowest Std. Deviation with a value equal to ,803.  

 

Prior to conducting the correlation analysis the researchers examined the skewness and 

kurtosis of the distribution. The acceptable range according to George & Mallery (2010) is 

equal to -2 (negative two) to 2 (two) whereas values between -1 to 1 is considered to be 

perfect in explaining a normal univariate distribution. No items are above nor below the 

acceptable range of -2 to 2. Furthermore, all items except TR-1 and TR-2 is within the range 

of -1 to 1 which indicates that the items are accepted in explaining a normal univariate 

distribution. TR-1 and TR-2 is acceptable as previously stated however as the values are 

above 1 it indicates that the items may have a skewed distribution. Regarding the values of 

kurtosis, all items are within the acceptable range of -2 and 2 except for TR-1. All items 

except for TR-1 and EA-3 was within the frame of -1 to 1 which is considered to explain a 

univariate distribution.  

 

 

 

 

 

 
 

51 



Item Skewness Kurtosis Mean Median Mode Std. Deviation 

CR-1 -.990 .523 4.02 4 5 1.019 

CR-2 -.713 -.445 3.66 4 5 1.255 

CR-3 -.548 -.608 3.65 4 5 1.194 

TR-1 -1.784 2.888 4.53 5 5 .803 

TR-2 -1.258 .405 4.15 5 5 1.201 

TR-3 -.954 .014 4.18 5 5 1.002 

IA-1 -.727 -.063 3.92 4 5 1.040 

IA-2 -.011 -.844 3.06 3 3 1.198 

IA-3 .088 -.913 3.08 3 2 1.156 

EA-1 -.331 -.714 3.84 4 4 .961 

EA-2 .549 -.620 2.34 2 1 1.214 

EA-3 .218 -1.229 2.73 3 1 1.371 

PA-1 -.556 -.048 3.45 4 4 1.019 

PA-2 -.483 -.600 3.40 4 4 1.215 

PA-3 -.316 -.556 3.20 3 3 1.154 

NI-1 -.612 -.255 3.47 4 4 1.127 

NI-2 .020 -.810 2.77 3 3 1.157 

NI-3 -.938 .699 4.21 4 5 .837 

Table 2. - Descriptive Statistics table 
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5.3 Quality criteria 

5.3.1 Reliability, Cronbach’s Alpha 

Cronbach’s Alpha is implemented to evaluate the internal reliability in one's research.  

As stated in the method chapter the conducted research accepts a Cronbach’s alpha between 

the values of 0.6 to 0.95. Table 3 presents the Cronbach’s alpha score for all items as well as 

the variables. The column “Cronbach’s Alpha” displays the actual Cronbach’s alpha of the 

variable, however the column “Cronbach’s Alpha if item deleted” reveals what the 

Cronbach’s alpha would be if an item is deleted. An example for “Cronbach’s Alpha if item 

deleted” is IA which acquires a Cronbach's alpha of .373 however if IA-3 is removed the 

Cronbach’s alpha would be equal to .634, i.e. within the acceptable range of 0.6-0.95. 

However a discussion regarding the Cronbach’s alphas will be presented in the Discussion 

chapter. IA, EA and NI is not within the acceptable range and is therefore not reliable, 

however if items are deleted within the variables the Cronbach's alpha will increase, further 

discussion on this topic will be covered in the Discussion chapter. However, an aspect to 

adress is the issue regarding NI, which denotes the dependent variable. The Cronbach's alpha 

is not acceptable for the variable and deleting NI-3 does not solve the issue as the Cronbach's 

alpha in deleting NI-3 is equal to .433, this aspect will be elaborated upon in the Discussion 

chapter and Limitation chapter. All variables that have not been addressed in the previous 

text is within the acceptable frame.  
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Variable Number of items Cronbach’s Alpha Cronbach’s Alpha if 
item deleted 

CR  3 .678  

CR-1 1  .673 

CR-2 1  .659 

CR-3 1  .373 

TR 3 .731  

TR-1 1  .641 

TR-2 1  .655 

TR-3 1  .629 

IA 3 .373  

IA-1 1  -.008A 

IA-2 1  .091 

IA-3 1  .634 

EA  3 .440  

EA-1 1  .478 

EA-2 1  .276 

EA-3 1  .205 

PA 3 .744  

PA-1 1  .818 

PA-2 1  .524 

PA-3 1  .570 

NI 3 .105  

NI-1 1  -1.024A 

NI-2 1  .201 

NI-3 1  .433 

Table 3, - Cronbach’s Alpha 

score - The underlined score represents the cronbach’s alpha after the item has been deleted.  
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5.3.2 Validity, Correlation Analysis 

As mentioned in the methodology chapter, a correlation analysis refers to a statistical analysis 

which examines the correlations between the variables used within a research. The correlation 

analysis further examines that each variable actually measures what it is supposed to 

measure. Studies imply that in order for a variable to be measuring what it should be, the 

value of Pearson’s Correlation should be between -1 and 1 (Saunders et al., 2016). 

Furthermore, values of Pearson Correlation above 0.9 will cause problem in the analysis 

according to O’Brien & Scott (2012).  

 

Prior to assessing the correlation between the variables, the researchers computed the mean 

value of all variables denoted as CR mean, TR mean, PA mean IA mean, EA mean. The 

researchers further evaluated the correlation denoted in Table 1  as Pearson correlation. The 

Pearson correlation for the mean of all independent variables are within the acceptable range 

of -1 to 1 hence the independent variables measure what they are supposed to measure. 

Furthermore no variables have a Pearson correlation above 0.9. The variables with a Pearson 

correlation closest to zero is TR mean to PA mean, TR mean to IA mean, TR mean to EA 

mean, PA mean to TR mean, IA mean to TR mean, EA mean to TR mean which indicates 

that the variables previously mentioned measure what they indent to measure.  
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Variable  CR Mean  TR Mean PA Mean IA Mean EA Mean 

CR Mean Pearson 
Correlation 

1 .181* .454** .139* .362** 

 Sig. (1-tailed)  .012 .000 .040 ,000 

 N 158 158 158 158 158 

TR Mean Pearson 
Correlation 

.181* 1 .039 .021 -.070 

 Sig. (1-tailed) .012  .312 .396 .192 

 N 158 158 158 158 158 

PA Mean Pearson 
Correlation 

.454** .039 1 .307** .369** 

 Sig. (1-tailed) .000 .312  .000 .000 

 N 158 158 158 158 158 

IA Mean Pearson 
Correlation 

.139* .021 .307** 1 .270** 

 Sig. (1-tailed) .040 .396 .000  .000 

 N 158 158 158 158 158 

EA Mean Pearson 
Correlation 

.362** -.070 .369** .270** 1 

 Sig. (1-tailed) .000 .192 ,000 .000  

 N 158 158 158 158 158 

Table 4, - Correlation Analysis table 

*. Correlation is significant at the 0.05 level (1-tailed) 

**. Correlation is significant at the 0.01 level (1-tailed) 

5.4 Hypotheses Testing, Regression Analysis 

Prior to testing the hypothesis the R² and Adjusted R² are to be examined. The R² in Table 4 

is displayed below all values in the table is within the range of 0-1. All variables except 

model 6 (PA mean) and model 7 (All variables) is below 0.1 which indicated the accounted 

variability for said variable in relation to the dependent variable (NI mean). Adjusted R² is 

similarly all below 0.1 except for model 6 (PA mean) and model 7 (All variables). The model 

with the lowest adjusted R² is model 1 (Control variables) with a adjusted R² of -.003 which 

translates to that -.3 percent of the dependent variable is explained by the control variables 

(Gender, Age and Time online). Furthermore, the researchers assessed the F-value in SPSS 
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extracted through an ANOVA table. The F-value is presented in Table 4, the results indicates 

that all models are significant at a minimum level of 0.05 except for Model 1 (Control 

variables).  

 

Regression analysis allows researchers to examine the statistical significance between the 

independent variables and the dependent variables (Saunders et al., 2016). The regression 

analysis was performed in SPSS which yields a P-value denoting probability. The acceptable 

significance levels is stated below Table 4 and denoted in the table as *, ** and ***. If a 

P-value is smaller than the acceptable range, the hypothesis connected to said variable is 

statistically significant and therefore accepted. The significance test i presented in Table 4 

whereas Model 2, 4, 5 and 6 were determined to be statistically significant. Model 3 did not 

yield significant results. Model 7 indicating all variables yielded a statistical significance in 

PA mean in relation to NI mean, however the remaining variables were determined to not be 

significant.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

57 



 Exp. 

sign 

Model 1  

Control 

Model 2  Model 3  Model 4  Model 5  Model 6  Model 7 

All 

Intercept  3.263 2.126 2.895 2.510 2.519 1.388 .806 

Control variables         

Age  -.097 

(.071) 

-.056 

(.069) 

-.118 

(.073) 

-.090 

(.070) 

-.077 

(.069) 

-.006 

(.066) 

-.015 

(0.68) 

Gender  .074 

(.136) 

.021 

(.133) 

.061 

(.137) 

.078 

(.134) 

.054 

(.132) 

.105 

(.124) 

.068 

(.128) 

Time online  -.029 

(.085) 

-.014 

(.082) 

-.033 

(0.85) 

.013 

(.086) 

.021 

(.084) 

.011 

(.077) 

.033 

(.080) 

CR Mean         

H1: “The contextual 

relevance of native 

advertisement has a 

positive effect on the 

feeling of 

non-intrusiveness” 

  .295*** 

(.080) 

    .087 

(.089) 

TR Mean         

H2: “The transparency of 

native advertising has a 

positive effect on the 

feeling of 

non-intrusiveness” 

   .097 

(.092) 

   .052 

(.086) 

IA Mean         

H3: “Informational appeal 

within native advertising 

has a positive effect on the 

feeling of 

non-intrusiveness” 

    .177* 

(.077) 

  .037 

(.075) 

EA Mean         

H4: “Emotional appeal      .264**  1.261 
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within native advertising 

has a positive effect on the 

feeling of 

non-intrusiveness” 

(.069) (.073) 

PA Mean         

H5: “Personalized 

advertising within native 

advertising has a positive 

effect on users feeling of 

non-intrusiveness” 

      .434*** 

(.074) 

.340*** 

(.088) 

R²  .016 .084 .047 0.46 .083 .195 .218 

Adjusted R²  -.003 .060 .023 .021 .059 .174 .176 

Std. Error of the 

Estimates 

 .914 .610 .622 .903 .885 .829 .828 

F-Value  .843 3.516** 1.906** 1.834** 3.442** 9.257*** 5.184*** 

Degrees of freedom (df) 

Regression 

 3 4 4 4 4 4 8 

 

Table 5, - Regression analysis Table 
 
* p< 0.05, ** p<0.01, *** p<0.001 
 
 
Table 5: Hypothesis testing including all independent variables (CR mean, TR mean, IA 
mean, EA mean and PA mean) in relation to the dependent variable (NI mean). 
 

(score) - defines the beta value for each model. Example (.089) represents the beta value of 

CR in relation to the dependent variable.  
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6. Discussion  

The results that is presented in the previous chapter will further be discussed in the following 

chapter. Firstly, the descriptive statistics are discussed, the quality criterias, lastly the actual 

hypotheses testing of the conceptualization is discussed and presented.  

 

As the results reveals, the dependent variable NI is not explained through the control 

questions, i.e age, gender and time spent online, meaning that it is of high importance to test 

the stated independent variables presented in this study. Therefore, in consideration to the 

independent variables and specifically transparency, which is considered to acquire the 

highest mean that exceeds 4 in every item connected to the variable, this indicate that 

transparency is an important factor in native advertising. Additionally, transparency 

according to (Campbell & Marks, 2015) is considered to be one an essential concepts within 

native advertising in order to be perceived as less intrusive. However, this study imply that 

transparency is not significant in relation to non-intrusiveness, however the results reveals 

that transparency has the highest mean and mode which indicates in accordance to Campbell 

& Marks that transparency is an important aspect of native advertising. Additionally, 

contextual relevance, further acquires a high mean and mode meaning that contextual 

relevance is indeed important for users as an aspect of native advertising. With a mean of 3,5 

and the mode equal to 5 it is indeed important however it is not statistically significant in 

explaining users feeling of non-intrusiveness. Regarding the dependent variable, and its 

importance in native advertising, item 3 of NI measures how important non-intrusiveness is 

in relation to native advertising. NI, item 3 had a mean of 4.21 and a mode equal to 5. This 

indicates that non-intrusiveness is indeed an important aspect in native advertising as 

previously suggested by the theory. 

 

Regarding the kurtosis and skewness Saunders et al., (2016) mentions that these concepts are 

measurements which indicates a variables central tendency and dispersion. Saunders et al., 

(2016) further states that in order to have the right kurtosis, it should be in between the range 

of -2 and 2. As the results show, all of the variables and items in this research succeeds to be 
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within the acceptable range, except for transparency. The item TR-1 had a value of 2.888. 

This indicates that if the question were to be asked again the result would perhaps differ. 

Hence, a value of 2.888 is referred to as a leptokurtic distribution. Kurtosis is further 

measured as of being peaky or flat (Saunders et al., 2016). Whereas a positive value of a 

kurtosis is claimed to be pointed and where a negative value is considered to be flat 

(Saunders et al., 2016). The results from this study shows a majority of a negative kurtosis 

however all items are within the acceptable range. This implies that the items has been 

addressed in a correct way, in which the questions can be used in future studies. 

 

In contrast, skewness indicates whether a variable or item deviates from the mean and if the 

tendency of that particular item is higher/lower. Malhotra (2010) claims that the range of 

skewness in order to be acceptable should be between -2 and 2. If the value of skewness is 

outside of the intended range it is considered to be to skewed and not accepted. The results of 

this study indicates that the data has a normal skewness. All items are within the range of -2 

and 2, which is considered to be accepted. Transparency, and explicitly TR-1 and TR-2 are 

however not within the normal univariate distribution which according to George & Mallery 

(2010) is between -1 and 1. Which could indicate as a skewed distribution whilst the rest of 

the variable are considered to be within the univariate distribution. 

 

As presented in the result chapter regarding reliability, the Cronbach’s alpha values of the 

variables IA, EA and NI are not reliable, as they do not have value above 0.6. This means that 

the researchers of this study can not accept the reliability of these variables, considering the 

variables are not consistent in what they measure. However, this issue is solved by removing 

items within the variables IA, EA and NI. The IA variable is reliable when the item IA-3 is 

removed from the result, then the IA variable acquire a Cronbach’s alpha of .634 which is 

accepted. The same process is applied to the other independent variable EA which can not be 

accepted as reliable since the Cronbach’s alpha is too low. On the contrary to the IA variable, 

no item could be deleted in order to get a value within the acceptable range of value, it is only 

possible to increase the Cronbach’s alpha from .440 to .478 which is not accepted as reliable. 

This aspect will be further discussed and highlighted within the limitation chapter. 
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Regarding the dependent variable NI, the researchers were not able to reach an acceptable 

level of > 0.6, the researchers did however increase the Cronbach’s alpha from .105 to .433 

by removing item NI-3. Evidently, .433 is not enough since it is not within the acceptable 

range of 0.6 - 0.95. However, the NI variable represents the dependent variable for this 

particular study study and therefore it is not possible to remove it. Clearly, this is problematic 

due to the dependent variable not being reliable. Aaker et al., (2011) argue that the reason 

behind this issue could be founded in the wording of the questions of the dependent variable, 

they further argue that the change in mood of the respondents could have an effect to the 

answers and therefore affect the reliability. Another solution to this issue would be to gather 

more data in order to increase the sample size, which could have a positive effect on 

reliability. Additionally, the correlation analysis in the result indicate that all variables have a 

positive relationship and there is no variables that could be seen as problematic, i.e they do 

not acquire a value above 0.9. As mentioned in the result, the correlation analysis imply that 

the independent variables measure what they intend to measure.  

6.1 Hypotheses Testing 

The conducted regression analysis as presented in the results chapter (See table 4), regards 

testing the significance levels concerning the independent variables in relation to the 

dependent variable. Model 1 tests the significance of the control variables (Gender, Age and 

time online) in relation to the dependent variable (Non-intrusiveness denoted: NI mean). 

Model 1 reveals that the control variables is not significant i.e. it does not have a P-value 

below .05. Therefore, as the adjusted R² further reveals, the control variables does not affect 

the dependent variable. Adjusted R² was for model 1 equal to -.003 which translates to as 

previously stated that gender, age and time online explains .03 % of the dependent variable 

which further proves the importance of testing the independent variables to better 

comprehend what contributes to one’s feeling of non-intrusiveness. Furthermore, the F-value 

of model 1 was not significant, which is explained by the low adjusted R². In conclusion, age, 

gender and time online does not appear to have a significant effect on non-trunsivness which 

justifies testing the independent variables to better understand what determines one’s feeling 

of non-intrusiveness.  
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Model 2 reveals data in which the independent variable CR mean (Contextual relevance) was 

tested for significance in relation to NI mean (Non-trunsivness). Evaluating model 2 reveals 

that separately contextual relevance has a significant positive relationship to 

non-intrusiveness. The F-value for model 2 was significant at a .01 significance level hence 

contextual relevance supports the conceptual model. Contextual relevance was significant at a 

0.001 level with an adjusted R² equal to .084 i.e. 8.4 % of non-intrusiveness is explained by 

contextual relevance of a native advertising. Therefore, such results supports previous 

research whom states that contextual based native advertisements are ads that are so cohesive 

with the page content, assimilated into the design and follows the behavior of the platform 

that a consumer's feels as if the native advertisement belongs on the site (Wojdynski & 

Evans, 2016; Matteo & Zotto, 2015; IAB, 2013; Hotnets, 2013). Model 3 measures the 

independent variable TR mean (Transparency) in relation to the dependent variable NI mean 

(Non-intrusiveness).  

 

The data in model 3 reveals that the F-value is significant at a .001 level which indicates that 

transparency contributes to the conceptual model. With regards to the significance testing, 

transparency were determined to not be statistically significant as the P-value as above .05, 

the adjuster R² was furthermore equal to .023 which indicates that 2.3 % of non-intrusiveness 

is explained by trasnaperancy. Such results indicates that previous research arguing that 

consumers accept native advertising that is transparent in its communication in terms of 

disclosing the sender of the ad as well as the paid nature of the native advertisement 

(Campbell & Marks, 2015; Amazeen & Wojdynski, 2018; Wojdynski & Evan, 2016; 

Wojdynski et al., 2017) is not accepted and regarded as rejected.  

 

Model 4 tests the significance of information appeal in relation to non-intrusiveness whereas 

the adjusted R² were determined to be .021, the test was further significant at a .05 level. The 

aforementioned values indicates that 2.1 % of non-intrusiveness is explained via 

informational appeal. The results further indicated that previous research whom states that, 

native advertisement should include a message that aims to be functional, entertaining as well 

as helpful (Troung & Simmons, 2016; Ducoffe, 1994; Belch & Belch, 2012; Ducoffe, 1995; 
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Harms et al., 2017) is regarded as accepted as the results of the regression analysis indicates 

that informational appeal is significant at a .005 level.  

 

Model 5 reveals the test of the independent variable emotional appeal in relation to 

non-intrusiveness where the adjusted R² denote as .059 where the test is significant at a level 

of 0.01. These values imply that 5.9% of the dependent variable NI is explained through 

emotional appeal. However, as stated previously, the EA variable is not reliable due to a low 

Cronbach’s alpha (.478). Therefore, one should further be cautious in considering the EA 

variable as reliable in its measures. Nevertheless, Harms et al., (2017) argue that native 

advertising should consist of an emotional aspect in the awareness stage which is proven to 

be independently significant in relation to non-intrusiveness.  

 

The independent variable referred to as PA mean (personalized advertising) is tested in 

relation to NI mean (non-intrusiveness) in model 6. The model reveals that the adjusted  R² is 

equal to .174 which yields the highest adjusted  R² value in comparison to the remaining 

independent variables. Furthermore the regression analysis revealed that personalized 

advertisement is significant at a .001 level. The data indicates that individually personalized 

advertisement accounts for the largest significance which explains 17.4 % of 

non-intrusiveness. Hence, previous research regarding personalized ads being less intrusive 

by reason of the ads being personalized in accordance to one’s interest, transactional history, 

previous brand interactions as well as real time data (Hotnets, 2013; Bleier & Eisenbeiss, 

2015; Teradata, 2015; Aguirre et al., 2015; Sundar & Limpros, 2013; Athanasiadis & 

Mitropoulos, 2010; Dolnicar & Jordaan, 2007; Kramer et al., 2007; Baek & Morimoto, 2012) 

is individually confirmed.  

 

Model 7 includes all independent variables (CR mean, TR mean, IA mean, EA mean, PA 

mean) in relation to the dependent variable (NI mean). The regression analysis in table 4, 

model 7 yielded a significant F-value which indicates that all independent variables 

contributes to the conceptualized model. Model 7 further resulted in that PA mean was 

statistically significant at a .001 level.  However CR mean, TR mean, IA mean, and EA mean 

was not significant at a .05 level whilst measuring all independent variables towards NI 

 
 

64 



mean. The aforementioned result indicates that the weight of PA mean counterbalance the 

other independent variables which cause these variables to be not significant at a .05 level. 

This scenario is additionally confirmed via the adjusted R² in which PA mean has a R² of 

0.174 which is double the size of the adjusted R² value for the other independent variables. 

Hence, PA has the greatest explanatory factor towards non-intrusiveness. The researchers can 

based on the results in model 7 conclude that H5: “Personalized advertising within native 

advertising has a positive effect on users feeling of non-intrusiveness” is accepted. Hence, 

previous research as discussed in the previous paragraph is confirmed. The acceptance of H5 

indicates that previous research whom implies that native advertisements that are 

personalized according to an individual's interests, previous brand interactions, transactional 

history as well as real time data reduce user’s feeling of non-intrusiveness (Hotnets, 2013; 

Bleier & Eisenbeiss, 2015; Teradata, 2015; Aguirre et al., 2015; Sundar & Limpros, 2013; 

Athanasiadis & Mitropoulos, 2010; Dolnicar & Jordaan, 2007; Kramer et al., 2007; Baek & 

Morimoto, 2012).  

 

H1, H2, H3, and H4 is rejected as the variables does not prove to be significant at a .05 level 

(See model 7). However, it is important to consider the low Cronbach’s alpha of .433 

concerning the dependent variable NI whilst evaluating the significance level of the 

aforementioned variables. The low Cronbach’s alpha proves that NI does not fulfill the 

quality criteria, therefore conducting the regression with better indicators and items for NI 

could yield different results. Theory suggests that all variables in the conducted regression 

analysis contributes to a users feeling of non-intrusiveness however as the variables are not 

significant in model 7, the researchers reject hypothesis H1, H2, H3, and H4 with the 

limitation of NI not being reliable. Further discussion regarding the Cronbach’s alpha in NI is 

presented in the Limitations chapter.  
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6.2 The Accepted Model 

This study presents a conceptualization of effective native advertising whereas 5 hypotheses 

were deduced. Only one of these 5 hypotheses were accepted, i.e hypothesis 5 “Personalized 

advertising within native advertising has a positive effect on users feeling of 

non-intrusiveness”. This concludes that Personalized Advertising has a significant effect on 

the dependent variable Non-Intrusiveness.   

 

 

 

Figure 2, - The accepted model of Personalized Advertising influence on non-intrusiveness 
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7. Conclusion  

The purpose of the study was to explain how the conceptualization of native advertisements 

influence users feeling of non-intrusiveness. Prior research from Harms et al., (2017) 

suggests that researchers should implement consumer-based research regarding the 

conceptualization of non-intrusive native advertising. Previous studies further imply that 

consumers perceive native advertisements as intrusive, secretive and deceiving (Lazauskas, 

2014; Friestad & Wright, 1994; Wei et al., 2008). Therefore, this research aims to test the 

conceptualization of effective native advertisements in relation to non-intrusiveness. The 

results from the conducted study confirmed that personalized advertisements within native 

advertisements influence users feeling of non-intrusiveness. However, H1, H2, H3, H4  was 

rejected which means that previous theories whom states that contextual relevance, 

transparency, informational appeal and emotional appeal influence users’ feeling of 

non-intrusiveness were determined to be not accepted. This implies that the purpose has been 

addressed and answered and that this study has contributed to new knowledge regarding what 

influence users feeling of non-intrusiveness within native advertisements. As previously 

discussed in the problem discussion, native advertising is an important phenomena in 

marketing with an increase in growth. However, empirical evidence reveals that native 

advertising is perceived as deceiving and intrusive. Although, this study address both 

researchers and practitioners in the field of marketing and specifically native advertising. 

Arguing that native advertising needs to be personalized in order to be perceived as 

non-intrusive, which according to previous studies would result in an effective native 

advertising strategy. Additionally, in evaluating the control variables regarding age, gender 

and time spent online, none of the control variables had a significant effect on 

non-intrusiveness. Which implies that non-intrusiveness is not to be explained by users age, 

gender or online presence.  
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7.1 Managerial Implications  

The conducted research yields results that have managerial implications on those whom are 

currently utilizing native advertisements as well as managers and marketers who wishes to in 

the future implement native advertisements in one’s strategy. The conducted research further 

implies that constructing non-intrusive native advertisements has positive spillover effects 

with regards to customer satisfaction, effectivity of ads, increased profits and lower 

advertisement costs. It further indicates that such strategy in personalizing the native 

advertisements yields greater positive user attitude towards the site and increased purchase 

intention. Accordingly, managers who wishes to construct effective native advertisements 

that potentially yields the aforementioned spillover effects should construct the native 

advertisement to be non-intrusive which is driven by personalized ads in which 3 main 

aspects are to be considered. 1: Construct native advertisements that are personalized in 

accordance to users information e.g, demographics, psychographics as well as the interests. 2: 

Personalize the advertisement to be based on previous digital footprints e.g. transactional 

history and previous brand interactions. 3: Personalize the advertisement based on real time 

data to ensure that the contents of the native advertising is relevant and helpful.  

7.2 Theoretical Implications  

The conducted research has established and tested the conceptualization of effective native 

advertising which is hypothesized to positively affect users feeling of non-intrusiveness. The 

hypothesis testing yielded the results in which personalized advertisements significance 

towards non-intrusiveness was determined to be positive. Harms et al., (2017) as previously 

discussed argues that researchers needs to conduct customer-based research to test the 

conceptualization of non-intrusive native advertisements and how one is to construct said 

advertisement. The conducted achieves this in explaining the effect of the deduced 

independent variables in relation to non-intrusiveness. Therefore, this research contributes to 

the research field of non-intrusive native advertisements in that it tested and confirmed that 

personalized advertisements has a positive effect on users feeling of non-intrusiveness. 

Further implications regards the rejection of hypothesis H1, H2, H3, and H4 which implies 

that in contrast to previous studies, the conducted research rejects that the contextual 
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relevance, the transparency, informational appeal as well as emotional appeal has an effect on 

users feeling of non-intrusiveness.  

8. Suggested Future Recommendations 

The researchers acknowledge the failure in not measuring the dependent variable 

consistently, i.e the dependent variable NI mean is not reliable in its 

measurements/indicators. As stated earlier the Cronbach’s alpha for NI is .433 whereas a 

Cronbach’s alpha below 0.6 is not reliable. Future researchers should according to the 

researchers changing the indicators of the NI variable, as the indicators resulted in poor items 

that were not reliable in its measure as previously stated. The same issue concerns the EA 

independent variable which did fulfill the requirement of the Cronbach’s alpha. For EA the 

researchers recommend different indicators to measure the concept of emotional appeal. 

Connected to the issue regarding the insufficient Cronbach’s alpha of the dependent variable, 

is the contradiction that previous researchers argue for native ads being non-intrusive to be 

perceived as effective native advertising. However, the researchers of this study argue that 

native advertising can not be non-intrusive as such statement implies that there is not a scale 

of the level of intrusiveness, which is evidently present. This issue may be addressed in future 

research in which researchers should in comparison to non-intrusiveness have level of 

intrusiveness as the dependent variable, this allows for a simplification of the 

concept/indicators of the concept.  

 

This study further highlights the suggestion to future researchers to focus on the 

consequences of achieving non-intrusiveness in native advertising. More specifically, when 

non-intrusiveness is fulfilled, does this contribute to any further aspects such as higher brand 

loyalty, brand trust and higher purchase intention. Future researchers could implement a mix 

of a qualitative and quantitative consumer based research in order to acquire a deeper 

knowledge and understanding. This is suggested as non-intrusiveness is a rather subjective 

concept that is evidently to deduce into relevant indicators. Therefore the aspect of 

implementing a qualitative study may be preferred in order to eliminate this problem.  
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This study further recommend future studies to focus on the aspect that Campbell & Marks 

(2015) highlights in their study regarding native ads, i.e the relationship between brands and 

consumers. Campbell & Marks (2015) argue that native advertising that is transparent will 

lead to a trustworthy relationship in the long-run. Therefore, this study encourage future 

researchers to investigate this matter whether transparency will lead to a trustworthy 

relationship and its consequences in the long-run between consumers and brands. Lastly, 

considering the findings of this study whereas personalized ads has a significant relationship 

to consumers’ feeling of non-intrusiveness in native ads. However studies indicates that 

personalized advertising is intentionally avoided by consumers as such strategy is considered 

to be violating in terms of one's privacy as well as irritating (Baek & Morimoto, 2012). An 

example that demonstrates consumers’ attitude towards personalized advertising is that half 

of Americans use adblocker an software that blocks personalized advertising (Forrester 

Research, 2006). Therefore a future recommendation is to perform a study that examines to 

what extent marketers should personalize an native ad to be effective, as well as not be 

perceived as violating towards one’s privacy.  

9. Limitations 

The researchers highlight the limitation of implementing a non-probability sampling 

technique as compared to a probability sampling whereas all individuals within a population 

have the same chance to be selected and therefore such method yields a generalizable result. 

The findings of this study is not to be considered as generalizable as the researchers 

implemented a non-probability sampling technique. The researchers however implemented a 

convenience sampling technique as such technique is efficient in terms of time and resources 

which during the study were perceived as scarce. 

 

As discussed previously, an inevitable limitation regarding the conducted study is the low 

reliability concerning Non-intrusiveness i.e. the dependent variable as well as the 

independent variable, emotional appeal. Therefore, one should be cautious in accepting the 

findings of this study, by reason of that the two aforementioned variables are not consistent 

and stable in what the variables are measuring. Theory further suggest that researchers should 

acquire a larger sample in relation to the number of independent variables the study has, 
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therefore the conducted study could have implemented a larger sample size as of 158 

however this number is considered to be sufficient according to Park et al., (2018) and 

Wilson Van Voorhis & Morgan (2007). Theory therefore suggests that a larger sample could 

have yielded a better Cronbach’s alpha concerning the variables. Additionally, one should 

consider that the indicators of these variables are perhaps inaccurate and therefore affects the 

variables reliability negatively. The indicators of the dependent variable is further to be 

considered as misguided as the Cronbach’s alpha is low, whereas the wording of the 

questions may further negatively influence the reliability as they may be unrepresentative of 

the variable in question.  
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Appendix 2 - Questionnaire in Swedish 
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