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ABSTRACT 

Purpose – The purpose of this study is to explore consumers’ attitudes towards native 

advertising and its perceived value. 

Design/methodology/approach – This research has a qualitative and exploratory nature. For 

the empirical material, primary data is collected through conducting in-depth semi-structured 

interviews. 

Findings – Consumers’ persuasion knowledge in relation to native advertising is found to be 

low. The advertising value of native advertising is positive since the consumers considered it 

to be entertaining, informative and credible. Furthermore, it was not considered as irritating 

which enhances the advertising value as well. Design was found to be its own category as it 

has an effect on all dimensions to enhance the advertising value. Since the advertising value is 

positive and enhanced, the attitudes of consumers towards native advertising are positive. 

Research implications/limitations – The main implications of this research are: native 

advertising can be used as a solution to consumers avoiding online advertising and in order 

for it to be successful, the design, content and frequency have to be taken into consideration. 

Since this research is qualitative, it has a subjective nature which might result in researcher-

induced bias. Furthermore, the age of the interviewees’ range from 21 to 38 years old which 

unlikely represents the whole population. 

Originality/value – As there is a lack of research in the field of native advertising, this 

research contributes to the field with knowledge about consumers’ attitudes towards it as well 

as how native advertising creates value. Additionally, the researchers applied the attitudes-

towards-advertising model for this specific context and augmented it with a new dimension, 

design. This research also contributes with knowledge about each dimension in the native 

advertising context. Lastly, this research shows advertisers how native advertising should be 

used in terms of content, frequency and design. 

KEYWORDS 

Native advertising, consumers’ attitudes, online advertising, Persuasion knowledge, Attitudes 

towards advertising model, Sponsored content  
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1. INTRODUCTION 
In this chapter an overview on the phenomenon native advertising is displayed. In addition, a 

problem discussion surrounding the topic is presented. The purpose, research questions as 

well as the delimitations and the report structure are also included.  

1.1 BACKGROUND 

By the emergence of the Internet, many new forms of online advertising have evolved (De 

Haan et al., 2015). Consequently, as pointed out by the American organization, Interactive 

Advertising Bureau (IAB) the spending on online advertising has constantly increased (IAB, 

2015). With a compound annual growth rate of 15%, the total online advertising spending has 

increased from 4.1 billion in 2004 to 14.3 billion in 2015 (IAB, 2015). According to Tutaj and 

van Reijmersdal (2012) online advertising has been under transformation and progression 

during the last two decades. In this regard, the exposure of online advertising to consumers is 

discussed controversially and is found to might have a negative impact on consumers’ 

attitudes towards a brand or website (Zhang & Kim, 2008). Due to this exposure, consumers 

are overflowed with advertisements and information (Hoyer & Maclnnis, 2010; Yeu et al., 

2013; Li et al., 2002a) and therefore, more subtle forms of online advertisements have become 

crucial (Wojdynski & Evans, 2016; Campbell & Marks, 2015; Li et al., 2002a). Marketers 

have looked into different forms of online advertisements to see which are the most efficient 

and successful ones (Yeu et al., 2013). The importance of various forms of online advertising 

has also changed. Online advertising forms range from classic types, which are clearly 

identifiable as advertisements to more subtle and disguised forms of online advertising which 

is especially characterized by varying proportions of editorial and commercial of the 

advertisement (Tutaj& van Reijmersdal, 2012). Previous research has already shown that 

advertising that is closely related to the editorial content of the particular media generates a 

higher value perceived by the consumer since it fits their individual interests (Aaker & 

Brown, 1972; Cannon, 1982; Grunert, 1996). 

A type of a more disguised online advertising is native advertising which aims to minimize 

the disruption to consumers’ online experience by being presented in-stream (Campbell & 

Marks, 2015). Another way of describing this phenomenon is that advertisers pay online 

publishers to distribute customized content that appears similar to the content on the site 

(Bakshi, 2015). This type of advertising can be an article, a video or a mix of images and text 

(Sebastian, 2014). Buzzfeed, Forbes and the New York Times are some examples of 
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publishers that provide native advertisements (Bakshi, 2015). Native advertisements are also 

supposedly more attention-catching, successful and desirable than banner- and traditional 

advertisements. It has therefore gotten the marketers’ attention (Levi, 2015). The media 

reporter, Michael Sebastian (2014) from AdAge claims that a report from eMarketer predicts 

that marketers will spend up to $8.8 billion on native advertising by 2018. 

Native advertising is quickly growing due to the Internet providing a lot of opportunities for 

advertisers, publishers and distributors to create content together. Some brands have reported 

that using this type of advertising helps to offer more relevant messages to consumers, which 

lead to increased consumer engagement, awareness and buzz about products (Federal Trade 

Commission, 2013). Founder and CEO of the native advertising platform Nativo, Justin Choi 

mentions that advertisers should create advertisements that are less interruptive and more 

engaging to consumers. He also claims that if the quality of an advertisement is bad or 

irritating, which results in a bad consumer experience, there will be an ad block for it. 

Therefore, native advertisements are appealing as they aim to give the consumer a better 

experience by providing quality (eMarketer, 2016). An example of that, given by media 

reporter Sheehan (2016) is the article “Cocainenomics: The Story Behind the Medellin 

Cartel.” that Netflix paid the Wall Street Journal to publish, in order to promote the its show 

“Narcos”. 

1.2 PROBLEM DISCUSSION 

When it comes to online advertising, many pieces of research have shown that the number of 

consumers avoiding online advertising have increased (Howe & Teufel, 2014). The so called 

persuasion knowledge model refers to the ability of consumers to recognize an advertisement. 

The repeated exposure to advertisements results in consumers having high levels of 

persuasion knowledge which helps them to identify how, when and why marketers want to 

influence them (Attaran et al., 2015). When consumers have high levels of persuasion 

knowledge, they more easily recognize when being exposed to an advertisement. As a result 

they become more likely to reject the promotion (Wright et al., 2005).  

The persuasion knowledge model has been researched according to Attaran et al. (2015) in 

relation to TV advertisements, newspapers and the Internet. The persuasion knowledge of 

consumers influences their attitudes towards advertisements (Boerman et al., 2012; Evans & 

Park, 2015; Friestad & Wright, 1994). One type of advertising method that due to the trend of 
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ad blocking and the quality of ads has emerged, in this regard is native advertising 

(eMarketer, 2016). 

According to Tutaj and van Reijmersdal (2012) online native advertising is more informative, 

amusing and less irritating than banner advertisements for consumers. The participants of 

their study were also found to be more skeptical towards banner advertisements. Tutaj and 

van Reijmersdal (2012) also write that the better a consumer understands the intent of the 

advertisement, the more irritated they will be. Ducoffe (1995) identifies three determinant 

dimensions to explain the consumers’ peceived value of advertising, consisting of 

entertainment, irritation and informativeness. Furthermore, he claims the advertising value to 

be a subjective evaluation by consumers (Ducoffe, 1995). Consumers try to avoid banner 

advertisements and therefore, native advertising is appealing as it is more integrated to the 

platform where it is published (Federal Trade Commission, 2013; Levi, 2015). The editor and 

CEO of the American Journalism Review, Rim Rieder (2013) claims that native 

advertisements are attractive for advertisers because of the fact that it feels more like news 

rather than advertising (Rieder, 2013).  

However, even if native advertising is appealing, it has attracted some critics, who claim that 

native advertising mislead consumers by making the source of the advertisement unclear or a 

secret (Campbell & Marks, 2015). Critics also argue that native advertisements take 

advantage of consumers’ trust in a publisher and as a result deceive consumers’ buying 

decisions. It is necessary to mention that even if there are important benefits with native 

advertising, it is also very important to not trick consumers. Through this type of advertising 

there is a risk of implying to consumers that the message they see is coming from a source 

that is not biased (Federal Trade Commission, 2013). For example, if a native advertisement 

looks too much like the regular content of the site, there is a risk of receiving backlash from 

consumers (Ponikvar, 2015; Rieder, 2013). This happened to the magazine The Atlantic when 

they published a native advertisement for the Church of Scientology with the headline “David 

Miscavige Leads Scientology to Milestone Year” (Carlson, 2015; Ponikvar, 2015). Readers of 

the Atlantic got upset because they felt that the publisher tried to pass off the native 

advertising as editorial content. After the backlash, eleven hours after the native ad got 

published; the Atlantic deleted it and released a statement explaining that they had made a 

mistake (Ponikvar, 2015). Due to all the criticism native advertising has received in different 

countries, some people believe that for instance the U.S. Federal Trade Commission should 

regulate this type of advertising in order to protect consumers from being deceived (Ponikvar, 



 

10 
 

2015). Ponikvar (2015) argues that if the FTC regulated native advertising, it would be done 

by forcing publishers to use certain language to make it clear that the advertising is sponsored. 

Additionally, the FTC would have required visual distinction between editorial and native 

advertising by using distinctive colors, specific keywords and noticeable placement 

(Ponikvar, 2015).  

Hence, in order to understand the perception and acceptance of new forms of online 

advertising such as native advertising, it is crucial to study consumers’ attitudes (Hadija et al., 

2012). Previous studies have found that consumers’ attitude towards advertising in general is 

negative (Howe &Teufel, 2014; Kaiser & Song, 2009). However, according to Ha and 

McCann (2008) consumers have a less positive attitude towards advertisements being placed 

online than those being placed offline. In contrast, Howe and Teufel (2014) report that some 

pieces of research show that consumers’ have a positive attitude towards online native 

advertising. Those results highlight the importance of native advertising in the field of online 

advertising as it according to Tutaj and Reijmersdal (2012) seems to be more appealing to 

consumers. 

In sum, there has not been much research about native advertising since it is a rather new 

trend (Moore, 2014). However, most research that has been conducted in this field has been 

out of the perspective of advertisers, publishers and journalists (Carlson, 2015; Howe 

&Teufel, 2014). Consequently, little has been studied from the consumers’ perspective. This 

is also supported by Tutaj and van Reijmersdal (2012), who have recommended further 

research exploring the consumers’ reaction to certain forms of online advertising in general 

and how it might affect them. Especially, in the field of native advertising a lack of future 

research has been identified (Tutaj& van Reijmersdal, 2012). Wojdynski and Evans (2016) 

state that consumers’ perception and processing of native advertising to date lacks research. 

Since online advertising currently faces great challenges such as ad blocking and native 

advertising seems to be more appealing to the consumers, further research within this field is 

necessary. As pointed out, native advertising has received criticism on being unethical, which 

emphasizes the importance of exploring how attitudes towards native advertising from the 

consumers’ perspective actually are. Therefore, the purpose of this paper is to explore 

consumers’ attitudes towards native advertising.  
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1.3 PURPOSE 

The purpose of this study is to explore consumers’ attitudes towards native advertising and its 

perceived value. 

1.4 RESEARCH QUESTIONS 

1. What are the determinants of the native advertising’s value? 

2. How does the native advertising value affect consumers’ attitudes towards it? 

3. What is the consumers’ level of persuasion knowledge in relation to native 

advertising?  

1.5 DELIMITATION 

The main delimitation of this study is the focus on a specific type of native advertising. The 

chosen type of native advertising is content that has been written by a publisher or a brand 

together with a publisher.  

1.6 REPORT STRUCTURE 

The research is structured in nine chapters. It was started with an introduction, which gave 

background information on native advertising, previous research, and findings within this 

field of studies and discussed current challenges. The next chapter was the theoretical 

framework that introduced the reader to the theory and models used as well as gave a 

definition of native advertising as understood in this research. This will then lead to a 

conceptual framework. In chapter four, the methodology used in this research was presented 

to the reader and lead to the next chapter, which presented the empirical findings. Those 

findings were connected and discussed together with the existing theory in chapter six, the 

analysis. Chapter seven aims to answer the initial research purpose and presented again the 

key findings of this research as well as the contributions. The next chapter informed the 

reader about the managerial implications. The final chapter included the limitations of this 

study and suggestions for future research. 
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2. THEORETICAL FRAMEWORK 

This chapter presents information about native advertising and its definition, as well as 

information about the persuasion knowledge model. Furthermore, it includes the relevant 

theories and information about online advertising and consumers’ attitudes towards it, as 

well as the attitudes-towards-advertising model, which includes: entertainment, 

informativeness, irritation and lastly, credibility.  

2.1 NATIVE ADVERTISING 

Yeu et al. (2013) describe that consumers get exposed to so many advertisements online that 

it makes it more difficult for advertisers to catch the consumers’ attention. The company 

Sharethrough and IPG Media Lab collaborated in a study to determine how effective native 

advertising is compared to banner ads. It was found that consumers looked at native 

advertisements 53% more than they did with banner advertisements. Another interesting 

finding was that 32% of the participants said that they would share the native advertisements 

with friends and family, compared to only 19% with banners. The study also shows that 

consumers give attention and engage in native advertising almost similar to what they do with 

editorial content. Other interesting findings were that native advertising offers consumers a 

better online experience and helps them to relate more with brands (Celiceo, 2013). Tutaj and 

van Reijmersdal (2012) argue that due to the subtle nature of native advertising, consumers 

perceive it as less irritating. Moore (2014) discusses that marketers and publishers see native 

advertising as a solution to the problem with consumers avoiding advertising. Since native 

advertising is placed in the content stream together with editorial content, it makes it difficult 

for consumers to avoid native advertisements. He also argues that it is necessary to give the 

native advertising the look and feel of the editorial content in order for it to be successful. 

Otherwise, if consumers are able to easily identify the content as advertising, they will 

overtime learn ways to ignore the advertising completely (Moore, 2014). 

According to Campbell and Marks (2015) the best types of native advertising are the ones that 

are invited by consumers and transparent about the source. Otherwise, consumers might feel 

negative about the message and publisher. Additionally, consumers who become aware that 

the content is paid for and in fact advertising are likely to feel deceived (Campbell & Marks, 

2015). In a study by Contently it was discovered that 59% of the respondents thought that 

news sites that publish native advertising loses credibility. Two thirds of the respondents felt 

deceived when realizing that the article was paid for (Lazauskas, 2014).  
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2.1.1 Definition 

Native advertising is difficult to define because numerous forms of it exist. One type of native 

advertising is content that has been written either by a publisher or a brand together with a 

publisher. The second type is content that is in-feed, meaning that it looks like the content on 

the site such as promoted tweets. The third form of native advertising is content that looks like 

recommendations that are placed on a publisher’s website (Seligman, 2015). There is no 

industry consensus on the definitions of native advertising or sponsored content due to the 

phenomenon being rather new in online publishing (IAB, 2013; Moore, 2014). However, both 

terms are used interchangeably in literature and sponsored content is more commonly used 

when referring to native advertising within publications online (Moore, 2014; Wojdynski & 

Evans, 2016). The term native advertising usually refers to any form of paid advertising that 

appears as editorial content in terms of its form and outlook and usually the advertising 

content is similar to the editorial content (Wojdynski& Evans, 2016).  

Forbes, a publication that uses native advertising quite a lot, defines it as “a paid-for 

placement on a digital screen or within a content stream that promotes a brand’s content 

marketing much the same way editorial content is promoted.” (DVorkin, 2013).  The U.S. 

Federal Trade Commission describes native advertising as content that has a similarity to the 

news, articles, product reviews, entertainment and other editorial content in the online 

environment it is published in (Federal Trade Commission, 2015). The Interactive Advertising 

Bureau (2013) defines native advertising as “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 that they belong” (IAB, 2013, p. 3). According to the Native Advertising Institute 

(NAI), native advertisements are: “paid advertising where the ad matches the form, feel and 

function of the content of the media on which it appears.” They also mention the most 

common forms of native advertising and list: advertorials in newspapers and magazines, 

advertiser funded programming on Television or Web Television and promoted/sponsored 

posts on social media sites (Vinderslev, 2015). A similar definition to the one by the NAI is 

the definition by Sharethrough. They claim that the official definition of native advertising is: 

“...a form of paid media where the ad experience follows the natural form and function of the 

user experience in which it is placed.” With form, Sharethrough means that the native 

advertising should match together with the feel and look of the natural content. The function 

part refers to native advertisements having to be consistent with both the user experience and 

natural content of the site (Sharethrough, 2016).  
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Mediapost’s editor Loechner (2013) also discusses the definition of native advertising and the 

problem it carries. He argues that “the term native advertising means different things to 

different people”, resulting in a problem of understanding attitudes and the use of it. In a 

survey by Hexagram and Spada it was discovered that stakeholders, such as publishers, 

agencies and brands define it differently. Most publishers identified native advertising as 

sponsored content, whereas brands identified it as being content that has been “brought to you 

by.” It was also found that the majority of publishers, agencies and brands considered that 

native advertising adds value for consumers. They also thought that native advertising helped 

to deliver more relevant messages to consumers and increase their level of engagement 

(Loechner, 2013). One of the most popular definitions of native advertising is “content either 

provided by, produced in conjunction with or created on behalf of our advertisers that run 

with the editorial stream.” (Moore, 2014, p. 3-4).  

Campbell and Marks (2015, p. 600) define native advertising as “a spectrum of new online 

advertising of new online advertising forms that share a focus on minimizing disruption to a 

consumer’s online experience by appearing in-stream”. The approach of native advertising is 

comparable to an advertising tool named advertorial (Campbell & Marks, 2015). The term 

advertorial refers to advertisements that has the same outlook and is content-related such that 

the consumers not necessarily identify the advertorial as advertisement and instead view it as 

editorial content (Kim et al., 2001). Advertorials are mostly used in traditional 

communication, while the term native advertising is associated with an online environment. 

Although most native ads have indicators that its content varies from the editorial content, the 

disclosure of advertising in native ads is highly varying in frequency, size, language and 

position (Wojdynski & Evans 2014).  

For this study, the definitions given by Forbes (DVorkin, 2013) and the Native Advertising 

Institute (Vinderslev, 2015) are combined to define native advertising as: “paid-for 

advertising on a digital screen or within a content stream that promotes a brand’s content 

marketing that matches the form, feel and function of the editorial content on which it 

appears.” 

2.2 PERSUASION KNOWLEDGE MODEL 

The ability of consumers to cope with advertising messages effectively is based on their 

ability to recognize the persuasive nature of the advertising message (Friestad & Wright, 

1994). The Persuasion Knowledge Model (PKM) was developed by Friestad and Wright in 
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1994. Their model highlights that in order for consumers to activate their persuasion 

knowledge and coping skills, they must first be aware of the persuasion attempt (Evans & 

Park, 2015; Friestad & Wright, 1994). Once consumers have been exposed to a persuasive 

message they will then activate and find ways to defend themselves from the persuasive 

messages (Friestad & Wright, 1994). Sternthal et al. (1978) write that once consumers have 

gained knowledge about marketers’ persuasive efforts, their attitudes towards the source of 

the persuasion will be less positive as well as their level of trust. Source credibility which 

impacts the persuasion is developed from the perceived expertise and trustworthiness 

(Sternthal et al., 1978). 

According to Attaran et al. (2015) it is unclear whether consumers expect or recognize 

persuasive attempts when brands are mentioned in an editorial context. Their study confirmed 

that consumers were aware of the selling intent when it came to traditional advertisements 

meaning that their persuasion knowledge is high. Nonetheless, consumers have low 

persuasion knowledge when it comes to advertisement in the editorial context because they 

were less aware of the selling intent and as a result they were also less likely to discredit the 

advertising or the source. However, Attaran et al. (2015) highlight the ethical issues that go 

along with their findings. Rising questions such as whether or not consumers are being 

deceived into believing that in editorial content there is no selling intent (Attaran et al. 2015). 

Rozendaal et al. (2011) divide the persuasion knowledge model (referred to as advertising 

literacy) into two dimensions; cognitive and attitudinal. These two dimensions are also used 

by Boerman et al. (2012), who studied it in relation to sponsorship disclosure on TV. The 

cognitive dimension is known as the conceptual persuasion knowledge (CPK) which refers to 

the recognition of advertising, its source, audience and the understanding of the advertising's’ 

persuasive intent (Rozendaal et al., 2011). When consumers recognize a persuasive attempt as 

advertising, they activate the CPK. The other dimension is referred to as the attitudinal 

persuasion knowledge (APK) and includes the critical attitudes such as disliking and level of 

credibility etc. consumers have towards a persuasive attempt (Boerman et al., 2012). 

Disclosures affect both the CPK and APK according to Boerman et al. (2012). Their findings 

also suggest that consumers, who are exposed to sponsorship disclosure, have a higher ability 

to distinguish advertising from editorial content. Once the CPK is activated, consumers’ APK 

is higher, which means that they are more critical and have distrust towards the advertising 

(Boerman et al., 2012).  
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Moore (2014) did a study about disclosures in relation to native advertising and found that 

consumers identified the advertising as editorial content even if they saw or did not see the 

disclosure information. As a result it might harm the credibility of both the publication and 

the advertised brand, as consumers might feel that they have been lied to after finding out that 

it is in fact an ad and not editorial content (Moore, 2014). Recently, Wojdynski and Evans 

(2016) did a similar study to Boerman et al’s (2012) study. However, their study focused on 

disclosures in relation to online native advertising instead of TV advertisements. Their 

findings discovered that less than 8% of the participants recognized it as advertising. This is 

in line with the findings by Moore (2014) where only 4% of the participants could identify the 

article as an advertisement. Nonetheless, their study also supports what previous studies have 

found in regards to the PKM: when consumers get additional advertiser information in forms 

of disclosures, and are able to process the information, their persuasion knowledge level will 

be higher meaning that they will recognize native advertisements as advertising easier 

(Wojdynski & Evans, 2016).   

2.3 ONLINE ADVERTISING AND CONSUMERS’ ATTITUDES TOWARDS 

IT 

Online advertising refers to a marketing strategy that uses the Internet as an advertising tool to 

gain traffic on websites, target, reach and deliver advertising messages to consumers (Evans, 

2009). Rodgers and Thorson (2000) have pointed out the increasing complexity of 

advertisement in an online context for both the advertiser and the consumer. Since online 

advertising was first introduced in 1994 (Robinson et al., 2007; Manic, 2015), various types 

of it have been developed (Burns & Lutz, 2006). The most common formats of online 

advertising are banners, pop-ups, keywords, skyscrapers, rectangles and interstitials 

(Applegate, 2006; Rejón et al., 2012).  

In general, researchers recently claim online advertising to be forgettable, ineffective and 

intrusive (McCoy et al., 2007). However, Edwards et al. (2002) argue that creative 

advertisements that bring value or entertainment to the consumers are perceived to be less 

interruptive and irritating. Dréze and Hussherr (2003) concluded in their study that consumers 

see banner advertising but avoid looking at- and clicking them. That is also brought up by 

Cho (2003), who writes about “banner blindness” which refers to consumers’ tendency to 

avoid banner advertisements. And as a result in concerns for advertisers and companies are. 

Celebi (2015) adds that it becomes even more serious when consumers also start to ignore 
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other types of online advertisements and not only banner advertising. Zeff and Aronson 

(1999) stated that while online advertising has become more common in its usage and more 

competitive along with a steady increase in spending from advertisers, the tolerance and 

interest on the consumer side is decreasing.  

Attitudes can be described as the thoughts people have about another person, topic or object. 

For marketers attitude is important as it is considered to be a helpful tool for companies 

(Solomon et al., 2010). Studies regarding consumers’ attitudes towards online advertising 

have controversial results. For example Bevan-Dye (2013) found that consumers had positive 

attitudes towards online advertisements. On the other hand, Virkkala (2009) conducted a 

study about consumers’ attitude towards advertisements on Facebook. Her findings show that 

the consumers had negative attitudes towards Facebook advertising and found them to be 

disturbing resulting in some consumers to avoid advertisements as much as possible 

(Virkkala, 2009). However, a piece of research by Zafar and Khan (2011) indicates that 

consumers have a positive attitude towards online advertising. Wang and Sun (2010) also 

concluded that consumers’ had a positive attitude towards online advertising.  

2.4 ATTITUDES-TOWARDS-ADVERTISING MODEL 

Bauer and Greyser (1968) pioneered in this field of study with their research about how to 

assess beliefs and attitudes towards advertising, which has led to a basic fundamental concept, 

where many researchers have built upon. Attitudes towards advertising have been studied in 

various contexts throughout the years since such have been found to have an essential 

influence on attitude towards brands and attitude towards certain advertisement as well as on 

purchase intentions (Aaker & Stayman, 1992; O'Donohoe, 1995; MacKenzie & Lutz, 1989; 

Ha et al., 2011; Mehta, 2000). The crucial role of attitudes toward advertising in developing 

models in order to understand how advertising works has early been predicted by Aaker and 

Bruzzone (1985). The term attitudes-towards-advertising has been defined and is largely 

known as “a learned predisposition to respond in a consistently favourable or unfavourable 

manner to advertising in general” (Lutz, 1985, p.16). Here, attitudes have been found to 

comprise various dimensions, which are understood to serve as antecedents and can influence 

the attitudes towards advertising either positively or negatively (Brackett & Carr, 2001; 

Ducoffe, 1996; Pollay & Mittal, 1993; Bauer & Greyser, 1968). 
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Ducoffe (1995) introduces a new construct, the advertising value, which is built on multiple 

dimensions. Advertising value is defined as “a subjective evaluation of the relative worth or 

utility of advertising to consumers” (Ducoffe, 1995, p. 1). Ducoffe (1995) identifies three 

determining dimensions to explain the consumers’ value of advertising, which is the crucial 

factor to predict consumers’ attitudes towards traditional advertising.  Those variables are 

entertainment, informativeness and irritation. Aaker and Stayman (1992) have already 

indicated that content (informativeness) and form (entertainment) are of central relevance for 

advertisements’ effectiveness. Those variables, as measurements for consumers’ value 

evaluation and predictors for attitudes, were also tested in the web environment (Ducoffe, 

1996). The results show that the variables identified for traditional advertising also apply for a 

web environment. And that attitude towards web advertising is highly dependent on 

advertising value (Ducoffe, 1996). Recent studies have affirmed Ducoffe’s results by testing 

the dimensions within the area of social networking sites (Taylor et al., 2011) as well as in an 

electronic commerce environment (Gao & Koufaris, 2006) and have still been found highly 

relevant.  

 

 

Figure 1 Attitudes toward online advertising adapted from Ducoffe (1996) 

2.4.1 Entertainment 

If advertising is perceived as entertaining by the consumer, it can enrich the consumer 

experience (Alwitt & Prabhaker, 1992). Entertainment generates value by its ability to fulfill 

audience needs such as aesthetic enjoyment, emotional release or escapism (McQuail, 1983). 

This refers to consumers’ opinions whether an advertisement is enjoyable pleasant or fun to 
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see. Ducoffe (1995, 1996) found entertainment to be an important and highly positive source 

to enhance advertising value in both traditional and online advertising. 

2.4.2 Informativeness 

Bauer and Greyser (1968) already highlight the importance of advertising’s informativeness 

by reporting that information is one of the primary reasons for consumers to put up with 

advertisement. Also, Pasadeos (1990) shows that if an advertisement is perceived as valuable 

by consumers it is less likely to create irritation or avoidance. He defines the term valuable as 

containing useful information. Additionally, Ducoffe (1995) proposes a positive influence of 

informativeness on the perceived advertising value. But also implies that deceptive 

advertising, if recognized as such, might decrease the perceived advertising value. If the 

information delivered to the consumer fulfills certain main quality criteria such as topicality 

and usefulness, it adds value to the consumer since it fits the user experience and one of the 

primary reason why consumer use internet (Siau & Shen, 2003).  

2.4.3 Irritation 

An advertisement is considered to be irritating if it is “(...) provoking, [and] causing 

displeasure and momentary impatience” (Aaker & Bruzzone, 1985, p.48). Aaker and 

Stayman (1990) describe the decreasing persuasive power of ads if evaluated as irritating by 

the consumers. According to Aaker and Bruzzone (1985) researchers indicate a reduction in 

the effectiveness of advertising if the level of irritation increases. Li et al. (2002b) state that 

irritation can be caused by the advertising content and whether the content occurs to be 

stimulating for consumers. Excessive stimulation in terms of length, size or volume can 

become overwhelming for the consumer and results in advertising irritation or avoidance by 

the consumer (Aaker & Bruzzone, 1985). Li et al. (2002b) suggest intrusiveness as a cause for 

irritation. By definition intrusiveness is the interruption of editorial content (Ha, 1996). Since 

advertisements aim to raise its audience attention, traditional advertisement interrupts the 

editorial content intentionally. The aim to trigger attention interferes with the consumer’s goal 

to have an undisturbed user experience (Li et al., 2002b). However, in his model Ducoffe 

(1995) shows that a high irritation level will result in a decreasing advertising value. 

2.5 CREDIBILITY 

Credibility towards advertisement is about the truthfulness and believability consumers 

perceive of an advertisement (MacKenzie & Lutz, 1989). Schweiger (2000, p.39) defines 
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credibility as “avariable attributed to communicators by recipients” and further explains that 

“one can only consider a medium as more or less credible - whether this is objectively right is 

impossible to measure”. Fogg et al. (2001, p.61) state that credibility is a “perceived quality”. 

A lot of researches have looked into the dimensions of credibility. The two dimensions 

researchers largely agree on are trustworthiness and expertise (Fogg et al, 2011). According to 

Fogg et al. (2011) trustworthiness refers to the perceived goodness or morality of a certain 

source as advertising. Moreover, trustworthiness is defined as being well-intentioned, truthful 

and unbiased. In an online survey conducted in 58 countries across the globe, it was found 

that consumers consider recommendations from friends and family the most trustworthy 

(Nielsen, 2013). Expertise refers to the perceived knowledge of the source and is defined as 

being knowledgeable and competent (Fogg et al., 2011). In previous studies credibility as a 

construct in terms of examining attitudes has been found relevant (McKenzie & Lutz, 1989; 

Shavitt et al., 1998). Bracket and Carr (2001) incorporate the concept of credibility in 

Ducoffe’s (1995, 1996) attitudes towards advertising model by proposing a positive influence 

of credibility on both the advertising value and the attitudes towards advertising.  
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4. CONCEPTUAL FRAMEWORK 
This chapter illustrates and presents the conceptual framework for this research.  

 
 

Figure 2 Conceptual Framework (owned by authors, 2016) 

The conceptual framework of this research integrates various dimensions that have been 

found to affect consumers’ attitudes towards online advertising. The three dimensions, 

entertainment, informativeness and irritation from Ducoffe’s (1995, 1996) model are found to 

be highly relevant to create advertising value which has a significant influence on attitudes 

towards online advertising. Entertainment and informativeness, if perceived high, have a 

positive influence on the advertising value, whereby irritation, if perceived high, does affect 

the advertising value. The higher the advertising value, the more positive is the consumers’ 

attitude towards online advertising (Ducoffe 1995, 1996). Credibility has been found to have 

an effect on the advertising value as well as on attitudes towards online advertising (Brackett 

& Carr, 2001). If credibility is perceived as high by the consumers, the advertising value is 

affected.  
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This paper assumes entertainment, informativeness, irritation and credibility to have the same 

effect on native advertising as it is a form of online advertising. The same assumption is made 

for the advertising value and its effect on the attitude towards native advertising. 
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4. METHODOLOGY 
The methodology chapter presents the methods used in this study and why the choices have 

been made. At the end of the chapter a methodology summary can be found.  

4.1 RESEARCH APPROACH 

This study has been conducted on the basis of a qualitative approach since the focus is on 

understanding and interpreting consumers’ experiences and attitudes rather than on numbers 

and statistical analysis methods which a quantitative approach does (Christensen et al., 2010; 

McCusker&Gunaydin, 2015). In a qualitative study the researcher is subjective, focuses on 

finding meaning within the gathered data and is not objective, trying to confirm any data or to 

generalize their findings (Christensen et al., 2010; Gray, 2009; Malhotra, 2010; Smith, 2008). 

Further, the qualitative method answers questions such as, “what”, “how” or “why” about a 

certain topic (McCusker & Gunaydin, 2015). Therefore, a qualitative approach is the most 

appropriate one for this study as the purpose aims towards exploring consumers’ attitudes 

towards native advertising.  

This study is deductive and not inductive due to the use of existing theories (Bryman, 2016; 

Ghauri & Grønhaug, 2005; Malhotra et al., 2012). It is also not inductive because this study is 

not aiming towards theory building (Ghauri & Grønhaug, 2005; Gray, 2009). In a deductive 

research, the theories are applied to a context (Malhotra et al., 2012) which in this case is 

native advertising. The gathered data will then be analyzed together with the existing theories 

presented in theoretical framework which is another reason why this study is deductive 

(Malhotra et al., 2012). Furthermore, it is a deductive study because of the use of an 

operationalization which shows how the information will be collected and why (Ghauri & 

Grønhaug, 2005; Bryman, 2016).  

4.2 RESEARCH DESIGN 

The research design of this study is exploratory since the topic of native advertising is a rather 

new phenomenon (Aaker et al., 2010; Hair et al., 2011; Moore, 2014). The main objective of 

an exploratory research is according to Malhotra et al. (2012) to give insights into and to 

understand a particular marketing phenomenon. Therefore, by having an exploratory purpose 

it makes it possible for the researchers to discover new ideas and gather insights as well as 

rich and deep data about a certain context (Aaker et al., 2010; Gray, 2009; Saunders et al., 

2009). For this particular study, the context is native advertising and since it is a rather new 
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topic, deep information is needed in order to explore consumers’ attitudes towards it. In 

addition, the exploratory approach is appropriate for this research because of its qualitative 

nature which according to Aaker et al. (2010) goes together with an exploratory design. 

Furthermore, this study is exploratory because the conceptual framework model has not 

previously been applied to native advertising as a new form of online advertising. Therefore, 

the authors of the current study will explore if those factors are relevant in this new context 

and in what way.   

This research also uses a single case study for the in-depth semi-structured interviews in order 

to gather rich data and to get a deep understanding of a certain context (Gray, 2009; Saunders 

et al., 2009). A single case study is useful to cases that are representative of the phenomenon 

analyzed and studied. Furthermore, it helps to explore phenomenon’s that lack research 

(Saunders et al., 2009). The case study for this research which is considered to represent the 

context, native advertising and fits the definition proposed by the authors is an advertisement 

published by the New York Times paid by Netflix to promote its show Orange is The New 

Black (Appendix B). Additionally, since native advertising lacks research, a single case study 

helps to explore the phenomenon which is the purpose of this study.  

4.3 DATA SOURCES  

Primary- and secondary data are two forms of data and the difference between the two 

depends on when, how and why it was collected (Christensen et al., 2010). In this research 

primary data is used as it has been collected for the first time and for the specific purpose of 

this study and not secondary data which has been gathered for other purposes (Christensen et 

al., 2010; Lantz, 2014). Through primary data, the researchers can collect information about 

consumers’ interests, opinions, knowledge and attitudes towards products and advertisements 

by conducting questionnaires, interviews or observations (Christensen et al., 2010; Lantz, 

2014), which is what this study will do through using in-depth semi-structured interviews. 

Also, because of the fact that there is a lack of research in regards to native advertising 

(Moore, 2014; Wojdynski & Evans, 2016), and especially about consumers’ attitudes towards 

it (Carlson, 2015; Howe & Teufel, 2014; Tutaj & van Reijmersdal, 2012), there is not a lot of 

secondary data available to use. Therefore, to extend the knowledge about the topic, primary 

data is necessary in order to gather the relevant data for this research.  
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4.4 POPULATION AND SAMPLE 

The population of this study includes all people who have Internet access and uses content-

providing websites, for example online-newspapers. In order to avoid sampling frame errors, 

the possible participants were asked whether they fulfill those criteria (Malhotra et al., 2012).  

The sampling approach is non-probability sampling which is likely to yield good 

representatives of the population being studied (Bryman & Bell, 2011). Although the entire 

population being studied does not have an age delimitation, the sample was chosen to have an 

age range from 20-40 years old. Firstly, the diffusion and access of Internet is found to be 

strongly correlated with socio-demographic variables such as age. The younger generation 

tends to have higher diffusion and access rates (Zickuhr & Smith, 2012). Also, differences in 

usage pattern between older and younger generations are reported. Although the older 

generations’ usage patterns are increasing, the younger generation remains dominant on the 

Internet (Friemel, 2016; Smith, 2014).  

Since this paper aims to explore a rather new phenomenon of online advertising in 

combination with the Internet usage characteristics, the younger age group was chosen as 

delimitation for the sample. This increases the chances of finding valuable participants who 

have come across native advertising or are even familiar with the concept. Consequently, 

since the authors of this research are among the chosen age group for the sample, the 

sampling techniques used in this study are a combination of convenience sampling and 

snowball sampling for both the focus groups and semi-structured interviews. Convenience 

sampling aims to obtain a sample of convenient units. Moreover, it is the least time 

consuming and the least expensive method. The sampling units are cooperative and easy 

accessible (Malhotra, 2010), which is the reasons why convenience sampling is applied in this 

research. In addition, snowball sampling was chosen. This technique is characterized by an 

initially chosen group of sampling units who fulfill the criteria determined for the research 

and who are likely to be able to reach out to more possible sampling units who are fulfilling 

the determined criteria (Bryman & Bell, 2011). The major advantage of this technique is to 

decrease the sample variance and the likelihood to substantially increase the number of 

participants. Consequently, considering these advantages snowball sampling technique is 

applied in combination with convenience sampling. 
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4.5 DATA COLLECTION METHOD 

In order to collect the relevant data to meet the purpose, the authors of this study used focus 

groups as a pre-study. In-depth semi-structured interviews are used as the method to collect 

the empirical data to then analyze in order to meet the purpose of this study.  

4.5.1 Focus Groups 

A focus group is a type of interview where numerous people are interviewed at the same time 

about a topic or issue and a discussion is held among the participants (Bryman& Bell, 2011; 

Christensen et al., 2010; Silverman, 2004; Malhotra et al., 2012). Having an exploratory 

research design, which this study has on a rather new topic, native advertising in this case, 

makes focus groups appropriate to conduct (Kvale & Brinkmann, 2014). The discussion of the 

focus groups is of interest as the participants can react and respond to each other resulting in 

data and ideas to be discovered that might not have been found if only interviews were used 

(Krueger & Casey, 2015). The authors of this study used the collected data from the focus 

group as a pre-study. The focus group discussions on native advertising were then used in 

order to construct interview questions for the in-depth semi-structured interviews. The 

disadvantages of focus groups are the researcher having less control, the participants 

influencing each other, in-depth details from each participant is difficult to gather and some 

participants in the focus group might speak over others (Bryman& Bell, 2011; Malhotra et 

al.,2012). Due to those disadvantages, the authors of this research did not feel that focus 

groups would generate the desired and sufficient information needed to meet the purpose. As 

Redmond and Curtis (2009) mention, since a focus group is a qualitative approach, 

researchers might follow up on the findings by using other qualitative methods such as in-

depth interviews which will be the case for this research as well. Information about the 

procedure and summaries of each focus group can be found in Appendix A. Furthermore, 

each native advertisement presented to the focus groups can be found in Appendix B. 

4.5.2 Semi-structured interviews 

As previously stated, this study is qualitative and has an exploratory purpose, therefore 

according to Gray (2009) conducting interviews is the most logical method to use. There are 

different types of interviews depending on the structure and formulation of it: structured, 

unstructured and semi-structured (Christensen et al., 2010; Doody & Noonan, 2013). A semi-

structured interview which is the most common type (DiCicco-Bloom & Crabtree, 2006; 

Doody & Noonan, 2013; Gray, 2009) is chosen for this study because it allows the researcher 
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to further explore answers from the interviewees by asking them to clarify what they have 

stated or to expand their answers (Gray, 2009). Furthermore, the interview questions are 

open-ended, which means that depending on the direction each interview takes, questions can 

be added as well as the wording and order of the questions change. Predetermined questions 

help the researchers to gather similar data from all interviews (Bryman & Bell, 2011; 

DiCicco-Bloom & Crabtree, 2006; Doody & Noonan, 2013; Gray, 2009). These questions for 

the semi-structured interviews can be found under the operationalization further down. 

The semi-structured interviews were also in-depth which refers to personal interviews when a 

single participant is probed by the interviewer to discover underlying attitudes and feelings on 

a specific topic which in this study is native advertising. Conducting in-depth interviews also 

allows the researchers to access deep information and understanding (Malhotra et al., 2012). 

Therefore, since the authors of this study want to gather rich and deep data, in-depth semi-

structured interviews allow them to do so by having open ended questions and the option to 

add questions depending on each interview. Furthermore, this type of interview allows the 

researchers to gather the necessary information in order to reach the purpose.  

The process of reaching saturation occurs until new keywords can no longer be found or 

categories cannot be related to one another (Christensen et al., 2010). Therefore, the 

researchers of this study reached saturation after 12 semi-structured in-depth interviews as 

gathering new data would not change, develop or better explain the patterns (Christensen et 

al., 2010).  

4.5.3 Procedure 

The presented native advertisement for the in-depth semi-structured interviews can be found 

in Appendix B. 12 semi-structured interviews were conducted, which consisted of six females 

and six males. The interviews were conducted between May 4
th

 and May 10
th

 2016. All 

interviewees were between the age of 21 and 38. The duration of each interviews were 

between 30 to 40 minutes. Each interview was conducted either in a room at Linnaeus 

University’s library or at a café to provide the interviewee with a neutral environment. The 

procedure for every interview was similar to one another. The interviews began with the 

interviewer thanking the interviewee for participating, explaining the purpose of the interview 

and making clear that anonymity was granted. The interviewer then asked if it was alright to 

record the interview which is according to Christensen et al. (2010) important to ask and 

explain why it is needed and all interviewees agreed to the interviews being recorded. All 
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interviews were conducted face-to-face which is the most common way to do interviews and 

recorded in order for the authors to later correctly transcribe the interviews (Christensen et al., 

2010). 

The interviewee was then asked to read the New York Times article: “Women inmates: Why 

the Male Model Doesn’t Work” paid by Netflix. After the interviewee had finished reading, 

the interviewer began to ask the first four questions. The first four questions were asked 

before revealing to the interviewee that the article was a native advertising, this in order to 

find out whether or not the participants could identify it as advertising on their own. 

Afterwards, the interviewer explained to the interviewee that the whole article was native 

advertising and what it is. When the interviewee understood that the whole article was in fact 

a native advertising, the rest of the questions were asked. As each interview was semi-

structured, additional questions were asked and the order of the interview questions changed 

depending on how each interview went. Once all interview questions were asked and 

answered, the interviewer thanked the interviewee once again. In Appendix Z, the 

transcriptions for each interview can be found. The table below presents information about 

each participant, their gender, age, date and the duration of the interview. 

Interviewee Gender Age Date of 

interview 

Length of 

interview  

1 Male 23 4th May 2016 29:31 min 

2 Female 25 5th May 2016 32:55 min 

3 Male 38 4th May 2016 38:10 min 

4 Female 24 4th May 2016 31:24 min 

5 Male 23 4th May 2016 36:56 min 

6 Female 22 4th May 2016 38:16 min 

7 Male 21 4th May 2016 33:22 min 

8 Female 26 4th May 2016 30:11 min 

9 Female 24 5th May 2016 36:05 min 

10 Female 33 5th May 2016 29:26 min 

11 Male 28 10th May 34:22 min 

12 Male 27 10th May 30:20 min 

Table 1 Participants In-depth Semi-structured Interviewees (owned by authors, 2016) 
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4.6 OPERATIONALIZATION 

Wood and Brotherton (2008) define an operationalization as a connection between the 

theoretical constructs and the measurable items. Therefore, the following tables depict the 

theoretical definitions of the dimensions under investigation. Moreover, is presents the posed 

question and the intended measurement for the focus groups as well as for the in-depth semi-

structured interviews.  

4.6.1 Operationalization Focus Groups 

Theoretical 

Concepts  

Theoretical 

Definition  

Question  Intended 

Measurement  

Initial Question - What do you think 

about the content you 

just read? 

First thoughts and 

impressions that the 

participants have 

about the article 

without knowing that 

it is an advertisement. 

Initial Question - How do you feel 

about the outlook of 

the article? 

What elements the 

participants can 

identify in terms of 

the layout of the 

article and their 

individual evaluation 

about those. 

Persuasion 

knowledge 

 

The persuasion 

knowledge refers to 

the ability of 

consumers to 

recognize an 

advertisement 

(Attaran et al., 2015). 

Do you think of it as a 

regular article? 

Whether they can 

identify the article as 

an advertisement or 

consider it as a regular 

editorial content. 

Do you see any 

hidden advertising in 

it? 

Whether and which 

advertisement can be 

identified. 

Entertainment Entertainment 

generated value by its 

ability to fulfill 

audience needs such 

as aesthetic 

enjoyment, emotional 

release or escapism 

(McQuail, 1983). 

How did you like the 

presentation of the 

advertisements? 

 

If the respondent 

enjoys the way of 

presenting and which 

one they prefer. 

Why do you like the 

presentation of the 

advertisement? 

Reasons for an 

enjoyable 

advertisement 

experience 

How important is the 

entertainment for 

advertisement to you? 

 

The importance of 

entertainment in 

regards to the 

advertising value. 

Informativeness The advertisement’s 

ability to effectively 

transfer and pass the  

information to the 

To what extent and 

why do you think the 

advertisement is 

informative? 

If the respondent 

perceive the 

information as 

relevant for the 
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consumers (Ducoffe, 

1996). 

content of the 

advertising and the 

reasons for it. 

What makes an 

advertisement 

informative for you? 

Influencing factors to 

enhance 

informativeness in 

native advertisement. 

 

How important is the 

information within an 

advertisement for 

you? 

 

The importance of 

informativeness in 

regards to the 

advertising value. 

Irritation  Consumers perceive 

irritation when an 

advertisement is 

provoking, causing 

annoyance and 

impatience (Aaker & 

Bruzzone, 1985). 

To what extent and 

why do you find the 

advertising as 

irritating? 

If the respondent 

perceive the 

advertising as 

irritating and the 

reasons for it. 

What makes the 

advertisement 

irritating to you? 

Factors that causes the 

feel of irritation in 

online advertisements. 

 

How important is the 

information within an 

advertisement for 

you? 

The importance of 

informativeness in 

regards to the 

advertising value.  

 

Credibility  Credibility towards 

advertisements is 

about the truthfulness 

and believability 

consumers perceive of 

an advertisement 

(MacKenzie & Lutz, 

1989). 

When revealing 

editorial content as 

advertisement, does 

the credibility of the 

advertiser and 

publisher change?   

How native 

advertising affects the 

respondents’ attitudes 

towards the credibility 

of the advertiser and 

publisher.   

 

What do you think 

about the credibility 

of the advertiser and 

publisher, when 

reading native 

advertisement? 

 

The effect of native 

advertising on 

credibility. 

How important is 

credibility in 

advertisements for 

you? 

The importance of 

credibility in regards 

to the advertising 

value.  

Table 2 Operationalization Focus Groups (owned by authors, 2016) 
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4.6.2 Operationalization Semi-Structured Interviews 

Theoretical 

Concepts 

Theoretical  

Definition 

Question Intended 

Measurement 

Initial Question  What do you think about 

this article? 

First thoughts and 

impressions that the 

participants have about 

the article without 

knowing that it is an 

advertisement. 

Initial Question  How do you experience the 

article? 

What elements the 

participants can identify 

in terms of the layout of 

the article and their 

individual evaluation 

about those. 

Persuasion 

knowledge 

 

The persuasion 

knowledge refers to 

the ability of 

consumers to 

recognize an 

advertisement 

(Attaran et al., 

2015). 

Do you think of it as a 

regular article? 

Whether they can 

identify the article as an 

advertisement or 

consider it as a regular 

editorial content. 
Do you find any hidden 

advertisements in it? 

Whether and which 

advertisement can be 

identified. 

Entertainment Entertainment 

generated value by 

its ability to fulfill 

audience needs 

such as aesthetic 

enjoyment, 

emotional release 

or escapism 

(McQuail, 1983). 

Do you find this  

advertisement entertaining? 

If the respondent finds 

the native advertising 

entertaining and 

why/why not. 

Why/Why not do you find 

this advertising 

entertaining? 

 

What creates entertainment 

in online advertising? 

 

 

Reasons for an enjoyable 

advertisement 

experience. 

How important is the 

entertainment for online 

advertisements in general 

to you? 

 

 

The importance of 

entertainment in regards 

to the advertising value. 

Informativeness The 

advertisement’s 

ability to 

effectively transfer 

and pass the 

information to the 

consumers 

Do you find this 

advertisement informative 

and to what extent? 

 

 

 

 

If the respondent 

perceive the information 

as relevant for the 

content of the 

advertising and the 

reasons for it. 
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(Ducoffe, 1996). Why/Why not do you find 

this advertisement 

informative? 

 

If the respondent finds 

the native advertising 

informative and 

why/why not. 

What makes an online 

advertisement in general 

informative for you? 

 

Influencing factors to 

enhance informativeness 

in native advertisement. 

How important is the 

information for online 

advertisements in general 

to you? 

 

 

 

The importance of 

informativeness in 

regards to the advertising 

value. 

Irritation Consumers 

perceive irritation 

when an 

advertisement is 

provoking, causing 

annoyance and 

impatience (Aake 

r& Bruzzone, 

1985). 

Do you find this 

advertisement irritating and 

to what extent? 

 

If the respondent 

perceive the advertising 

as irritating and the 

reasons for it. 

Why/Why not do you find 

this advertisement as 

irritating? 

What would make an 

online advertisement in 

general irritating to you? 

Factors that causes the 

feel of irritation in online 

advertisements. 

Credibility Credibility towards 

advertisements is 

about the 

truthfulness and 

believability 

consumers perceive 

of an advertisement 

(MacKenzie & 

Lutz, 1989). 

Do you think publishing 

these types of 

advertisements would 

influence the credibility of 

the advertiser and publisher 

for you? Would it decrease 

or increase the credibility? 

 

How native advertising 

affects the respondents’ 

attitudes towards the 

credibility of the 

advertiser and 

publisher.   

Would you trust the content 

of native advertising 

coming from this source? 

Why/Why not? 

 

Reasons why/why not 

the consumers trust the 

native advertisement. 

How important is 

credibility in online 

advertisements for you? 

The importance of 

credibility in regards to 

the advertising value. 

Table 3 Operationalization In-depth Semi-Structured Interviews (owned by authors, 2016) 

4.7 CHOICE OF DATA ANALYSIS METHOD 

For the analysis of data, the approach of Christensen et al. (2010) is applied, which consists of 

three stages: reduction, structuring and visualizing. In order to create a general overview of 

what is being studied, the collected data and analysis has to be reduced continuously.  
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The first stage reduction refers to a process of data summarizing and coding. Coding is 

understood as a technique to break down gathered data and searching for keywords or a key 

meaning that describes and explains the content (Christensen et al., 2010). As a basis for the 

further structure and pattern process, the keywords will be marked bold. According to 

Christensen et al. (2010) the most relevant codes should be condensed in a separate document, 

named memo, in order to understand the context and connections. Besides the codes itself the 

memo has the information from which interview and situation the code was derived from and 

also includes an explanation of the meaning of the code (Christensen et al, 2010). This memo 

will support the second step of the data analysis, the structuring. Due to the identification of 

keywords in the coding process, the data becomes more condensed.  

However, in order to create an understanding, the data has to be structured. Structuring refers 

to the process of reorganizing the keywords and relates them to one another, which results in 

pattern formation (Christensen et al., 2010). If codes show relation and can be grouped, those 

groups are called conceptual categories. In the next step, those conceptual categories are 

compared and structured. If this comparison results in similar categories that can be grouped, 

the new category is called parent category. Consequently, a pattern is identified and 

developed (Christensen et al., 2010).  

In order to visualize the structuring process, cognitive mapping is used.  The coding and 

categorizing process is partially controlled by the theory employed since the theory 

determines what kind of data this research is interested in. Furthermore, Bryman and Bell 

(2011) suggest that researchers should see whether those codes and categories can be 

connected to the literature. Lastly, the visualizing process converts the reduced and structured 

data, patterns to structured summaries and figures. The visualization allows the researchers to 

draw understandable conclusion and propositions from the gathered data (Christensen et al., 

2010). The transcripts of each in-depth semi-structured interview and analysis process are 

shown in Appendix C.  

4.8 QUALITY CRITERIA 

Quality criteria are important to assess the quality of the research. Moreover, quality criteria 

ensure the overall credibility of the study results (Bryman & Bell, 2011). Validity is a quality 

criterion, which ensuresthat the study is measuring what it is supposed to measure (Bryman & 

Bell, 2011; Gray, 2009; Robson, 2011). Therefore, construct, internal and external validity are 

used in order to ensure validity of this study is achieved.  
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4.8.1 Construct Validity 

Construct validity ensures that the operationalization measures the concepts it was intended to 

(Bryman& Bell, 2011; Gray, 2009). The tool operationalization was used for both the focus 

groups and the in-depth semi-structured interviews to ensure that the posed questions measure 

the theoretical concepts of the current study. Additionally, the operationalization was 

reviewed by an expert. A solution to avoid pitfalls of construct validity is to use triangulation, 

or using more than one data collection technique (Bryman& Bell, 2011; Robson, 2011; 

Christensen, 2010). Since the studied phenomenon is unexplored, the researchers use focus 

groups to get a better and deeper understanding of consumers’ attitudes to adjust the 

questionnaire for the in-depth semi-structured interviews. The combination of those two 

qualitative methods ensures that the questions asked in the interview are relevant and clear to 

the participants. Moreover, all interviews were held face-to-face what means that possible 

misunderstandings in terms of the questions can be clarified. 

4.8.2 Internal Validity 

Internal validity refers to how systematic the researchers have been during the collection of 

the data and analysis. Additionally, how detailed the researchers have presented the research 

process (Christensen et al., 2010). The internal validity for this study is reached by including 

the transcriptions of each in-depth semi-structured interview and presenting each step of the 

analysis process in detail which can be found in Appendix C.  

 

4.8.3 External Validity 

External validity refers to the degree of generalizability of the findings in a study (Bryman & 

Bell, 2011; Christensen et al., 2010). In a qualitative study, the generalizability refers more to 

the degree of transferability of the study’s findings to other contexts rather than statistical 

generalizability (Christensen et al., 2010). In order to reach external validity, it is necessary 

for the gathered information to be complete and to provide thick descriptions of it to help 

other researchers to assess to what extent the findings of the study are transferable to other 

contexts (Bryman & Bell, 2011; Christensen et al., 2010). For this study, the external validity 

is reached through providing the reader with thick descriptions of the context, native 

advertising, the empirical data in forms of transcripts and showing the steps in the analysis 

process. The rich descriptions provided, helps the readers who wants to transfer the results to 

another context to determine the degree of transferability of this study’s findings.  
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4.9 METHODOLOGY SUMMARY 

 

Figure 3: Methodology Summary (owned by authors, 2016) 
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5. EMPIRICAL INVESTIGATION 
In this chapter the collected empirical data is presented and it is structured first with the 

persuasion knowledge, followed by each parental category identified: entertainment, 

informativeness, irritation, credibility and design. A table with the parental categories, 

concepts and codes is also included. The numbers in the parentheses represents how many 

out of the 12 participants said similar things.    

5.1 PERSUASION KNOWLEDGE 

Most (10) participants do not think the article was a regular article. The main reason is due to 

the design of it. Participant 9 argues: “…the pictures, the illustrations, videos and it is also 

very colorful which I think regular articles usually are not.” Another one, participant 7 

comments: “…nice design, very colorful, pictures, illustrations and videos it feels way more 

entertaining than a regular article.” Participant 11, who also think it is not a regular article 

claims it is: “…too modern for them (NYT) because of the way it looks.” The lack of text also 

make the participants to not think of it as a regular article, participant 6 states: “I feel like the 

New York Times is a very serious newspaper where there is usually a lot of text…” Two of 

the interviewees’ think it is a regular article, participant 12 believes it is a regular article 

because: “I think it feels like a regular article.” 

When asked if they can identify any hidden advertisements, the interviewees mention Netflix 

and Orange is the New Black at the top of the page. Participant 3 however, is the only one that 

mentions the disclosure. Participant 4 says: “Not really. Except for Netflix at the top.” They 

also mention the banner at the end of the article as participant 5 comments: “You can also see 

the banner at the top of the article and one banner at the end of the article, which advertise its 

(Netflix) new show as well. But besides that, I cannot identify more.” Participant 8 also 

mentions the disclosure and banner: “Netflix at the top and Orange is the New Black at the top 

and end of the article but I did not think about it until you asked me.” Participant 2 think: “I 

mean, they mention Netflix in the article itself and now that you ask, they have a banner as 

well in the top of the article.” Some also identify that the show and author of the book are 

mentioned in the article. Participant 6 states: “They (NYT) also talk to the real Piper 

Kirkman…” Additionally, participant 9 points out: “...they (NYT) write a little bit about the 

real Piper in the text…” One of the interviewees however, do not find any hidden 

advertisements. 
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5.2 ENTERTAINMENT 

The large majority of participants (11) consider the native advertisement presented to them as 

entertaining. Interviewee 4, who does not evaluate the native advertising as entertaining 

argues: “To be honest for me it is more annoying than entertaining because I always try to 

avoid online advertising and here I almost didn’t see that it was advertising”. The reasons for 

why the interviewees find it entertaining are the layout, colors, pictures, illustrations, videos, 

topic and information. In regards to the videos, interviewee 8 claims: ““videos of real women 

in prison made it real and you learn about the issue so in my eyes that is entertaining” On the 

other hand, participant 1 finds the videos in articles to be a problem because: “When I am 

reading an article or any content I do not want to be bothered with anything else.” He also 

thinks that in order for an advertisement to be entertaining the outlook is important, stating: 

“Especially the outlook plays a major role.” Similarly, participant 4 comments: “...the design 

needs to be appealing”. Interviewee 6 states: “I find it entertaining because at the same time 

that it is advertising for something in this case Netflix and Orange is the New Black it gives 

you information as well”.  

In terms of which contents are actually entertaining, the interviewees do not show any 

preferences. They only claim for decent and ethical correct advertisement. In terms of the 

content anything is welcome as long as it is able to grab the attention and being presented in a 

visually appealing way. Interviewee 11 describes: “It is entertaining to me because it keeps 

my attention whilst reading the whole article, with nice animations and graphics that you 

would not normally find online”. Moreover, interviewee 12 explains: “The experience with 

the native advertising content is way more intense in comparison to reading a regular 

editorial content due to its design and it will help to memorize the content better. But in 

general written information are very valuable since they are memorized better usually in 

comparison to information that was heard like in a spot”.  

What create entertainment in online advertisements according to the interviewees are the 

visual elements previously mentioned, the design, interactivity and the content. Participant 6 

claims: “When it is very creative and innovative as this native advertising is, that makes it 

entertaining. I like that it is different from a regular advertisement I think the uniqueness of it 

kind of makes it entertaining”. Interviewee 12 mentions: “Interactivity for me would make it 

entertaining if you could do something, for example open a door”. If an online advertising is 

creative and innovative it adds to the perceived entertainment and helps to catch consumers’ 
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attention. All 12 interviewees’ think that entertainment is very important in online 

advertisements because it is what grabs their attention and prevents them from avoiding it, as 

participant 10 states: “Entertainment is pretty important because you get exposed to so many 

advertisements daily that they should at least be entertaining to catch my attention”. 

Interviewee 8 comments: “entertainment can help an ad to differentiate themselves from the 

rest.”  

5.3 INFORMATIVENESS 

All interviewees agree when it comes to the informative nature of the native advertising 

presented to them. They all consider the native advertising as informative, as interviewee 7 

expresses: “I think it is more informative about the issue rather than what they are trying to 

promote which I actually like.” Participant 1 states: “It provides interesting background 

information. So in my opinion, it is very informative”. Participant 2 highlights the topic as the 

main reason why the advertisement is perceived as informative: “The topic is not a topic I 

would think about every day”. Participant 6 highlights the relevance and topicality of 

informativeness: “…new information is informative…” The importance of balancing the 

information in the advertising is considered as important as interviewee 12 describes: “…if 

they would have had more information about the show then I think the article would feel too 

much like an ad which is not really the point with this type of advertisement so I like it, it is 

more subtle”. Participant 1 with a similar thought states: “If the text was just about the show, 

it would irritate me more since then the feeling of getting persuaded into watching the show is 

higher and that would annoy me.” 

The participants state that informativeness is mainly created by various text elements, such as 

figures, statistics, funny facts or quotes. Participant 1 states: “Giving figures around the topic 

helps the informative aspects because they are easy to memorize and easy to follow” and 

Participant 5 explains: “information in combination with some figures and quotes. Funny 

facts or anything that actually sticks to my mind are really valuable”. Participant 11 

mentions: “Statistics, quotes, images from official sources”. Moreover, Participant 9 adds: 

“Statistics for me would make an online advertisement informative I like when the advertiser 

can give facts about it because to me it also makes it more reliable.” Participant 3 expresses: 

“It seems to be an informative thing and they provide statistics and quotes. So to me it 

appears as I can learn something while reading it.” Lastly, interviewee 2 appreciates 

opinions and different perspectives on the product as well as information how a product can 

be used:“show how the product is used or get some opinion from people”.  
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The importance of informativeness in online advertising is considered to be high as some (4) 

participants mention that they want to learn something from it. Participant 1 points out: “Of 

course that is always important. Whenever you are reading or watching something, you want 

to learn something from it”. But compared to other dimensions, informativeness is considered 

as less important to catch attention in the first place. It becomes important once the 

advertisement has gotten the attention of the consumer. Participant 7 explains this: 

“Information is important definitely, it might not catch my attention but it will be the 

determinant factor if I will buy the product or not”. The interviewees compare the importance 

of informativeness to other dimensions and participant 4 evaluates: “it is important but the 

entertainment part is more important”. Also, participant 12 states: “If there is something I am 

not really thinking about buying then I would say entertainment is more important because 

then they have to catch my attention”. Participant 1 discusses entertainment and 

informativeness: “A combination of those two aspects in advertising is really important.” 

Moreover, the informative part is highly depending on the product category. Participant 8 

explains: “…if it is expensive products like a car then of course information is more 

important than if I am going to buy juice.” 

5.4 IRRITATION 

Most (9) participants do not find the native advertising as irritating. Participant 6 for example 

highlights:  “I do not find it irritating at all because I have already made the decision to read 

it when I clicked on it.” According to the participants, it does not irritate them even if they 

know the content was paid, as participant 1 claims: “No it does not irritate me although I 

know now that it is paid content.” Participant 4 has a similar thought: “…even if know Netflix 

sponsors the information and the content, it does not irritate me.” Another reason as to why 

the native advertisement is not considered as irritating is due to the information. Participant 

two mentions: “…I do not consider it to be irritating at all since it provides a lot of 

information on the topic”. Participant 3 emphasizes the importance of knowing the source, 

“Moreover, it is more than clear who publishes and who sponsors this content which 

decreases the irritation since I know where it is coming from”. However, there are some 

participants who thought the native advertising was a little bit irritating due to the auto-played 

videos. Participant 11 states: “I think it is important if I get to choose if I want to play the 

videos or not.” Additionally, participant 12 argues: “maybe that the videos auto-play, it 

disturbs me while I am trying to read the article and should be my choice when or if I want to 

watch the videos…”Giving permission to be exposed to certain content is also mentioned by 
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participant 7 to cause irritation: “I did not ask for them (pop ups) to pop up and they disturb 

me”. In contrast native advertising is found to be more permission based since the consumer 

already agrees on the content before being exposed to it. Participant 3 contributes, “It is very 

subtle and kind of permission based. I have to actively open the article to access the data 

Netflix presents me. That means in some way I am interested in that topic and want to learn 

more. Then I am happy if someone shares information with me”. 

When discussed what makes online advertisements irritating, all of them mentions pop-ups. 

Participant 8 comments: “...it (pop-ups) makes me frustrated and angry that is why I am so 

thankful for ad blocks.” Moreover, participant 9 explains: “…I prefer this type of advertising 

(native advertising) over for example pop ups because it is more like undercover 

advertisement and not in your face ads like pop up ads are. I think this is smart advertising, 

very smart.” Other reasons why pop-ups are considered as irritating is explained by 

participant 6: “…it (pop-ups) disrupts the experience I am having on the website.” Participant 

7 adds: “It is also annoying when some advertisements have sound and you cannot turn it off 

I hate that too because I did not ask for the sound to be on”. As already pointed out by 

participant 8 ad blocks is a natural reaction to the online advertising exposure. Participant 12 

also states, that “I have adblocks because ads especially online are annoying”. 

The content of the online advertisement can also cause irritation according to some 

interviewees (4). For example participant 1 states: “If the text was just about the show, it 

would irritate me more since the feeling of getting persuaded into watching the show is higher 

and that would annoy me.” Participant 4 claims: “If it is unethical or too shocking in a not 

pleasant way, I will try to avoid the advertising immediately.” Furthermore, participant 10 

also discusses the content as irritating of an online advertising: “If the content is offensive for 

example includes racist opinions, ignorant in any way or provocative then that irritates me.” 

Targeted online advertising can also cause irritation as participant 4 claims she feels stalked. 

Participant 10 also comments on targeted online ad: “…I find that creepy and irritating”. 

5.5 CREDIBILITY 

The participants are discordant in what way native advertising influences the credibility of 

either the publisher or advertiser. However, a lot (7) of the participants think that the 

credibility of the advertiser will increase as interviewee 6 states: “I think it always increases 

the advertiser’s credibility if they are published in a magazine that people care about and 

which has a good reputation”. Participant 4 declares the special value for entertainment 
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brands the gain by publishing native advertising: “Especially entertainment brands like 

Netflix can gain credibility from publishing rather serious information in a newspaper”. 

Many (8) participants share the opinion that the credibility of the publisher is more likely to 

be affected negatively as participant 11 points out: “for the publisher it affects the credibility 

negatively I think because they got paid to write the article so it might not actually reflect 

their opinions, I feel like they are a sellout”. Moreover, criteria in regards to the content of 

native advertising ware mentioned by interviewee 7, which affect the credibility of the 

advertiser: “an article about something that does not fit their editorial content or if they write 

about something controversial then of course they can expect backlash from readers and the 

credibility decreases”. Also, some (3) participants represent the opinion, that the credibility of 

both the publisher and the advertiser is enhanced. Interviewee 3 says: “I think the credibility 

increases of both. The Netflix credibility definitely increases due to its cooperation with the 

New York Times and the New York Times opens up to other fields of research”. 

Overall, the participants trust the content of the native advertising presented, because as 

participant 2 claims: “the New York Times has a good reputation”. Interviewee 3 explains 

further, “I trust in the editorial regulations the New York Times has and even if it is a paid 

post, I am sure that all the information published are valid and reliable”. However, 

participant 12 argues: “…since I know they got paid I become more skeptical and think that 

they might have manipulated some things to promote the show. As long as they state they got 

paid it is ok.” On the other hand, participant 10 is the only one that mentions feeling 

deceived: “I mean I feel a little bit deceived because when I read a newspaper it is supposed 

to be credible.” 

The trust of the content furthermore, depends on the initial perception of the platform as 

explained by participant 3: “My trust-level (towards the native advertising) is highly 

depending on the platform or newspaper”. Participant 4 states, that actually a more serious 

layout is needed to be fully trustworthy: “Expect a more serious layout and design from that 

kind of newspapers (New York Times).” Additionally, the frequency is mentioned to have an 

impact on credibility by participant 3:“if that appears often with any kind of company, no 

matter how trustworthy the company is, I will start to doubt the credibility of publisher and 

advertiser”. Credibility is evaluated as important as the statement of participant 9 shows:“ 

Credibility is important, I want to know where the advertisement is coming from. To me, 

knowing the source of the advertiser helps”. Moreover, disclosure is according to participant 
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3: “an element of credibility”. Participant 12 also discusses disclosure, stating: “…they have 

disclosures that it is a paid post so I think it is alright, I think it is important as a consumer to 

not feel deceived.” 

5.6 DESIGN 

Comments, claims and effects regarding the design are made throughout every interview and 

within different questions blocks which makes is cross-thematic. Participant 1 confirms the 

importance by stating: “especially the outlook plays a major role” and Participant 4 shares 

“The design needs to be appealing”. All respondents think the advertising is interesting, 

unusual and enjoy the design as well as the structure of it. Participant 10 claims: “It was 

interesting because it brings up an important issue...” Participant 8 thinks: “Also, the design 

of the article was nice, easy to follow and good looking”.  

Many (7) participants mention the design to be of particular importance for catching 

consumers’ attention, as participant 6 points out: “I love the layout of the article, I love it, 

love it, love it because it keeps you interested and it is fun”, participants 9 says: “the 

illustrations they had in the article were really cool because they were moving, so it caught 

my attention” and participant 2 states: “The layout and the topic are not like a usual 

newspaper article, what makes this advertising standing out”. 

All participants claim a design to be good, when it incorporates different visual elements as 

participant 6 comments: “The pictures, videos, layout, and colors, for me the first thing I saw 

in the article was a lot of colors and that caught my attention”. Participant 11 claims: “I like 

the layout, l love the graphics and the way the information is structured, the pictures they tell 

a story it is very visual. It was a good experience”. Moreover, participant 1 mentions not only 

the visual elements but highlights the content-relation: “They also incorporate videos which 

are content related. I like that as well”. 

The experience with the native advertising is considered to be good as it is, visually 

appealing, reader-friendly and well written. Participant 10 argues: “The design and structure 

of the article was very good, it was easy to read and follow.” and adds: “... (The) whole 

article visually appealing with the moving graphics, it looks cool.” Participant 8 states: “I 

think it was structured in a good way because they included pictures, videos and text.” 

Additionally, participant 11 comments: “I like the layout, l love the graphics and the way the 

information is structured, the pictures they tell a story it is very visual.” Participant 6 
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highlights the importance of a professional outlook: “For me to be invested in an 

advertisement I like it to be looking professional”. 

5.7 CATEGORY SUMMARY 

The table below illustrates the parental categories, conceptual categories and the codes. The 

identified parental categories are entertainment, informativeness, irritation, credibility and 

design. The parental categories were developed from the conceptual categories. Furthermore, 

the conceptual categories were derived from the codes identified in the in-depth semi-

structured interviews. Under the code column are some examples of the identified codes. All 

codes and the coding process can be found in Appendix C: Table 8.  

Parental Category Conceptual Category Codes 

Entertainment  Interactivity 

 Information 

 Creativity 

 Layout 

 Visual elements 

 Visually appealing 

 Learning effect 

“colorful”, ”title, picture, videos”, “useful 

information”, “presentation”, “grabs my attention”, 

“something I have not seen”, “visual appearance”, 

“nothing should pop-up”, “important not too big”, 

“creative, innovative, different, uniqueness”, 

“necessary information”, “not entertaining does not 

get my attention”, “If  content is serious, advertising 

to reflect that, “Creative catches my attention” 

“Interactivity” 

Informativeness  Learning effect 

 External sources 

 Text elements 

 Depending on 

brand 

 Depending on 

 product category 

“background information”, “learn something while 

reading it”, “Information in everyday life it has no 

extra value.”, “not connected to the show at all”, 

“interesting facts, highly informative”, “valid and 

reliable information are published”, “not targeted, I 

am getting annoyed”, “issues are simplified, more 

informative than a trailer & a story”, “issues are 

simplified, more informative than a trailer & a 

story”, “truth and reliable”, “figures , easy to 

memorize and easy to follow”, “facts and figures”, 

“information in combination with some figures and 

quotes”, “Funny facts, sticks to my mind” 

Irritation  Auto-played videos 

 Pop ups 

 Targeted 

 Permission 

 Disruption 

 Unethical/offensive 

content 

“A little irritating, videos are auto-play”, “maybe 

that the videos auto-play”, “pop ups irritate me all 

the time”, “Pop ups annoying, I hate them so much”, 

“it (pop ups) disrupts the experience”, “google 

search ads really annoys me because I feel stalked” 

“content can irritate me; offensive racist opinions, 

ignorant in any way or provocative” 

Credibility  Reputation 

 Paid content 

 Disclosure 

 Deception 

 Design 

“published in a magazine with bad reputation then it 

would decrease it”, “New York Times has a good 

reputation: more credible”, “famous source”, “they 

do their research and produce quality”, “always the 

possibility of a hidden agenda”, “some doubts 

because it is paid”, “As long as they state they got 

paid it is ok”, “can easily be manipulated”, I feel a 
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little bit deceived”, “more serious layout and design” 

Design  Visually appealing 

 Layout 

 Creativity 

 Uniqueness 

 Interactivity 

 Structure 

 Content 

 Visual elements 

 Professional look 

“visual appearance”, “creative, innovative, different, 

uniqueness” “Creative catches my attention”,  

“design was very cool”, “pictures and videos add 

entertainment”, “easy to follow” “interactivity”, 

“more serious layout and design”,  “nice design, very 

colorful, pictures, illustrations and videos” 

Table 4 Parental and conceptual categories (owned by authors, 2016) 
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6. ANALYSIS 
This chapter presents the persuasion knowledge together with the five parental categories: 

entertainment, informativeness, irritation, credibility and design. Those are analyzed together 

with the existing theories from the theoretical framework.  

6.1 PERSUASION KNOWLEDGE 

When the participants are asked whether they thought the article was a regular article or not, 

most of them said no. However, the reason for that was not because of the disclosure or 

because it was an advertisement, only one of them mentions the disclosure. It was mainly due 

to the design of the article that made the participants think it was not a regular article, as some 

of them express: “…the pictures, the illustrations, videos and it is also very colorful which I 

think regular articles usually are not.” Those different elements are not associated with 

regular articles as more text is expected from serious newspapers instead of including a lot of 

pictures and being colorful as this native advertising does. At the same time, the participants 

also consider this native advertising to be more entertaining than regular articles. Despite the 

disclosure and the consumers not considering the article as regular, none of the consumers 

realizes that the whole article is advertising. This finding is in line with the findings by Moore 

(2014), Wojdynski and Evans (2016). Their studies also find that consumers did not identify 

the content as advertising even if they did or did not see the disclosure which was the case 

here as well. Since the consumers could not identify it as an advertisement, it can be said their 

CPK is not activated (Boerman et al., 2012; Rozendaal et al., 2011) which results in the APK 

to be low. This suggests that consumers are not critical or distrust the native advertising 

(Boerman et al., 2012) and most interviewees did trust the content. However, it is important to 

mention that the reason consumers trust the native advertising is not because they do not 

know it is paid content, but they trust it because the source is thought of as reliable. 

Furthermore, the studies by Contently (Lazauskas, 2014) and Moore (2014) claim that after 

consumers find out that the content is advertising, the credibility of the publisher and 

company will be damaged as the consumers might feel deceived. However, the findings of 

this study contradicts their statements about consumers feeling deceived, as the interviewees’ 

except one did not feel deceived after realizing that the content was paid for. 

When asked if they could identify any hidden advertisements, all except one of the 

interviewees were able to find the disclosure or banner of Netflix and Orange is the New 

Black. However, all except the interviewee who mentions the disclosure do not fully 
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understand that the whole article is in fact the advertisement and not just the banner until it 

was explained to them what a native advertisement actually is. One interviewee mentions: “I 

did not think about it until you asked me.” Based on the previous question as well, it can be 

said that most interviewees do not really pay attention to the disclosure, but instead it was the 

topic, pictures, illustrations etc. that caught their attention as that was what made the 

consumers think of the article to not be a regular one. Therefore, the participants’ persuasion 

knowledge is in this case low as Attaran et al. (2015) explain is when consumers are less 

aware of the selling intent which is shown through the participants not recognizing the article 

itself as native advertising as they all only mention the disclosure or banners as 

advertisements but not the whole article. Furthermore, if consumers’ persuasion knowledge is 

high it results in a negative attitude towards the advertisement (Sternthal et al., 1978). Since in 

this case, their persuasion knowledge is low, their attitudes towards the native advertising are 

positive. 

6.1 ENTERTAINMENT 

All the interviewees agree on the importance of entertainment in online advertising. They 

state that entertainment is the most important factor to catch the attention of the audience for 

various reasons. One reason is the ability of entertainment to catch consumers’ attention, 

which has become difficult due to the high daily exposure rate to online advertising. Another 

reason is the likeliness to avoid advertising online. As already pointed out, as soon as 

consumers identify advertising as such, they are likely to avoid it due to the high exposure 

frequency and therefore it is harder to catch consumers’ attention online (Yeu et al., 2013) 

which further highlights the importance of entertainment. Many interviewees evaluate the 

native advertisement presented to them as entertaining and therefore, it catches their attention. 

Several reasons are mentioned, why this native advertising is found to be entertaining. Firstly, 

this is due to native advertising’s informative character. Advertising that has an informative 

part is considered to be positive. Since native advertising is perceived as entertaining from the 

interviewees’ perspective, it has the ability to catch consumers’ attention which Yeu et al. 

(2013) also bring up, which might indicate a solution for the online advertising avoidance. 

Additionally, this is in line with the statements of Moore (2014) who discusses that marketers 

and publishers see native advertising as a solution to consumers’ avoiding online ads.  

Interviewees with a design-focused view supplement this content-focus. The design of this 

native advertisement and the different visual elements as well as text elements are some of the 
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main reasons the interviewees find this advertising entertaining besides its informative 

character. Moreover, interactivity is mentioned to be beneficial for the design to be 

entertaining. It is reflected in the interviews that the level of interactivity with the 

advertisement affects the perceived level of entertainment. The different visual and text 

elements this advertising incorporates therefore enhance the user experience and increase the 

perceived value of the advertising (Alwitt & Prabhaker, 1992). Furthermore, this can be 

connected  to the study by Sharethrough and IPG Media Lab (Celiceo, 2013) that also found 

native advertising to offer consumers a better online experience which might then lead to 

consumers relate to brands more. However, the claim for interactivity was also discussed 

controversially as one interviewee found many different visual elements annoying.  

Due to entertainment’s ability to create aesthetic enjoyment, emotional release and escapism, 

it generates value (McQuail, 1983). This is emphasized by the interviewees’ opinion about the 

importance of the design in order to create entertainment in online advertising in general. The 

interviewees have come up with certain criteria, which are crucial to native advertising’s 

success, such as the advertisement should be unique, creative, and innovative. The claim for 

uniqueness can be explained by the high exposure level to advertising in the online 

environment.  Moreover, the advertising needs to differentiate themselves from others. This 

finding goes along with Edwards at al. (2002), who claim that creative advertising that brings 

value or entertainment to the consumer are perceived less interruptive and irritating. Creativity 

in advertising therefore, serves two important functions, reducing the level of irritation and 

raising the perceived entertainment of the advertisement. Since the consumers of this study 

considered the native advertising to be entertaining for various reasons, it does increase the 

advertising value which means that the consumers have a positive attitude towards it 

according to Ducoffe (1995, 1996). 

6.2 INFORMATIVENESS 

The interviewees’ found informativeness to be important and valuable. Enough and relevant 

information such as disclosures in online advertisements is important because the consumers 

will not get the feeling of being deceived or mislead and the impression of transparency 

develop as Campbell and Marks (2015) point out as well. Bauer and Greysen (1968) argue 

that informativeness is the primary reason consumers tolerate advertisements which is in line 

with the findings of this study, as one participant states: “Information is important definitely, 

it might not catch my attention but it will be the determinant factor if I will buy the product or 
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not.” A lot of the other interviewees’ also mention that the information in an online 

advertisement is indeed important but it does not catch the consumer’s attention. Therefore, 

entertainment was considered to be more important and valuable than informativeness. 

Entertainment is also considered as more important if the goal is to catch the attention of 

consumers, especially when it revolves around products that consumers do not really need but 

should want. One participant highlights that there needs to be a combination of both 

entertainment and informativeness as it is according to the participant not sufficient to only 

provide one of the two. 

However, the importance of information in online advertising also depends on the product and 

brand. As one interviewee claims: “…if it is an expensive product like a car then of course 

information is more important than if I am going to buy juice.” This statement expresses that 

low involvement products do not need the same amount or type of information as high 

involvement products do. For unknown brands for example, information was considered to be 

more important as well because then the consumers are unfamiliar with the brand and need as 

well as want to know more about the company. This finding show that the importance of 

information in online ads varies depending on the product and brand, as different types of 

information is then expected and needed. 

The interviewees’ found the native advertising to be informative, mainly due to the 

advertising providing good background information about the topic. They found the topic to 

be very interesting and unusual, as one participant state “The topic is not a topic I would think 

about every day” meaning that the topic is not something that is usually discussed. According 

to Ducoffe (1995) since the consumers thought that the native advertising was informative, it 

enhances the advertising value and therefore, their attitude towards the native advertising is 

positive. Additionally, because the information in the native advertising was interesting and 

unusual, the participants thought it was entertaining as well.  

Furthermore, the usage of figures, statistics, facts, official sources and quotes in the native 

advertising made it informative, credible and also gave the participants the feeling of learning 

something while reading the advertising. Those different text elements can be seen as 

fulfilling quality criteria which adds value to the consumer according to Siau and Shen 

(2003). The feeling of learning is considered to add to the impression of informativeness. As 

said by one interviewee: “Whenever you are reading or watching something, you want to 

learn something from it.” That statement further shows that consumers expect to gain 
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something else from advertisements other than just the selling aspect of it which leads to 

value being added to the advertisement. Other types of information that the participants 

mention would enhance the informativeness were reviews and demonstrations of how the 

products should be used. This can be explained by consumers trusting in advertisements more 

when the information comes from external or additional sources than the company itself 

which is in accordance to the findings by Nielsen (2013). 

It is also highlighted by some participants that the information provided in the advertising was 

more about the topic itself rather than information about the show so the connection between 

the two was subtle which was appreciated. As shown by one participant: “…if they would 

have had more information about the show then I think the article would feel too much like an 

ad which is not really the point with this type of advertisement so I like it, it is more subtle.” 

As previous studies have shown, consumers avoid advertisements online (Cho, 2003; Dréze & 

Hussherr, 2003; Zeff & Aronson, 1999). That statement shows that consumers appreciate 

when advertisements do not really feel like advertisements because if they do, consumers tend 

to avoid them, and this can be connected to what Moore (2014) bring up. He states that in 

order for native advertising to be successful, it needs to feel and look like the editorial content 

meaning it should not look or feel like an advertisement. Therefore, it can be argued that the 

presented native advertising is successful and the reason why consumers like it is due to the 

fact that it does not feel like an advertisement. The empirical data shows that when online 

advertising provide value such as the learning aspect and when companies are not just trying 

to sell them something, consumers are positive towards it.    

6.3 IRRITATION 

Most participants do not find the native advertising to be irritating despite them knowing that 

the content was paid for. This finding contradicts what Campbell & Marks (2015) discuss, as 

they claim consumers are likely to feel deceived once they find out that the content is paid 

which was not the case in this study. Another reason as to why the native advertising was not 

considered as irritating is because of the information it provided, as most of them thought it 

was an interesting topic. Also, knowing the source of the advertisement and the article 

providing interesting information was highly appreciated among the participants and it 

contributes to the advertisement not being perceived as irritating. This can be explained by 

what Pasadeos (1990) brings up, useful information which in this case is knowing the source 

and interesting subject is perceived as valuable and therefore, it results in the advertisement 
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being perceived as less irritating and consumers less likely to avoid it. Additionally, since the 

native advertising is not considered to be irritating, the consumers’ attitude towards it is 

positive (Ducoffe, 1996). 

Furthermore, because this type of native advertising looks like an editorial content, it is the 

consumer’s decision to give permission by clicking on it and read it, thus being perceived as 

not irritating. Consumers prefer to have control on when to see an advertisement and prefer 

advertising that is more subtle otherwise they get irritated. This can be connected to the 

statement made by Tutaj and van Reijmersdal (2012) who claim that the subtle nature of 

native advertising leads to it being perceived as less irritating than other types of online 

advertisements. For example, all participants found pop ups to be irritating because they have 

not given their permission for the advertisement to pop up. Moreover, the answers from some 

other participants, who thought the native advertising was a little bit irritating due to the auto-

played videos in the article also highlights the importance of giving permission to be exposed 

to advertising. The importance of consumers giving permission to advertising is brought up 

by Campbell and Marks (2015) as well, who express that those types of native advertising that 

are welcomed by consumers are the best ones. Furthermore, as Li et al. (2002b) argue, 

intrusiveness causes irritation and disturb the user experience which in this case is shown by 

consumers not giving permission to the auto-played videos, sounds and pop ups that are not 

only considered to be irritating but also disturbing their experience online. 

All participants mention pop ups as being irritating. Therefore, some of the participants state 

to having ad blocks to avoid pop ups or avoiding irritating online advertising in general. 

Avoiding irritating online advertisements can be connected to banner blindness as Cho (2003) 

brings up. Another factor of online advertisement that causes the feeling of irritation is the 

content of the online advertisement such as unethical, offensive, racist or provocative content. 

Hence, the content is very important for the advertiser to be aware of when deciding on what 

to publish or not as it can cause irritation if it for example is offensive or unethical. This 

finding is in accordance to Aaker and Bruzzone (1985) who argue that provoking 

advertisements can cause irritation. The irritation aspects of online advertisements show how 

important it is for advertisers to avoid including these elements in online ads, otherwise, as 

Ducoffe (1995) suggests, a high level of irritation will decrease the advertising value and lead 

consumers to have a negative attitude towards it.  
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6.4 CREDIBILITY 

The importance of credibility for native advertising is moderate. One interviewee does not 

consider the credibility to be that important only because he never fully trusts ads but states: 

“…they have disclosures that it is a paid post so I think it is alright, I think it is important as a 

consumer to not feel deceived.” Due to his statement, it can be said that his persuasion 

knowledge is high (Evans & Park, 2015; Friestad & Wright, 1994). Therefore, as Sternthal et 

al. (1978) express, once consumers have knowledge about the persuasive attempt of an ad, 

their attitude will be less positive and so will their level of trust which is seen in this 

interviewee’s response. Generally, the interviewees consider credibility as important, which 

supports the incorporation of credibility in Ducoffe’s attitudes towards advertising model 

(1995, 1996) proposed by Bracket and Carr (2001). Moreover, the findings of this research 

support the proposition of Bracket and Carr (2001), that credibility rather has a positive effect 

on the advertising value.  In order to avoid deception, visible disclosures are considered to be 

helpful and necessary as “an element of credibility”. This finding supports Attaran et al. 

(2015) who highlight the ethical issues that go along with their findings about the importance 

of disclosures and that consumers’ are not always aware of being exposed to native 

advertising. In this research consumers do not feel deceived by the company or publisher but 

still consider visible disclosure to add credibility and also lower the ethical issues brought up 

by Attaran et al. (2015).  

For the presented native advertising, the source of the native advertising is evaluated as 

credible, because it has a good reputation. In order to be perceived as credible, the published 

content must be well intentioned, truthful and unbiased (Fogg et al., 2011). This study’s 

findings show as well that although it is a paid post, which raises some skepticism about the 

bias, the reputation of the source increases the trustworthiness of the advertisement and 

editorial regulation prevent bias and manipulation, “I trust in the editorial regulations the 

New York Times has and even if it is a paid post, I am sure that all the information published 

are valid and reliable”. This shows the effect the publisher’s reputation and credibility has on 

the advertiser. If the publisher is perceived as credible, the information published in the native 

advertising are also perceived more trustworthy but this depends on the newspaper, one 

interviewee explains, “My trust-level [towards the native advertising] is highly depending on 

the platform or newspaper”. 



 

52 
 

It is discussed controversially by the interviewees whether the initial credibility of advertiser 

and publisher changes by publishing native advertising. They agree that it is especially for the 

advertiser beneficial. The corporation with a credible publisher will increase the perceived 

credibility of the advertiser since the information published is more trustworthy. As one 

interviewee claims: “I think it always increases the advertiser’s credibility if they are 

published in a magazine that people care about and which has a good reputation”. The 

opinions regarding the publisher’s credibility vary. Some interviewees think that the 

collaboration between the advertiser and publisher enhances the credibility for both parties. 

However, most interviewees believe that the credibility for the publisher is more likely to be 

affected negatively. As Contently’s (Lazauskas, 2014) study shows, publishing native 

advertising harms the credibility of the publisher but this research contradicts their findings as 

well as the credibility of the publisher did not automatically get affected negatively only for 

publishing advertising but more so depending on the frequency and content of it.  

The frequency of publishing native advertising, especially for the publisher, is found to be 

relevant for the credibility as well, and described as a very fine balance. If it exceeds a certain 

amount, the credibility of the publisher and advertiser will be affected “if that appears often 

with any kind of company, no matter how trustworthy the company is, I will start to doubt the 

credibility of publisher and advertiser”. The frequency of advertising is also highlighted by 

Aaker&Bruzzone (1985) who suggest that excessive amounts of advertisements can 

overwhelm consumers which lead to advertising avoidance and irritation. Therefore, the 

frequency of publishing native advertising is crucial to be aware of as it might not only result 

in advertising avoidance and irritating consumers but harm the credibility of the advertiser 

and publisher as well. Moreover, the publisher’s credibility is affected by the content of the 

native advertising. Interviewees’ rate unethical and offensive content as damaging for the 

publisher’s credibility and the content has to fit the general editorial content of the publisher. 

Additionally, knowing the source of the native advertising also helps to increase the perceived 

credibility of it. Lastly, the design comes into play when evaluating the credibility of the 

advertiser and publisher as it has to look professional to be perceived as credible. 

6.5 DESIGN 

Design has been defined as its own parental category because according to the interviewees’ 

responses, it is crucial to the success of native advertising and it also has an effect on all other 

parental categories. McQuail (1983) already suggested that aesthetic enjoyment is a criterion 
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for entertainment in advertisements, which can be sustained by the interviewees’ responses. 

But beyond the effect on entertainment, the interviewees’ responses show an effect of design 

on every other category, informativeness, irritation and credibility. 

All interviews claim the outlook to have an important function as well as that the design needs 

to be appealing. This supports Moore’s (2014) claims for the importance of design. He states 

that in order for native advertising to be successful, it needs to have the look and feel of 

editorial content. This means that the advertising needs a professional outlook, which has also 

been found in this research. Additionally, this can be connected to the claims by Sharethrough 

(2016). They suggest that native advertising should match, feel and look like the editorial 

content which was found to be important in this study as well as consumers like the fact that it 

did not feel or look like an advertisement but was more subtle and fit their user experience of 

the website. Besides that, an appealing design is especially important to attract the audience to 

actually getting involved with the advertisement. The participants claim that an insufficient 

design will result in a direct avoidance of the advertisement.  

A design is considered as appealing, when it incorporates different visual elements, which are 

content-related to the advertisement as illustrations and pictures. However, videos in terms of 

native advertising are seen controversially. Uniqueness, creativity and interactivity have been 

discussed before and come into play here as well. Those factors have been discussed in 

relation to entertainment, but they do not only increase the level of entertainment but also 

enhance the perceived design of the native advertising.  

Native advertising in general and the design of this specific example presented to the 

interviewees is experienced as good due to its reader-friendliness and composition. However, 

colors have also been found to be beneficial to the design of online advertising. Nevertheless, 

advertisers have to be careful with colors especially when it comes to native advertising. In 

order to be perceived as credible, a professional outlook is crucial, which can be negatively 

affected by too many colors.  

6.6 PROPOSITION MODEL 

The following illustration sums up all relationships and proposed effects found in this 

research based on the analysis to be relevant in order to determine the advertising value and 

consumers’ attitudes towards native advertising. Moreover, the table presents all key findings 
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for each concept and explains their relation to native advertising’s value and to the 

consumers’ attitudes towards native advertising.  

 

Figure 4 Proposition model (owned by the authors, 2016) 

 

Concepts Key Findings 

Persuasion 

Knowledge 

 For native advertising the persuasion knowledge is low as the participants did 

not recognize the whole article as an advertisement  

 As a result the attitude towards the advertisement is rather positive  

Entertainment   Entertainment is relevant for native advertising 

 Native advertising is found to be entertaining because of its text-and visual 

elements, information, interactivity 

 Entertainment catches attention which helps to overcome online advertising 

avoidance 

 Entertainment increases the advertising value which benefits the attitudes 

towards native advertising  

Informativeness   Informativeness is relevant for native advertising after the attention is caught 

 Native advertising is found to be informative because of its topic, text 

elements, learning effect 

 Informativeness provides value which enhances the attitudes towards native 

advertising  

Irritation  Native advertising is not found to be irritating because of its subtle advertising 

nature, permission-based structure, disclosure 

 A low level of irritation adds to the native advertising’s value and affects the 

attitudes towards native advertising positively   
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Credibility  Credibility is rather important for native advertising  

 Publishing native advertising is found to have a rather decreasing effect on 

publisher’s credibility whereas it increases the advertiser credibility 

 The initial publisher’s credibility is crucial to the perceived credibility of the 

native advertising 

 Credibility can be negatively affected by frequency, visual appearance, 

missing disclosure 

 Since the native advertising is found credible is has a positive effect on native 

advertising’s value and therefore also on the attitudes towards native 

advertising 

Design  Design was found to be important to all other parental categories  

 This native advertising were in general perceived to have a good and 

appropriate design 

 A good design has a positive effect on all dimension being studied which 

implies and indirect effect on native advertising’s value 

Table 5 Summary of Key findings 
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7. CONCLUSION 

The purpose of this study is to explore consumers’ attitudes towards native advertising and its 

perceived value. Based on existing literature this research has examined several dimensions 

that affect the perceived advertising value, which has a crucial effect on the consumers’ 

attitude towards native advertising. Furthermore, another dimension, design could be 

identified that has an effect on every other dimension studied in this research. Based on the 

findings of this research, the following propositions are made.  

The perceived value of native advertising does determine consumers’ attitudes towards it. The 

higher the advertising value is perceived to be, the more positive are the consumers’ attitude 

towards native advertising. The consumers perceives the native advertising to have value in 

forms of the entertainment, informativeness and design. The presented native advertising is 

perceived as entertaining due to its content with pictures, illustrations and videos and its 

difference to regular editorial content which enhanced the perceived advertising value. Since 

the information in the native advertising is perceived as being interesting and found to provide 

a learning effect it is considered to be valuable as well. The subtle nature of native advertising 

is appreciated by the consumers since they get the impression that the company is not just 

sales-oriented but information and entertainment is provided to them as well. The selling part 

in this form of advertising has a minor role in the consumer's perspective which enhances the 

perceived advertising value Therefore, since the native advertising provides value in terms of . 

entertainment and informative to the consumer, their attitudes toward it, is positive. Also, the 

design aspect of the native advertising also added value to the consumers as it is evaluated as 

visually appealing, creative and interactive.  

Moreover, the native advertising is not perceived as irritating because it did not include 

elements, such as pop ups, offensive and unethical content, which were mentioned to cause 

irritation by the consumer. Due to interesting information provided by the native advertising 

in combination with knowing the source reduces the perceived irritation, which leads to a 

higher advertising value. Despite the consumers knowing that the content was paid for, they 

did not find it irritating which might indicate that as long as consumers get the necessary 

information of a native advertising in form of disclosures, they will not get irritated. In order 

for an online advertising to not be irritating, permission-based actions like whether to play 

sounds and videos are crucial because otherwise the ad will not only be irritating but will also 

disturb the consumers’ user experience. The same argumentation applies to native advertising 
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which was shown through the interviewees’ who perceived it as a little bit irritating due to the 

auto-played videos. Therefore, the results of this study suggest, a low level of irritation for 

native advertising, increases the advertising value and results in a positive consumers’ attitude 

towards native advertising. 

If the native advertising’ source is seen as credible, it enhances the advertising value and the 

attitude towards the advertising is positive. The consumers thought that the source was 

credible and as a result the content as well. The reasons for that was because of the source’s 

reputation and the disclosure about it being paid content was displayed which avoids the 

feeling of deception. The design of the native ad also affects the credibility because if it does 

not look professional, the ad will not be perceived as credible. Publishing native advertising 

was seen as beneficial and increasing the credibility for the advertiser as long as the publisher 

is credible. However, for the publisher the credibility can be damaged depending on the 

content and frequency of publishing native advertisements. If the content is offensive or does 

not fit the image/editorial content of the publisher, the native advertising value is likely to 

decrease. Also, if native advertisement is published too frequently, the native advertising 

value is affected negatively. Consequently, a decreasing advertising value will result in a 

rather negative consumers’ attitude toward native advertising. In this case, the consumers had 

a positive attitude towards the native advertising because it was perceived as credible due to 

the source, disclosure and content resulting in increased advertising value. 

7.1 THEORETICAL CONTRIBUTIONS 

This research contributes to the field of online advertising, particularly native advertising, by 

exploring consumers’ attitudes towards it and how native advertising actually creates value 

for the consumers. Therefore, the attitudes-towards-advertising-model used in online 

advertising in general has been successfully applied and, for this specific context been 

augmented by a new dimension (design) which has an effect on the dimension proposed by 

the model. Also, the role of credibility in the attitudes-towards-advertising-model has been 

sustained. All dimensions, proposed by the model, have been studied separately to understand 

their effect on the advertising value and extend the knowledge about each in the context of 

native advertising. This has led to a deeper insight of native advertising and how it should be 

used for advertisers in terms of content, frequency and design. Lastly, this research shows 

how the advertising value affects consumers’ attitude towards native advertising and 

emphasizes the values’ importance in this context.  
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8. MANAGERIAL IMPLICATIONS 

Companies face challenges to reach consumer online due to generally high persuasion 

knowledge and thus a tendency of advertising avoidance online. The attitude towards native 

advertising was found to be positive in this study which represents a solution to the current 

challenges for companies. The incorporation of native advertising in the online marketing 

strategy of companies is therefore highly recommended.  

However, according to the findings of this research, native advertising is not applicable for 

any company. The perceived usefulness of native advertising and thus the extra information 

provided to consumers is highly depending on the product category. More complex products 

are more likely to benefit from native advertising than less complex products. For this study, 

the native advertising of an entertainment brand (Netflix) was chosen and this native 

advertising was evaluated as value adding and the attitudes towards it were positive.  

Moreover, design, content and frequency have been found to be crucial to the native 

advertising success and need to be taken into consideration. The design affects the entire 

experience with the advertising and therefore has an indirect impact on the perceived 

advertising value. Regarding the content consumer are open as long as it is decent and not 

unethical in any way. The frequency plays a major role and can affect the perceived 

credibility. If a company or publisher posts too many native advertising, the credibility is 

likely to decrease. When companies conceive native advertising, it is crucial to the success to 

incorporate and consider these elements. Lastly, when publishing native advertising, the 

choice of cooperation partners is important and can enhance the success of it. If a publisher 

with an initial positive reputation is chosen, the credibility is affected positively.  
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9. LIMITATION AND FUTURE RESEARCH 

This research has several limitations. First of all, this is an exploratory study using a 

qualitative approach. Hence, the data and the analysis might be influenced by researchers’ 

subjectivity, which is likely to occur in qualitative research and affects the assurance of 

validity and reliability. Thus, the subjective nature in qualitative research might result 

in researcher-induced bias.  This leads to a lower generalizability of the findings presented 

here and the need of further empirical support. 

Moreover, the sample size and sample technique has an effect on the generalizability of the 

finding. Convenience and snowball sampling were applied to guarantee a certain amount of 

participants, who are willing to contribute in a rather short amount of time. The age group of 

the convenience/snowball sample ranges from 21-38 years old. Consequently, this sample is 

rather unlikely to represent the entire population being studied in this research. Future 

research should be more focused on the age distribution to make sure that older generations 

are studied as well. 

The focus groups as a pre study as well as the in-depth semi-structured interviews in the main 

study were held in English. None of the interviewees were native English speakers which 

allow a risk for language barriers and misunderstandings in the question formulation or the 

responses might have been incomplete due to vocabulary problems.   

This study can be used as a foundation for further research. It provides a lot of propositions 

for the phenomenon native advertising that need quantitative validation. Additionally, the 

authors suggest for future research to test whether and how the single dimension relate to one 

another. This research is mainly based on the attitude towards advertising model which 

suggested three main dimensions. Future research can focus on the exploration of more 

dimensions which might affect the advertising value and therefore consumers’ attitudes 

towards native advertising. Since this study focuses on only one type of native advertising 

(article), it is suggested that other types of native advertising such as content that is in-feed 

and recommendations that are placed on the website it is published in should be explored 

along with consumers’ attitudes towards it.  
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APPENDICES 

APPENDIX A: FOCUS GROUPS 

Procedure       

Two focus groups were conducted and used as a pre-study. The first focus group consisted of 

eight participants, three females and five males. All the participants were between the ages of 

20-25. The second focus group consisted of nine participants, three females and six males; 

they were all between the ages of 21 to 27. According to Malhotra (2010), a focus group 

should have between eight to 12 participants. The reason for that is because a focus group 

consisting of less than eight participants are unlikely to achieve momentum and group 

dynamic which is necessary in order for the session to be successful. Having a focus group 

with more than 12 participants might be too crowded, not useful or have a natural discussion 

(Malhotra, 2010). Therefore, the number of participants of each focus groups was appropriate 

and allowed each session to have natural discussions were useful information could be 

collected. Both of the focus groups were conducted on April 29
th

 2016 and held in a room at 

the Linnaeus University’s library in Växjö. One of the authors was the moderator while the 

other took notes. Each focus group was also recorded in order for the authors to transcribe and 

get all the relevant and accurate information from both sessions. Before recording, the authors 

asked the participants of the focus groups if it that ok to record the sessions, all of them said 

yes. The procedure of the focus groups was the same and the first focus group lasted 45 

minutes, while the second one lasted 57 minutes. 

Each focus group began with the authors introducing themselves and thanking all participants 

for coming as well as offering them fika. Afterwards, the participants were asked to read an 

article which was a native advertising. The first focus group read a native advertisement from 

the New York Times called “Women Inmates: Why the Male Model Doesn’t Work” paid by 

Netflix to promote the show Orange is the New Black. The second focus group read a native 

advertisement from the Wall Street Journal called “Cocainenomics: The story behind the 

Medellín Cartel” paid by Netflix to promote the show Narcos. When all the participants 

finished reading and looking at the article the moderator began to ask the first question. The 

first four questions were asked before revealing that the article they had just read was in fact a 

native advertisement. The reason for that was because the authors wanted to get an idea of 

whether or not the participants noticed the disclosures and could recognize if it was a native 
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advertisement or just editorial content. The authors also explained to the participants what a 

native advertisement is in order to ask the rest of the questions. After the four first questions 

were discussed among the participants, the moderator revealed that it was native advertising 

and then continued with the rest of the questions. Once all questions had been discussed, the 

moderator finished by asking the participants if anyone had something else to add about the 

topic or the discussion. Afterwards, both authors thanked all the participants for coming once 

again.                                                                                                                                              

Focus Group 1 Summary 

Date: 29.04.2016 

Time:14:00-14:45 (45 min)  

Place:Library Linnaeus University Växjö, Sweden. 

Participants:8 Participants (Age: 20-25, 6 males/2 females) 

Presented Article:Woman Inmates: Why The Male Model Doesn’t Work published by New 

York Times and Paid Post for Netflix/Orange Is The New Black Show. 

1. General Questions 

The participants agree on a good visualization of the article. Participant 4 highlights: “the use 

of so many pie charts, quotes, pictures and videos, the reader gets a good overview and the 

attention is raised immediately”. The structure makes it easy to follow the content and to stay 

focused on the article. The information presented in the article are viewed as detailed and 

relevant but also one sided since it is just about the perspective of women inmates which lead 

to an impression of being exposed to biased data and information. Most of the participants 

consider the presented article as a regular article. One participant was aware that it is a paid 

post and identified the disclosure. Participant 1 adds: “The only thing which differentiates this 

article from a regular article in the New York Times is its extraordinary design”. One 

participant mentions he has not identified the disclosure as a disclosure but thought it was a 

banner, which immediately let him looking at the content instead of paying attention to the 

disclosure itself. 

2. Entertainment 

Participant 3 argues that: “This kind of advertising is rather educative than entertaining since 

you learn more in depth about the topic or product/service content-related information than 

you could on a banner or 20 seconds video”. When comparing to regular editorial content, all 
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participants enjoy the outlook and presentation of information within the native advertising 

way more. Also, participants agree that the background information might lead or lead not, 

depending on the audience, to an interest to watch the show since the bottom of the article has 

a banner that promotes the new season of ‘Orange is the New Black’. One participant inserts 

that although the advertising and its style and information are very interesting, it is harder for 

the ad to raise the attention in the first place. If it's posted on the website of NYT as a regular 

article, the title must raise the attention and the reader must have an initial interest in the topic 

otherwise the audience will not encounter with the content of the native ad at all. 

All participants agree on the importance of entertainment in advertising in general and its 

beneficial effect. One participant says: “You are exposed to so many advertisements every 

day. If it is not original, funny or interesting in some way, it will not grab my attention”. Two 

participants mention that the entertaining factor is depending on the product/service, which is 

advertised and its context. One gives the example that products or services related to leisure 

activities are more in need of the entertaining part of advertising than banks or insurances are. 

3. Informativeness 

The participants agree that the presented native advertising contains a lot of useful 

information, which are presented in a good way that is easy to follow and get the main idea of 

the article really quickly. Especially the used graphs, pie charts and quotes are considered to 

actually create value and give a good overview. Participant 6 comments that his view on the 

native ad and its information has changed after being told it is an advertising and not editorial 

content: “The information in the article matches so much with the experience of the show 

itself that it makes me doubtful whether important information, which shows different 

perspectives, might be left out. It feels a bit biased now”. The subjective perspective on the 

topic becomes more important after fully connecting the sponsor and the content than it is for 

regular editorial content. One participants sums this impression up: “To me the native ad feels 

more like a comment than a regular article because it of course contains a lot of interesting 

and relevant information which I completely trust since it is still published by the New York 

Times but since there is a clear purpose behind the article which leads to subjectivity of the 

presented information, it's rather a comment”. Participant 7 sees native ads an option to 

achieve reliability and credibility: “Maybe it can be seen as a reliability seeking for the show. 

The information proves that the show is actually based on certain facts and not everything is 

just made up”. Advertising is considered as informative when it is well structured and 
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contains of recent information as well as describing different perspectives on a certain topic. 

One participant adds the importance of presentation of information. In his opinion information 

itself will not raise attention by the audience but the presentation of information is very 

important. To the question how important information in online advertisements is to the 

consumer, participant 3 says: “If I want to see the product, I can google it. If I am exposed to 

advertising information in terms of the company and its values or the story around the 

product/service is way more valuable for me.” 

4. Irritation 

In terms of irritation the opinions differ among the group. Participant 4 thinks it's irritating 

that the disclosure too small that you actually likely to miss it which leads to a false 

impression of the actual content of this article. Participant 7 comments: “The advertising 

presents information that might or might not interest me. But if, I will read the article and get 

the information that I was looking for. The content totally fits my user experience that I have 

with the current newspaper or website I am looking at. So no, I do not find it irritating. They 

can advertise their product, but still the information provides value to me as long as they 

match up with my interests”. Participant 1 agrees with what has been said before and adds 

that: “If I have decided to read the article and find out afterwards that it was a paid post, it 

does not really influence my user experience although I am more careful about the content 

and information I just got and might have the feeling to back it up with another source”. In 

terms of irritation in online advertising in general, most participants agree that banners, which 

do not fit the content that they are actually looking at, are very irritating. Furthermore, one 

participant adds pop-up windows or integrated hyperlinks, which lead to other landing pages 

or pop-up windows are very irritating. Also, integrated videos that start to play are considered 

as very irritating since it spoils the user experience. One participant sums up: “All those tools 

that just have been mentioned are very attention seeking and follow the principle louder wider 

faster, which really leads to an effort to be able to avoid all of them and to not give those any 

attention because it will just get worse”. 

5. Credibility 

The New York Times as the publisher of this article is considered to be a rather credible 

source by all participants. Also, some participants argue, that the credibility of the publisher is 

affected by posting paid content. Participant 7 says: “The author of the article, when she was 

asked to write the article, she most likely was given certain limitations about what she should 
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write by Netflix. That leads to a certain perspective on the topic as it has been discussed 

before. But yes, that affects the credibility of a newspaper, which is actually meant to be 

independent”. Some participants agree, the credibility would not be affected that much, if the 

disclosure was easier to identify since it is also not affected by posting a comment which also 

gives a certain perspective on a topic that is highly subjective. The disclosure for a comment 

is was easier to find than it is for a paid post. Participant 3 picked up on that: “Maybe the 

decision of topic is biased by writing paid posts but still, what a credible newspaper produce 

in terms of content stays credible. Of course, the advertisement article will not contain any 

information which affect the advertising company negatively but still are all the information 

used credible and researched”. The participants commonly agree that the initial credibility is 

not the most important when it comes to native advertising and its credibility effect. One 

participant mentions that when finding out last minute that a just read or seen content is 

actually a paid content, is does not necessarily change the opinion about the content itself but 

it is affected by it. Two participants, who claim that they get angry when finding out last 

minute that the content they just read, is an advertisement, especially stress the importance of 

a sufficient disclosure. One participant states: “Actually I like the idea of native advertising. 

To some extent is raises the credibility. Sometimes, when reading newspaper and articles I am 

wondering about the hidden agenda of this article. By having a sponsor of a certain content 

who can actually being identified quite easily, raises the credibility since you can but the read 

content into a context”.  

Focus Group 2 Summary 

Date: 29.04.2016 

Time:16:15-17:10 (55 min)  

Place:Library Linnaeus University Växjö, Sweden. 

Participants:9 Participants (Age: 21-27, 6 males/3 females) 

Presented Article:Cocainenomics:The Story Behind The Medellín Cartelpublished by the 

Wall Street Journal and Paid Post for Netflix/Narcos. 

1.   General Questions 

All of the participants of the focus group think that the content of the native advertisement is 

interesting, appealing and all of them enjoy the structure of the article. What they like about 

the structure is that it is interactive, includes pictures, videos, illustrations, maps and small 

paragraphs. Participant 1 claims: “it was really good I liked the fact that they had videos that 
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you could watch so it makes it more interesting.” Participant 2 agrees and adds that the videos 

make it more interactive as well. Some of the participants also mention that the outlook and 

the article being divided into chapters make them want to continue to read more. Most of the 

participants also think that it was a regular article but more entertaining and interactive. One 

of the participants however, noticed that it was sponsored by Netflix and then the rest of the 

participants start to notice it as well. Participant 1 mentions that she thinks the article is 

written to promote the Netflix show ‘Narcos’ and the others later agree. Participant 5 claims 

“At first reading the article I didn’t notice that it was an article paid by Netflix until I came to 

the end of it.” 

2.   Entertainment 

The participants found the article entertaining and participant 2 highlights: “the point is that 

they (Wall Street Journal and Netflix) don’t want you to get the feeling that they are selling 

you something.” Some of the participants agree and add that it is appealing and provides 

knowledge to the reader about a certain topic. However, even if participant 3 agrees that it is 

entertaining, he states: “If I knew it was an advertisement I wouldn’t spend the time to read it. 

I would only read it if it was about a topic I was interested in.” What was entertaining 

according to the participants again was the design of it and for some the topic and content. 

Some participants think that the content in the native advertising is very interesting for people 

that have already seen the show as well because it confirms that most of what is on the show 

is based on facts. Participant 8 states that the native advertising was so interesting that she is 

going to watch the show now because they provided good background information about 

Pablo Escobar, made the reading fun and at the same time made her interested in the Netflix 

show.  All participants agree that entertainment is important in an advertisement. However, 

participant 4 says that entertainment is important but it is not the most important part of an 

advertisement because according to her it is usually not the factor that catches her attention 

and attracts her to further want to see it or not, she comments “entertainment is the next step, 

once the advertisement gets your attention, then entertainment becomes important.” And 

most of the participants agree with her statement. Participant 2 also adds that Netflix and the 

Wall Street Journal wants to tell a story rather than just promoting it or raising attention to the 

topic which according to him makes it even more interesting. 

3.   Informativeness 
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The focus group thinks that the native advertising was very informative and well researched 

because it was extremely detailed, it included facts such as dates, they show what he did and 

the people involved. They also comment that the native advertisement and information fits 

into the Wall Street Journal because it is not something that does not fit their “image”. 

Participant 8 even mentions the title of the article and says that it is good that they relate the 

topic to economics which is what the newspaper focuses on. None of the participants think 

that the article was not informative; some of them even struggle to see it as a native 

advertising. Participant 2 argues: “To me, it’s still an article I don’t see it as an 

advertisement. Banners that come up on Facebook for example that are what I see as 

advertisement.” The informativeness of an online advertisement was according to all 

participants very important. Although, Participant 3 comments that banner advertisements do 

not have any value for him because they are just promoting products while this native 

advertising provides value because when he reads the article he gets knowledge about the 

topic and the rest of the participants agree with him. The focus group also discussed that the 

information is important because for example having a good headline attracts you. They also 

mention that the information in an online advertisement can help a person to determine if the 

advertisement is credible or not. 

4.   Irritation 

None of the participants found the native advertisement irritating because nothing is just 

“popping up”. Participant 9 argues “to me, it is not irritating at all because once you click on 

the article, you made the decision to read it, I think it is appealing, the article didn’t just pop 

up out of nowhere”. Another participant, 8 agrees with him and adds that the native 

advertisement did not disturb her user experience. Some of the participants also think that 

because it does not feel like an advertisement and if you are interested in the topic, you will 

read it with pleasure. The participants later discussed what makes an online advertisement 

irritating to them and all of them mention pop up ads as very annoying and disturbing. 

Participant 1 says: “Pop up advertisements are very annoying, I hate when they pop up and 

disturb what I am trying to do on the Internet” and everyone else in the focus group agree. 

Additionally, participant 1 brings up personalized advertisements and says that she likes them 

a lot and some agree with her while other participants find that type of online advertising 

irritating and creepy. Participant 7 state “I hate when I look for a type of shoe and then I surf 

on the internet and all banner advertisements are about the shoes I just looked at, it creeps 

me out so much like are they spying on me?” 
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5.   Credibility 

All participants agree that the publisher, in this case the Wall Street Journal is a credible 

source. The reason is mainly due to the newspaper’s reputation, participant 9 mentions“The 

Wall Street Journal has a reputation of publishing quality articles so then you automatically 

trust them and this advertisement.” The focus group then discussed that publishing this type 

of advertising too often might harm the publisher in the long run, in forms of their credibility 

and reputation. Participant 2 gives an example and comments “if a study was done about how 

healthy coca cola is and it is sponsored by coca cola then of course it will affect the study’s 

results and credibility of the study because you know they are biased in favor of coca cola.” 

Most of the participants think that the content is credible except participant 6 who states that 

if the native advertisement was published in Netflix’s homepage it would be more credible. 

The others however, strongly disagree. Participant 5 for example argues that he would trust 

the native advertisement more if it is published on a newspaper rather than on the advertisers 

(Netflix) home page because then he knows it is not as likely to be biased. Publishing this 

native advertising is according to the focus group not damaging to the advertiser. Some 

participants say that even if they know that the Wall Street Journal got paid by Netflix it does 

not really affect the credibility because the Wall Street Journal would not just post anything. 

As participant 9 pointed out “The wall street journal would not risk their reputation on 

something like an advertisement.” All participants agree that credibility in an online 

advertisement is extremely important because a person has to be able to trust what the 

company wants to sell. Participant 3 states “I feel betrayed to be honest, because I trust that 

the Wall Street Journal is independent in every aspect but if I know that a company like 

Netflix is paying them to write this article then they might leave some facts out and 

exaggerate it just to be able to fit the information better with the show and to make it more 

entertaining.” 
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APPENDIX B: THE NATIVE ADVERTISING 

The New York Times: Netflix/Orange is the New Black 

http://paidpost.nytimes.com/netflix/women-inmates-separate-but-not-equal.html 

This native advertising was used for the first focus group and all the in-depth semi-structured 

interviews. 

Figure 5 Impression of native advertising in the New York Times of Netflix/Orange is the new 

black 

 

http://paidpost.nytimes.com/netflix/women-inmates-separate-but-not-equal.html
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Wall Street Journal: Netflix/Narcos 

http://www.wsj.com/ad/cocainenomics 

This native advertising was used for the second focus group. 

Figure 6 Impression of native advertising in Wall Street Journal of Netflix/Narcos 
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APPENDIX C: TRANSCRIPTS AND ANALYSIS PROCESS 

Table 6: includes the transcriptions for each of the 12 in-depth semi-structured interviews 

along with each interview question. 

Table 7: shows the first step in the analysis process with the coding for all in-depth semi-

structured interviews. 

Table 8: the memo, which shows the most relevant codes/keywords and their meanings are 

explained. It follows the structure of table 7 and 8, meaning that the numbers under Question 

represents each interview question.   

Figure 7: illustrates the visualization of the structuring process using cognitive mapping 

which  includes all identified parental categories and concepts.  
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Table 6 Transcription In-depth Semi-Structured Interviews 
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Table 7 Coding In-depth Semi-Structured Interviews 
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Table 8 Memo 

Question  Keywords Meaning  

3. “Interesting”, “unusual/important 

topic”, “design” 

The participants’ attention was raised by various elements of the article but mostly because 

the article provides them information that surprised because the participants have not 

expected that kind of topic in the New York Times, so it added an extra value.  But since 

the participants are so content-focused, the topic was the very first element every 

participant discussed, there is a fine balance for controversial topics, and it can also result in 

a backlash.  

4. “Well composed and structured”,  

“Serious topic”,  

“Interactive”,  

“Visually appealing” 

“Easy to read” 

 

The overall experience of the participants with the article was positive and good. The good 

structure was highlighted as well as its layout. The layout especially was found to keep the 

participants interested in further reading. The layout was found to be visually appealing and 

interactive due to its illustrations, videos and moving pictures. The participants found this 

really important since it differentiates this content from regular editorial content, which is 

another explanation why the participants’ attention was raised.  

5. “Not the format of the New York 

Times, more colorful and 

entertaining”, “Special article”, “No, 

NYT is a very serious newspaper”, 

“More fun way to tell the story”, 

“No, due to the outlook” 

Most participants do not think that this article is a regular article of the NYT for different 

reasons. Many of those reasons point to the outlook that is apparently more appealing and 

entertaining due to the various elements it incorporates. Some participants could expect that 

kind of article in the NYT but not as an everyday article and more like a special one that is 

published every once in a while. No one of the participants’ mention the advertising at this 

stage and no one questions whether this article is really editorial content provided by the 

NYT only.  

6. “Disclosure for Netflix”, “in reading 

they mention Netflix’ new show”, 

“Netflix in the top and in the bottom” 

When asked, all participants can point put where advertising is hidden within the article. 

They still do not make the connection between the editorial content and the advertisement 

and that the content is actually the editorial content. Also, no one of the participants 

mentions the disclosure of the NYT that reveals this content as a “paid post”. Many 

participants state that they noticed the disclosure shortly but then tried to avoid it because 
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that identified it as a banner not as a disclosure, which is connected to the content of the 

article.  

7. “Yes” The majority of the participants agrees on the article being entertaining to them 

8. “Enhanced reading experience”, 

“Learning about a topic has extra 

value”, 

“Presented in a very appealing way”, 

“More annoying than entertaining”, 

“Many different elements in the 

advertisement” 

 

The participants who do not find the article interesting mostly argue that they always try to 

avoid online advertising and this advertising makes it harder for them to avoid advertising 

because they do not identify it as advertising so easily. The videos were a problem for a few 

participants as well since they distract from reading and present a completely different way 

of getting information. Those participants say, that either they want to read or watch a video 

at the same time.  

Overall, the participants think that this advertisement really enhances the reading 

experience and the fact that it provides trustworthy information about a topic adds value. 

The appealing presentation and the different element incorporated enhances the user 

experience as well. 

9. ”Interactivity”, ”Creativity catches my 

attention”, 

“Interesting”, “Diverse in its elements”, 

“Targeted”, “Uniqueness”, “Visual 

appearance”, “necessary information”  

Creativity and interactivity is very important for the participants to actually being 

entertained. Also, due to the fact that especially in the online environment the participants 

are exposed to so advertisement, the uniqueness of the particular advertising is crucial to 

the success and the participants' attention. Regarding the visual appearance it is important 

that the advertising is matching the actual purpose of the online search in its appearance and 

that is it targeted. It must not disturb or distract from the actual content. If advertising 

provides information, it is also considered to be positive for the entertainment. But those 

information need to be necessary and interesting, which goes along with the already 

mentioned point. It needs to be targeted.  

10. “Important otherwise skip the ad”, 

“Very important outlook major role”, 

“Depends on the context, ad needs to 

reflect the content”, “Need to 

differentiate”, “find boring ads 

All participants agree that whether advertising is perceived as entertaining is crucial to its 

success. Many participants mention that since they are so exposed to advertising all the 

time, it is important that the ad is different to its competitors and provides something that 

catches attention otherwise they would just avoid it. Many different forms of entertainment 

were mentioned, from funny to shocking, that seem to have a minor role in what way the 
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annoying”, “Stuck to my mind” advertising is entertaining as long as it is ethical correct and decent. Outlook is mentioned 

to have an important role as well. Since that catches the attention in the first place and the 

outlook in the end decides whether the participants will pay attention, it is also meant to be 

important. One participant mentioned that the long-term effect of entertaining ads is better 

because this participant can remember them and think of them later on. That will not 

happen with boring or uninteresting advertising.  

11. “Interesting background 

information”, “No value for 

everyday life”, “Learning effect 

while reading it”, “Highly 

informative and provides valuable 

information”, “information about the 

issue, not the show”, “good 

overview” 

As learned from the previous questions, the participants evaluate the topic as odd and 

unusual. Nevertheless to most participants agree that this article presents highly interesting 

background information that will not be useful in everyday life but still interesting and 

entertaining to gain knowledge about. Moreover, due to its educative character and layout, 

the participants get the impression to actually learning while reading this advertisement. 

Some participants also highlight that this information does not seem to be too much 

connected to the show, which enhances the opinion about the informativeness of the 

presented information.  

12.  “Show how the product is used”, 

“different perspectives/opinions on 

the topic”, “Story around the 

product”, “Funny facts stick to my 

mind”, “More information for 

unknown brands/products”, 

“Depends on the product category”, 

“Statistics, quotes, figures and 

official sources” 

They highlight the importance of information especially in connection to yet unknown 

brands or products. Then they want to know more about the company and its story. If 

company information is shared in this context, the advertisement is considered to be 

informative. The same goes for different product categories. Low involvement products are 

not in the same need of information as high involvement products are. Especially here, the 

participants want to learn more around the product and the company. If the company shares 

information, it should be something that is related to the product and its usability like make-

up tutorials or different perspectives on a certain topic, which creates a broader overview. 

Moreover, consumers like to be provided with statistics and easy understandable figures. 

Also, the consumer do not want to invest too much time to read an ad, therefore it should be 

easy to understand and easy to follow. The use of official and reliable sources is also highly 

appreciated (which is already successfully done when having a cooperation with NYT for 

example) 
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13. “Plain entertainment is not sufficient, 

same goes for information – need of 

a combination”, “Depending on 

product”, “Entertainment more 

important than information”, 

“Determining factor”, “information 

goes hand in hand with credibility”, 

“deceiving” 

All participants evaluate information in advertising as important and valuable. But when 

compared to entertainment, many participants answered that they believe that entertainment 

is more valuable. One argues for a combination of both and that it is important that neither 

of them is missing. Also here, the importance of information is highly depending on the 

product category and how well known the company itself is. High involvement products 

and rather unknown companies demand more information provided by the consumer than 

low involvement and well-known brands. According to the participants information in 

advertising is important because it mainly serves two purposes. Firstly, if enough 

information is provided, the consumer will not get the impression of being deceived or 

mislead and the impression of transparency develops. Secondly, information is important in 

order to achieve credibility. Using credible information in the advertising or having credible 

advertising partners will raise the perception of credibility of the advertiser in the long run 

as well.  

14. “no”, “a little bit”, “paid content”, 

“interesting”, “provides 

information”, “smart advertising” 

Most participants did not consider the article as irritating even though they knew it was paid 

content. They liked the fact that they knew the source and that the article provided 

interesting information. The participants also liked that the advertising was more subtle and 

not in your face as pop ups are. Some participants found it to be a little bit irritating, a 

reason for that was the Netflix disclosure because it followed the reader while scrolling 

down the page. Another reason was the videos because they auto-played for them which 

was not appreciated as it was not something they chose themselves. (Permission-

based/disturb experience ex. They hate pop-ups)  

15. “pop ups”, “avoid them”, “annoy 

me”, “unethical”, “disrupt”, 

“content”, “targeted”, “creepy”, “ad 

blocks” 

The respondents found pop ups to be irritating because they just appear without the 

respondents giving permission and it also disrupts their user experience which lead many of 

the respondents to have ad blocks and avoid online advertising. (permission-based as well, 

disruption) Another factor that makes online advertising irritating is the content of the 

advertisement itself such as unethical, offensive, racist, provocative content. Therefore, the 

content of the ad is extremely important as it can either make the consumer irritated or it 

can make the consumer interested in the topic. Targeted online advertising was also 
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irritating as it was considered to be creepy and feeling stalked. 

16. “credibility increases for both”, 

“advertiser’s credibility increased”, 

“publisher’s credibility decrease”, 

“balance (too much lose 

credibility)”, “reputation”, “paid”, 

“manipulate” 

Most of the participants considered the credibility for the advertiser to increase. The reason 

for that was because of where it was published, since the New York Times is seen a 

credible source, the credibility of the advertiser (Netflix) increase. The credibility goes 

together with the reputation of the source; if the source was not credible then it would affect 

the credibility of the advertiser in a negative way. The participants thought that the 

credibility of the publisher decreases. The reason is because the content is paid for which 

can result in information being manipulated and it makes the participants to be more critical 

towards the content. The publisher also has to be more careful what they decide to post as 

they can receive backlash if it does fit in with their editorial content.  

17. “good reputation”, “basic 

information”, “known source”, 

“paid” 

The New York Times is seen as a credible source because of their good reputation and the 

fact that they are a known source. Because of their good reputation, the participants expect 

them to do research and they would not risk losing their good reputation. The participants 

do not think that the New York Time would post whatever because it can damage their 

reputation if the content for example is offensive. The fact that they did get paid makes the 

participants being a bit more skeptical towards the content but still it is considered to be a 

credible and trustworthy source. 

18. “very/really important”, “online 

advertising”, “consumers online 

more critical”, “source”, “deceived”, 

“looking professional”, “decision 

making”, “not that important” 

Most of the interviewee’s thought that credibility is very important especially in online ads 

as for example banners do not always provide information about the source and online 

consumers are more critical because of the high exposure towards ads. Knowing the source 

of the ad increases the credibility of it which native advertising does which was appreciated 

as the interviewees’ do not want to feel deceived. Whether an ad is credible also influences 

the decision making in purchasing a product. One interviewee did not consider the 

credibility to be that important only because he never fully trusts ads but it is important that 

native ads have disclosures to not feel deceived.   
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Figure 7 Structuring Process (cognitive mapping) 

 

 Native Advertising Value 

Design 
Irritation 

Credibility 
Entertainment  Informativeness 

 Important 

 

 Interactivity 

 Information 

 Creativity 

 Layout 

 Visual 

Elements 

 Visual 

appealing 

 Learning 

effect 

 Crucial 

 

 Visual 

appealing 

 Layout 

 Creativity 

 Interactivity 

 Structure 

 Uniqueness 

 Looking 

professional 

 Visual 

Elements 

 Important 

 

 Learning effect 

 External 

sources  

 Depending on 

brand 

 Depending on 

product 

category 

 Subtle 

connection 

between 

product and 

info 

 Text Elements 

 External 

Sources 

 Important 

 

 Auto-play 

videos 

 Pop-ups 

 Targeted 

 Permission 

 Disruption 

 Unethical/off

ensive 

content 

 Rather 

important 

 

 Reputation 

 Paid content 

 Disclosure 

 Deception 

 Design 

 



 

29 
 

 

Advertising should not 

have to steal your 

attention to be successful 

— they should be good 

enough to deserve it. 

(Sharethrough,2016) 


