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Introduction



Native advertising on news websites

Imagine the following scenario:

You are scrolling through your favorite news website. Suddenly, otaxe ran interesting
KSIFRfAYS Ay (K SSharsicekntygbérinmality: 4 kit tho2 tg avoidigetting

hacked ® . SAy 3 Odz2NA2dza | 62dzi GKS | ROAOSI &2dz Of A«
The article reads nicely and the avis very useful. When you finish reading the article, you

scroll back to the top of the page. Then your eyes notice a small grey square at the top of the

page with the wordingsSponsored by TeleQuddenly, you recognize that this article was not

written by a journalist, but instead was authored by a telecommunications company. You

realize thatyoureada€ol f ft SR ayl A DS | ROSNIAASYSyYydéyY LI AL
is delivered in the same form as the editorial content from the news website.

How would you feel? Would you be happy with the expert advice from the company? Or would

you feel disappointed that the content did not really come feournalist2Vould you still

trust the article?

The situation | describabove may not seem odd tmy because you may already have
experienced it. Indeed, in 2015, the annual Digital News Reptetithat many news websites
from all over the world had started to incorporate native advertising on their news websites
(Newman, Levy, & Nielsen, 201Snce thennative advertisinggn news websites has been
growing at a significant ratéerrin, 2019)In2017,newspublishers reported that already 20
percent of their advertising revenw@amefrom native advertisingLaursen & Jacob, 2018)

What has caused this rise of native advertising on news websites?

Whyadvertisers create ads thdb notlook like ads

In the ctanging online landscape, it has become increasingly difficult for advertisers to reach
consumers onlingHill, 2013) Feeling overwhelmed and irritated by the intrusiveness and
clutter of banner advertisements, pap advertisementsand preroll video adsconsumers

are now using different means to avadline advertisements. Center among those is ad
blocking technologyhat automatically filters out all advertising that can be identified by the
software (Cho & Cheon, 2004; Newman, Fletcher, Kalogeropoulos, Levy, & Nielsen, 2018)

According to the 2018 Digital News Report, alreadyfough of the internet userausean



advertising blocker (see Figure 1) and the vast majority of aseunder thirty years oldin
their work on the use of aldlocking technologyRedmdo and Aznar (2018jatethat although
only a minority of web userasesan adblocker,this is mainly becaugtey lackknowledge
about the technology. Thefore, they predict thatad-blocking technology will be adopted by
the masses, once the knowlexlgbout adblockers and theotential benefitsthey provide

become more widelynderstood

PROPORTION CURRENTLY USING AN AD-BLOCKER - ALL MARKETS Q 10% _‘ 14% ; 31%
t t of computer

50% of smartphone
users block

25%

0%
GRE POL FRA TUR GER HUN CRO SWE POR SPA AUT AUS ROU CAN SUI ARG MYS IRE USA MEX 5GP NLD DEN FIN BEL CZE /TA BUL CHL NOR SVK TWN BRA UK HK JPN KOR ALL

QAD3. And do you currently use software on any of your personal devices (e g laptop, smartphone, etc) that allows you to block adverts on the internet [e.g Adblock Plus)? Base: Total sample ineach
market. Note. Alsa showing change from 20172

Figue 1.Proportin of Internet users that uses an advertisbigcker. SourceDigital News

Report- Newman et al. (2018)

By creating advertisements ithe same form and appearance editorial media content,
advatisersaim tobypasgshe ad-blocking technologgndto reach consumers online inless
intrusiveway (Wojdynski, 2016Whilebannerand popup advertisementsre builtuponthe
logic ofinterruptionand distractionnative advertisements aim tio the oppositeby tryingto
reach consumerthrough editorializechewsarticles(Cho & Cheon, 2004; Sirrah, 20I)ese
advertisementseamlessly blencbntentinto a pagdyusingthe same format and appearance
asthe editorial newsontent(Siegert, Forster, Chabimstal, & Ots, 2015Advertisergeason
that readersare happy to engage with native advertisiag) long ashey consider the content
of the native advertisemennteresting(Carlson, 2014; Harms, Bijmolt, & Hoeks?@17)
Harms et al. (2017, p. Bjte a native advertising executive who puts it as foll@dwkhe
audience likes the comteand it is designed propefyK Sy A G0 R2SayQid YIG§GSN 4

0 X.VAdvertisers ar¢hushoping that bydesigning their advertisements in a similar way as the




Native advertising on news websites

editorial news contentthey will again be able to cape the valuable attention of the ad

avoiding news readers.

The growth of articlstyle native advertising formats on news websites has been further

I OO0OSt SN SR o0& (GKS NARaS 2F wOoz2yidSyid YIFIN]ySiAyS3
[potential] customersby QG Ay 3 f A1 S (RUlizXi]291Rh crieddiaty finkl diriSusldy Q

O2y Sy i ol NI A@ tofraeyadv@riisBr&orldpiishhss Godtend on their own

platforms yet publishing articles on news websiteay provide advertisersvith two key

benefits:they can increase attention faheir content, and this content might additionally

leverage the high credibility @ah newswebsitesgenerallyhave(Lahav & Ziman8heiner, 2016;

Wojdynski, 2016)

In sum, @ven readed &versiorto banneradsand other more obtrusivenlineadvertisements
(Cho & Cheon, 2004; Newman et al., 20aB) the increasgcompetition to gain attention
for their contentby advertsers (Lahav & Ziman8heiner, 2016)a shift toward a more

integratednative advertising formas a logical development.

Why news media are blurring the chustate divide

Remarkably, news publishe(both dgitaltonly and legagyare willing to allow native
advertisingon their news website§Coddington, 2015 ora long timepublishersconsidered

it a golden ruléo maintaina clear dividebetween editorial and advertising conteithidivide
wasoften referred toasti KS W/ K A yWSeisBparatiori of cdurc® hidd st@Beerug &
HarroLoit, 2012; Glasser, Varma, & Zou, 20X8)hough some print newspapershave
contaired advertorials since the 196@svhich arealso preseted in an articlestyle formatg
these offline advertorialsare generally salefocused and clearly separated frosdlitorial
content(Taiminen, Luomaho, & Tolvanen, 2015; Wang & Li, 20€Hnversely, online native
ads on news websites are generatlychmore integated within content ard stylzed nearly
indistinguishabldrom editorial content(Wang & Li, 2017)Publishers are offering special
services to help advertisers create ads that have the exact same tone of voice and style as the

editorial content(Lynch, 2018; Sirrah, 201%udies suggest thareaders areunable to



distinguish native ads from editorial news articdymore(Amazeen & Muddiman, 2017;
Wojdynski & Evans, 2015)rompting citics to warn publishersthat their credibility and
autonomyis at risk by incorporatinguch advertisementgEinstein, 2016)

Despite this critism, beginningin 2008 digital newcomers and staups forewent the
tradition of clearly separating editoriand commercialcontent by incorporatng native
advertisingformats on their websitegLynch, 2018)Observingtheir successlegacy news
media such a¥he New York Timdabe Washington Posind theBBQquicklyfollowed Today,
most legacy news publishetsave also opened up their online platforms for native
advertisementgIAB, 2018; Lynch, 2018jow do publishers justify this suddepenness to
native advertising? They require the new revenue native advertising bring®irteosiistain

their journalism(Ferrer Conill, 2016)

The onlinemedialandsc@e hasot onlybrought challenges to advertiseiishas alsgut a lot

of pressureon the business models of media organizatidfisst, themajority ofthe news
readers now consuméheir news online, which has caused a drop in offline newspaper
circulaion (Desiver, 2013) Additionally news media initially provided all online content for
free, whichhascaused a low willingness among readers to pay for online figwsh, 2018;
Newman, Fletcher, Kalogeropoulos, & Nielsen, 2@B@&ne news mediare experimenting
with different types of paywallsn their online platformsyet the numbers suggest that it is
unlikely all news outletwill be able tosustan their businessewith online subscriptions and
donations (Newman et al., 2019)Third, advertisers have shifted a largeunk of their
advertising budgets to large tawblogy companies such as Google, Facebook and Amazon
(which take up overdif of the total digital advertising market) and on top of that, news media
also miss out on revenue from banner advertising, due to the riag-sfocking users (the
amount of adblocking users has gone up from 21 million to over 600 million betweenc2011
2016) (Cortland, Ryan, & Shaw, 2017; Levi, 2015; Newman et al., 2@iM&rtisers seem,
however, to be willing to paypemium pricdor a guaranteed amourdf attention for content
within a credible contextLynch, 2018)With increasing pressures on their business models,
publishers are now welcomirlgis substantial new revenue sém@ (Lynch, 2018)

All things considered, botidvertisers and news mediave legitimate reasons fasing native
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advertising fomats(Harms et al., 201 AVhat is missing, however, is the perspective of a third
stakeholdethat is of crucial importance to theiscess of native advertising: the news reader

What do readers think of the rise of native advertising on their news platfoiihis?
RAAASNIFGA2Y gAff RAOGS RSSLISNI A yThefolldwig RS N&E Q

sectionaddresses the importece of research focusing on bne news readers.

Native advertising: opportunity or threat?

At the time this research project started (2016), many publishers in Europe and the USA (the
geographical area on which this dissertation is mainly focused)n@dmented native

advertising on their news websit@dewman et aJ] 2015) However, case studies of native
advertising practices showed that both the way in which native ads were implemented and

NEIFI RSNAQ NBaLRyaSa (2 EarsdR, 2014; Gekred Sonill, 1BEThateA RSt &8 O
had been cases in which native ads were praised by readers; for indtaaeeltknown

WNI y3IS A& dakvé adyeRisement oh Bg website Tiie New York Timess one

of the topfive mostviewed articles (including editorial neyvwst the year it was publisheshd
receivedsignificantpraise from readergéMoses, 2014)However, there have also been cases

in which readers responded wittisappointment or everoutrage towards native ads
(Campbell & Marks, 2015; Carlson, 20I4je explanations for these §fNBy OSa Ay NBI R
responses towards native advertising were, however, mostly speculative. Proponents of native
advertising reason that native ads are simply more engaging to readers, and that readers are
happy to engagewith native advertisements as loras they provide informational or
entertainment valugCampbell & Marks, 2015; Carlson, 2014; Pophal, 2Qt#ics, on the

other hand, warned that readers mapgage withhative ads not because they consider the
advertising formatdo be interesting, but because they are deceived into thinking they are
reading genuine editorial news contef@oddington, 2015; Einstein, 201&pllowing this
ONAGAOAAYXE GKS fTAYAGSR F@FAfTlI0fS NBaSINOK 2y
F20dzASR 2y N&eRshiE@gniidn.lInQfese atdidittee majority of readers

did notrecognize native advertisements as s(lchzauskas, 2015; Wojdynski & Evans, 2015)

These findings are concernjrignative advertising worksnly because readers are not aware

that they are viewing advertising, native advertisgamnot be asustainable advertising

10



technique as deceptiomayS @Sy Gidz- t ft @8 SNBRS NBIFRSNEQ GNuzad 7
outlets and in advertise®arke & Ritchie, 2007; Ferrer Conill, 2016; Jiang, McKay, Richards, &
Snyder, 2017; Newman et al., 2015)

In sum, at thedime this research project started, there was a lack of knowledge about which
FLOU2NER AYyTFfdzSyOS NBI RS NBEwvhichpiSsedis3adgek drpéth 2 F  y I G
parties (Campbell & Marks, 2015; Levi, 2015; Taiminen, Labma& Tolvanen, 20157 his

dissertation developa theoretical and practical framework that will help both advertising

A0K2f I NB FYR LINFYOGAGA2YSNR (2 dzyRSNRGFYR NBI
adwertisements on news website$he main questiothis research seskio answers:

Which factors contribute to an effective and sustainable implementation of native

advertising on news websites?

2 KIG R2Sa aly SFFSOGAODS | y Rhedngs@niehtdtighlofinétige A Y LI S°
advertising may be consideregffedive when advertisersachievetheir goalsfor native

advertising. Advertisersneasuretl KS STFSOGA GBSy Saa 2F ylFGAGBS | F
evaluation®f the native ads (i.e. credibility perceptions and attitudes toward thé\Nad)l R S NA& Q
brand memory, ard NS RS NE Q Stid tirasad (Hafin® yétaal., 2007)An effective
implementation of native adentails a positive change in thesmetrics. To achieve a

sustainable implementatioof nativeadvertising it is important that readerare not deceived

and that native advertisingoesy 2 i SNB RS NBIFRSNBEQ ONBRAOGAfAGE L
and advertisergDarke & Ritchie, 2007; Wojdynsk)16)

The followingsection further elaborates{l) the concept of native advertising on rew
websites, (2Yhe available relevant literature, an{@) the specific knowledge gapthat this
dissertationwill addresslt should be noted that the fieldf native advertising has developed
rapidlyoverthe past several yearsheliterature review of this dissertatiomaswritten atthe
end ofthisresearclproject This means that sonwd the research gagsghlightedin different
chapters mayhave alsobeen (partially) addressetly other researchn the meantime The

discussion section will further reflect on this.

11



Native advertising on news websites

Stateof the art and research gaps

Definingm-feed native advertisements on news websites: old wine in newsbottle

The native advertisenrmés that have beendiscussed in the introductior integrated
advertisements that mimic the look, feahd function of editorial news contegtare onlyone
exampleof native advertising ithe broader spectrum odlifferent native advertising formats
(Campbell & Marks, 2015; IAB, 201&tive advertisemds are generallycallednativewhen
they mimic the style, toneand format thatis typical for theonline platform on which they
appear and when they are seamlessly integrated within the normal content of that platform
(IAB, 2013; Wojdynski, 2016)he Interactive Advertising Burea2013) lists six types of
categores for native advertising. This categorization shtbatsnative ads can appegra wide
varietyof formats on many different websiteSorexample native ads can take the form of a
sponsored post between normal posts on social media news feeds, sponsaddresalts

on Googlea sponsored article, or suggested products on Am@adh 2013; Wojdynski, 2016)

The studiesin this dissertationfocus onso-called W Xegd native ad SN A aSYSy iaQ 2y
websites. Following thproposed definition byWojdynski (2016)in-feed native ad®n news

websites can be defined advertisements that take the same form as the editorial content of

the news websitewhich isoften anarticle),andthey can beconsumedon the website of the
newspublisher itself. Thikst characteristic distinguishesfeed native ads fronthe native

adsin the form ofsoOlF ft f SR WO2y G4 Sy i NBra2progrénfmatic nativey ¢ A R3
advertisingcompanies suclas Taboola and Adyoulikeshich also often appear on news
websites(IAB, 2013)Contentwidgetsautomaticallysk 2 4 WNBX O2 YYSY RSR O2y G Sy i
of headlines that could bihe same agditorial newson thenewswebsite.Yet thesewidgets

actually drive readers to content erternal websitethat pay to promote their content on the

news websit¢lAB, 2013; Wojdynski, 201&)}feed native ads, on the other hand, only appear

on the website othat particularnews publisherbetweenthe editorial contentandthe ads

are cugomizedfor the advertiserand the specific news websiteften byanin-house content

creationstudioof the newspublisher(IAB, 2018; Wojdynski, 2016)

In-feed native advertisenents on news websitehaveevokedconsiderablaliscussionQitics

12



havepointed out thatadvertisementshat arecreated inRhouse and strongly integratedthin

the editorial space are a threat to the traditionddyundarybetween advertising and editotia
functions(Einstein, 2016; Levi, 201%)should be noteghowever, thatthe phenomenon of
integrating advertising messages with media contaatOl f f SR WK&@ o NAR | ROSNI A
¢ isnot acompletelynew developmen(Balasubramanian, 1994; Taiminen et al., 204@rid
advertising formats such asramd placement in television programsponsored radio
programs,TVinfomercials and advertorialsn offline magazines and print newspapbese
been around fodecadeg(Levi, 2015; Lynch, 2018; Wojdynski, 200f}ine advertorialsin

print newspapersave many similarities with natiaelvertisementgCoddington, 201550me
consider native advertising simply as the online version of the offline advertor@isitin
magazines and newspapedas,both advertisements are oftdesignedn the form ofan article
(Bachmann, Hunziker, & Ruedy, 2019; Campbell, Cohen, & Junzhao, 2014; Einstelfgt2016)

there are a few characteristics that make native advertisements diffdremnt their offline

sibings(Coddington, 2015; Lynch, 2018; Wojdynski, 2016)

First, while advertorials often have a clear focus on products or services and geerally
explict in referring to a company(Stout, Wilcox, & Greer, 1989; Van Reijmersdal, Neijens, &
Smit, 2005; Wang & Li, 201 Aptive advertisements often take a more journalistic approach
(Lynch, 2018; Siegert et al., 2015; Wang & Li,)20&ive ads castill be used to writeabout

0KS | ROSNI A &S NEset tidl@Rdeialdntedd dnesiaby/Ngd axplisit, and

native ads can also address broasuesg A G K2 dzi NBFSNNAyYy3I G2 (GKS

O«

NN

serviceqLynch, 2018; Wang & Li,220. For example, a native ddom a hotel companyhat
provides tips orhow to travel more sustainablpr a native ad from a phone compathgpt
explainsthe impact of artitcial intelligence on society. Besides the fact that native ads are
sometimes almst indistinguishable from news articlestine advertising has also disrupted
traditionally news publishing in that many studios have introducdoebuise studiogwhich
often hire former journalistgp create native advéisements foradvertiserglAB, 2018; Lynch,
2018) This bringsative advertising closer to the newsrooithird, native ads are even more
integrated within the online editorial spaemd they often appear within the editorial area

(while the offline advertorials are often positioned in a sefgabox or on a separagage)

13



Native advertising on news websites

(Lynch, 2018)ourth, because each native ad aims to fully adapt to the specific news platform
on which it appears, therare many diffrent native advertising formats, which makes it more
challenging for readers to develop the knowledge and skills to identify native ads as such
(Newman et al., 2015; Wojdynski & Golan, 2016)

Considering thamative ads do not contain typical advertising characteristichaocausehey

are fully adapted to each news websreadersmaynot be able anymore to distinguish native
advertisements from editorial news articlgsazauskas, 2015; Wojdynski, 2016; Wojdynski &
Evans, 2015)n order to protect readerfrom deception, several legislators and organizations
such as thénternationalFederal Trade Commission and the Interactive Advertising Bamdau

de Raad voor de Reclame in Belgihaveissuedguidelinedor ethicaly implementng native
advatisements These guidelinegrescribe that each native wertisement that is
unrecognizable to aeasonable consumeshould contain a disclosure label thdeazly
communicates to the readéne persuasive nature of the native @k Raad voor de Reclame,
2019; FTC, 2015; IAB, 2018Blowever, these disclosure guidelines wcastill be widely
interpreted consequently, may different disclosure labels are used for native advertising (e.g.
@ NJ Yy RIpathed®@en® BJ W R JadyitiSeyhér@s>  dpohsdredfeatu@ > 2 dza

name a few.

I NEWS OPINION BUSINESS SPORT LIFE  STYLE  ENTERTAINMENT

pr— o ) ' \ 7 Sponsored Features /|

W Subscribe  Search jobs  Sig

News __Opinion_ § .

- =/
How to P-.!ﬂ content |§ paid fu:ur_a_nd ‘
QIR rucledwynsoenser v What new stories can

and produced by the

Guardan Labs team. old fingerprints tell?

Forbes Eilionaires

Figure 2disclosure labels on different international news websites

The characteristic®f infeednative advertisements on news websites make native advertising

14



potentially a doubleedged swordOn theone hand, thenoreeditorial formatof the adsmight

lead to highelevels of engagemenYet on the other hand, native advertising might also lead

to (feelings of) deception and a decrease in trust beceaesders may experience difficulties

to recognize native ads as sudnthey may perceivethat native advertising interferes too
much with the editorial contentIn order todetermine if native ads can be implemented in a
sustainable manner, it is of critical importance to investigate to what extent the effectiveness
of native advertisementeelieson deceiving readerand if there are otherattors that can

help to maintain the effectiveness of native advertising without deceiving the reddhss.
research project aims to address this knowledge Bgplrawing omesearch omelated hybrid
advertisingormats(e.g. sponsored blog posts, adeeials, infomercials)out also by looking

at the key characteristicsf nativeadvertisement®n news websiteghe next paragraphs will
discussheories andseveralfactors thatcould potentiallyinfluenceNBS I RS NA Q andNR2 OS a & A

evaluationof nativeadvertising

ThePersuasion Knowledge Model (PKM)

Studies on hybrid advertising techniguaféen revolve around the Persuasion Knowledge

Model (PKNI Persuasion KnowledgBKYefers to the knowledgeonsumers use recognize

and cope with persuasiontampts (Friestad & Wright, 1994Lonsumergartly developPK

throughout life by experiencing different types of persuasiveeaipts (referred to as

dispositional PK)but their PK can also be activated by situational factors, such as overt
advertising characteristicbl& ¥ S NNJSitRatidnal PBl(Faiestdd & Wright, 1994 Because

hybrid advertising techniques mix brand messages with media content, they sometimes lack

these overt advertising characteristics that help to acticatesumer® & Anél &K whikhe

Oy &adzoaSljdzsSyiafte AyTFTtdzSyOS O2yadzySNEQ LINROSa
(Evans & Park, 2015; Van Reijmersdal et al., 28@s)jdes distinguishing between dispositional

YR &A0dzr GA2YyIE tYZ 2yS OFly |ftaz2 aSLINFraGS oS
attempt, and the extent to whicthis recognition evokes critical respongelam, Nelson, &

Das, 2015)in line with several scholars suctBaerman et al. (2012) and Rozendaal, Lapierre,

van Reijmersdal and Buijzen (2011), we argueikhat A 4 A YL NIl y i it@ RA GARS

two dimensionsa cognitive dimension that indicatesnsumer recognition and understanding

15



Native advertising on news websites
of persuasion attempt® I f a2 OF f f SR W02y OS Llanttlah attitu@rd dzI & A 2 y
dimension, whicNJS F S NE ( 2critiCeHfeélmghdnamBeQuasion attempts, also called
WEGOGAGdzZRAY £t SThéreldareamagyyivay¥ 16 IngasueRoats ébnceptual and
attitudinal PK(Ham et al., 2015)n our researchg S @At f Yz2adteée F20dza 2y
al y ALzt I {(IMPvBenwe ldos af tieattitudinglart of consumer PKvhichindicates
the extent to which consumers codsr an advertisement to be inappropriate, unfair, or

manipulative (Campbell, 1995; Ham et al., 2015)

Due toconcernsaboutNB | RSNBE Q A Yl 6 Af A (a8 sudhzresteRIOBB Yy RE KRR @ | (i
perceptions of native admd other hybrid advertising formatasalmost exclusivelsevolved

around the effectiveness of disclosures and the relationshipg Sy  NJPK &8 NA Q
evaluationge.g. Amazeen & Muddiman, 2017; BeeRésen, 2003; Jiang et al., 2017; Jung &
Heo, 2019; Kim, Pasadeos, & Barban, 2001; Sweetser, Ahn, Golan, & Hochman, 2016;
Wojdynski, Bang, et.aR017; Wojdynski & Evans, 2018)e majorityof these stuges showed

that readersoften have difficulties to recognize the agst when they doecognizeéhem, their
evaluations of the advertiser, advertisements and news websites often become rtioa cri

and negativégVan Reijmersdal et al., 2016; Wojdynski, 2016; Wojdynski, Bang, et al.Ta017)
explain this processeveral scholargefer to Brehnf) Reactance Theort 966)which posits

that consumers are motivated to maintain their freedom, and therefore becoare critical
andresistant when they feel that an external party (in this casadvertiser) tries tinfluence

them. Strategies that consumers use to resist being influenced include avoiding the
advertisement, questioning the credibility of the source and its message, and eargugry

against the messaggransen, Verlegh, Kirmani, & Smit, 2015; Kirmani & Zhu,. Z0%9e
negative coping responses often resutbinegative evaluations of the native advertisements,

advertisers and news platforniSransen, Smit, & Verlegh, 2015)

The resultof previous studiesn the negative relationship between advertising recognition
and evaluationsare concerning because theysuggest thatthe effectiveness ofnative
advetisementsindeedrelies onwhether readers are being deceivaato thinking that they are

reading a news articlds it the case that readers only respond positively towards native

16



advertisements when they are not aware that they are viewing an adveems@ihiswould

make native advertisingn advertising technique that is not sustainaii¢he long run After

all, if readers do find out that they were unknowingly looking at a hidden advertisement, it is
likely that they will feel deceived, and thdselings of deception may lead to an erosion of
trust in news publisher®arke & Ritchie, 2007; Einstein, 2016; Newman et al., 200%gver,

in contrast to these studies, other studigigl not find adirect negaive relationship between

NB | RiSdEuee and advertisimgcognitionandevaluationgBeckerOlsen, 2003; Boerman

& Van Reijmersdal, 2016; Campbell, Mohr, & Verlegh, 2012; Nelson, Wood, & Paek, 2009; Wei,
Fische, & Main, 2008) Althoughmost ofthese studiesiave not been conducted in thepecific
context of nativeadvertisingon news websitesbut instead focused onrelated hybrid
advertisingformatsin other media contexighey still suggest thahere maybe factors that

can mitigate the extent to whidhe activation otonceptual PK (advertising recognitiagds

to eithermore or lessattitudinal Pkandnegative evaluations.

Bven though many studies assurthat there isa negative relationship betwedd 2 y & dzY' S N& Q
advertising recognition and evaluations of ads, advertisers and media abed?&M actually
poses that theactivation of conceptual PK does not necesshslye to result in resistance
against the persuasion attemgriestad and Wright (199describein their original work on
Pkthat whenO 2 y & dzY B Atkv&tedthedr coping behaviocan be negatie, but dso neutral

or evenpositive Following this line of thinkingvans and Park (20X&)ggested that the extent

to which conceptual PK leads to more critical processing and negative evaluations raight be
product of O 2 y a dzeverblBa@vertising experiencdhey argued thabecausehybrid
advertisementgan also providéighinformational or entertainment value to readersaders

may still respond positively toward the hybrid ad wtieir PK is being activatedor instance,

the positive experience of playing a fun adverganight outweigh the fact that this game has
been provided by an advertisefThis is an importansuggestionin view of a sustainable
implementation of native advertisintil, when this research project startethe scarce
amount of availablecholarlyresearchon native advertising was exclusivébgused onthe
relationship betweerNS | R(B¢kEofHlisclosure recognitionzonceptual (and sometimes

attitudinal) PK and their evaluationfHowe & Teufel, 2014; §jdynski & Evans, 2014, 2015)
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Native advertising on news websites

Therewerefew, if anyempirical studies conducted on factors that could potentially moderate

the extent to which conceptual PK leads to more or less critical processing and result in more

or less critical evaluationd, however, we want to understand if and how we can implement

native advertising in an effective and sustainable mamnér,i K2 dziT RI YIF 3Ay 3 NBI R
deceiving themijt is of crucial importance toxplore these factors Therefore, each othe

studies inthis dissertatiordo not solelyT 2 Odza 2y NXiscRSimdnQadvertisdd 2 F
recognition (i.e. conceptual PK)but instead exploeother factors that could potentially

minimize the negative effectsf advertising recognition ohlB | Rc&itNal f@ocessingand

evaluations

While still takinghe influence of conceptual PK / advertising recognitimo accounj the
studies in this dissertatiospecificallyfocus on three other types of factors that could
potentially influenceconceptual and attudinal PKand evaluations of the advertisements,
advertisers and news websites:

(1) disclosurecharacteristicand perceptions of transparency

(2) factors related tahe content of native ads

(3) factors related to the context around native ads

The remaining paragraphs will discuss these three different types of factors in relation to native

advertising on news websites.

Disclosuredransparencyersusdeception

Advertising and media practitioners mention in interviews that they consider it imptotaat
transparent to readers about native advertisiog providing clear disclosure labilat convey
the commercial nature of the afldarms et al., 2017; Taiminen et al., 20¥®}in practice the
disclosures are often not transparent, as theg often not compliant witkthe guidelines that
regulators have provideCampbell & Evans, 2018Jews platforms use disclosure wordings
& dzO Ko NJ &y R ¢ RID 81 y S NIwltich golinStypriov@diE ray information about the
source of the article, or about the paid nature of native. &isearch hashown that these
disclosures do not help readers to recognize native advertiser(®dmtazeen & Muddiman,

2017; Woglynski, 2016; Wojdynski & Evans, 20lkbjesponse to thee findings andueto the
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rise ofnew types ofcovertonline hybrid advertising techniqués/ojdynski, Evans, and Hoy
(2017) have developed a scale to measutiee perceived¥{ LJ2 y ATRINK B KILINB y O &
among consumersSTmeasureso what extentconsumersperceive that an advertiseant

clealy communicatests paid nature ath the identity of the sponsokVhile a more implicit
disclosure mighinitially decreaseNJ | RcSnidéptOal Plénd critical processinghe fact that

it is difficult for readers to recognize native ads as andthat nany disclosures do not clearly
convey thepaid nature ohative advertisementsiightalsoinfluence evaluationsncereaders

do become aware that they are viewing advements Indeed,previous research in other
media contexts showethat deceptive adveising practicescanhave a negative impact on

O 2 y & dz¥valivdiofs(Carr & Hayes, 2014; Darke & Ritchie, 200@nsparencyon the

other hand s one of the keglementsthat determinesNB | Rr8dhi#in@ws medigKarlssa,

2010; Levi, 2015)ncreasinghe transparencyand recognizabilitgpf native ads, for instance
through more explicit disclosuréanguage orvia visual cues, might therefore positively
Ay Tt dzSy Gfitude@hcRigwdEcOme aware that they areewiingnativeadvertising

Yet when this research project startethere was a lack ofresearchon the relationship
between disclosure characteristicgjisclosure recognition, perceivediransparency and
NEIFIRSNBRQ SgIfdza GA2y A 2 We hAteiinkegti§atet tRainfleyce of S 6 a
disclosures in several studies. Tlpetential) effects ofthe disclosure characteristics and
perceived transparencyill be furtherdiscussedn chapter3 and chager 5. The (potential)
effects of disclosure recogrity’ 2y NBI RSNBQ S@Ifdzr GA2ya oGAff
5.

Factors related to theontent of native advertisements

While native advertisements are generally designed in the fufrditorial content, the
content of the ads and the way in whitfe content has beewritten may still varyThiscould
potentially influence both advertising recognition and evaluations. Dueiteth®orial format
native advertisements are less likiyoe interpreedand processed as advertisifWyojdynski
& Evans, 2015However, this may change when thative advertisementstill containsome
characteristics that consumers link to the concept of advertigihgans & Park, 2015;

Wojdynski, 2016)For instance, native ads could vary in the degree to which they refer to the

19

0 {

3

0]



Native advertising on news websites

advertisng brandjn tone or styleandin theway they providenformation(Wojdynski, 2016)

It could be possible that readers recagma native ad not through the disclosure, but instead
because they linkertaincontent characteristics to the concept of advertisiggans & Park,
2015) For instanceni an early study on recognition of offline advertorjdtee majority of
readers did not recall noticing a labgét they still recognized the advertorials due to the

Wommercial nature of the conte@Kim et al., 2001)

Additionally,content characteristics might also influence the extent to which advertising
recognition leads toegative evaluationst has been suggested BEyvans and Park (201that

the extent to which conceptual Pkatis to more negative attitudes migbeirtially depend on

how muchreadersenjoy thehybrid advertisement This had, however, not been empirically
tested. In previous researcbn related hybrid advertising techniques, readers considered
hybrid advertisements to have more informational and/or entertaining value than traditional
online banner advertisements, which in turn positively influenced evalugflatgj & Van
Reijmersdal, 2012; Van Reijmersdal et al., 2085nother gidy conducted by Beck&lsen
(2004), 92 percent of the participants recognized sponsored web content, yet they still
responded more positively toward the sporesshrweb page than to display ads due to the
higher perceived value of the contefithe suggestion from Evans and Ra®&L5)and the
results from these studies in other media contéritow Ducoffe's(1995)advertising value
framework which poseghat consumers may respond positively towadyertising when they
perceive theyhave gainedighinformationalvalue(i.e. information utility)or entertainment
value out of the advertisemenin contrast when the advertiser uses the content only in its
own benefit, when the content is of low quality, when the content is perceived as not
credible, readers may feel more manipulated and become more negative towards the
advertising practice, ahey mayfeel that there is an unfair balance in how much value they
get from the advertisement, and how much value the atibargets out of the advertisement

(Campbell, 1995; Wentzel, Tomczak, & Herrmann, 2010)

Following these insights and theories, several studies idifisisrtation will investigate if there

are indeed any content factors thatcould possibhlh Yy ONB I &S 2NJ RSONXBI a S
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value ofa native advertisemensuch as brand presencgigcussed in chapter) 2ndmessage
sidednessdiscussed inchapté) > | YR @gKSGKSN) GKAa AyTFtdzSyOSa

conceptual PK leads to more attitudinal PK and more negative evaluations.

CIFLOl2NE NBtIFIGSR (G2 ylridAgdS ROSNIAASYSyliaQ O2yi
Severabtudies in this workave investigateavhetherrS I R S NJn@ionNdo€egsing, and

evaluations of native advertisirgso depend on contextual factors The studies in this

dissertation focus on three important contextual factors that are related to all native

advertisements: theews websitethe type of advertisr andthe news readers

The ype of news website

Nativeads appear odifferenttypes ofnews websitege.g. free news websites, news websites

that have incorporated a paywall, websites from legacy news organizations, digital news apps,
entertainmentoriented news website§;Amazeen & Muddiman, 2017; Lynch, 20Y8hen

GKAA NBaSINOK LINRP2SOG adFrNLISRX tAGGES sl a Yy
perceptions of native advertisin§tudiesin other mediaand advertisingontexs suggested,

however,ii KI G O 2 peiceattoSsNIh@ media context an indeed Wpill ovefXo the
advertisementgBronner & Neijens, 2006; Greer, 2003; Hovland & Weiss, 1951; Malthouse,

Calder, & Tamhane, 200Van Reijmersdal, Neijens, & Smit, 20E0) instance, atudy on

hybrid advertising in magazines showed that when readers ascribed more informational value

to a magazine, they also evaluated the hybrid ads more positively (Van Reijmersdal et al., 2005).

For news websites, there migthterefore also be a spibver effect ofthe trustworthiness or
LISNOSAGSR AYTF2NNIGA2Yy It @t dzS .OytheNipdidRaS NE Q LIS |
legacy news publishers traditionally defended a strong separatioveér advertising and

editorial news content, readers mightso be more criticalof these websites when they

incorporate native adéAmazeen & Muddiman, 2017; Ferrer Conill, 2016) Yy S¢4 ©6S06aA G S
interface, whether the news website has implemented a paywall, and whether the news

website is transparent about itsternal processes (i.e. production processes, decision making
processes) aretber characteristicgliffering on news websitdbat could potentially have an
AYyTFEdzSYyOS 2y NBFRSNEQ NBO23yAlGA ZKAKSsor POACE dzl G A2y
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Taiminen et al., 2015)n order to get a comprehensive understandinghef factors that
Ay Tt dzSyOS NBI RiGtNéadvertisiSnedisdesa difergri medlid char@ristics
should be further investigatedhe studies in chapter 1 anda8l shed light on the influence

of different characteristicsf the news contexsuch as the credibility of the news outlet.

Advertisers

Not only the type of media outlet, but alshe type of advertiser that sponsors the native ad

O2dzZ R LRGSY(GAlIffte KI@S |y STESDIQHAMesdites RS NAE Q
in a case study horeaders fronThe Atlanticesponded with outige toward a native ad from

GGKS / KdzZNOK gainly pedduse yhis tiugid idrathEr contoversial religious
organizationlt was not the native advertising format itself that evoked critical responses, but

rather the fact that a controversiarganization could use the format to spread its message.

Lynch (20183lsoreferredto asituation in which aative ad from BP about the future of energy

was described by readers &gypocriticaland not credible On the other hand, ative
advertisements a also being used by governmentahealth aml other nonprofit
organizations. These types of organizatiora/ beperceived asnore credible providers of

information which mightalsoA Y Ff dzZSy OS NBXIF RSNERQ NBalLkRyasSa 2yO0
as such(Lynch, 2018; Szykman, Bloom, & Blazing, 2(®43t research in a traditiain

advertising contexshowed that depending 002 y 4 dzZY SNBR Q LISNOSLIiA2ya 27F

N>

trustworthiness of organizations, advertisers may be perceived as either more or less credible
sourcegGoldsmith, Lafferty, & Newell, 2000hus, whenmeaders recognize the advertiser as

the source ofa native advertisement, they might subseqgtlg evaluate the contengeither

more or lesgritically depending on their perceptions of the adverti€oldsmith et al., 2000;

Wilson & Sherrell, 1993However, wherthis research project started, no studies had been

focused on0 KS NBflFGA2y o0SGsSSy GKS GeLlsS 2F | ROSNI
evaluations ofhe native advertisement3he studiesn chapter 3 and 6 withereforedive into

this potential relationship
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Reader traits

Third, individualraits of the reademwhois expoed to the native advertisementayinfluence

recognition and evaluations onativeadvertisementsAs PK ipartiallydeveloped through life

and experiencewith different advertisementseach readermay have a different level of
dispositionaPK depending on age, education and experienth visiting news websites and

being expsed to native advertisipngvhich may influence advertising recognition, processing

and evaluation§Friesad & Wright, 1994; Ham et al., 201Blrthermore, each reader hdseir

own interests and needs for information and entertainm@atz, Blumler, & Gurevitct973)

This might subsequently influence the value that readers ascribe to a native advertisement

(Cole & Greer, 2013; Ducoffe, 1924&)dfollowing the advertising value framewdiucoffe,

1995) thisin turn couldinfluence whether they respond more or less positively toward the

native advertisement once they recogniz as suchHowever, no empirical studies had been
O2yRdzOGSR 2y (GKS NBflIUGA2YAKALI 0S06SSy NBI RSNA
LISNOSAGSR @FftdzS 2F GKS FRXI FyR NBFRSNIQ LISNDS
this dissertatig’ = NBI RSNBQ Ay @2f dSYSy (i 6AGK (GKS &adzmaSc
studies both as a main factocljapter4), as well as a control factiorthe other studieswhile

the studies will not specifically focus on demographic characteristics aked#uers the
experimentalstudieswill take demographiccharacteristicof readers (such as age, level of

education and gendegs control factors intaccount

Thesis outline and contributions

In sum, therds a debatein both professional and acadentiierature on whether and how
native advertisingcan beimplementedin an effective and sustainable manram news
websites (Carlson, 2014; Einstein, 2016; FerreflC2016).Studies on the effectiveness of
native advertising h& been mainly focusednoreades(lack of)conceptual PK (i.e. their
recognition and understanding of native advertis(dghazeen & Muddiman, 2017; Wojdynski,
Bang, et al., 2017; Wojdynski & Evans, 2H6&)vever, if a lack of adventig recognition is the
only reasomative advertising works, it may not besustainable advertising technique, as
deceptive advertising practicesulderodetrust in the native adsas well as iadvertisers and

news medigDarke & Ritchie, 2007yhecentral aim of this research projecttigereforeto
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investigats. o6 SaARSa NBI RSNE Qdifferéh@@hedifdcira yiad mights O2 Ay A G .
potentially influence NB | Rsoldsding and evaluation of native advertisements on news
websites. By combining insights on the influence of content characteristics, context
characteristics and disclosure characteristics (and their theoretical underpinnings), and by
da GAy3IdzA aKAYy3d 0SG¢eSSy GKS O2yOSLIidzZhf FyR FaGGa
of this dissertation will lead to a more comprehensive understanding of when and why native
adverisements work, and whether thean be implemented ian effectiveand sustainable

manner.

The findingsin these studiesot only advanceour theoreticaldzy RSNB G F yRAYy 3 2F N
processing of native advertisements, but also directly contribute to practice. As stated before,
maintaining trust is of critical importancerfthe future of both news media and the
effectiveness of native advertising in the loag (Levi, 2015)Each negative experience that

readers have with nativadvertisingcan potentially jeopardize this futu{®arke & Ritchie,

2007) The insights of this dissertation will therefore be directly translated into practical

recommendations for advertisemsews media and policy makers
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Overview ofhe empirical chapters

The core of this dissertation consists of six empirical chaptgrishcan be read as
individual papersEachof the performed studies focus on one or more of the three
distinctive types of factors thatere discussed in the literatureeview, namely (1)
Content Characteristics, (2) Disclosure Characteriands(3) Context Characteristics.
The specific variableékat are discussedn the different chapterand arepresented in

the model below, followed by a short outline of each chapt

Disclosures

+ Disclosure recognition
(chapters 1,2, 3,4, 5)

» Disclosure wordings
(chapters 1, 5}

Bvaluations of
the
advertisement
Evaluations of
the
advertiser
Evaluations of
the
news website
Content Context
* Brand presence + Type of news website
(chapters 1, 2) (chapters 1, 3)
*  Message sidedness - Readers’ involvement
{chapter &) (chapter 4]
= Type of advertiser
(chapters 3, 8)

Figure3 ¢ Schematic overview of the dissertation

ChapterY wSI RSNBEQ SOl ftdZd GA2ya 2F YyIFIGABS F RASNIA &
The first chaptedescribes the results of l@etweensubjects online Xperimentalstudy that

compares evaktions of a more editorial native advertising format with evaluations of a more
commercial advertorial format, integrated on either a kigidibility or lowcredibility news

platform. This first studgconducted in 2015y 2 i 2y f & € 2 2 {I&ondepiualKS I RS NE& Q
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Native advertising on news websites

andevaluations of both advertising formats, but also at potential feelings of deception when
allreaders have become aware that they are viewing advertiSimghad not beertaken into

accountin previous researchin line with the PKMhis study shows that readeesyaluate

native advertisements more positively, due to loveenceptual Persuasion Knowledge.
Interestingly, after being informed that they were viewing advertising, readers still considered

the more editorial native advertiseents to be less misleadirand more acceptabl¢éhan

advertorals, and theyalso indicatedthat they were still less inclined to avoidative
advertisement® ¢ KAa FANRG addzReé ada3asSaaca GKFG o0SaARS
other factorsmay influence the extent to which readers evaluatative advertisements

positively, which calls for more reseansto other factors A major limitation of this study was

however that in order to create both a native advertising and advertorial formag
characteristicstfe type of disclosure andrand presence) were simultaneously manipulated.

Chapter2 addresses this limitation fgcusing2 y (G KS RAAGAY Ol Sme¥SoOta 2

and advertising recognition

Chapter 2: fie influence of dikzsure recognition and brandgsence

Chapter 1suggestghat besides a lack of advertising recognitittrere maybe other factors
thatinfluence the extent to which readers evaluate native advertisements posilivislg first

study, both the discloste labeland brand prominence were simultaneously manipulaied

the effects of both factors could not be isolated. $keondstudy therefore investigates the
distinctive effects of disclosure characteristics and brand presence characteristics within a
native advertising format. Chapt2rdescribes the resultsf a 2 (disclosure recognition: yes /

no) x 2 (brand presence: high, low) betweseibjects experimental stupywhich was conducted

in 2016 Thisstudyfurthermore takes both conceptual PK and attihnal PK into accouind

looks athow these twodimensionsof PKF F FSOG NBIFI RSNEQ S@l fdzZ A2y a
advertiserand news websiteThe results show that readers whadrecognized a disclosure
hadhigher onceptualPK(related to their adveising recognition)but this did not directly lead

to an increase in their attitudin&K(in this case: IM)There was also nceelation between

NBl RSNARQ RA aQtoacepndPani@RaiofdMantichiyly the brand often

(high brand presece) on the other hand, did not increase conceptiail but it did increase
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attitudinal PK This increase in attitudinal PK subsequeaetylted innegativeevaluations of

the advertisementadvertiser and news websitanong readersThissecond study adirms

that there are indeed factors that can moderate the extent to which advertising recognition
leads to critical processing and negative evaluations. The question remains which other factors,

besides brangresence can potentially play a role.

Chaper 3 Exploring perceptions of mobile native advertisements

The aim of the third study wase exploreand map different factors thatcan potentially

influenceNJS I ReSaNgiidds of native advertisementsgvertisers and news meglay using

a combinationof usability testsaand in-depth interviewsFurthermore,when this study was

conducted allknownstudiesthat K R 6 SSy T 2 O dzdverising2rgtogNtdr HRE NE Q

been conductedby showing readers static welpage on a computem thesestudiesreaders

often failed tonotice the disclosuresYet,g S LINE LJ2 & S R disclksuré redeéghitidR S N&E Q
might be different in a mobile context, due to the smaller screers aizeé a different user
environmentMoreover, previousNB & S NOK 2y N&Ard Ri3exiing reBogritiant 2 & dzNBS
hady 2G GF 1Sy Ayid2 | O002dzy i beldeth&yRINBEiQVieR A Balve 2 & dzNB
advertisementChapter 3lescribes the results afqualitativestudy(a combination of usability

tests with indepth interviews canducted inFebruary2017) that addresses these knowledge

gaps. Results of the usability tests suggest thétisobile newsenvironment, readers are

generally able to recognize native advertisements before they click to read the full
advertisementNegal A @S STFFSOGa 27F yI 0A QS sdithe@iBa)dewsi Ay3a 2y
websites appeared to be limited. The interviews suggest that getting free access to a news
$S0aA0S YAIKGE AYyONBIaS NBI RSNBaershl0&Mditi | y OS 2 7
stated that they do not want journalists to create native advertisemértts.interviews

FAdzZNI KSNXY2NB a4dzZa3Sad F2dz2NJ | Sé&  DinativendBrtisiegk 1 G Ay F
(1) perceived utility, (2) source credibility of the adverti§8),perceived control, and (4)
recognizabilityThe remaining (experimental) studigsesented inchapter 4¢ 6) will further

investigate the influence of some of these factors.
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/| KFLIXISNI nY ¢KS adveftBifigdzdghiiod andl ifivoldeBié R S N& Q
The explorative study presented in chaptesuggess that high information utility might lead
to more positive evaluations of native advertising. One of the factorsthedl possibly be
NEBf ISR (G2 KAIKSNI LISNOSA ISR thdzisubjeck dfénatved NBI R
advertisements This is something we had anticipated in the online experimental study
presented in Chapter 4, which was conducted in October 208®.study assesses the
influence oNB I RSNBRQ Ay @2f @SYSYyY (e advertiseents K Snbinagtiadh O 2 F
with their disclosureecognitiononNX S | Re@aNiditis of the native advertisement and news
website Followingthe information utility theorywe expectedi K & NB I RSMHEQ RA & Of
advertising recognitiowouldhavealimited negatve effect on their evaluationghenanative
advertisement matchesSrk RS NA Q § 2 LIA @ffen 2alershage inighiydhdolvedtd A © S ©
the subject of the native adYet the studydid not findanymainnegativeeffecs2 ¥ NB I RS NA Q
disclosure recognition on theievaluations of the advertisement and news websiteall
However,6 RS NE Q Adyged seénttd@flaéngeiiheir evaluations of tredvertisement
and news website. Highly involved readers evaldatige native advertisemerand news
website morepositively anctonsidered native advertisements to be more acceptable and less
misleadingA more concerning finding of this studythat althoughreaders who recognized a
disclosure weralsomore likely to recognize the articleasadvertisement, they did not differ
with readers who did not recognize the disclosure in their judgments that the text was
produced by a journalistStill, readers who had noticed disclosure evaluated the

advertisements as more acceptable and lesseauishg.

Chapter 5Moving towards transparencitest of more detailed disclosagre

While Chapter 4 puts focus on information utility, Chaptexgoresanaher factorthat could

potentially play an important rolgperceived transparencyReadersstated in the study in

chapter 3that it is highly important to them thathe native advertisments are easily
recognizableas suchAround that time,Evans, Wojhski, and Hoy (2013&)so published a

study thatsuggestd that perceptions of transparen@puld potentiallymitigate the negative
STFSOG& 2F NBIFIRSNEQ | ROSNIA&AAY I madiasihsy GA 2y 2

study 5 assessavhether using more detailed and explicit disclosures can potentially increase
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NEIFRSNBQ dzy RSNEGFYRAY3I 2F yIFGAGS I ROSNIAaAAYyT |
0N} yaLl NEByOé AYRSSR LRaAdAgSte AyTtdzZ9e/O0Sa NB
advertising, advertisers and news media in general. Chapter 5 describes the reswtsdiot

experimenal study(conducted in 2017)hat tested four typesof disclosuresn relation to
NEFRSNBQ S@I f dzl GA 2y adndreds wlsis ih geSeralThe fiesultd sho@ S NI A & S
that readers respond less positively toward native ads that use the disclosdkeNIi y SNJ 02 y (i S
compared to native ads that use a disclosure with the name of the advertising brand

(WA LJ2 v & 2 NB R, daedto higlieN@rogived tansparency. Next, everore detailed

disclosuresi KI i LINPPGARS AYF2NXNI GA2Yy | 062dzi ySéa YSRA
abaut the authorship of native adsrther increase perceptions of sponsorship transparency,

and this transparencin turn increases the credibility of native advertising, advertisers and

news media in general.

Chapter 6The influence of message sidedness and advertiser credibility

Chapter 6 discusses two studies that investigate whether asihgal message strategy (a
content factor) and advertisecredibility (a contextual factor) can influencBB I RS NA Q
perceptions of native ads when they are aware that they are viewing adverTisischapter

F2ff 264 NBI RSHeEhRD ekpreativeSsfudgh the importanceof information

utility and the credibility of the advertiseand previous work otthe influence of source
credibility(e.g. Pornpitakpan, 2004) was epectedii K I (i  NigitaFp&déptions @ native
adsmaydepend on the type of advertiser that provides the Aldo,following the attribution

theory, whichpositsthat atwod A RSR YS&aal 3S YIreé o6S | dGdNAOdzi SR
tell the truth (as advertisers generally do not provide tswded information against their own
interest (e.g. Crowley & Hoyer, 1994dhe two studies in this chapter investigatdether
providing twesided information can increase tleeadibility of a native ad, and whether this

effect varies for different types of advertiseResultof two experimental studieshow that

native advertisements from a higinedibility commercial organization (study 1) and from a
high-credibility nonprofit organization (study 2) were perceived to be just as credible as a news
article. Whena lowcredibility company provided the advertisemeantedibility evaluations

significantly decreased. However, both studies also show that making a native adeattisem
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two-sided can suppress feelings of manipulation among readers, which positively influences
credibility evaluations. This positive effect occurred for both- land highcredibility

organizations.

Each of these six empirical chaptprsvidesa new catribution to our current understanding

2F yIGAGS | ROSNIOAAAY TP . & yaddadvergsingrecagaitonza A y 3 2
but also on factors related to the content, context, and different types of disclosure thlsels,

dissertation aimsaLIN2 A RS | Y2NB ydzZ yOSR FyR O2YLINBKSY
processing and evaluations of native advertising on news webaitésadeeper insight into

the different dimensions of the Persuasion Knowlddgelel.

After presenting the six differg studies, ageneral discussion will relate the findings of this
dissertation to other empirical work on native advertisiagd discuss the (dis)similarities
limitations and theoretical contributionsf the findings.The discussiowill be followed bya
summary of the implications for practitioners, resulting in a list of suggestions and guidelines
for news media, advertisesnd legislatorsWhile the studies provide many new insights, they
alsoevoke new guestiond he thesis withereforeconcludewith areflectionand suggestions

for future research on native advertising.
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Engaging or deceptive?
wSFRSNEQ SOFfdad GA2ya 2F yFEGABS

websites

Krouwer, S., & Poels, K.
Presented at the peeeviewed Internabnal Conference on Research in Advertising 2016

(Ljubljana, Slovenia).
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Abstract

Advertisers are still struggling with how to implement hybrid advertising, especially in the

context of online news media. This experimental study therefore investigate® &NA Q

SOLtdz GA2ya 2F Gg2 GelLlSa 2F KEONAR | ROSNIAASY

F ROSNIZ2NAI & YR GKS WY2NB SRAG2NRALFIEQ yIFGAOS

been made aware that they are viewing advertising. Reader8{i¥)=were shown either an
advertorial or a native advertisement, on either a lkegkdibility or a low-credibility news
website. Results showed that readers perceived the native advertisements as less irritating,
which resulted in a more positive attitudewards the advertised brand. Although the
persuasive nature of native advertisements was less often recognized, readers still perceived
this type of hybrid advertising as less misleading than advertorials, even after the commercial
nature of the advertsments was explicitly disclosed. Readers were also less inclined to avoid
YIEGADBS T ROSNIA&aSYSydlaoe ¢KS ONBRAOATAGE 27

evaluations.

32



Introduction

The online media landscape is evolving quickly, which brings ladncjes and opportunities

to advertisers and publishe€ampbell et al., 2019) hy S YI 22NJ OKI ff Sy3S§
increasing resistance towards and avoidance of banner advertise(ri@ht2013) To combat

this resistance, advertisers need to find alternative ways to connect with consumers online.

One approach that has been risihgyy LJ2 LJdzf  NAG& Aa GKS dzasS 27F U
integrates commercial messages with editorial media cont@fdrhellen, Oates, De
Pelsmacker, & Dens, 2014)he concept of hybrid advertising is nothing new, as brand
placements in television programs and advertorials in offliagazines have been around for
decadegEinstein, 2016 However, in the past years there has been a rise of more covert online

hybrid adverising formats, which are sometimes almost indistinguishable from editorial
content(Ferrer Conill, 2016; Matteo & Zotto, 201Bjactitioners that make use of more covert

hybrid advertising techniques argue that the advertisements provide value and a better
advertising experience to news readers, by providing informatmnahtertaining content,

instead of interruptive advertisements such as bannef@dslson, 2014; Harms et al., 2017)

In line with this perspective, several studies showed indeed that readers evaluate hybrid
advatisements more positively compared to traditional, more overt advertising forfats

Reijmersdal et al., 2005; Verhellen et al., 20déwever, other scholars and practitioners have
expressed concern about the increase in covertness of hybrid advertisements, especially on
online news website¢Einstein, 20168) Y R a S@OSNI f &addzRAS& aK2g NBI R
covert hybrid advertising as commercial contéhinazeen & Muddiman, 2017; Wojdynski,

2016) When advertisements are hardly recognizable and almost indistinguishable from
independent editorial news, readers may feel deceived if they find out afterwards that they

were looking at an advertisement without knowingEinstein, 2016) These feelings of
RSOSLIIA2Y YAIKG adzmaSldsSyate |faz2 yS3alkiargsSte
advertisers that use the hybrid advertisimayniats (Taiminen et al., 2015)Yet, until now
NBEaSFENOK 2y KE@oNAR |ROSNIAaAy3a KFa oSSy azf
recognition and evaluations of the advertisertsf Amazeen & Wojdynski, 2018; Wojdyr&ki

Evans, 2015No empirical research has looked at potential feelings of deception when readers

discover afterwards that they have (unknowingly) been exposed to commercial content on
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ySs6a sSo0aArisSaz IyR ¢KSUKSNI (Kpfan dffdctv&anda NB I R
sustainable implementation of hybrid advertising on news websites, it is important to not only
AYyO@SaGA3ILGS NBFRSNARAQ AYAGALIE FTROSNIAaAaAYy3I NBO?
feelings of deception when readers argpesed to more and less covert hybrid advertising

formats.

The present study aims to address this knowledge gap by investigating how readers evaluate

two similar types of hybrid advertising on different types of news websitésednnative
advertisemers and advertorials. These two types of hybrid advertising share certain
characteristics, as both advertisements are designed in an editorial look and feel. However, one
O2dzZA R I NHdzS GKIG yFriA@S I ROSNIAASYSyamd + NB |

I ROSNI2NARLFf A | NB ( Wang®YR22EFUnKe MiveSaterisenies, T 2 NI
advertorials typically contain a fairly explicit commercial message and moredvramed
O2yiGSyitx AyOfdRAYy3a | aSttAy3a vYSaal3aS FyR NBTFS
serviceqSiegert et al., 2015; Van Reijmersdal et al., 2005; Wang & Li, 2aditonally, they

AyOf dzRS GKS SELXAOAG 62NRAY3I WFEROSNIZ2NALFf QY |
(Elliott, 1984) Conversely, Heed native advertisements in online news media are considered

to be the modern, more covert online version of advertorf@sminen et al., 2015)nfeed

native advertisements in a news context are even more blended within the news contént, a

have a style which is almost indistinguishable from editorial feafteeser Conill, 2016)They

typically do not include explicit brarahd productreferences or a specific call to action

(Campbell & Marks, 2015; Siegert et al., 2015; Wang & Li,.28ddi}ionally, online news

media use many different types of disclosure labels for their online native advertisements, such

'da WLI AR O2y (i SWaiLa? yoac2kNSS RD dA SNRIINDYIOSSR 02y Sy i Q o
W. N YR+2A0SQ 06C2NDPSa0D

This study aims to gain more insight into how readers evaluate the more covert (native ads)
versus more overt (advertorials) hybrid advertisements on news websites. Ais tisoeission

on the influence of both initial advertising recognition and feelings of deception, we will

YSI &dzNBE NBFRSNBQ S@rftdzrdAaz2zya |a Ggz2z aidl3aSao
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recognition, Persuasion Knowledgérand recall and evaluationsf the hybrid ad and

advertised brand. Next, after disclosing all readers about the commercial nature of the text, we

will also measure their feelings of deception, acceptance of the hybrid ad and attention towards

/ avoidance of the type of hybrid adviesements. Thus, in contrast to other stud{esy.

Amazeen & Muddiman, 2017; Wojdynski & Evans, 20&5yill not only assess thefluence

2F NBFRSNEQ AYAGAlIET | ROSNIAAAYI NBO23aAYAlUAZ2Y 2
feelings of deception when readers have become aware that they are looking at advertising. By
AYyOf dzZRAY3I RAFFSNBY (I tvdesiaNd\buidd medSoty/ thie Stidy praideslS | R S N.
insight into when and why it is more appropriate to use either native advertisements or
advertorials. Furthermore, we will also study if and how the credibility of the news website

I FFSO0Ga NBI RSNmG péféréntedzifar Abstly @adverfofals and native
advertisementst KS addzReQa FTAYRAy3Ia yz2i 2yfteée | ROIFIyOS
processing of different types of hybrid advertising, but also help practitioners to implement

hybrid advertisingii online news contexts in an effective and sustainable manner.

Literature review

t SNBEdzZ A2y Yy26f SRAS YR NBFRSNBAQ S@lFtdzad GA2y A
Readers evaluate hybrid advertisements, which look like editorial content in form and style, in
general more positively tharaitional overt advertisements such as commercials and banner
ads(Cole & Greer, 2013; Kim et al., 2001; Van Reijmersdal et al., 2005; Verhellen et al., 2014)
One of the explanations for this is that hybrid adgerhents activate less Persuasion
Knowledge (PK), which is the knowledge and tactics that consumers use to identify
advertisements and to cope with thefriestad & Wright, 1994The Persuasion Knowledge
Model (PKM) posits that if consumers recognize the commercial intentions behind an
advertisement, they subsequently process and evaluate the ad more critically in order to resist
being influenced. Several studies showed in line with the PKM indeed a negative relationship
0SG6SSYy NBIRSNARQ I (BodceptialA RK)ant Jevaltdiod af yhyhiid 2 y
advertisements(Boerman, Van Reijmelal, & Neijens, 2014; Tutaj & Van Reijmersdal, 2012;
Wojdynski & Evans, 2015ince native advertisements (versus advertorials) are even more

indistinguishable in style and content from editorial sto(@arlson2014; Wang & Li, 2017)
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and use inconsistent and not readily recognizable disclo@aslynski, 2016t is likely that

they will more often be perceived as editorial articles (i.e. activatedeseptuaPK). Editorial
content that is provided by an independesource, such as a journalisis been found to be
perceived as more reliable, convincing, and interesting compared to the exact same content
delivered by a commercial sour¢€ameron, 1994; Tutaj & Van Reijmersdal, 2012
therefore expect tht, due to lowerconceptualPK, the most covert type of hybrid advertising,
YIGADBS | ROSNIAAAY AT gAff KI @S GKS Y2ad LIRAaAGA
advertising appreciation: information, amusement, and irritafiemit, 1999; Van Reijmersdal

et al., 2005)

H1: The native advertisement will be perceived as (a) more informational, (b) more amusing,
and (c) less irritating than the advertdria

H1d: The positive effect of native advertising on amusement, information, and irritation will be
YSRAFGSR 0@ confeptirBNE Q f 2 5 S NJ

¢KS STTSOGa 2y NBFRSNEQ ONI}YR YSY2NE FYR O0NI Yyl
While native advertisements might be initially more fpasly perceived due to their editorial

look and feel, it might be the case that native advertising will be less appropriate when brand
memory is an important objective. A content analysis of native ads on U.S. news websites
showed that only 25 percent difie native ads that were analyzed made a clear connection
between the sponsor and the sponsored stffyang & Li, 2017 Research in other media
contexts (such as television programs) suggests that when a brand is very subtly placed into
hybrid advertisements, this could cause brand confusion and lower brand recall, even when the
advertisements are elaborately procesg®@n Reijmersdal, 2009; Van Reijmersdal, Rozendaal,

& Buijzen, 2012)As the brand is more prominently mentioned in advertorials and both types

of hybrid advertising are likelto be elaborately processed, it is expected that the higher
exposure to the advertising brand in advertorials will result in higher brand recall, compared to
native advertising, in which the brand is less prominently integidad Reijmersdal, 2009)

We therefore propose that:

H2a: Brand recall will be higher for advertorials than for native advertisements.
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brand memory, thisloes not necessarily result into a more positive attitude towards the brand

(Gibson, 1983; Haiming, 2014; Van Reijmersdal, 2@$)versely, research in traditional

advertising contexts does suggest a directipdsidS NBf I A2y aKALI 60SGs6SSy
of an advertisement and their evaluations of the advertised b(tatKenzie, Lutz, & Belch,

1986; Mehta, 2000; Miniard, Bhatla, & Rose, 1988)argued before, thadgher prominence

2F GUKS [FROSNIAASR ONIYYR AY FTROSNIZ2NRFf & YAIK
could lead to more critical processing and a more negative attitude towards the advertorials
(Boerman et al., 20147 his suggests that readers will evaluate the brand more negatively when

the brand uses the more commercial advektdrf 8= RdzS G2 NBFIRSNEQ Y
evaluations. Conversely, it is expected that the more editorially designed native advertisements

will be more positively evaluated due to lower levels of PK among ré@@engron, 1994; Van

Rejmersdal et al., 2005yvhich may result into a more positive attitude toward the advertising
brand(Cole & Greer, 2013; Van Reijmersdal, Neijens, et al.,.20&Q)ropose that:

|l HOY wSI RSNEQ tawirdl tifesh8vertisgd biand dvil thie dnBré positive for native
advertising than for advertorials, which is mediated by increased information and amusement

and decreased irritation.

{LAEE20SNI STFSOGa 27 yS6a YSRAIFIQa ONBRAOGAfAGE
wSI RSNE Q S @lcledibility &n8 yifarma@ichal vakieSof a news website might also

have an effect on how readers assess the hybrid advertiser(RRotapitakpan, 2004; Van

Reijmersdal et al., 2009 ews websites differ in functi@nd credibility (e.g. some are ascribed

high entertaining value, whereas others contain higher informational v@Direing & Yoo,

2006; DuttaBergman, 2004; Van Cuilenburg, Neijens, & Scholten, .19883e diffeences
0SG6SSy ySga 6So0aAridsSa YAIKG AyFtdzZSyoOoS NBI RSNJ
(Lee, Lee, & Kim, 2019; Wu et al., 20B6study on hybrid advertising in different types of
magazines showed for instance that the more informational value readers ascribed to a
magazine, the more positively they evaluated the hybrid advertisen(éats Reijmersdal et

al., 2005) Additionally, other studies demonstrated a positive relationship between the
credibility of a media source and reale®@ S @I f dzZt GA2yad 2F RAFFSNBY
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(Greenberg & Miller, 1966; Metzger, Flanagin, Eyal, Lemus, & McCann, 2003; Pornpitakpan,
2004; Shamdasani, Stanaland, & Tan, 2004¢se studies suggest that the cbddy and
AYVF2NXYIFGA2YI € g tdz2S 2F | YSRAI &2 dz2NOS Ol y
advertisements(Bronner & Neijens, 2006; Malthouse et al., 2007; Nyilasy, King, Reid, &
McDonald, 2011)Based ontheseNagb @A 2 dza FAYRAYy 3I&a 2y aLAff 2SN S
evaluations of hybrid advertisements will be more positive when the advertisements are
integrated in a higieredibility news context:

H3: Readers will evaluate hybrid advertisements (bothramhads and native advertisements)

on a highcredibility news website as more informational, entertaining and less irritating than

the same advertisements on a lanedibility news website.

Attention and avoidance

The intentional exposure theory suggesisit readers are generally more motivated to
intentionally pay attention to editorial items in media, as they expect that this content will fulfil
their needs for information and/or entertainmefitord & Putrevu, 19930n the contrary,
consumers often try to avoid advertisements, as they perceive that advertisements contain
little value to them{Cho& Cheon, 2004 Designing advertisements in an editorial look and feel
YIed GKSNBF2NBE KStLI G2 O2Yol (FranSed yWarBophiSeNdH.Q | RIS
2015) The editorial format of hybrid advertisements makes it more likely ¢laalters will be
interested and willing to actively pay attention to the advertisements, as they think that the
advertisements may help them to fulfil their media ne@€atz et al.1973) Due to the fact

that native advertisements are considered to have even more edilidgafeatures than
advertorials(Carlson, 2014; Howe & Teufel, 2014; Wang & Li, 20d3jlers may be more
inclined to @y attention to native ads as compared to advertorials. Advertorials, on the other
hand, contain more advertising characteristics than native advertisements, such as higher
brand prominence and a more wk&hown disclosure (i.e., advertorials) (Van Reguotedy
Neijens, and Smit 2005), and are therefore more likely to be avoided by réadersen, Smit,

et al., 2015) This leads us to hypothesibat:

H4: Native advertisements will receive (a) more attentiod ém less avoidance than

advertorials.
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wSFRSNAEQ FOOSLIiIFIyOS 2F yIFriA@S RSNIAAAYT K ||
wSIFRSNEQ S@OFfdzZ GA2ya 2F Iy ROSNIA&AAYT G§SOKYyA
advertising technique to be appropriate and valuable to ti{gviei et al., 2008)Readers

generally consider commercial advertisements toelss hppropriate, as they are more likely

to feel that these advertisements solely benefit the advertiser who tries to influence them
(Krouwer, Poels, & Paulussen, 2018; Lord & Putrevu, 1993; Van Reijmersd2a0@bnDue

to their more editorial look and feel, native advertisements might be initially perceived as more
valuable and trustworthy to readers, which could result in not only increased attention, but

also in higher acceptance among readgisn et al., 2001; Pornpitakpan, 200H) line with

this suggestion, research in a magazine context showed that readers considered the most
editorial type of advertising to be the most acceptafMan Reijmersdal et al., 2008)ther

research on sponsored web content versus banner advertisements showed similar results
(BeckerOlsen, 2003)However, these studies have nmen conducted in an online news
environment. News media differ from more commercial media contexts in that they also fulfil
important democratic and watchdog functions, and readers expect a clear line between news
YSRAIFI Q&4 SRAG2NRAL € & YCRssid{) 22007)& N&ddelst belicvalzsh@ G A 2 y

I ROSNIAASYSYyGa INB G22 AYOGSNXYAYy3af SR gAGK GKS
professional judgment and independence are damaged and / or they callddeeived

(Baker, 2001)For example, it has been shown that when sponsors of news articlegise

magazines were too congruent with the news, readers ewvaluthese enews magazines more

negatively, due to the blurred lines between the editorial and advertising cofRedgers,

2007) Other research also showed that when advertisementsoareovert, consumers feel

deceived afterwardéColliander & Erlandsson, 2015; Milne, Bahl, & Rohm, 2008; Xie, Boush, &

Liu, 20159 ¢KA&a RSOSLIIA2Yy O2dzZ R adzmaSldsSyate 2.
advertisemats (Darke & Ritchie, 2007Yhus, even though the more editofixe native
advertisements might be perceived as more valuable to readers, they magvaks more

feelings of deception when readers are informed afterwards that they were viewing an
advertisement, especially when readers were initially not aware that they were viewing an
advertisement. Considering the both beneficial and disadvantage@atsedf making hybrid

advertisements as editorial as possible, it needs to be further explored which advertising format
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will be perceived as the most acceptable and least deceptive to readers:
RQ1: Will native advertising be perceived as (a) less abtepiad (b) more deceptive than

advertorials after readers have been told the commercial nature of the ad?

Methodology

Pretest: news website selection

Two weHknown Dutch national news websites were selected for this experiment, based on

their characteistics and a pretest. The first website, NU.nl, is a national ebgitalnews

platform that provides all news for fré€anoma, 2015)The second news website that was

selected, NRC.nl, is the website of a legacy Dutch newspaper. The NRC website typically

contains more long reads and is mainly focused on highly educateds@dB€r Media, 2014)

A pretest was conducted to test the assumption that NRC.nl would foeiyed as more

credible than NU.nl. Participants (N = 55, 56.4% female, Mage = 33 years, SDage = 14.5) rated,

onfourZLI2 Ay a Ol £ Sax GKS ONBRAOAfTAGE 2F 020K bl o

GL GKAY]l GKIFG ySéa @30 BSOHIA0SEE 4 LLINE NSA & 02\

SRAG2NRE 2F ySga o6SoariasS -¢é¢3x aySea ¢SoaradasS - A
Ad ySdzi NI f ¢ ® -measurBsEANS\A i wer thatBIRCSH was perceived as

significantly more credible (M 4.45, SD = 0.96) than NU.nl (M = 3.75, SD = 1.03), (F (1,33) =

9.28, p =.005). Hence, NRC.nl was selected as therkjbility news website, and NU.nl was

selected as the lowredibility news website.

Design and procedure

The main study used a®ge of hybrid advertisement: native advertisement or advertorial) x

2 (type of news website: learedibility news website NU.nl or highedibility news website
NRC.nl) betweerubjects experimental design. In total, 312 participants, who all identdfied a
readers of online news websites, were recruited viaad (via the personal network of
undergraduate students) and randomly assigned to one of the four experimental conditions.
They varied in age (min. age = 15 years, max. age = 68 years) and werags 3 years old.

The majority of the participants (60.3%) were female and 68.6% of the participants were

K2f RAy3a 4 tSFad I oF OKSt 2NNRa RS3INBSP® ¢KSe& ¢S
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Gy 2yfAyS aiddzReé Ay (iteSo the 2nXin purgose2oftheztfdy. Alyes Y SR A
were exposed to either an advertorial or a native advertisement that was provided by Coca

Cola, to promote its stevisased soft drink Coda2f I [ AFTSud ¢KS | ROSNI 2
advertisements were about the héa benefits of the sugar substitute stevia. The text was
embedded in a web page of either the NU.nl or the NRC.nl news website. Both pages were
similar in their design; they contained the same image on top of the native advertisement and

did not show anyther types of advertising on the page. Under the advertorial conditions,
advertorial was used as the disclosure, and @uta was identified as the advertiser, next to

the disclosure (i.e., Co€zola life (advertorial)). The content explicitly referfedr(times) to

the brand Coc#&ola and its new soft drink, Cec& f I [ AFSud | yRSNI (KS vyl
conditions, the advertisement contained a less frequently used disclosure (partner content),

without referring to Coc&ola as the author, and brandapément was very subtle, as the

article only referredto Coda2 f I [ ATFSu ySIFNJI §KS SyR® ! LI NI TN
brand prominence, the text and layout of both advertisements were identical. Participants

were neutrally instructed to look atéhweb page and to read the text. When finished, they

clicked to continue to an online questionnaire. The button appeared after thirty seconds to

ensure that participants would not directly click to continue to the questionnaire.

Measures

Persuasion knowtlge was measured through three statementgp@mt scales: 1 = strongly

disagree, 7 = strongly agree) regarding whether participants identified the article as commercial
O2yiSyidy auKS O2yidSyid LQ@S aSSy Aa OaYYSNDAL
LIN2E GARSR 0& |y IROSNIAASNE | yR aUBosmadety i Syad L
al., 2014 bSEGEZ 68 YSIFadzaNBR LI NGAOALIYGAQ R I LILJ
dimensions: amusement, irritation, and informat{@&@mit, 1999Van Reijmersdal et al., 2005)

¢tg2 AGSYa YSI&adzZNBR GKS | YdzZASYSyYyd o06StEASTFY da¢ KA
A GAAFASBHCYSHPOLNNRGIGAZY 61 & YSIFadz2NBR 2y (KS
want to see these kinds of tékt 2y Yy S g a r%.840)aTo inSasureéhe information
0StAST: ¢S dzaSR (KS AdSya adkKAa GSEUG LINPQARSA
LINE A RS& YS (NYza % BORU Kk recdgyitbr? Wa¥ méasuey by asgking

41



Native advertising on news websites
participantsg KSG KSNJ 6KSe@ KIFIR &aSSy lyeé |ROSNIA&AAYT |
change in attitude toward the advertised brand was measured epa@nt scale (1 = much
Y2NB yS3IFGAGST 1 I YdzOK Y2NB LRAAGA BHérd 2SS YS
than their general attitudes, because a walbwn advertiser (Cog@ola) was used in this

study.

After these measures, participants received explicit information about the type of hybrid
advertising (advertorial or native advertisement) that thexd hust seen. Both types of

I ROSNIA&AAY3I 6SNBE RSAONAROSR a a4l ROSNIAASYSyda
GKFG FNB LINPRdAdzOSR o0& 22daNylfAadaede c2fft2Ay 3
separate #point scales as to whethearticipants were inclined to read native advertisements
(advertorials) in general (i.e., measure of attention) or to avoid these ads in general (i.e.,
measure of avoidance) (1 = strongly disagree, 7 = strongly agree). The online questionnaire
measuredpal A OA LI yiaQ AyGaSyidAazy (2 NBI Rkl @2AR GKS |
attention during the experiment was expected to be unnaturally high. The two separate items
GSNBE a F2fift26aY ayliGABS I ROSNIAGSYBENVAE DY R DSy
GL F@2AR yIFriABS I ROSNIAASYSydGa oFRISNIZ2NALF T a0
Reijmersdal, Neijens, and Smit 2005). As it was expected that most participants would not
identify the article as an advertisement, their acespe of the advertisements and feelings of

deception of the hybrid advertisement was also measured after they were informed of its
persuasive nature. This was done by asking, on two sepapaiaticales, to what extent that

participants considered nag@vadvertisements (advertorials) in general to be acceptable or
deceptive(Van Reijmersdal et al., 200%)ast, we included several control measures: web
experience (1 = less than one year, 5 = more than five years)effigqof visiting the news

website (1 = never, 7 = several times a day), familiarity with the news website (familiar / not

familiar), age, gender, and level of education.
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Results

Randomization First, ANOVA analyses showed that there were no differenoesga
participants with regard to the control measurements: dg#,(308) = 1.11p = .347), gender

(F(1, 308) < 1p = .546), level of educatioR(({, 308) < 1p = .639), web experienc&({, 308)

= 1.05,p = .369), and experience with visititige newswebsite {1, 308) < 1p = .675). This
suggests that any differences among the groups cannot be attributed to differences regarding
these characteristicdut are likely to be the result of the manipulation. Furthermore, all

participants were familiar #i the news websites that were used in this experiment.

Ad recognitionGonceptuaPK)In line with expectations, the advertorial was significantly more
often perceived as advertising (72.8%) when compared to the native advertisei&86)5

6. H O mMp=.014).dNeéxy alsd in line with our expectations, ANOVA analysis showed that
LJ- NI A @dntdptyal@rn@s significantly higher in advertorial conditiokb= 5.34,SD=

1.28), compared to native advertising conditiokls= 4.97 SD= 1.22), F (1, 308) = 6.76p
=.010).

Ad appreciatiorlMANOVA analysis showed a statistically significant effect of the type of hybrid

I ROSNIAASYSYy (G 2y LIRBROBGERBBRIY (dutw d TLILINSIOAY &i Ar2 yT  3r
"'H [ ext eviie lodking at the separate dimensions amusement, information, and

irritation (Smit, 1999)the results showed no direct influem of the type of hybrid advertising

on the information beliefR (1, 308) = 2.9§) = .086), thus rejecting Hla. We also did not find

a direct effect of the type of hybrid advertising on the amusement béligf, (308) < 1p

=.796), thus rejecting Hllm line with H1c, the results did show a direct negative effect of the

type of hybrid advertising on irritatiof (1, 308) = 9.5& = .002). Participants perceived the

more overt advertorialsM = 4.12,SD= 1.22) as significantly more irritating thde tcovert

native advertisementdf = 3.70,SD= 1.18.), E(1, 308) = 9.58) = .002). Although we found

only a direct effect of the type of hybrid advertising on irritation, the mediation analysis, which

followed the procedure proposed by Preacher andeld42008), supported H1d and revealed

a significant indirect bootstrap effect (5000 samples) of the type of hybrid advertising on all
threeadl LILINBOA I GA2Y RAYSYaA2yas @Al LI NOAOALI yihac

43



Native advertising on news websites

as significantly less comneel, which subsequently decreased irritati@&~(-0.17,SE= .07,
95%Cl=-.312¢ -.047) and increased informatioB £ 0.12 SE= .05; 95%1= .020¢ .239) and
amusementB= 0.10,SE= .04; 95%I= .030¢ .216). The direct relationship between tiype

2F KEONAR [ROSNIAAAYI YR ANNRGIGAZY 61 a YSRA
and information, indirece yf & YSRALFGA2Y STFTFSOG PersdaSons T2 dzy
Knowledgewas lower in native advertising conditions, which resuited higher rating of

amusement and information (figures 2 and 3).

Persuasion
_.37*11 Knowledge 47
Advertising Irritation
condition
-.25 (-.42%)

Figure 1. The mediation model Brsuasion Knowleddgeetween hybrid ad condition and
irritation. Unstandardized estimates are showmp.< .01, *p < .001.

Persuasion
- 37 Knowledge - 32%*
Advertising Information
condition
13 (.24) NS

Figure 2. The mediation edel of PK between hybrid adondition and information.
Unstandardized estimates are showip.< .01, **p < .001;NS= not significant
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Persuasion
g7 Knowledge -7
Advertising Amusement
condition
-.06 (.04) NS

Figure 3. The mediation model of PK between rid/bad condition and amusement.
Unstandardized estimates are showp.< .01, **p < .001;NS= not significant

Brand memory¢ KS NBadzZ Ga adzlI2NI 1 olY LI NIOAOALIN Y3
participants who were displayed an advertorial. In advertorial conditions 60.3% remembered
CocaCola as the advertiser, compared2®.2% in native advertisement conditso( K1) =

44.77,p< .001).

Brand attitude When testing H2b, the ANOVA analysis did not show a direct significant effect

2F GKS (L) 2F KeoNAR | R@S NI tokakdyied ad¥etisetdd- NI A OA
brand §1, 202) < 1p = .445). Howevert NB I OK S NJ (2018 mebiatiénSaaadysi

revealed a significant (5000 samples) indiadi~-mediation bootstrap effect of irritation on

attitude toward the brandg= .11,SE= .07, 95%I= .014¢ .274). Participants perceived the

native advertisement as less irritatiig)-.51,SE= .25t =-2.01,p = .046), which resulted in

a more positive change in attitude toward the advertised brand (figure 4). Conversely, a higher

f SOSt 2F ANNRGIGA2Y NBadzZ 6SR Ay | Y2NB yS3lt Ga
brand 8=-21,SE= .05t =-3.99,pf ®dnamM0Oo® ¢KS 20KSNJ 62 RAYSY

appreciation, amusement and information, did not play a significant mediating role.
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-51*

Advertising
condition

Irritation

=21

Attitude towards
the brand

-07 (0T) NS

L 4

Figure 4. The mediation model of irritation between hydrid advertising conditions and change
in attitude toward the advertised brand. Unstandardized estimates are showns..01, *p

< .001;NS= not significant.

Spillover effectd he results of the ANOVA analyses did not support our third hypothesis, as no

significant spillover effects of newspapdB RAOAf AG& 2y | ye

RAYSY&aAz2

appreciation were found. Also, no interaction effects between the type of news website and

the type of hybrid advertising weefound in any of the results.

Attention, avoidance, acceptance and deceptitfa (attention), H4b (avoidance) and RQ1

(acceptance / feelings of being deceived) were assessed after the participants were informed

about the commercial nature of the hybrid advertisement to which they were exposed. The

results did not confirm H4a: partieipts did not differ in their intention to actively pay attention

to advertorials or native advertisementg1, 308) = 2.50p = .115). H4b was supported, as

participants were significantly more inclined to avoid advertoridls 6.02,SD= 1.47) than
native advertisementa\ = 4.26,SD= 1.46), (1, 308) = 21.1(Q < .001). Furthermore, as an

answer to RQ1, the results showed that participants perceived native advertisements in general
as less deceptivéA= 4.76 SD= 1.39) than advertorial®(= 5.23SD=1.27), (1, 308) = 9.20,

p =.003), and that native advertisemenkd € 4.12,SD= 1.37) were also perceived as more
acceptable than advertorial$vi= 3.56,SD= 1.60), {1, 308) = 10.6H = .001).

Discussion

Hybrid advertising has become a mdrequently occurring phenomenon on online news
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websites(Einstein, 2016; Hwang & Jeong, 20H)weveruntil now no research hadirectly

compared more and less covert hybrid advertising formats onéinenews context, not only

Ay GSNXYa 2F AYAGALFf FTROSNIAaAy3d STFSOGAOGSySa:

advertising format wheall readers have become aware that they are viewing advertising. Also,
little research had been conducted on whether the credibility of news websites into which the
I ROSNIAASYSyGa FNB AyiS3aINIGSR faz2 ¥asSoda

address these knowledge gaps.

NE

¢KS NBadzZ §a aK2¢gSR GKI G NBFRSNEQ AYyAUGALE SO f
higherPersuasion Knowledgle WS RSNEQ KAIKSNI ANNRGFGAZ2Y (261 |

also led to more negative euakions of the advertising brand. However, although brand
evaluations were more positive among readers who were exposed to a native advertisement,
brand recall was higher among readers who were displayed an advertorial. Thus if brand
memory is an importanbbjective to advertisers, it seems that the more overt advertorial
format is more appropriate. These results are in line with previous research on brand
placements in television programs, which showed that higher brand prominence led to
increased brand k&ll but not to more positive brand attitudégan Reijmersdal et al., 2012)
Additional research can provide more detailed guidance on exactly how often and when a
brand name should appear in the text of a hybrid advertisement, in order to achieve the most
positive results il SNlya 2F 020K NBIFIRSNEQ O0N}YR YSY2NE
Second, the results suggest that readers do not only evaluate native advertisements more
positively due to a lack of Persuasion Knowledge. After all readers were informed that they
were exposed to an advertisement, they were still less likely to avoid native advertisements,
compared to advertorials. This might be explained by the higher perceived editorial value of
native advertisements, due to fewer advertising characteri¢Begeetser et al., 201L6As
explained by the intentional exposure theory exposure theoryood and Putrevu (1993)
readers are more likely to expose themselves to advertising messages that contain the most
editorial charactestics, not just because of a lack of ad recognition, but also because of the
higher perceived editorial value of the ads to the readers. The final and most notable finding

2y NBFRSNEQ LISNOSLIWGA2ya 2F (KS RAGIFBMNSBe (0 |
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able to recognize native advertisements (compared to advertorials), they still considered native
advertisements to be less deceptive and more acceptable than advertorials. This might be again
because readers perceive that the native advertisgm@rovide more editorial valuable to
them, due to the lower brand prominenc@/an Reijmersdal et al., 2005)Vhen an
advertisement contains valuable information, readers are less likely to process and evaluate
advertisemers critically, even though they are aware that they are viewing an advertisement
(Sweeser et al., 2016)Thus, while there are emerging concerns about the lack of transparency
in more covert native advertisements and its potential negative impact on the relationship
between organizations, news media and the consurttiéasms et al., 2017; Taiminen et al.,
2015) it seems that consumers on the other hand are more focused on the editorial value that

the advertiements can providéSweetser et al., 2016)

When it comes to integrating the advegments on news websites that differ in credibility, we

RAR y28 FTAYR | aLAftft20SNI STFSOU 2F ySsa o6So
advertisements. A possible explanation for the lack of spillover effects of newspaper type on

ad appreciatia could be that, although the news websites significantly differed in credibility,

news media in general contain high informational value and cred{fibgsidy, 2007Recent

numbers show that this is especidlig case in The Netherlands. the country in which the study

has been conducteNewman et al., 2018)

In sum, our study suggests that readers respond most positively to the most editorial (and
O2@SNI0 Gel)ls 2F KeoNAR FFTROSNIAaAy3dY yIGABS |
appreciation of the advertisement ahdR @S NI A daAy 3 o6N}yR OFly o06S8 SELX
Persuasion Knowledgalthough it was initially difficult for readers to recognize the commercial

nature of native advertisements, they did not perceive the native advertisements as more
deceptive or les acceptable after they were informed that they had viewed an advertisement.

These findings suggest that the editorial value of the advertisement might play an important
NRPfSP CdzidzNBE 62N] aK2dz R GKSNBF2NB yedga 2yf e 1
but also on other factors that could potentially explain the effengge of hybrid

advertisements.
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Limitations and directions for future research

Some remarks about the study need to be made, which eadbtressed by future research.
First,inth & &G dzR&8 ¢S YIRS (KS RAAGAYOGA2Y 0SG6SSy
describe more and less covert types of hybrid advertising. However, there is still discussion in
both academia and in practice about the definitions of these concepts. Stmkrs define
advertorials as one form native advertisiffigrrer Conill, 2016; Wojdynski & Evans, 2015)

while others consider native advertising and advertorials to be different foriiiaiseo &

Zotto, 2015; Taiminen et al., 2015; Wang & Li, 20E@) the purposef the study, the
researchers made a clear distinction between advertorials and native advertisements as two
types of hybrid advertising, yet they acknowledge that the line betweee ttwsepts is still
debatable.Second, to manipulate the covertnesstbé advertisements, the researchers

changed both the disclosures and brand prominence in the text. Therefore, no causal
inferences can be made about the effects of disclosures and brand prominence separately.
¢CKANRIZ Ay GKAA &0 dzwes8 ratNgs high $nNabti) nativek adwedising @ A G A 2 v
advertorial conditions. This is in contrast to other studies, which showed a general low ad
recognition for hybrid format&.g. Amazeen & Muddiman, 2017; Wojdynski & Evans,.2815)

possible explanation for this is that all participants indicated high familiarity with the news
websites and they therefore may also be more familiar withrid advertising on these

websites.

Regarding our findings on brand recall, in this study we asked participants to directly recall the
brand, yet some research suggests that even if readers cannot directly recall a brand, there
could still be positive &S OO0 & 2 y -calld&llinipiNFemongahd unconscious brand
associationgHaiming, 2014; Overmars & Poels, 2613)¢ Kdza 2 NBF RSNEQ 0 NI} y R
brand choices may be influenced without any explicihitivg processes. Future research can

dive deeper into this.
Last, as in this study both news websites were rated as credible by the readers, the news
websites might have been too similar to one another to find spillover effects. A possible

direction forfuture studies is to compare the spillover effects of hybrid advertisements on a
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news website with, for example, a blog or more popular website.

Final conclusion

The findings imply that, for now, the more covert native advertising format provides new
opportunities to both marketers and media. Nevertheless, the-teny consequences for
news media and organizations are unknown and should be further monitored, as it is of crucial
importance for both news media and organizations that the relationship esttters, and
NEIFRSNAQ UGNHzaGEZ oAttt 0S YIAYyalrAySRo®
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Native advertising on news websites

Abstract
While several studies have focused on native advertisenmginatdosures, little research has
been conducted offiactors related to the content of native advertisementferefore, this
study investigated the influence of both disclosure recognition and brand presetihectext
on readersPersuasion KnowledgBK)and subsequent evaluations. Results of an online study
(N = 290) showed that disclosure recognition resulted in higher conceptual PK, yet this had no
effect on readers' attitudinal PK and evaluations. Conversely, high brand presence did not
increase reads' conceptual PK, but it did increase attitudinal PK, which subsequently

decreased evaluations of the ad, brand, and news medium. Implications are discussed.
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Introduction

Wh I 0AOBS | RDS NI A-diskugtigeQadvertising 2that 15oKsS andy fReke lithe
surrounding editorial content of a web page, is an emerging phenomenon on online news
websites (Carlson, 2014)Seeking for new sources of revenue and improved advertising
experiences, news media are becoghnmore open towards hybrid advertising formats, such

as native advertisin@arlson, 2014; Ferrer Conill, 2016ative advertisements aim to provide
readers the feeling that they are consuming editorial contastead of commercial messages.
Therefore, they are highly intermingled with the context, and written in the style and voice of
a real news articlgFerrer Conill, 2016)This could create more engagingvertising
experiences, but it could also lead to feelings of deception and confusion, as readers are often
not able to recognize native adtisements as commercial contefwojdynski, 2016n order

to protect consumers from being deceived, both legislators and indusivg provided
disclosure guidelines for native advertisemgfsderal Trade Commission, 2015; IAB, 2013)
Yet, the current guidelines are widely interpretable atsgclosure practicestill vary.
Furthermore, due to a lack of knowledge on how native advertisements should look like in order
to maximize their effectiveness, theaee alsolargedifferencesin the style and commerciality

of the content of native advertisements (Camphet Mark2015)

Until now, most research haseen mainly focused on native advertisemarfotential
deceptiveness and accompanying disclosuresvioustudies orthe effects of disclosures for

hybrid advertisements (e.g. native advertisements, advertor@is)yS+ RSNE Q S @I f dz
showed mixed resultée.g. BeckeOlsen, 2003; Colliander & Erlandsson, 2015; Wojdynski &

Evans, 2015}t is likely that other characteristics of the advertisements, such as the content,

have payed a moderating role in these disclosure stydresthis has not been investigated.

This study will therefore focus on the (moderating) influenderarid presencewhich is how

often the brand is mentioned in the native advertiseméitthough nativeadvertisements are

written in an editorial style, the brarzhn still featuranore or less prominently in the news
AU02NED® ¢CKAA YI & Ay A éal&tioRdCanipbeuhdRmark20i56VardzSy OS N
Reijmersdal, Neijens and Sr2@05) Differences in brand presence might thus be one

exdanation why in some studies disclosures led to negative evaluations of media and / or
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advertisers, whereas in other studies these effects did not occur. For this reason, this study will
further investigate the combined influence of both disclosures &l ly R LINS &Sy OS 2y N

evaluations.

In order tounderstand how different elements of native advertisements work, it is also
important to investigate theunderlying ad processing mechanisms. Until now, most studies

KIS F20dzaSR 2y eksBabidh Enbiviedged@RKy, wHichJd ttie ektent to which
consumers recognize a persuasion atte(hif@m et al., 2015)et, we argue that it is important

to take attitudinat Y Ay (G2 | OO02dzyd Fa ¢6Stt> 6gKAOK | dasSaa
feelings towards the persuasion attenfpiam et al., 2015Pisclosures aim to activate reade®

conceptual PK in order to help them to recognize the @sism attempt. In some studies

NB | R &dNdsue rdRognition also led to increased attitudRiglsuch asan increase imd
skepticismand/ or negative evaluations of the advertisement angetiser(Boerman et al.,

2014) whereas in other studies this was not the q&aliander & Erlandsson, 2015; Sweetser

et al., 2016)As suggested in a recent literature review on disclosure eff@oerman & Van

Reijmersdal, 2016ontentfactors such asariations irbrand presenceould have played a

moderating rolehere. Kirmani and Campbell (200d)gued that in some cases, consumers

recognize a persuasion attempt, but still consider it as beneficial, and tteedefmot respond

negatively to it. Especially in the context of native advertisements, which can have
informational and transformational value to readers, this might play a(BalekerOlsen,

2003) ¢ KSNBET2NB> (KA&a addzRe gAfft Ayg@gSadAadalrasS Kz2g
brand presence influencg 20 2y f & NBIFIRSNAQ O2yO&PKlamttl f t Y

subsequent evaluations.

A third issue that is currently darstudied, is the influence of native advertising on the
credibility of anews outlet. k& 2F ONRGAOIFE AYLERNIIFIYOS G2 | ff
credibility will not be eroded due to inappropriate use of native advertisinge declines in

trust among readers of news websitegll also damage the benefits of integrating
advertisements intoraonline newsontext(Ferrer Conill, 2016Yherefore, this study walso

measurethe impact of diférent executions of native advertisingds  RSNE Q S @I f dzF G A 2
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credibility of thenewswebsite In sum the results of this study welddress three gaps in

current knowledge on native advertising. First, this study will investigate the (moderating)
influence of brand presence. Second, results will further improve our understanding of the
mediating influence both cognitive and attitudinal PK. Third, we will investigate not only the
STFSOUAa 2y NBIFRSNEQ SJI t dzF G ANy aR SANB Qi KINHEaRI  FAYWR
outlet. The theoretical framework on disclosur@sd brand presenceand thedifferent PK

mechanismsvill be discussed in the follang paragraphs.

Literature Review

ConceptuaPersuasion Knowledge

DisclosuresThe effectivenes of disclosures in helping readers to recognize advertisements,
soOl f f SR YReruAsDS Kiibwi#df@e> R S LI$i¢ dRaractéXisticsoill disclosures
(Boerman et al., 2014; Wojdynski & Evatsl5) In order to be effective, disclosures need to

be seen and consciously processed, which depends on their position, style, and language
(Wojdynski, 2016Y0nly if disclosures are recognized and processed by redldeysare likely

to activate conceptuaPK (Boerman et al., 2014; Wojdynski & Evans, 20Dfclosure
recognition can stimulate readers to think about an advertisement more elaborately and
critically(Nelson et al2009; Van Reijmersdal et al., 20IB)is enhanced and critical attention
towards the message increases the likelihood that readers identify the message as actual
advertisingBoerman et ak014; Campbe#dind Kirman2000). Therefore, wexpectthat:

Hladb 5A &0t 24 dz2NES NBO23AY A 0A 2 PersaasiontKnolgdgNS I & S NB I R

Brand presencdd SEG (2 RA&O0f2adaNBas (GKS 02yiSyid 2F (K
conceptual PK, depending on how prominent the commercial intensions libhieditorially

designed piece ar@Carlson, 2014; Van Reijmersdal et al., 2085 hative advertisements are

designed as a relevant news article, readers are likely to read and process these advertisements

more daborately (BeckerOlsen, 2003; Cacioppo & Petty, 1984)llowing the elaboration

likelihood model, thienhanced cognitive effort could also lead to more elaborate evaluations

of both the content of the advertiseent andthe underlying motives of the advertising brand

(Cacioppo & P#t, 1984) As a brand sponsors the native advertisement, there is often
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somewhere in the text a reference to the brand. When the text refers multiple times to only

2yS ONIYRXI AYy | LRAAIGADS YIYYSNE NBI RaBANB YI &
their conceptual PK may be further activat€bwley & Barron, 2008; Van Reijmersdal et al.,

2015) It is therefore likely that high brand presence witirease the effect of disclosure

recognition on conceptual PK. Results of a study on offline adeéstdso pointed in this

direction: althoughmost readers did not recall seeing any disclosures after looking at labeled
advertorials, they still recognized the advertorials a®mmercial content. The authors

speculated that this was because of the comragtone of the: R @ S NIcahiddt (Kif &tQ

al., 2001)We thereforehypothesize that:

Hlb.| A3K O0N}YyR LINBaSyOS 602YLI NBR G2 26 O0NFyR
Persuasion Knowledge

Hilc. Brand presence will moderate the effect of disclosure recognition on conceptual
Persuasion Knowledgsuch that high brand presence will increase the effect of disclosure
NEO2aAyAlAzy 2y RBlabidhNKhaled@ehy IOvBbrdiddzreence will

deaeasel KS STFSOU0 2F RA&Of 2 adzNEPeNiish Bndwlddgez Yy 2y N

Attitudinal Persuasion Knowledge

Thevast amount of studiesn PKhas only been focused on the extent to which consumers

recognize a persuasion attempt (conceptugl(PEm et al., 2015However, it has been shown

that even when readers recognize a persuasion attempt, this does not necessarily imply that

they also process the messagwre critically (i.e. attitudinal PKBeckerOlsen, 2003; Van

Reijmersdal et al., 2015)herefore, it is important to take the attitudinal part of PK into

account as wellOne measurement that has been frequently implemerated considered as
appropriateto measure consuné¢B Q | GRKA GHRAP2 Y adzYSNEQ AYFSNByO
AyaSyd oLaLOE Fy |aasSaaySyd YIRS o0& GKS O2yad
attempt is inappropriate, unfaior manipulativelCampbell, 199; Ham et al., 2015; Thomas,

Fowler, & Grimm, 2013} 2 y & dzNuSintEed3ewhenthey feel that there is an imbalance

betweeni KSANJ LISNER2Y It o06SySF¥Ala |yR Ay@SadaySyda:z
benefits from the advertisement. Converselgnsly’ S NEI @ecrease whethey infer that a

persuasion attempt is appropriate, when itbrings value to thenfHam et al., 2015Yhis has
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been described biirmani and Campbell (2004)a | WO2 2 LISN} GASBS NBf | (A2
advertiser and consumer, which can be established when the persuasion atteepefisial

for both the consumer and the advertiser. Especially in the context of native advertising, which
editorial format can possibly provide readers informational or transformational Wibie, R S N& Q

IMI might decreasavhen they consider the content tbe useful(Sweetser et al., 2016)

Conversely, when consumers feel that the adverieats still mainly benefit the advertiser

and is not beneficial to thent,is likely thatheir IMI (attitudinal PK) will increase and that they

will evaluatethe advertisement in a more negative manri@otte, Coulter, & Moore, 2005;

Wentzel et al., 2010)

Disclosuredf readergdentify via a disclosure that the content is provided by an advertiser and
not by an independensource such as a journalist, they may be more likely to expect ulterior
motives behind the messadEisend & KisteR011; Lord & Putrevu, 1993Fonsumers are
visiting news websites in the first place to read editorial articles, not to expose themselves to
advertisements and to be influenced by commercial paftieed & Putrevu, 1993Following
reactance theory, consumers do not want to be manipulated, and therefore may react more
defensively towards messages that are provided by commercial sources, evaheyheave

an editorial look and fegBrehm, 1966) Severaktudiesindicatedindeed that disclosure
recognitioncanelicit attitudinal PK and de@sethe trustworthiness of the advertisemef#.qg.

Van Reijmersal et al. 201blence, we expect that:

| HI ® 5A&40f 2adz2NE NBO2 3y A ( Perstasiprikndwledgy ONB I 3 S NB |

Brand presenceélthough anumber ofstudies founda directeffed of disclosureand / or ad

recognition on attitudinaPK and ad evaluations other studies this was not the ca@@ecker

Olsen, 2003; Thomas et al., 2013; Wood, Nelson, Atkinson, & Lane, T2@08jore, it mabe

expected that the extent to which disclosing the commercial source of a native advertisement

will increaseD 2 y & dzaftRubidakPK will be moderated by other factors, such as the content

of the advertisementtollowinginformation utility theory, tle perceived informational value

2T | YSaalr3asS Aa Fy AYLRNIFYy(d LINBRAO({SpaE 2 F NBI

& Elliott, 1997; Sweetser et al., 2014) readers perceivedhe information ina certain
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advertisementas useful to them, they could still respond positively to it, even when they
recognize it as advertisirf@eckerOlsen, 2003; Kirmani & Campbell, 2004)s implies that

critical processing of a commercial message can be suppressed if shagpee attempt is

helpful for the reader as well, or, in other worildhe message can satisfy tNé&S RSN a Yy SSR
for information(Wilson & Sherrell, 1993nK A a OF aS | WO22LISN) GAOS NBf
advertiser and consumer can be establislii€dtmani & Campbell, 2004yhus, if a native
advertisements valuable to readers, this may decrease their attitudinal PK (Sweetser et al.

2016 Wei, Fischer, and Ma2008).In addition, severatudiesalso showedn line with source

credibility theorythat it isnot ad recognition, butatherthe perceivedustworthiness of the

contentthat influences NS | ReSaNftionsof advertisementshe most(Cole & Greer, 2013;

Sacco & Zhao, 2014\When the advertiser often refers to itself in the content of an
advertisement, the manipulative intent of the ad becomes more obvious, wmcinaaase

critical processinfEisend, 2006; Kirmani & Campbell, 20Géhversely, whetlhe ad is mainly
informational and brand presence is low, consumers are expé¢ctéekl less manipulated
(decreasedittitudinal PK)We therefore propose the following hypotheses:

l HO® | AFIK ONFYR LINBaSyOS 002YLI NBR G2 26 0N
Persuasion Knowledge

H2c. Brand presence will moderate tledfect of disclosure recognition on attitudinal
Persuasion Knowledgsuch that high brand presence will increase the effect of disclosure
recognition onNXB | R&tiN#iral Persuasion Knowledgend low brand presence will

decreasdhe effed of disclosBE NBX O2 Iy A (G A2y PefsuadiblKRowiNdged | G GAGd

Consequences for the advertiser

Ad evaluationsPrevious studies found that disclosure recognition and subsequent ad
recognition could lead to more negative evaluations of the advertise(Bz@rman et al.,
2014; Van Reijmersdal et al., 20TB)ese effectsare mostlyexplained as resistance against
perceived manipulation. However, native advertisements do not contairakygiwertising
characteristics, such as an explicit call to buy a prodostead, the content aims to be
informative and / or entertainingCampbelland Marks2015) Following information utility

theory, it may be the case that although disclosuw@sld increase ad recognition, the negative
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consequences of ad recognition maydeereasedvhen consumers do not feel manipulated

by the content of the ad. Several studies found indeed that the negatiat effed recognition

on both ad and brand evaltiens decreasedvhenconsumers perceived theersuasion tactic

as appropriate and / or usefudnd when attitudinal PK was lo@iirmani & Campbell, 2004;
Sweetser et al., 2016; Wei et al., 2008pnversely, if caamers infer that the source of the
article is trying to persuade them by using manipulative, unfair metkioels are more likely

to have anegative attitude towards the ad, and the advertising bré@dtte et al.,2005;
Wentzel et al., 2010When the text mainly refers to the advertiser, readers may perceive it as
more manipulative and less beneficisle therefore propose that the extent to which
disclosure and ad recognition will lead to negative ad evaluationll depend on the brand
LINEa Sy OS peycBptidddSoF tiRe&anifulative intentattitudinal PK Hencewe expect

that:

H3a. Disclosure recognition will have a negative effect on attitude towards the ad, mediated by
increased attitudinal PK.

H3b. High brand presence (compared to low brand presence) will have a negative effect on
attitude towards the ad, mediated by increased attitudinal PK.

H3c. Brand presence will moderate tinelirect effect of disclosure recognition on attitude
towards thead, such that high brand presence will increase the negative effect of disclosure

recognition and lowbrand presence witlecreasehe negativeeffect of disclosure recognition

Attitude towards the brandAlthough several studieshoweda negative impet of disclosure
recognition on brand evaluatiorfBoerman et al., 2014; Wojdynski & Evans, 2% | RS N& Q
evaluations of the content might moderatas effect Wei etal. (2008) foundfor indance

that ad recognition had far less impact on brand evaluations when respondents perceived the
advertising tactic as fair and acceptable. In addition, B&aleem(2003)showedin an online
advertising studythat even though online sponsored content was clearly marked and
recognizedy 92% of the participant)e sponsored contergtill had most positive effects

LI- NI A OA LI y (0 & Ghe adueitider] daR@aredit@aditiohaRdisplay advertisements

that contained less information and stronger persuasive messHyese positive effects could

not be explained by a lack of ad recognite therefore also hypothesize that:
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H4a. Disclosure recognition will have gateve effect on attitude towards the brand, mediated

by increased attitudinal PK.

H4b. High brand presence (compared to low brand presence) will have a negative effect on
attitude towards the brand, mediated by increased attitudinal PK.

H4c. Brand presee will moderate thendirect effect of disclosure recognition on attitude
towards the brand, such that high brand presence will increase the negd¢isedaéfdisclosure

recognition, and lowrand presence witlecreasehe negativeeffect of disclosurescognition

Consequences for the news website

b2G 2yfte& R2Sa YSRAIQa ONBRAOGAfTAGE AYyTFfdzs$SyOoS
(Bronner & Neijens, 2006; Malthouse et al., 20@dyertisements als¢/if f dzSy OS O2 y & dzY ¢
evaluations of medigHa & Litman, 1997; Yang & Oliver, 2a04)t NE A SNWAyYy 3 vy Sga
credibility is important to bét media and advertisers, as trustworthiness is one of the key
characteristics of news medBeuze, 2005)and advertisers are benefiting from the spuer

STTFSOO 2F ySsa YSR kdemiuationyBdrien&ANkifens,2008)y NB I RS NA
Disclosurest I O1 2F Of S NJ a2dz2NDOS RAaOf 2adzNB | yR 2
credibility (Campbeldnd Marks 201p6. Key functions of the news media are to indegently

inform the public and to provide trustworthy informati¢gbeuze, 2005)When consumers

cannot make the distinction between commercial messages and editorial codtentto
ineffectivedisclosuresY SRA I Q& A Y RSLISY RSy GedquestighRd. HOWe#eR A 6 A f A U ¢
it has been shown thatdding a disclosure to native advertisements can lower evaluations of

the media as well, especially when readers would otherwise maybe not have recognized the
articles as advertisemenfgan Reijmersdal et al., 2016; Wojdynski & Evans, .2015)

‘Brand presenceéA larger volume of advertising messages in an editorial context, also called
advertising clutteris related tamore negativeevaluations of that context by cemmers(Ha &

McCann, 2008)When native advertisements amore easilyrecognizedfor example due to

an explicit disclosurghe perceived ad cluttemay increaseand the editorial value could
subsequentlydecrease This is likely tiower NS RSNB Q S @I f dzF G A(ayga 2 F |
McCann, 2008, p. 570However, when ads are perceived as highly informational and useful,

negative consequers of ad recognition for the news medigan be diminishe(Ha & Litman,
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1997; Yang & Oliver, 20043 positive evaluations of the advars YSy 1a Q O©O&y G Sy i a
onto the news website. Henoege hypothesize that

H5a. Disclosure recognition will have a negagffect on news website credibilitynediated

by increased attitudinal PK.

H5b. High brand presence (compared to low brandepres) will have a negative impact on

news website credibilitynediated by increased attitudinal PK.

H5c. Brand presence will moderate thlirect effect of disclosure recognition omews

website credibilitysuch that high brand presence will incredseriegative effeaf disclosure

recognition, and lowrand presence witlecreasehe negativeeffect of disclosure recognition

Disclosure
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Figure 1. Conceptual model

Methodology

To test the proposed hypothesewhich are summarized in figure this study used 2

(disclosure recognition: yes / noR (brand presence: high / lowquasiexperimental design

We varied disclosure position to create variation in disclosure recognition, as research showed
GKFEG LRAAGA2Y aA3IYyATAOL y etognitioh WrF fedzS weDsities NB | R ¢
(Wojdynski & Evang015) After checking whether there were indeed significant differences

in disclosure recognition, we further assessed the influence of both disclosure recognition and

brand presence on the different dependent variables.
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Stimulus materials

To increaseexternal validity, an existing native advertiseménin the technology brand

Samsung about smartwatchess selected, manipulated and photoshopped into a web page

of a national newsvebsite. Thetext of the native advertisement was written in an editorial

style and described the development of the newest smartwatches. In the low brand presence
condition, the text referred only one time to Samsung, whereas in the high brand presence
condition, Samsungag mentioned six time$he brand name Samsung was itextin several

sentences about the newesmartwatch technologies, yet the text still did not include any

selling messages and was developed in the style of the news website, meeting the requirements

to be classified as a native advertisem@AB, 2013)Furthermore, three disclosure condiis

were created: the native advertisement contairggither a top-, amiddle- or atop-and-middle-

L2 AAGA2YSR RAAOf 2adzNB Ispansoreddy Samauyigh | & ¥ S RRAI XSt 2
were designed in the typical lydziT 2 F G KS y S danres (grey dypeface A0 11RA a8 Of 2
pt.).

Participants and procedure

A total of 344 online news readers (53.1% wonvkge= 41.66 SD= 13.38) were recruited via

a market research companyarticipants first answered demographic questions and were
subsequentt exposed to one of the six versions of the native advertisement. They were
YySdziNl f & AyaiuaNHzOGSR G2 aft221 d GKS LI 3IS | yR
least twenty seconds. On average, participdmb&ed 88 seconds at thgage Afterreading

the article, they completed an online questionnalarticipantsvho indicated that they had

seen the article beford\(= 34), or that they had not read the manipulated artisle 0 were

excluded from the analyseln total, 29Gurveys wereralyzed.

Measures

w S I R@mMeBpal Pas measured on a twitem scale, asking themo indicate to what
extent they thought that the text was a commercial text and to what extent they thought that
the text was provided by an advertisbt € 4.36,SD= 1.16;" = .82).

Attitudinal PKwas measured othe sixitem, severpoint Whferences of manipulative intent
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a O [(Caspbell, 1995hich has beeatilized in several studies for measuring attitudinal PK
(Ham et al., 2015M = 3.95SD=1.15;h = .90).

Attitude towards the aevasmeasured on a fivéem, severpoint semantic differential scale:

bad / good, unpleasant pleasant, unfavorablé favorable, irritating/ not irritating, not
interesting/ interesting Y1 = 4.81.SDI ™ ® H.95)[MatKerizie et al., 1986)

As we used an existing, wieflown brand, we did not measure readaatiitude towards the
brand in general, but instead asked them to what extent tagitude towards the brand
(Samsung) ithchangedafter reading the tex(Krouwer & Poels, 201@participants indicated

on five sevespoint scales to what extent they considef@gdmsungs: less appealing / more
appealing, worse / better, less pleasant / more pleasant, less favorable / more favodhble an
less likable / more likeab{® = 4.35SDI' &y m T(Speard & Sihdht 2004)

News website credibilitwas measured on a fiveem scale derived fronKiousis (2001)
Participants indicated on sewpoint scales to what extent they agreed (1 = strongly disagree,
7 = strongly agree) that the news website: is factual, is concerred ataking profits (R),
AYy@FRSAa LIS2L) SQa LINRA Gl O 0wl I-bekg and®eaghtt BNy S R
trusted (R):M=4.49SDIF ddpc T h T dymo

Disclosure recognitiomas measured at the end of the questionnaire. A short text revealed that
the pagethat had just been displayed contained a native advertisement, and subsequently
asked participants whether they had noticed a discl®ither on top of the article, in the

middle of the article, both on top and in the middle of the article, or whetreyr had not seen

)

adisclosure atao X0 ¢ KS yI 0A DS | ROSNIUA aSYDyWa L&lyE 2INBGR2
0 & { | Y thatdyid@aed that the text was notan editori@dl 8 Y> o6dzi 'y | RASNIA a

dz
t FNOIAOALI YyiaQ NBalLkRyaSa ¢SNBE O& HYdsclobuie n
recognition).
As involvementhas been proven to be a significant moderatorQo2 y & dz¥valisios
(Rollins, King, Zinkhan, & Petri, 2010)LJF NI A OA LI y(iaQ Ay @2f gSYSyi

measured onthe scale proposed bgaichkowsky (1994yvhich consisted of ten sew@oint

semantic differential itemsM = 3.65,SDIF M ®MHT h T dpo0d ¢KAA YSI

covariate inall ANCOVAnalyses.

Other control measuresncluded participant@demographics and two questions measuring
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Native advertising on news websites

participantsexperience with visiting the news website on a-fieet scalg1 = never, 5 = daily)
(M = 5.05,SD= 1.58)and news websites in generah a sevefpoint sale (1 = never, 7 =

several times a dayM = 4.91,SD= 1.07).

Results

Manipulation check: idclosure recognitionin total, twenty percent of the participants
indicated that they had noticed a disclosure (tableBlary logistic regression showrt
disclosure recognition significantly varied among the disclosure position cond2)s=
7.87,p = .02, Nagelkerk = .045.Repeated contrasts analysis showiedijne with previous
findings(Wojdynski & Evans, 2013%pat participants in togpositioned disclosure conditions
were significarly less likely to notice the disclosure, compared to participants in middle
positioned disclosureonditions i = -.858, Wald = 4,65,p = .031.We checked whether
disclosureposition had an effect on any of the other variables, besides disclosure recognition.
This was not the cas@s there were also no interaction effects between disclosure position
and brand pesence, we were able to create four groups, using both disclosure recognition and

brand presence as the independent variables in our analyses.

Table 1Disclosure recognith based on disclosure position.

Disclosure Top Middle Topand Total Sample
recognition Middle

No 88 (88,9%) 78 (77,2%) 66 (73,3%) 232 (80%)
Yes 11 (11,1%) 23 (22,8%) 24 (26,7%) 58 (20%)
Total 99 (34,1%) 101 (34,8%) 90 (31%) 290 (100%)

Control variablesANOVAanalyseshowed no differencelgetween the four groups olevel of
education {3, 286) =1.45, p = 154), gender {3, 28§ =1.57, p = .197 frequency of visiting
news websitesH3, 28§ =1.24, p = .299 andexperiencawith visiting thenews website K3,
286) =1.47p = .222. The four groups did however differ age(H3, 286) = 3.15 = .026),
and we therefore controlled for age in all ANCOVA analyses.

In order to test all hypotheses, ANCOVA analyses with disclosure recognidiobrand
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presence as factorsnvolvementand ageas covariats and the dependenvariables were

conducted.

ConceptuaPK Results showed that, as predictedHita, disclosure recognition led to increased
conceptualPK H1, 28) =7.81,p = .0®). Conceptual PK was higher among participants who
had noticed a disclosuf&! = 4.75,SD=1.35), compared to participants who did not notice a
disclosure = 4.27 SD= 1.09).There was no significant difference in conceptual PK between
the two brand presence conditiong1, 28) = 223, p = .136), rejecting H1bThere were also

no interacton effects between disclosure recognition and brand presdfte283) < 1,p

= 830). ThusH1c wasejected.

Attitudinal PK.The ANCOVA analysmsvealeda significant effect of brand presence on

attitudinal PKH1, 283 =66.27 p < .001. In line #h H2b, readers felt significantly more

manipulated in high brand presence conditiolks< 4.40,SD= .88) compared to low brand

presence conditiond = 3.28,SD= .99). Yet, there was no significant influence of disclosure
recognition on attitudinal PK{(1, 283) <1p = .B2, rejecting H2a. The results showed an

interaction effectbetween disclosure recognition and brand preserigé; 283)= 7.76 p

= 030, confirming Bc.2 KSY 0N} yR LINSASYyOS ¢4l a 26> NBI RSNJ
among readersvho did not recall seeing a disclosure. Conversely, when brand presence was
KAIKE NBFRSNARQ FddGAGdzZRAYIE tY ¢gla KAIKSad Y
Furthermore, high involvement significantly decreased attitudind{(Pk283) #4.25 p = .40,

B=-.102,t =-2.07,p= .0309.
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Figure 2. Twoway interaction between disclosure recognition and brand presence on

attitudinal PK Covariates appearing in the model are evaluated at the following values:

involvement = 3.65age = 41.41.

Attitudetowards the adThe ANCOVA analysimweda significant influence of brand presence

on attitude towards the ad¥1, 283 =5.90, p = .0%6. Attitude towards the ad was significantly

more positive in low brand presence conditiovs £ 5.08,SD= 1.03) tha in high brand
presence conditiond = 4.54 SD= 1.45). Mediation analysis, usihg PROCESS macro in SPSS

(Hayes2008) revealed that thaeegativeeffect of brand presence on attitude towards the ad

was mediated by increased attitudinal PK. A-biaigected bootstrap confidence interval for

the indirect effect (ab =685) based on 1000 bootstrap samples was entirely below-za80 (

to -.472).In line with H3b, results showed thahigh brand presence significantly increased

attitudinal PK(a = 1.30)which subsequently decreased attitude towards the ad {1526).

There was no evidence that brand presence influenced attitude towards the ad indepgndent

2T Ala

STFSOI

2y NS IpR 281k Rext| ANGOVA drRlyisig showed that 6 O m

there was no significant influence of disclosure recogrifiby283 = 128, p= 259 on attitude

towards the a¢d and that there were also no interaction effeckl, 283 < 1,p = .66.

Therefore H3a andH3c were rejected. Furthermoréjghinvolvementwas positively related

to attitude towards the adB=.179H1, 28) = 7.8, p =.006.
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Brand attitude.The mediation analysis revealed a significant indirect bootstrap effect (1000
samples) of brand presence on change in attitude towards the brardiatee by attitudinal

PK B =-.23, SE= .08; 95%Cl=-.397 ¢ -.079). As predicted bidb, high brand presence
significantly increaseattitudinal PKa = 1.30), which subsequently decreased attitude towards
the brand b =-.180). ANCOVA analysis furthermrevealed thatisclosureaecognition K1,
283)=168p=1970 KIR y2 aAIYATAOIYy(l AyTFtdzSyOoOS 2y
advertiser and that there were also no interaction effé€ls 28) < 1,p = .%2, rejectingH4a

and H4c. Thecovariate involvement was positively related to attitude towards the brBnd:

= 2321, 28) = B.74,p < .001.

News website credibilitfhe analysis showed a significant effect of brand presenoews
website credibilityH1, 283 = 1657, p < .001 News website credibilityas significantly lower

in high brand presence conditionlsl & 4.28,SD= .94), compared to low brand presence
conditions ¥ = 4.70,SD= .95). Mediation analysis revealed that the effect of brand presence
on news website credity was fully mediated by attitudinal PK. A fwaesected bootstrap
confidence interval for the indirect effeal(=-.363) based on 1000 bootstrap samples was
entirely below zero-(543 to-.200). High brand presence significantly increaggulidinal PK

(a = 1.30), which subsequently decreageuiceived news website credibilify =-.279).The
effect ofbrand presencen news websiteredibilitywas fully mediated battitudinal PKd1 =
-.015, p = .906), which confirms H5Bhere was nasignificantmain effect of disclosure
recognitionon news website credibilityq({L, 283 < 1, p = 596), rejectingH5a. There was,
however,an interaction effect between disclosure recognition and brand presencédaee

3). When brand presence was high, and readecalled that they had seen a disclosnesys
website credibilitydecreasedH1, 283 = 5.8, p < .02, which confirms bt.
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Figure 3. Twavay interaction between disclosure recognition and brand presence on news
website credibilityCovariates appesng in the model are evaluated at the following values:

involvement = 3.65, age = 41.41.

Furthermore,both the covariates involvemeriB = .166,H1, 281) = 11.94p = .00), and
experience with visiting the news webdiBe= .112,H1, 281) = 8.2& = 004) were positively

related tonews website credibility

Discussion

As previous studies on the effect of disclosures in native advertising showed mixed results in
GSN¥a 27F NBI R pdisent stidylaimeditaiinvestigateiiéects of dislosure

recognition combined with the (moderating) influenck another key element of native
advertisementsbrand presenceThe results indicat¢ghat NS+ RS NBE Q of @d dddzl G A 2y &
advertiser and news website are influenceddmptent characteristics (ithis case brand
presenceandinvolvement) but not byNB | RiISdEEUeE recognitiarFurthermore, the study

showed that this effect is fully mediated by increased attitudinal PK, but not by conceptual PK.

These resultsuggesthat it might bemore important to focus on characteristicslated to the

content of native advertisement&/henreaders noticd a disclosure, theweremore likely to

identify the native advertisement as advertisimgnich is in line with previous findinfgan
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Reijmersdal et al., 20158rand presence, howevedid not have an influencey NB I RS NE Q
conceptual PKThis may bdue to the fact that most news websiteen write about brands
and companies, thus referring to a brand may not activate thoughts that the text is provided

by an advertiser.

Second,lte results also indicated that solely disclosure recognition and subsemquneetptual

PKdo not lead to more negative ad and brand evaluations, but that this effect mainly depends

on attitudinal PK. Disclosure recognition did not lead to increased atalueK and negative

ad evaluationsbut increased brand presence did. This could be explained by the fact that
attitudinal PK and negative attitudinal responses especially occur when there are less benefits

to the consumer(Campbell1995). When the advertiser often refers to itself in a positive

manner, the information could be perceived as more-sided and subjectiveyhich is less

beneficialto the consume (Eisend, 2006)The interaction effect showed that when readers

did not notice any disclosure and brand presence was high, attitudinal PK was the highest. This
might be explained by the fact that the text ddeel like an advertisement, yet because there

was no clear label, readers might feel misled and manipu{gerder Conill, 2016Jhe lack of

effect of disclosure recognition on attitudinal PK in study, differs from results of other

studies that did find a main effect of disclosures on attitudMalee 2010; Van Reijmersdal

et al.2016) . This might be explained by differences in disclosure wordingsesses studies

used Y2NB SELX AOAG 62NRAYy3I T2N GKS RA&AOf 2&dz2NBX
AY Tt dzSree2010RNFQI K G W. NI YR - LI A RVah Reljheisdah & LJ2 a
et al., 2016)

In this studythe disclosure only indicated that the article was sponsoyedrbadvertiserA

second interaction effecthowedthat disclosure recognitionnly hada negative effect on
evaluations of the news medium when brand presence was high. Readers may value the news
YSRAI Q& (RaIR\Hyy8sa 2014)et respond negatively when a persuasicerapt

mainly benefits the advertiséCampbell 1995; Wentzel et &010). Despite the effect of
disclosure position on disclosure recognition, still a minority of the participants stated that they

had seen a disclosure. This means that additional stegx$ toebe taken to further increase
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disclosureecognition.

Implications

Theoretical implications

CKAA NBaSINDK TFdzZNOHKSNJ AYLNROSR 2dzNJ dzy RSNE G |
advertisementsAs the results showed thamainly an increase iattitudinal PK negatively
AYyFtdzZSYOSR NBIFRSNEQ S@GFfdzZ dA2yazr GKS NBadzZ Ga
theory (Sweetser et al., 201@&nd cooperative relationship theofigirmani & Campbell, 2004)

inthe contextof native RGSNIIAaAy3Id LG asSSya GKFG NBIFIRSNAQ
advertisement have a larger impact on their overall evaluations than whether they recognize it

as advertising or nofThis means that future research should foousre on how contem

factors can increasthe perceived value of the advertisemeitheresults of this studwalso

imply that it is useful to study the effects of disclosures in combination with other ad elements,

as these characteristics could influence disclosure effeicially, it is recommended to include

Ay@2t dSYSyld a F O208FNAFGS 6KSy &aidzReAy3a NBI |
differences in involvement influerd®&BS  RSNEQ S @l fdzt GA2Yya Ay Ylye ¢

Managerial implications

First it isrecommendedo both news media and advertiseis keep brand presence in the

article low, in order to avoid negative attitudinal responses among readers, as high brand
LINE&SyOS AYyONBIF asSa NBI RSrivE fegdtive évaliataRSesomdf t YI &
the resuts showed that, if brand presence is low, disclosure recognition only affects ad
recognition, yethis does not negatively affettB | ReSaNitions. As readers are most likely

to recognize middipositioned disclosures, it is recommendedaidd a middlepositioned

disclosure to the advertisemerifiowever, because disclosure recognition was still rather low,

further steps need to be taken to improve disclosure clarity. This study and a recent case study
conducted by(Carlson, 201458 K2 6 SR G KIF G LI NOAOdz  N¥ & ySga Y
directly harmed when native advertising is implemented badly. News media should therefore
carefully design and implement native advertisements, taking into account both disslosur

and the content of the agertisement The results of this study imply that, on the one hand,
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news media should be transparent and add disclosures to native advertisements, but on the
other hand may want to disguise the brand into the content in suchyatiat it does not

annoy readers.

Limitations and Future Research

Several factors could limit the current findingsd mply future research directionBirst, we

have manipulated an existing native advertisement of Samsung, which iskaowail brand

It is likely that when a fictitious brarfdnd news websitejould have been used, even less
readers would have recognized the advertiseniBnénnan Babin, 2004 )Future studies can
investigate the effects of native advertising on different types of br&uotthermore, the text

in this study mainly mentioned positiywoduct features Future research could further
investigate the effect of brandresence when more negative information is includ€his
might attenuate the negative effects of brand prese(ttisend, 2006)

Second, the quasixperimental design implies several limitations. The sangae giere not
equivalent due to nomandom assignment to the four conditions. Therefore, the two disclosure
recognition groups might have differed on characteristics that we had not taken into account.
We did control for differences in age, level of edwratgender, experience with visiting the
news website and news website experience in general, however, one should be cautious with

making conclusions about causality.

Another limitation of this study is that we only included-ssghiorted disclosure regmition. It

may be the case that more participants had noticed the disclosure, but could not explicitly
remember this. Future research could include more direct measures of disclosure recognition,
such as eye tracking. Nevertheless, it should be notedinhaitevious research disclosures
were only effective when they were explicitly remembered and recdiza Remersdal et al.,

2016) Furthermore, the results of this study do not tell whether disclosures are in general

effective or not, as we did not incorporate a control condition with no disclosure.

Finallythis study showed only shet¢rm effects of only oanative advertisemerin one news

website. Monitoring the longerm effectiveness of native advertising and influence on news
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YSRAIFI Q& NBLMzil GA2Y g2dd R 06S Iy AydiSNBailuay3
Despite these limitations, the present study addsalkaki insights to current knowledge on
native advertising as a form of hybrid advertisarg] helps both academia and practitioners
to further understandhe effectsof disclosureshrand presenceanddifferent dimensions of
PK The findingslsoimply irteresting diections for future research aandthe development
of native advertisements, and contribute to the search for strategies for implementing native
advertising in online news media, in a manner that is sustainable for thewenhe, effective

for the advertiserand transparent to consumers.
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Appendix A: stimulus materials

Condition 1: high brand presence +4@pd-middle-positioned disclosures
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Condition 2: high brand presence + midgésitioned disclosure
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Native ad

Condition 3: high brand presence +4opsitioned disclosure

(o]
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flink verbeterd

Aangebaden door: Samsung
18107H6 - 9u10

G 1

—_—

De tweede generatie smartwatches is gelanceerd. Lopen we nu
binnenkort allemaal met een 'slim horloge' rond? Het is nog even
afwachten of het zo'n vaart zal lopen, want de introductie van de eerste
smartwatches verliep redelijk stroef. Toch voorspellen trendwatchers dat
de verkoop met de lancering van de nieuwe generatie smartwatches,
waaronder de Samsung Gear $2 smartwatches. flink gaat stijgen.

De proefkonijn-fase is voorbij

De techno-hipsters hebben een paar jaar de tijd gehad om sier te maken met
de eersie generatie echie smartwatches, simme horloges die in verbinding
met je smariphone staan. Dit testpubliek liet de makers toe om te
expenmenteren met de bediening, toepassingen en design. De fabrkanten
hebben uitgezocht wat wel en niet werkt. Het resultaat is een nieuwe
generatie smartwalches, die gebruiksvriendelijker zijn, mooier ogen en beter
tegemoet komen aan de verwachtingen van een veel grotere, minder
technisch gefixeerde qehruwkusgruep De Samsung Gear 52 smartwach is
hier een goed voorbeekd

Beide handen vrij

Doordat je de nieuwe smartwatches met je stem kunt bedienen, houd je
beide handen vrij. Je hoeft je smartphone niet langer bij elke overbodige
melding ui je zak of tas tevoorschin te halen. Naast oproepen en berichten
kun je ook i over en het

op je smartwatch ontvangen. De Samsung Gear S2 Smartwatches bevatien
ook al deze handige functies. Ze zeggen je byvoorbeeld of je bij het gebruik
van navigatie links- of rechtsaf moet slaan. Of vertellen je dat het gaat
regenen, of toch droog biijit.

WVinger op de pols

Nagenoeq elke grote speler op de rkt heeft de

van de activity tracker en andere gezondheidsmetingen aan zijn simme
horloge toegevoegd. Zo telt bijvoorbeeld de nieuwe Gear 52 smartwaich van
Samsung een stappenteller, een gyroscoop die bewegingen analyseert, een
hartslag- en een acceleromelter, Extra’s die samen met een gezondheids- en
fitness-app op je telefoon, je actieve en sportieve leven in kaart brengen en
helpen te verbeteren, De smartwatch kan zo dienen als een motiverende
coach, die je altiid om je pols hebt

Voorkomen van phubbing
Phubbing is het negeren van &én of meer andere personen in een sociale
situatie door beziq te zijn met je telefoon. Constant de telefoon naar boven
halen en gebruiken cogt behoorlijk onbeleefd. De subtiele, concrete

opde , zoals mooi geil in de nieuwe
Samsung Gear S2 Smartwalches, zorgen ervoor dat de
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verstorende telefoon er niet hoeft worden by gepakt. Een korte blik op de
smartwatch vertelt je of je actie moet ondememen, of dat je meldingen kunt
negeren. Een belangrijk voordee! hiervan is dat je de smartphone minder
vaak uit zijn slaapmodus hoeft te halen, waardoor de batterij van je
smariphone aanzienlijk minder snel leeg zal zijn

Een gewoon horloge?
De nieuwe smartwatches, zoals de Samsung Gear S2 smartwatches, ogen
veel meer als normale horloges, door het gebruik van kiassieke ronde
schermen en verschillende soorten bandjes van rubber of leder. Fabrikanten
hebben zich dus zowel op functionaliteit, als op uiterlijk gencht. Er wordt
nog in het van apps.
Wanneer de technologie zich op deze mame( H;R ontwikkelen, dan kunnen
we binnenkort misschien met een normaal vitziend horoge onze auto
starten, de verwarming hoger zetten en de voordeur openen.
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Condition 4: low brand presence + tapd-middle-positioned disclosures
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Nieuwe generatie smartwatches

flink verbeterd

Aangeboden door: Samsung BEViAAR ARTIKEL
150716 - 0910 Onbekend door haar
tenniskunsties, niet langer
onbemind na dit exploot
3 Egyptisch voetbalicoon
| holt uitzinnig van woede
| achter fotograaf aan. Het
vervolg is schandalig
Zo zien Tourbenen eruit na
O dagen afzien en 1.825
— kilometer zwoegen
Tragische foto®s van
5 halfnaakte en ronddolende
2 #= Gascoigne

MEER VAN HLN

De tweede generatie smartwatches is gelanceerd. Lopen we nu
binnenkort allemaal met een "slim horloge” rond? Het is nog even tw18iMont Ven TOE?
afwachten of het zo'n vaart zal lopen, want de introductie vandouuw 05u08 Advocaat zet deur op kier voor

smarntwatches verliep redelijk stroef. Toch 05u05 Buren Syri geloven
i ni flii
:;:‘lmmdc lancering van de nieuwe generatie smartwatches flink 09u00 Dit weekend geen plannen? Dan .

08u00 Hoezo straatariesten wegjagen?

Nog hinder door

De proefkenijn-fase is voorbij ‘ethanoltruck’ E403

De techno-hipsters hebben een paar jaar de tijd gehad om sier te maken met .
de eerste generatie echte smanwatches, simme horloges die in verbinding

met je smartphone staan. Dit testpubliek liet de makers toe om te I Dehenauw helpt Rus in
expenmenteren met de bediening, toepassingen en design. De fabrikanten viucht rond wereld

hebben uitgezocht wal wel en nief werkl. Het resultaat is een nieuwe

, die 2ijn, mooier ogen en beter
noet komen aan de verwachlingen van een veel grotere, minder Il E;g:;:;::g}’;ﬁtg:glm
technisch gefixeerde gebruikersgroep. I spurtersetappe
Beide handen vrij :
Doden en gewonden bij
Doordat je de nieuwe: met je stem houd je R zware treinbotsing in ltalie

beide handen wrij. Je hoeft je smartphone niet langer bij elke overbodige
melding uit je zak of tas levoorschijn te halen. Naast oproepen en berichien
kun je nu ook over en het

opje Ze zeggen je bi of je bij
et gebrik van navigatie liks- of rechtsaf moet siaan. Of vertellenje-dathet Ll L1 glI ]}
gaat regenen, of Loch droog bijft. Mysterieuze

voetstappen op het
strand van Oostende

[ Aangebogen door Samsung ]

Zo sjpemelen ambienaren met de
Vinger op de pols prikklok in Italie (2

Magenceg elke grote speler op de smartwatch-markt heeft de functionaliteit
wvan de activity tracker en andere gezondheidsmetingen aan zijn slimme:
horloge toegevoegd. Zo telt bijvoorbeeld de nieuwe Gear S2 smartwalch van
Samsung een , een die , een
hartslag- en eenaccelecmler Extra's die samen met een gezcnmeids en
fitness-app op je telefoon, je actieve en sporfieve leven in kaart brengen en
helpen te verbeteren. De smartwalch kan zo dienen als een motiverende
coach, die je altijd om je pols hebt.

Voorkemen van phubbing
Phubbing is het negeren van &én of meer andere personen in een sociale
situatie door bezig te zijin met je telefoon. Constant de telefoon naar boven
halen en gebruiken ogt behoorlik onbeleetd. De sublicle, concrete

op de dat de
verstorende telefoon er niet hoeft wmden bij gepaku. Een korte blik op de
smartwatch vertelt je of je actie moet ondememen, of dat je meldingen kunt
negeren. Een belangrijk voordeel hiervan is dat je de smartphone minder
vaak uit zijn slaapmodus hoeft te halen, waardoor de battenj van je
smantphone aanzienlijk minder snel leeg zal zijn.

Elll gewoon horloge?

ogen nu meer als le horloges, door het gebruik van
ua-ss.m ronde schermen en verschillende soorten bandjes van rubber of
leder. Fabrikanten hebben zich dus m:iopiumluonalnlenl als op uiterlijk
gericht. Er wordt nog in het van
aanvullende apps, Wanneer de lachnolog-e zich op deze manier biijft
ontwikkelen, dan kunnen we binnenkort misschien met een normaal uitziend
horloge onze auto starten, de verwarming hoger zetten en de voordeur
openen
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Native advertising on news websites

Condition 5: low brand presence + midglesitioned disclosure

o
H

INTERNET &

flink verbeterd

Nieuwe generatie smartwatches

£ rreccen | o [ o i
15007116 0 BEWAAR ARTIKEL
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-

De tweede generatie smartwatches is gelanceerd. Lopen we nu
binnenkort allemaal met een 'slim horloge' rend? Het is nog even
afwachten of het zo'n vaart zal lopen, want de introductie van de eerste

gaat stijgen.

De proefkonijn-fase is voorbij

De techno-hipsters hebben een paar jaar de tijd gehad om sier te maken met
de eerste generatie echte smartwatches, simme horloges die in verbinding
met je smartphone staan. Dit testpubliek liet de makers toe om te
expenmenteren met de bediening, toepassingen en design. De fabrkanten
hebben uitgezocht wat wel en niet werkt. Het resultaat is een nieuwe

| die 2ijn, mooier ogen en beter
tegemoet komen aan de verwachlingen van een veel grotere, minder
technisch gefixeerde gebruikersgroep.
Beide handen vrij

Doordat je de nieuwe smartwatches met je stem kunt bedienen, houd je
beide handen iij. Je hoeft je smartphene niet langer bij elke overbodige
melding uit je zak of tas tevoorschijn te halen. Naast oproepen en benchten
kun je nu ook over en het

opje Ze zeggen je of je bij
het gebruik van navigatie links- of rechisaf moet slaan. Of vertellen je dat het
gaat regenen, of toch droog blifft.

[ Aangeboden door Samsung ]

Vinger op de pols

Nagenoeg elke grote speler op rkt heeft de

van de aclivity racker en andere gezondheidsmetingen aan zijn slimme
horloge toegevoegd. Zo telt bivoorbeeld de nieuwe Gear S2 smartwatch van
Samsung een | een die , een
hartslag- en een accelerometer. Exira's die samen met een gezondheids- en
fitness-app op je telefoon, je actieve en sportieve leven in kaart brengen en
helpen te verbeteren. De smartwatch kan zo dienen als een motiverende
coach, die je altijd om je pols hebt.

Voorkomen van phubbing

Phubbing is hel negeren van één of meer andere personen in een sociale
situatie door bezig te zijn met j& telefoon. Constant de telefoon naar boven
halen en gebruiken oogt behoorljk onbeleefd. De subliele, concrete
meldingen op de smartwatches zorgen ervoor dat de conversatie-
verstorende telefoon er niet hoeft worden bij gepakt. Een korte biik op de
smartwatch vertelt je of je actie moet endememen, of dat je meldingen kunt
negeren. Een belangrijk voordeel hiervan is dal je de smartphone minder
wvaak uit zijn slaapmodus hoeft te halen, waardoor de batten van je
smariphone aanzienlik minder snel leeg zal zijn.

Een gewoon horloge?

De smartwatches ogen nu meer als normale horloges, door het gebruik van
klassieke ronde schermen en verschillende soorten bandjes van rubber of
leder. Fabrikanten hebben zich dus zowel op functionaliteit, als op uiterlijk
gericht. Er wordt nog in het van
aanvullende apps. Wanneer de technologie zich op deze manier blijft
ontwikkelen, dan kunnen we binnenkort misschien met een normaal witziend
horloge onze auto starten, de verwanming hoger zetten en de voordeur
openen

MEER VAN HET WEB
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de verkoop met de lancering van de nieuwe generatie smartwatches flink
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Condition 6: low brand presence + tppsitioned disclosure

INTERNET & | HN

flink verbeterd
o1

Aangeboden door: Samsung
15/07116 - 09u10

—

De tweede generatie smartwatches is gelanceerd. Lopen we nu
binnenkort allemaal met een "slim horloge® rond? Het is nog even
afwachten of het zo'n vaart zal lopen, want de introductie van de eerste
smartwatches verliep redelijk stroef. Toch voorspellen trendwatchers dat
de verkoop met de lancering van de nieuwe generatie smartwatches flink
gaat stijgen.

De proefkenijn-fase is voorbij

De techno-hipsters hebben een paar jaar de tid gehad om sier te maken met
de eerste generatie echte smartwaiches, slimme horloges die in verbinding
met je staan. Dit liet de makers toe

experimenteren met de bediening, toepassingen en design. De fabrikanten
hebben uitgezocht wat wel en niet werkt. Het resultaat is een nieuwe
generatie smartwatches, die gebruiksvriendelijker zijn, mooier ogen en beter
tegemoet komen aan de verwachtingen van een veel grotere, minder
technisch gefixeerde gebruikersgroep.

Beide handen vrij
Doordat je de nieuwe smartwalches met je stem kunt bedienen, houd je
beide handen vrij. Je hoeft je smartphone niet langer bij elke overbodige
melding uit je zak of las tevoorschijn te halen. Naast oproepen en berichlen
kun je nu ook over ijden en het

op je Ze zeggen je of je bi
het gebruik van navigatie links- of rechtsaf moet slaan. Of vertellen je dat het
gaat regenen, of toch droog blifft.

Vinger op de pols

Nagenoeg elke grote speler op de smartwalch-markt heeft de functionaliteit
wvan de activity fracker en andere gezondheidsmetingen aan zijn slimme
horlege Zo telt bij de a2 van
San g een die lyseert, een
hartslag- en een accelerometer. Extra’s die samen met een gezondheids- en
fitness-app op je telefoon, je actieve en sportieve leven in kaart brengen en
helpen te De kan zo d Is een

coach, die je altijd om je pols hebt.

Voorkomen van phubbing

Phubbing is het negeren van &én of meer andere personen in een sotiale
situatie door bezig te zijn met je telefoon. Constant de telefoon naar boven
halen en gebruiken cogt behoorfijk onbeleefd. De subtiele, concrete
meldingen op de smartwalches zorgen ervoor dat de conversaie-
wverstorende telefoon er niet hoeft worden bij gepakt. Een korte blik op de
smartwatch vertell je of je actie moet ondememen, of dat je meldingen kunt
negeren. Een belangnjk voordeel hiervan is dat je de minder

i“ | NIEUWS  REGID SPORT SHOWBIZ NINA MEERHIN - A
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wvaak uit zijn slaapmodus hoeft te halen, waardoor de batten van je
smartphone aanzienlijk minder snel leeg zal zijn.

Een gewoon horloge?
De smartwatches ogen nu meer als normale horloges, door het gebruik van
Klassieke ronde schermen en verschillende soorten bandjes van rubber of
leder. Fabrikanten hebben zich dus zowel op functionaliteit, als op uiterlijk
gericht. Er wordt volop in het van
aanvullende apps. Wanneer de technologie zich op deze manier blijft

, dan kunnen we een
horioge onze auto starlen, de verwarming hoger zetlen en de voordeur
openen.
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in a mobile news app
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Native advertising on news websites

Abstract

Mobile news consumption is rising quickly, just as the appearance of native advertisements on

Y20AfS ySga LIIFGF2NYaz &Sd tAGGES Aa 1yz2ey |

(@]]

and perce@tions. This qualitative study, therefore, explores how readers recognize and perceive
in-feed native advertisements in a mobile news app. Usability tests combined with interviews
with 24 users of a national news app showed that in the mobile environmezters are
generally able to recognize native advertisements. The findings suggest four key factors that
AYyFEdzSyYyOS NBIRSNBQ S@lIfdzrGA2yay om0 LISNOSAOSR
perceived control, and (4) recognizability. TReirdzft § & adzZ33Sad GKFG o6Saa
NEO23IayAGAz2ys GKS FTROSNIA&ASYSyiaQ O2yidSyd FyR
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Introduction

As digital news outlets often cannot survive through suftsen revenues alone,
advertisementsare an important element of their business moddlewman et al., 2018)

However, online news readers have become better at both ignoringsantetimes, even

completely blocking traditional display advertisements, wéuieloften considereds irritating

and intrusive(Fransen, Verlegh, et al., 2019)o combat this advertising avoidance and

generate new revenue streals Y ye ySga 2dzif Sia FFNBE Ay O2NL]2 N
into their online news platform¢Einstein, 2016)Infeed native advertisements on news

websites carbe definedas advertisements that mimic the look and feel of editorial news

articles (Wojdynski & Evans, 208) bl 6§ A @S | ROSNIAaASYSyGaqQ SRA
placement betveen the editorial news aim tninimisead avoidance and increase engagement

among readergWojdynski, 2016)Indeed, it hasbeen shownthat readers respond more

positively towards advertisements that are less intrusive and that match the surrounding
editorial content(BecketOlsen, 2003; Van Reijmersdal et al., 20B®wever, some scholars

and practitioners argue that this is mainly because the editorial appearance of theaukstive
misleadsreaders into thinking that they are looking at an editan@ls article(Amazeen &

Muddiman, 2017; Einstein, 2016)his would be problematic, as deceptive advertising

practices could jeopardiS§ NB I RSNA Q { KHizétein, 2046)Therkf&e, GodgiinieS G &
protection organisationshave issued guidelines on native advertising, recommending
advertisers and media to make native advertisemeidarlyidentifiable as advertising, by

utilising dsclosures & dzOK | &Y & a L{Peyrer 2anib RO1D2 Yy 1 Sy (1 € 0

¢2 RIGST Y2aid addzRASa 2y yIFGAGS FTROSNIAaAy3d K
disclosures and the commercial nature mdtive advertisemeind | YR 2y K2g NBI
advertising recognition may impact their evaluations of the ad and adveAigast amount

of research hadbeen builtaround the dPersuasion Knowledge Moéelvhich suggests a

negative relationship between reade@ NB O23IYAGA2Y 2F Fyeé | ROSNI
evaluations(Wojdynski, 2016)Several studies showed indeédK G NBEIF RSNEQ RA aOf
advertising recognition could negatively influence their evaluations of the advertisements and

advertisergVan Reijmersdal et al., 2016; Wojdynski, 20déigontrary to these findings, there
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are also mdies hat do not show a negativefett of disclosurand adrertisingrecognition on

NEIF RSNBRQ S@I t dzl ( A ABeckerGisgn, 2003{iCaw & HaydR, 2S1Rliese a A y 3
studies suggest that whether native advertising yields positive effects (or not) &ahvibrtiser

R2S4&4 AYRSSR y2i0 &az2ftsSte Rbhedyape2néntaNdubidgsEhbth Q | R
havebeen focuse® y 2 G KSNJ FI Oli2NAR 0S&aARSa IR NBO23ayAdA
with the topic(Krouwer & Poels, 2018nd perceived utility of the conteriSweetser et al.,

2016)af a2 | FFSOG NBIFRSNBQ SOFftdzZd GA2ya dther yI G§A DS
factors related to the content and context of native advertisememitéch may alschave an
influenceoNBS I RSNE Q S @I f dzI ( Argforeitiie firtdEBny dfthe\pr@serdt SdUANIDO S @ ¢ K
isti2 YILI GKS RAFTFSNByYyG FFLOG2NA GKFEG Ay¥FfdzsSyoSs
taking a more explorative, qualitative approach.

{SO2yRX LINA2NJ NBaSINDODK KFa RS@2GSR tAllitS Fdid
that incorporate native advertisements. A few experimental studies have measured the direct
AYyTitdzSyO0S 2F NBIRSNREQ yIFIGABS TR NBO23AyAlAz2Yy 2
that incorporates the native g@mazeen & Muddiman, 2017; Krouwer et al., 2Qjd&)more

research is needed to gain a deeper inSighA y 1 2 NBI RSNAQ LISNOSLIWiA2Yya ;
outlets that incorporate native aeértising It is importantto further investigate thisas the

reputational damage for news outlets might outweigh the financial benefits that native
advertising caniing (Amazeen & Muddiman, 201Maintaining redersirust is essential to

news media brands, and if readers feel tricked or confused by native advertisements, this trust

might bejeopardisedEinstein, 2016)

I GKANR YR FAYLFf 3AFLI Ay OdaNNByid (1y2¢6fSR3IS A
advertising recognition and evaluations haeen conductean a personaldesktop or laptop

computers. However, mobile news consumption dasbled between 2012 2018, and in
manycountries(e.g. the UK, USBweden, Mexic@martphones have overtaken the computer

as the main device for accessing néMswman et al., 2018 he technologic@haracteristics

of mobile devices, such as the screen sizes, portalaility contextsensitivity, could affect

consumed Q Yy Sga YR | ROSNI A AAY IStruSknbIB NIKEWoORia | YR

2016; Westlund, 2008)For instance, the content on mobile devices is often displayed
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differently due to the smaller screen sizes and different interfastsch might have an

influence onNB I R S N& Q anR adirdodgiioa (BNeal, Bart, Spann, & Zubcsek, 2016)

C dzNJi K S NJ¥ 2 Nibtizatiodgor uRisgNkE Mobile news application and their willingness

to pay for mobile newsnay also have an impact on their (native) advertising preferences
(Struckmann & Karnowski, 2016; Wolf & Schnaube§)2¢dt less attention halseen paido

native advertising in mobile contexiollowing these gaps in current knowledt aim of

the present study isi2 Ay @SaidA3alF iS NBIFIRSNBRQ 3ISYySNIf NBO:
advertisements in a mobile newenvironment, by congcting usability tests and semi

structured interviews with mobile news readef$ie literature review will further discuss the

three knowledge gaps that have been outlined in the introduckeaaling tothe three central

research quesons that the studysaimedto answer.

Literature Review

WSIFRSNEQ Y20AftS yFEGABS ROSNIAAZAYI NBO2AYAGAZ)
The editorial format of native advertisements can potentially mislead readers into thinking that

they are reading editorial newVojdynski, 2016)Therefore, ative advertisementaeed to

0S I 002YLI yASR o6& | RAAOft2&dz2NB I 60Stredi KI G Ay
O 2 y i &ya) 2015)To date, the vast amount of research hmen focusel®2 Yy NB I RSNAE Q
recognition of the disclosures and native advertiseméAimazeen & Muddiman, 2017,

Canpbell & Evans, 2018; Wojdynski & Evans, 20&)ious eysracking research on desktop

news websites suggests thata computer contextreaders often do not notice disclosures

when they are looking at native advertiseme@\gojdynski & Evans, 201%jowever, little

knowledge is availableabout S RSNE Q RA&AO0f 2adzNB | YR heR®OSNIAaA
contexts. Due to the smaller screen sizes of the mobile devices, mobile content is often not
surrounded by other content or advertiseme(@hae & Kim, 2004As there is less distraction

of other elements, readers might be more likely to netitbe disclosures on their mobile

phones andrecognisethe native advertisements as advertisif@rewal et al., 2016)

Additionally, the smaller szen sizes of mobile phones make it less likely that readefsewill
immersedwhen consuminghte content(Humphreys, Von Pape, & Karnowski, 2048jich

may alsaffectNBE I RSNBE Q I ROSNIA&AAY I NBO2AYAUAZ2Y D
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A

l'Yy20KSNI I L) AY GKS T @FAfFroftS fAGSNI GdzNB A& NE
land on the page with the native adv@ A A SYSy G @ t NSOA2dza aidzRASa 2y
recognition directly showed the web page with the native advertisemémtthe readers

(Krouwer et al., 2018; Wojdynski & Evans, 20&s difers fromthe generapracticewhere

readers first needo click on the headline of a native advertisement beforadeixposed to

the full advertisement. As the headlines of native advertisements on the front page of the news
website are often accompanied laydisclosurgit might be the case that readers already
recognisethe ad before they click on the headline todehe nativead. Hence, research that

GFr15Sa Ayidz2 I OO0z2 dzbahavidiBandriBeNibfadentystagésipiheir exdpduseNJ

to the nativeadY I @ FdzZNIKSNJ | RGlI yOS 2dzNJ dzy RSNRAR G YRAY 3
This studysaimedto explore 5 RSNAQ Y20AfS yIFGADBS I ROSNIAAAY:
stages of exposure, via the following research question:

RQ1: To what extent, wheand how do readersgecognisenative advertisements in a mobile

news environment?

wStF RSNERQ LINBEU&SHS &f hafiv@ adveytising S

The vast majority of studies on native advertising has been focused on the relationship between
NEIFIRSNAQ FROSNIA&AYI NBO23aYyAUGA2Y YR UKSAN S@
(PKM)(Wojdynski, 2016)First, we briefly present the main insights fromsthstudies. Next,

we take a broader look at other factors thayA Yy Ff dzSy OS NBF RSNB Q | LILINS

advertising.

Disclosures and ad recognitidue to the editorial look and feel of native advertisements,
NBEI RSNARQ t SN& dzl cieltBeyknoWlgtgemhd3aRtissShatdeadéns use to identify
advertisements and cope with thefrriestad & Wright, 1994) may notbe activated when
they are exposedo the ads. Studiethat havebeen builtaround thePKMsuggest that native
advertisements (partially) work because readers dorecbvgnisethem as sucl{Boerman &
Van Reijmedal, 2016; Wojdynski, 2018)hisfollowsthe intentionalexposure theory, which
states that readers are more open and positive towards editorial content thdtulfdtheir

media gratificationgLord & Putrevu, 1993)n contrast, people do not like to be unwillingly
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influenced by advertisement@rehm, 1966) and recognisinga native advertisement,e.

through PK activation, calinereforetrigger resistance among read€Fsansen, Verlegh, et al.,

2015; Van Reijmersdal et al., 201@) the othehand, when readers are exposed to a native
advertisement while thinking that they are looking at news and find out later that they were
actuallylooking at an advertisemg, this mightalsobreachtheir trust (Einstein, 2016)Being

transparent about the commercial intent in advantay decrease these feelings of deception
(BeckerOlsen, 2003; Carr & Hayes, 201@bnsidering these conflicting effects lméing

transparent about the commercial intent behind native advertjsimgre researa is needed

G2 FdzNIKSNI SELX 2NB (KS AyFfdsSyO0S 2F RAaOf 24&dzN
evaluations of native advertisements, advertisensd news welges. Furthermore, some
a0dzZRAS&a RAR y20 FTAYR | RANBOG NBtFGA2YyaKAL) o
evaluations ohativeadvertisementgBecketOlsen, 2003; Boerman & Van Reijmersdal, 2016;

Krouwe et al., 2018) These studies suggest that to fully understdifférences ilNS I RS NA Q
processing and evaluations of native advertisements, more research on factors related to the
content (e.g. topic, advertising characteristieg)d context (e.g. typeof advertiser, news

website and news reader) is needed.

Content characteristicBecause of the editorial format of native advertisements, readers may
be more likely to perceive that the content provides value to tf®weetser et al., 2016; Van
Reijmersdal et al., 2009hformation utility theory and uses and gratifications theory state that
NB I RSNA Q &t bnlydritaridl @oyitént, Bt also content provided by advertisers, are
largely influenced by the perceived informational value of the coriuntoffe, 1995; Katz et
al., 1973)For instance, atudy on sponsed web content showethat even though the ast
majority of readersecognisedhe content as advertising, the sponsored content was still more
positively evaluated compared to traditional advertisements, because resujeeciatedhe
informational vale of the content{BeckerOlsen, 2003)On the othehand, whersponsaed
content mainly benefits the advertiser, readers may evaluate it more negakwelynstance,
Krouwer etal. (2017) showed that when a braredmore prominently featureth a native

I RGS NI A & Sivedngra Mentions $fEhé brand), readers feel more manipulated, which

negatively impacts their evaluations of the brafyohrt fromthese studies, empiricaésearch
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2y (KS AyTtdzsSyOS 27F O2 yidie vdvertiSifiglewabiabdnSraidaiaadi A 0& 2
scarce.Yet these preliminary findings suggest that it is importemtfurther explorethe

different content characteristics that may influence reafersS @ t dzl G A2y a @

Context Characteristios S RSNE Q LISNOSLIiA2ya 2F yIFaGABS I RS
context characteristics, such as the type of advertiser and news website. For instance, a case
study suggested that readers can completely desp native advertisement, just because of

their negative predisposition towards the adverti¢€arlson, 204). Yet, more research is

needed to gain a better understanding of whether and howtiipe of advertise affects
NEIFIRSNAQ yIOGAOBS | ROSNIAaAy3d S@rfdzZd GAz2yad wS3
contextual factors of aewsapplication mayaffect not onlyNBS I R Svidisidgrelcagnition

but also their (native) advertising preferences and evaluatibtiee news outle{Struckmann

& Karnowski, 2016}or instancesonsumers often useews applications ethe-go, when they

have a clear informatieaeeking motive. s, different technological characteristics and user
motivations may also affect their (native) advertising prefere(Besel & Gips, 2014; Grewal

et al., 2016) For more traditional types of mobile advertising, studies tsngvn that

perceived usefulness and relevance of the ad, credibility of thenddiser expegncecould
L2aAldAdSte AyFtdzSyOS NBIFIRSNBEQ SOOI f dzF @i 2ya 27
Sinkovics, Pezdexk& Haghirian, 2012; Merisavo et al., 200Rese factors might also play a

role inread NBE Q LIS Ndobileldativeagvartis@nient§Struckmann & Karnowski, 2016)
Forexample owingto their editorial format native ads mighbe perceivedas more relevant

than banner and video advertisemer(&im You, Lee, & Go, 201®)n the other hand, their

lengthier format might also be perceived as more intrusive and lesdrigsetly in mobile

contexts, which could lead to more negative evaluati@swal et al.2016; Molyneux, 2017;

Shimetal., 20158 KAa addzReé gAftf YILI §KS RAFTFSNBydG 7FI O
evaluations of native advertising in a mobile news context (also compared to other advertising
formats), by answering the following reseh question:

RQ2:How do readers evaluate native ads in mobile news, apuswhich factors influence

these evaluations?
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Consequencder the (mobile) news outlets

News media traditionally maintained acalleddwalk between their commercial and edital

functions (Coddington, 2015)it hasbeen arguedthat because native advertising is more
AYOSNYAYIESR 6AGK SRAG2NAIE O2y i SynomyandSI RS NE
0KS ySga ¢SS0 aEinsina201€ SR stadiedoidnd édeed a negative
NEfIGA2yaKALI o0SidgSSiyg reddynitierSadd@valuatyohsof sh@Bedia R @S NI A
outlet (Amazeen & Muddiman, 2017; Wojdynski & Evans, 29&bpther studies could not

demonstrate this relatioship (BeckerOlsen, 2003; Krouwer et al., 2018hissuggests that

besides ad recognition, different characteristics of the native advertisements and news
gSoaArisSa Yl & SELX bfhafivedddrtiRigNdewsiwebditsd i I y O S
Regardingthe influence of the type of news contéxt a SOSNI f a0dzRASa &aK2g
willingness to pay for news via mobile apps is significantly lower compatkdt tof the

NB | R SdegkiOp wabBites and it editions(Berger, Matt, Steininger, & Hess, 2015; Chyi,

2012) On the otheihand, it has alsbeensuggestedhat when readersre not willing to pay

for online news, they are more likely to accept adverti€hgdlach & Hofmann, 201 %yhich

may suggest thatreadersof free mobile newsapps may be more open towards native

advertising formats. Considering these factors that couldhale an effec2 Yy NBIF RSNAE Q
perceptions of the news outlemore researcls needio gain a better understanding of when

and how native advertisirttas an influereonNB I RSNB Q LISNOSLIiA2ya 2F (K
RQ31 246 R2S4a GKS dzaAS I'yR LINBaSyoS 2F yIGABS RO

news outlet?

Methodology

Aqualitative approackvas adoptedor this studyThis approachllows researchers txplore

ySg FILOG2NRA GKIG YI& AyFtdzsSyOS NBIRSNEQ SOI f dz
underlying thoughts, andonsidercontextual factorgMorrison, 2011) The studyutilised

usability testing in combinationitiv semistructured interviews. The usability test of the news

app provided more insight intawhether, when, and how readenecognisemobile native
advertisements, andtheir underlying thoughts when tlye are looking at a native

advertisementThe test als helped readers to become familiar with the notion and concept of
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onative advertising and other advertising formats. The subsequent interview enabled the
NE&SIFNOKSNE (2 TFdzNGIKSNJ SEFYAYS NBIFIRSNEQ LISND

environmens at a more comprehensive level.

Participants Participants were selected using purposive sampliagentyfour readers of a

free national news apip The Netherlandvarying in age, gendemnd level of education, were

recruited via a market researcompanyandthey wereA Y @A 1 SR (12 G KSf LJ 0 KS Y
to gain more insight into how its users evaluate the newsappt | NJiwe® kot dhfofnied

beforehand that the main purpose of the study was to gain more insight into their perspectives

of native advertisingThisl f ft 2SR (KS NB&ASFNOKSNE G2 yI GdzNT -
recognition during the usability test. It alsminisedthe social desirability bidgsy” LJ- NI A OA LJ y
answers. The studyas conductedt the office of a national newsganisation All readers

received a small monetary incentive for their participgt@omdtheir travel costsvere covered

The 24 readers (13 malasd 11 females) were between 21 and 60 years of &jade = 40

years), with varying levels of educati®eventy percenpf them indicated that they used the

news appselected fothe study a least once a day.

Usability testWe conducted the usability test using a special testing smartphone on which an

offline version of the news app haden installedA smé camera above the smartphone and
Ayadlrtt SR aONBSy Ol LidzaNAy3 az2Fdél NB Fff28SR
mobile scrollindpehaviouron a computer screen. The researcher #reparticipans were in

the same room. The readers were askedcroll through a test version of the home page of

the news app, andhink aloud while doing that. Each participanvas directedo the same

two news articles, banner advertisement, ol video advertisement and news video, and

native advertisementThe news articles thatere utilisedn the test were about nosensitive

ySga (2LIA0AD ¢KS (G2LIA O 2w td & on/youl énergy biisR @S NIi A 2
andthe ad was sponsored by a national organisation for homeowhkesnative ad headk

was positionedbetween the news articles, yet distinguished from the other news headlines via

a grey-colouredbackground (as opposed to the white background), the word®pgsnsored

by [orandfF YR G KS O2YLI yeQa 232 ¢ adie aditdlfISIsoRAE M0
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contained a disclosure, agaimsing thewording ésponsored by [brand],a logo, and a grey
background. The disclosuneas positionedelow the headline of the native advertisement.
Weassessetvhether readers actively mentioned ththey were looking at an advertisement,

and we asked about their thoughts when they were looking at the text. As we constantly asked
readers about their thoughts, this did not lead to suspigiban enquired about the adafter
readers completed the usaityl test, which took about5 minutes, semstructured interviews

were conducted

Interviews On average, the interviews took 45 minutes. During the intesymaveral topics

related to the mobile news app were covefedy. usability, advertisementgws categories)

using a sermstructured questionnaire. By talking about native advertiglogg withall kinds

of in-app elements, we avoided a priming effect and redubedocial desirability bias. Before

talking about the topic of native advertisimdl, readers received the same introductionh y" S

of the things that we showed you during the usability test was a native advertisement. Native
advertisements are advertisements ttae designed y G KS 221 |yR FSSt 21
We then showed theeaders two other native advertisements from two different news
categories (onwvasaboutcarandii KS 20 KSNJ 2y S Fo2dzi @GAGlI YAY 50%
evaluations due to the specific ad that they had seen while interacting with the mobile news

app. Next, we addressed the topic of native advertising. Questions were derived from the
research frameworkio enquire readers about their thoughts on native advertising, their
evaluations of native advertising, advertisers and the news app, the factorlinerice these

evaluations, and their evaluations of different advertising formats, such as banner

advertisements, native advertisements, and-pok video advertisements.

Data analysis All the conversations during the usability test and the ind&rsi were
transcribed and iteratively coded. In a first round, we coded the data ushugfined themes.
In the second round, we addressed the data that couldbeotoveredvia the predefined
themes. Next, we used focused coding to group the themesdaudbver patterns in the

collected empirical data. Finally, the findings were related to insights from the literature review.
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Findings
Mobile native ad recognition
The usability test demonstrated thaggarticipants were capable ofecognisingnative
advetisements in a mobile news context. When asked why they thought they were looking at
an advertisement, readers mentioned tladellingon the front pageOn being aked how they
could distinguish native advertising headlines from news headlines, reafdgredd¢o visual
characteristics of the disclosure on the front page, such as the grey backgobounchnd the
O2YLI yeQa f 232 v $He (secandlisclosér& on Kh® lpayé af yiHe dative
advertisementvas less likely to be noticed. Although Wigual characteristics of the disclosure
OAPSDd O2f2dzNJ ' yR GKS alLl2yaz2zNna 2320 6SNB KSH
confusion among readers. One of the readers stated: O2 y a A R @Ndews,Kagd & Y 2 NB
information. The articlés sponered> o6 dzi G KIF G R2SayQid alreée FyeadKAy
I NI A Of §R»4,mdlk, Ade @ KFurthermore, when readers were directly focused on the
content of the advertisement they did not notice the disclosure and subsequently
misinterpreted the adertisement as editorial newg§.hissuggestshat readers experience
difficulties inrecognisingnative ads when they do not notice the disclosure or when the

disclosure is unclear to them.

RS I R S N&tRingFrecdgnition was only to a certain extentateld to their evaluations.

Although the interview datasuggesthat readers often try to avoid aype ofadvertiement,

their answers also show that they sometimes intentionally pay attention to native
advertisements, even though they are aware thatalvertiser has provided the conter

readersaidd { 2 YSGAYSa L &aSS +y AyiSNBaGAy3a KSIFREtAYS:
Ldzii 2K St f XLAT endiada REYIBYNRE A @ MRIBfeBIE, BERRI) A G Qa A

Thus it seems hat the activation of conceptu&K(ad recognition) does not always lead to
more resistance or avoidance. Other factors may also play a role. More spediically,
analysis of the interview datae distinguish four factors that seem to influence rédeQ

evaluations: information utility, source credibility, perceived control, and recognisability.
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CEOG2NBE GKFdG AyFtdzsSyOS NBFRSNERQ S@rfdd GAzya 2-
Information utility.First of all, readers in our study seemed to take a kidgladfie exchangé

approach towards native advertising. a native ad could fulfil their needs for certain
information, they were willing to pay attention to it, and their evaluations of the ad was more
positive.Based on the headline, the readers evaluated whathsmworth paying attention to

the ad. Next, if the afiilfilstheir expectations, they may evaluate it positiyeliich is evident

froY I NBIF RSNDa O#AYY § wrbgdddddertideinents $HBWever, sometimes

you are looking for certainformationandif the advertisement providese that information,

| am interested in reading it anywayk13, male, age 34)

So the readers seemed to set expectations for native advertisements that are similar to what

they expect of editorial news artisle When evaluating the three different native
advertisements thatvere showrto them in the study, readers mainly based their opinions on

whether an adulfils their informational needsThismay also explain why the readers were

most negative in their eWaations of the sample native advertisement about a new car, which

gl & LISNOSAQPGSR |a aiG22 O2YYSHKHDANT QreyafiRdda Wl Ay &
about vitamin D was more appreciated, as readers perceived the information provided in the

ad asi (0 NHza (0 ¢ 2 NI K 8¢ HyaRe 0 A K Sz yolf (SA @ Was IpdRceidegis Sy S NH &
GKSEELIFIAX F2NXEF GA2Yy dzGAf Al GKS2NEBI 6KAOK RS&aoOl
AYVF2NXYIEGAZ2YEE @t dzS | yR OABucoteY 199 EeemsIdplay dzl G A 2 Y
Ly AYLRNIFYG NRBEtS Ay SELX FAYAY Hredd®&d cBrSideh Q S JI €
the information in the native advertisements as valuable to themy tten have a positive

attitude towards the advertisement, everaitommercial source provides the information

Source credibilityNext to information utility, the source credibility (of the advertiser) is a
contextual factor that also seems to playiruportant role. Source credibility definedas the
extent to which consumers consider a source as an expert and trustw@olnypitakpan,
2004) When readers mentioned that théyave had a negative experience with one of the
advertisers of the sample native advertisementsgy automatically evaluated the
advertisement negavely simply because they did not trust the advertiser. They stated that

they normally would not even click the nativeadwhen itis providedoy an advertisewhom
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they do not like. Conversely, when readers trusted the advertiser, they were much more open
towards the messagé\ reader commentediThis advertisement is provided by a cooperation

for homeownerswhich is interesting to me. But as soon as it is a very comnuoggaaisation

GKIFG 2yteée glyida G2 aSft (R13Yrbalelagel3NR RdzOG > L A€ f
¢Kdzaxz 020K a2dz2NOS ONBRAOAfAGE YR ONBRAOATAGESE
It might be that in some cases information utility can outweigh source credibility, and vice versa,
RSLISYRAY3 2y K2g A0GNRYy3I NBFIRSNARAQ yS3ardiiaAgsS 2N
is. The extent to which the advertisers that provided the $amative advertisements were

considered to bealmosti NHzA G 6 2 NIIK& YIF Ay f & R@iiayerai 2y LI
experiences with the advertiserBhismakes it difficult to determine when an advertiser can

provde native advertising, without eliciting getive responses. Still, the findirsggygesthat

iKS a2dNOS ONBRAOAfAGE GKS2NEB &akK2dAR 0SS 41

perceptions of native advertisemer{Bornpitkpan, 2004)

Perceived control he readers of the news app repeatedly indicated that tieegat mind any

native advertisement as long as thvegre in control and eulddecide themselves whether they
wouldreaditornotL & g1 & Of S NdacHMMRNO statedflS | RSNPE SOSNER2Y
publish native advertisements, and it is up to yourself whether you decide to pay attention to it

2 NJ YR8, ferhale, age 52)

This ¢controk was one of the main reasons why readers generally preferred native
advertisements over the two other advertising formats thadre discusseduring the

interviews: banners and pmell video advertisements. The readers considered native ads to be

less intrusive than banners and video ads, and they liked the fact thatcthéd decide

themselves whether they would click on the title and read the native advertisehenmobile
O2y(iSElGU aSSYSR (2 AYyONBlI &S G(KS NBIFIRSNAQ LISND
mobilevideoadvertisementskor instance,gaders mentioad the lack of control that they felt

when a video advertisement with sounds automatically started to play while they were using

the news appublicly Banner advertisements were also considered as annoying due to their

size and the fact that they often tmatically redirect readers to another website. Especially
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in a mobile context, banners generally take up a large part of the screen, which makes them

even more intrusivedBecausaél K2aS I NBHS | ROSNIAASYSyGasz fA71S
scrollingandthen you accidentally click on a banner ad. And then you have to closag¢zénad

FyR 32 o6F01 G2 (GKS L) LGQa | (RAB, hdleSaga &)F aSO2

/] 2y OSNARSt &z NBFRSNAR &Gk idSR GKI G sofoll cios3S || ROSN
becausetheir headlines are the same sizetlaat of the news articles. They then can decide
themselves whether thegonsideriit to beworth clicking on the headline and viegthe native

ad or not. Next, if the native advertisementma&ch NB I RSNEQ SELISOGIl GiA2yacz
it positively:a L OFy OK22aS 4KSGKSNI L OftAO01 2y I ylIGa
I ROSNIAaSYSyida FINB Fyyz2eiay3ate LINBaSyild Ay (KS
know: they mape sponsor@> o0 dzi &2dz f a2 {y26 OG§KIGIR1I6, G € St &

female, age 56)

RecognisabilityTo stay in control and make a conscious decision on whéettegrwant to

expose themselves to a native ad, readers consider it as important that axdeisements

are easilyecognisableThe usability test showed that both the visual characteristics, as well as

the wordings of the disclosure play an important role. During the interviews, readers
mentionedthe importance of disclosure upfront, whicenables them to decide themselves

whether they are willing to pay attention to the ad or Aidiey alswecalled situations in which

they were not aware that they were clicking on a native ad (not just in this particular news app

but also in other onlineontexts) and the frustration this lack of control caugedeader stated

the followingd ¢ KS FANRG GAYS L &l récognisey butil &lsd shoughk @S NI A & !
Al A& Lyyz2eéeAiay3a GKIG @&2dz SELSOGRAYhalE ag@ 300t S I+ YR
Thus, it is not only important to disclose a native advertisement as such but also to do this

upfront, as readers do not want to be unwillingly influen@@ampbell, 1995)

Impications for the news outlet

The readers we interviewed were either neutral or positive about the fact that the news app
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contained native advertisement§hismaybe explainedy the fat that they seemed to be

well aware of the revenue model of the mobile news outlet. For instance, they started to

explain that theyrealisethat the native advertisements are necessary to keep the news app

Gfree £ A reader statell  sinplyrealisethataR @S NI A ASYSy da NS ySOSaal NI
GKSe& 3ISYSNIGS NBEGSydzS KIG A& ySSRSR G2 YIAyl
(R19, male, age 29)

Thisindicates an implicit social contract between them, advertisers, and news (@&ddon

3 5SS [ AYIl 1¢ dzdE¥nssNiEatreaddrshare) tolerating native advertisements in
exchange for free access to nef@indlach & Hofmann, 201 However, dhough native ads

are tolerated (and generally more positively evaluated than traditional online advertising
formats), theyshould not disturb the user experiend@r instance readers mentionedhe
numberof native advertisementhat they considered apppriate, arguing thait shouldbe

balancedwith the amount of editorial news.

Due to theirrelative unobtrusivenesgi.e. as compared to banners and jpodl video ads)

readers were positive about the integration of native ads in the newgappdedthat they

contained a clear disclosur®. genesl, it was clear to them that the content of the native
advertisement was created by the advertiser or the advertising department, which may explain

the fact that the implementation of native advertising dad harm their trust in the news app.

However, the interview data also shows that the separation between advertising and editorial

RSLI NGYSyda Aa 1Se& G2 YFAYyidFAy NBFRSNRQ {NYza
want journalists to write the nate ads:<d L ¥ 22 dzNyFf A&ada oNARGS yIGAGS
AYyiSNBaGa oAttt 06S YAESR gA0GK (GKS AyiaSNBaia 27
FNGAOESE L Ftorea SELISOG I ONRGAOIE QRkSsd 2KS
gAff 0SS NIRBKIMNELRIN GADS DS

Readers who thought that journalists were involved in producing the content, considered

native advertisementso be more deceptive and showed less trust towards the news app.
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However, it seems that nativadvertising does najenerallyk N NBX I RSNEQ S g f dzl

digital news outlet as long as the ads perceiveds valuable and not degtve and as long

as it has been made clear that journalists are not involved iprtdiction of thenative adQ Y
G¢KSe wiKS IROSNIAASNEAB ySSR G2 YIF1S Al
advertisement, while also making us [readers] aware of the fact that it is sponsored content
YR Y2 {8 yidejana 1 0 £ ©

Discussion and conclusion

This explorave studyis aimed to provide more insight into how readesogniseand evaluate

native advertisements in a mobile news app, a type of advertising that has been risen in
LJ2 LJdzf F NAGexX RdzS (2 O2yadzySNEQ | @2 A Rllyyjo@S 2 T

willingness to pay for online new&errer Conill, 2016Yhe first research question aimed to

G

G N

AYPSaiAalrdS NBFRSNEQ yIGAPS R NBO23IyAlAZ2Y AY

news app, readers generallgcognisechative advertising as such, mostly on the home page,
before clicking on the adveréiment. Thisis in contrast to other studies that haween
conductedon desktop or laptop computersyhere only a minority of readers waable to
recognisethe native advertisemen{Wojdynski, 2016; Wojdynski & Evans, 201Ghe
explanation maijie in the characteristics of a mobile web p&@eswal et al., 2016As a mobile
screen is smaller, it is not possible to display many website elements at the sar{@Hhose,
Goldfarb, & Han, 2012)vhich may increase the likelihood that readers noticed the disclosure.
OYLANAROIET NBAaASIENDODK OlFy TFTdzZNIKSN (Saild GKAa
recognition on different devices. A second éachat could have an influence is the look and
feel of the disclosure. When readeexognisedhe advertisement, they referred mainly to
visual elements of the disclosure on #gX flont page, such as the grey backgrowotbur

'y R &Ll y axskndinefwEhIetedt egpkriinental research that showed that visual
proximity and a logoanindeed help readers teecognisenative advertisementé/Nojdynski,

2016) Third, m this study, readers who did not recogniseunderstandhe discleure before

NB

Ot AOlLAY3 2y GKS ylIGADS I ROSNIAASYSYyiQa KSIREA

often also did not recognise theative ad as advertising when reading the text. Thus, the

findings confirmthat of previous researghwhichsuggestd that a cleardisclosure both in
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terms of visual and content characteristics, necessary to avoid deceptive advertising

practices. COnRISNA Y 3 (GKS FAYRAy3Ia 2y NBIFIRSNEQ NBYI NJ I
specifically before they clicked to view the full native advertisement, the study suggests that
contextual factorssuch aghe nature ofdevice and natural usdrehaviour shoutl be more

oftenconsidereds KSy Ay @SadA3arday3a NBIFRSNEQ RAAOf 23 dzNB

Through our second research questie aimed to gain more insight into the different factors

GKFG SELX LAY NBFRSNBEQ SgI t dzl  Ahzhdsheerrainly’ I G A @S
focused2zy (GKS Ay TfdzSyOS 2F NBIFIRSNEQ | ROSNIA&AY3
advertisements on news websites, following the RKiMazeen & Muddiman, 2017; Wojdynski
&Evans,2018) | 26 SOSNE a2YS aGdzRASa RAR y2d4 FAYR | 1
recognition and evaluatiorend stated that other factors may play a role ad.\idne present

study shows thaindeedrSI RSNE Q S@F fdzr GA2ya 2F ylIGAGBS | ROS
recognition and suggest that at least four other key factors should be taken into account when
Ay@SaidAaridAy3a NBFRSNERQ LISNOSLIiAzya 2F (GKS vyl

perceivel utility, (2) source credibility, (3) perceived control, and (4) recognisability.

First of all, readers were mostly concerned about the editorial value and utility of native
advertisements. One of th@rominentreasons that readers are using mobile n@latforms

is because they are seeking informatamnthe go(Shim et al., 2095 Due to their editorial
format, native advertisements may also be atagartially fulfil this need for informatiomn

this study readers stated that theyotild intentionally pay attention to native advertisements

and may evaluate theositivelyif the subject and content of a native advertisement matches
their informational needsalsowhen they know that they are lookingiatan advertisement.
Conversely, the readers evaluated native advertising more negatively when an advertisement
is perceivedas overly commercial and not useful to them. This is in line with theories that
describe the interaction between advertisers and consumers as a value exchange, such as the
information utility theory and inferences of manipulative intent the@ampbell, 1995;
Sweetser et al.2016)and previous research on the influence of brand presence in native

I RGOS NI A & §rQuyier &t 8., 201BEvéntuallyreadersseem to makeip a balance: if
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they gain enough value out of the persive attenpt, they tend to respond more positively to

it, but when it is mainly the advertisetho is benefitted they are likely to feel disadvantaged
and havesubsequently a more negative opinion about the advertisement and advenimes,

more effortshould be focused on increasing levels of perceived information utility in the native

advertising format¢Sweetser et al., 2016)

Second, source credibility theo(fPornpitakpan, 2004)in the advertisefQ &ontext, also

Ay Tt dzSy O %d evaN®ibnR StNsBefithat pre-existing negative perceptions of an
advertiser cannot be solved Wwitnative advertising, as readers were not open towards
messages of advertisers they did not like in the first place. Thus, building trust in a brand might
be an important preregsite to makng native advertising effective. It shouve notedthat
readerssometimes do not tolerate native advertisements that are provided by advertisers
whomthey consider asntrustworthy or antisocigPornpitakpan, 2004Jo avoid reputational
damage news media should be cautious when deciding which advertisers are allowed to
publish native advertisements on their platforms. Furthermore, scholars who investigate
different naive advertising strategies should aim to replicate their findings for different types

of advertisers, t@liminatethe influence of the advertiser.

A third important factor is the amount of control that readers feel they have. Readers in this

study showd that they waneédto be able to decidé pay attention to a native advertisement

2N y2idd ¢KAAa FAYRAYI Aa Ay fAYS GgAGK LINSOJA 2 dz
online advertising formats, which showed that advertisements that rank highbsitivp

perceptions are the oneshereA i’ A& (0KS AYRAGARdAZ f Q@rudalS NE 2 y | §
2007) Perceptions of user control may é&een more important for native advertisementsin

mobilenews environmenBehaviouraD2 y i N2 f A a 'y AYLERNIFIyd FF 002
enjoyment when using mobile apfgerkasalo, Lopddicolas, MolingCastillo, & Bouwman,

2010) The readers of this news app stated that thelyrnbt feel in control wherthey were

forced to scroll across banner advertisements and watchgirgideo advertisements before

they couldconsume news conterfCho & Cheon, 2004; Hegner, Kusse, & Pruyn, 20h&h

was one of the key reasons why they preferred native advertisemBotgay in control,
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readers need a clear dissure upfront. The present study suggests that these disclosures

should not only include information about the commercial intent but also about the author of

the ad. This need for clear information about the authorship of native ads upfront is similar to

their need for information about authorship in editorial contextsarlsson, 2010)

Furthermore, the study shows that readers want to be displayed a disclosure before they start

to read the native adertisement.Ths studyQ& A Y RAYy 3a &adza33sSad GKIF G NB:
perceptions of native advertising should focusnoh onlywhether readers recogresnative
advertisements as suchut also whetherand at which momentthey fully undersind the
creationprocess behind native advertising (such as the authorship of native ads). Focusing

more on perceived levels of recognisability and transparehoth in terms of visual
LINEYAYSYOS a ¢Sttt [ mayfurthé&morRhepo éxglaindzhBnisemes 2 NRA Y
of the previous studiesNB | RSNBQ I ROSNIAaAy3d NBO23IyAGA2yYy f
among readerge.g. Wojdynski & Evans, 20\Whereas in other studiethis was not the case

(e.g. BeckeDlsen, 2003)

In the third and final research questipnve aimed to explore the consequences of native

advertising for the mobile news app.2 YS & O0OK2f I NA YR LN} OGAGA2Y ¢
awareness bnative advertisingeopardiS a8 NBF RSNBEQ GNHza G FyR LI2A&AG
outlets (Amazeen & Muddiman, 2017; Einstein, 20Y&)A y G KA & ljdzl f AGlF G A @S &
perceptions of native ads, readers were either neutral or positive aboféc¢héhat the news

app incorporated nativeadvertising. Several explanations daem derived¥ N2 Y NBI RS NA ¢
answers. First of ateaders in this study seemed to degpable of recognisg native advertising

as such. Hence, the possible deceptiveness ohdliee advertising formaiEinstein, 2016;

Wojdynski, 20169lid not play a major rolm this particular context. However, readers in this

study did not want any involvement of journalists in nativeQadsation The secalled

separation of chuttand stated SG 6 SSy Yy Séa Y SRAadeeiising RiictipBsNA | £ & |
(Ferrer Conill, 2016; Wellbrock & Schnittka, 268 8)us stilthe| S& G2 YI Ay dlF Ay NBI
in the news outletA second exanation for theacceptance of native advertising among these

readers might be that their advertising literacy is increasing, due to the more frequent

appearance of native advertising formats (Wojdynski & Golan, 2016). The readers of this news
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app explaind that they are open towards native advertising because they understand that this

is helping them to access the news content for free. Thus, it seems that because the readers

do not have to pay for the news app,implicit contract between the news out|etdvertisers

and readerdasbeen establishedGordon & Limd&urner, 1997), which makes them willing to

dpa indirectly for the news content by viewing native ads from the advertisers. The fact that

the news application that hdseen usedn the study povides the news for free probably had

I LR2AaAGADBS AYyFtdzSyOS 2y NBFRSNEQ | OOSLIiIyOS 2

Overal] the present study reveals thaeveral contextual and content factors determine

readers' perceptions of native advertisifdany of thesedctorshave been underecognise

in previous empirical research on native advertising, wiskchmainly centredround thePKM

YR GKS STFSOta 2F NBIFIRSNAQ oflFO1 2F0 ylIGA@S
factors such as the credibility thfe advertiser (i.e. source credibility), ttype of news outlet

and device, anthe moment of ad recognition @nperceived levels user contrly all help

G2 3FAYy | RSSLISNI dzy RBionsaf hayfvRddyedising. ¥ NBF RSNAR Q LIS

Limitations and [Pections for Future Research

The results of this explorative study have some limitations and suggest many directions for

future research. First, the readers in our study turned olttet@ather experiencedith using

the news appandl ¢ NB 2 F e mbdellisianighlhave affected their

recognition and evaluations of native advertisements. Additionally, in this steidhave used

only one mobile devicdt should benoted that although the mobile environment is similar

among all devices, digyl size camave an influence oNS F RSNE Q LISNDSLIiAz2ya 2
(Grewal et al., 2016Alsoin this case, the news app was provided by aaligitly publisher

GKFGO LINPOARSE FNBS | O0Saa G2 AdGa ySeéa I NIAOES
paid news apps or websites of legacy news publishers, which ndeel$uidher investigated.

Furthermore we exposed readers to three diat native advertisements to provide them a

clear viewon the concept of native advertising. However, biases resulting from exposing

readers tathree specific native advertisements could have affected their evaluations. Last and

most importantly, this styfR& 2+t g1 & (2 LINRBGARS Y2NB Ayaaidk
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thoughts about native advertising and explare/Kk S RAFFSNBYy G FlF OG2NAR GKI
recognition and evaluations. Due to the qualitative nature of the study, no conclusidms can
drawnabout the prevalence of the themes identified beyond this particular sample. Still, the
d0dzReé R2Sa aK2g aSOSNIE AyiSNBadaAy3a FFOG2NB
advertising in @ewscontext, which can be further studied.

First, as raders mainly referred to visual characteristics of the disclosures, it would be
interestingto further investigatethe influence of different visual elementélso, as this

explorative study suggests that the mobile context may influence readers' aditiecognd

evaluations, future experimental studies should pay attentidhdanfluence of (mobile) news

contexts as well, especially since mobile news consumption is becoming the st&fetahedr

& Park, 2017)Furthermore, as the disclosure on the front pages often noticedit is
NEO2YYSYRSR (2 GF 1S NBI f&NBEnativeRagverisémMeRts/igto a i 3 S
account wherresearchingrativead recognition. The study also showed that readers are less

worried about the presence of native advertisements mews context in general, bileyare

more concerned about the waly which native adsare created and displayed to therAs the

study shows the importance of relevance and information utility, it would be interesting to
investigate the effect opersonalisatior2 ¥ y I G A GBS | ROSNUAASYSyGa 2y
(basedonread& Q LINBEFSNByYy O0Sa 2 Nlbdhaviody. Fuldtheimérs, N&eBmsT NB Y
that readers have a negative perception of native advertisements that are provided by
advertisers they do not trust, regardless of tiaive ad quality. Therefore, iture reseach

shod R LINPZARS Y2NB 3dzA R lofyidhi& adveftisingSdr diffSraiditgpesS @1 £ dzl
of advertisers and relate this to the precursors of consumer trast, research should further

monitor the longterm impact of native advertising on thelationship between news

publishers and readers, as this is of crucial importance for a sustainable implementation of

native advertising in online news contexts.
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Appendix 1. Disclosures of the native advertisement on the front page and the native ad

page.
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Groot lek bij Cloudflare maakte Eigen Huis bespaar je moeiteloos op je
privédata per ongeluk openbaar energierekening.

Gemiddeld kan je hier 300 euro per jaar mee besparen el
'‘Gamepad van Switch heeft overstappen gaat erg gemakkelijk. Echter, blijkt er uit
verbindingsproblemen’ onderzoek van Ipsos naar de Nederlandse

Energiemarkt dat hier veel misverstanden over bestaan.
Dit zijn de vier grootste:

Smartphone van de toekomst nu

ook in Nederland "Ik ben een trouwe klant, dus ik heb een
Gesponsord door: ASUS NsUs scherp tarief”
P i
! \ :I y LA \ ,:I |
LA b & J L N
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Native advertising on news websites

Abstract

This study examined the influence of both involvement dn@&df 2 & dzZNBE NB O23Iy A (A 2
evaluations of native advertisements on news websites. Results showed that disclosure
NEO23ayAlA2Y AYONBIFaSR NBFRSNAQ R NBO23aYyAGAZ2
Readers who had noticed a disclosure perceiveiivenaadvertising in general as more
acceptable, and less misleading. The study did not find a relationship between disclosure
recognition and credibility of the news website. Yet disclosure recognition did interact with
involvement, showing that among higlinvolved readers disclosure recognition led to higher

perceived news website credibility, whereas among less involved readers the opposite effect
200dzNNBR® wSIFIRSNEQ Ay@2ft dSYSyid 6AGK GKS | NIA
evaluations of nave advertising in many ways. Higher involvement with the subject of the
FNOAOES 4Fa&a RANBOGEE NBEIFIGSR 2 Y2NB LR2aAdAGS

and native advertising in general. Implications are discussed.
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Introduction

The online media and advertising landscape has quickly changed in the past few years, and both
media and advertisers are facing several major challenges. Consumers are more trained than

ever to ignore traditional banner advertiseme(itsll, 2013)and the amount of internet users

with an ad blocker haveeen going up fagiddobe, 20158p ! & GKS &l YS GAYS>Z TN
side, online news outlets increasingly rely on advertising to generate revenue, as most readers

refuse to pay subscription fees to read online né@eswvman, Fletcher, Levy, & Nielsen, 2016)
Consequently, both media and advertisers are searching for alternative ways to deliver their
message to their target audiences. Following thisD$of t SR Wy I G A O& at ROS NI A
emerging phenomenon on online news websi(Edloux, 2013)With native advertising,
advertisersare trying to reaclhe adavoidingnews readers by delivering advertisements that

mimic the style and content oéditorial news article§Wojdynski & Evans, 201%Jurrently,

almost all major news media are offering native advertising as part of their digital advertising

mix (Einstein, 2016)

LG KFa 0SSy INHdAzSR GKIFO ylFraA@S I ROSNIAaASYSyia
It dzS Q -AFYWURNDHAYA2A/S v S a &.(Yet,@ifti¢s MreJir8sbirig Ihe deoeptivehess of

native advertisements, and are warning news media for the-tiermg negative consequences

of making the line between advertising and editorial content less(€ealson, 2014YyVithout

a doubt, the preservation ofg & YSRALF Qa ONBRAOAfAGE A& AYLEN
advertisers, as credibility, autonomy and trustworthiness are the main reasons for readers to

visit news platformgBaker, 2001)Advertisers are also taking benefit of publishing on credible

platforms, as this credibility could @IS NI 2y NBIF RSNAQ S fdz2 GA2Yy A
(Bronner & Neijens, 2006; VaReijmersdal, Neijens, et al., 2010)herefore, native
advertisements shodlbe thoughtfully implemented\evertheless, little research has been
O2yRdzOGSR 2y NBIFIRSNBQ SGFfdzr iA2ya 2F GKS | RGOS
the news media areyet understudied. Although some research showed that native
advertisements are positively evaluated and do not harm the credibility of the news website,

the authors were not sure whether this was because readers liked the advertising technique,

or becausethey simply did not recognize the native advertisemgtawe & Teufel, 2014)
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Native advertising on news websites

Furthermore, past studies on hybrid advertising techniques such as native advertising, have
been mainlfocused on the effectiveness of the accompanying disclogugBoerman et al.,
2014; Wojdynski & Evans, 201%)nd less on other factors such as the content of the

advertisement and personal characteristics of the public.

In this chapter, we will present an experimental study that will address these gaps in current

f AGSNY GdzNBS® CANBRGE GKS &aidzRé gAatt (GNB G2 NBL
recogf AGA2Y 2F yIGADBS | ROSNI A a OWSs¢ek Bo@ digtlbsur® f 2 4 dzNE
NEO23aAyAlUA2y A& NBfFTGISR (2 NBIFRSNARAQ SOOI fdzr GA2Y
been done in previous studiés.g. Wojdynski & Evans, 201B)it also how this affects eir

evaluations of the advertising technique in general, and evaluations of the news website. As
credibility is an important reason for advertisers to implement native advertisements on news
websites(Carlson, 2014)we will specifically focus on the credibility of both the news website

and advertisement. Second, due to the editorial value native advertisements can have, the role

2F NBFRSNBEQ Ay@2t 0SYSy il sAGK (GKS [|fadttrah&tt SQa 4&d
O2dzZ R Ay Tt dzSyOS NBIFIRSNEQ S@rftdzZ GAz2ya 2F yIaA
when consumers are highly involved with a subject, they are more focused on the information

instead of the source, which can subsequently positivéilyeimce overall evaluation€ole &

Greer, 2013; Petty & Cacioppo, 1981; Van Reijmersdal et al., ZBé2psults of the present

study will further advance our understanding of how and when native advertisestenikl

be implemented. Implicationfor practitioners and directions for future research will be

discussed

Conceptual framework

Recognizing native advertisements

Due to their editorial format, native advertisements on news websites are often nofigtenti

as advertising by reade(kevi, 2015; Wojdynski & Evans, 20Fs)r this reason, additional
guicelines have been issued by organizations and legislators, stating that native advertisements
should be labelled as su¢Rrederal Trade Commission, 2015; IAB, 20R8rognizing and

processing this label is important to readers, as this will increase the likelihood that they will be
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aware of the persuasion attemfBoerman, Van Reijmersdal, & Neijens, 20Y2}, it should

be noted that although previous research showed that a discloamrgncrease ad recognition,

still a minority of respondents actually paid attention to the disclosure and subsequently
recognized the advertiseme(\tVojdynski & Evans, 201#)dditionally, as native advertising in
online news media is a recent phenomenon and also mimic the style of an editazlal arti
readers may still be confused who is the actual author of the native advertisement is (i.e.
whether journalists were involved in the production process of the advertiserffeser
Conill, 206; Lazauskas, 201%Although some media provide an additional disclaimer stating
that the editorial staff had no involvement in creating a native advertisement, this is not general
practice (Ferre Conill, 2016; Lazauskas, 201Bye to their editorial format, readers may
perhaps still think that journalists have created the native advertisements, even when the
advertisement is labelled as sufitazauskas, 2015; Wojdynski, 2018)is is important to
investigate, because if readelsrik that journalists are also involved in producing commercial
content for the news website, they might become more distrustful towards all content on the
news website(Einstein, 2016; Wojdynski, 2018)/e will further investigate this via the
following hypothesis and research question:

H1: Disclosure recognition will increase ad recognition.

wvmMY 2Aff RA&AOf2adz2NE NBO23ayAlGA2y AYONBlFasS NBI

advertisement?

Credibility of native advertisements

Consunersare weaponing themselves against persuasive messages by discriminating between
advertising and publishin@ord & Putrevu, 1993Yhe perceied role of advertisers is to sell
products and / or services, whereas journalists are expected to report théDacize, 2005)
Therefore, recognizing commercial content may possibly evoke ceangi@ng, resistance
against the message, and lgsssitive evaluations of the send€Fransen, Verlegh, et al.,
2015) Boerman et al. (2014pund that recognizing brand placements in television programs
via a disclosure, before consuming the ad content elicited matieal procasing of these

hybrid advertisements. This critical processing can subsequeatlyto a more negative

response towards the advertisemefBoerman et al., 2014)Re&ent studies onnative
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Native advertising on news websites

advertising on news platforms also show a negative influence of ad recognitionrediadity
(Wojdynski, 2016; Wojdynski & Bga2015) Therefore, we propose that:

H2a:Disclosure recognition will have a negative influence on ad credibility.

l f 0K2dZAK RA&AO0f 2adzNE NBO23ayAGA2Y YAIKG KIF @GS |
may overrule these negative evaluasoror instance, research showed that when readers

were highly involved with the subject of a print advertisement, the importance of source
credibility decreased, as consumers were more focused on the relevance of the nf€sdage

& Greer, 2013; Petty & Cacioppo, 1981) ! RRAGA2y I f alddzRASa | &z
evaluations of an article depend less on the source, when they perceive the inform#ten in
advertisements as usef(Campbell, 1995; Sweetser et al., 200& therefore propose the

following hypotheses:

H2b:Involvement with the subject of the native advertisement will have a positive influence on

ad credibility.

H2c: Involvement with the subject of the na# advertisement will moderate the effect of
disclosure recognition on ad credibility, such that high involvement will decrease the negative

effect of disclosure recognition on ad credibility.

News website credibility

There has been much discussion gaingabout what factors can explain the effectiveness of
native advertisements, and whether native advertising is a sustainable advertising strategy for
news media(Carlson, 2014; Wojdynski, 201&)ntil now, only one experimental study
specifically focused on the influence of native advertisements on news website credibility and
this study did not find any effectslowe & Teufel, 2014Yet, the researchers suggedtthat

this may possibly be explained by the lack of ad recognition among readers, which they had not
measured Some critics also argue that native advertisements only work well because readers
do not recognize them as such, whereas supporters of naliwertssing are pointing out the
editorial value of native advertisements. They suggest that native advertisements can fulfil
NEIFIRSNAQ ySSRa F2NJ 02y Sy (Carlsdn2R4Ns Roked Eoref dzS G 2

it has indeed been shown that adding a disclosure could decrease the trustworthiness and
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effectiveness of the advertiseme(Boerman et al., 2012yet several studies showed that

RA&Of 2adzNS NBO23IyAilA2y R2Sa y20 ySOSaal NAf e
(BeckerOlsen, 2003; Tewksbury, Jensen, & Coe, 20Adreover, the disclosures could even

increaS NB I RSNAQ LISNOSLIiA2ya 2F GKS ONBRAOATAGE
and honesty of the platfornfCarr & Hayes, 2014n a recent survey news readers also
indicatedthat acting in a transparent manner was the most important adtomews media

in orderto maintaintheir trust (Van der Wurff & Schonbach, 201%he limited amount of

available literature is thus inconclusive, indicating that disclosures can potentially have both
positve and negativeffectsT 2 NJ y S g & Y S RPherélaie, theNdidwhng research &

question is formulated:

WVHIEY 2KFIG Aa GKS AyTFfdz2SSyOS 2F RA&Oft2adz2NBE NBO

of a news website?

2 A0 K NB3II NFRwolveinant Wth theR&pidBf the ddvertisement, it has been shown

GKFG 6KSY GKS AYyTF2NXIFGA2Y YI G0OKSA NBFRSNEQ Ay
the advertisement, regardless of whether they recognize the persuasion at{@upbffe,

1995; Speck & Elliott, 1997; Sweetser et al., 2@Ed)owing Wes and Gratifications theory

(Katz et al., 1973)edia users are choosing speaifiedia content according to their needis.

GKS O2yidSyd 2F GUKS yIFriA@S | ROSNIA&ASYSyYy(d YL (Ol
they might respond more positively towards the platform on which it is published. Yet besides

this limited amount of inskgs, there is currently little known about the relationship between

both disclosure recognition and involvement and news website credibility, and we will
therefore further explore the influence of both factors via the following research question:

RQ2b: Whais the influence of involvement and its interaction with disclosure recognition on
NEIFIRSNBAQ S@Ifdad GdA2ya 2F GKS ONBRAOGATAGE 27F |

Evaluatims of the advertising technique
Positive or negative evaluations of a specific advertisement maynhodwectly influence
NEIFIRSNBAQ S@lfdzad drazya 2F (GKS ySga 6So0aridsSsz o

technique itself. Past research showed that nega#geertising experiences can directly
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Native advertising on news websites
YySALGAGSt e AyTtdzSyOS O 8&inilardevestisadmeni@a&e\REdnia, A 2 ya 2
2007) Both negative evaluations of the quality of content, and feelings of deception, could
evoke these negativadvertising experiencg€arlson, 2014)Iif the commercial intent of a
native advertisement is afterwards revealed to consumers, they may subsequently evaluate the
advertising technique in general as mooe lessacceptable and misleading, based on the
experience they just had with it. It can be expected that respondents who had noticed a
disclosure will feel less deceived and consequently have more positive perceptions about native
advertisingCarr & Hayes, 2014)ith regardstoread&arQ Ay @2t @SYSy G A GK (K
topic, it is expected that high involvement will positively influence their evaluations of the
advertising technique, as several studies have shown that involvement often positively
Y2RSNI G4S& NBI RS NEdeertidement<Royng & al., 2010 :0/anNRRijnersdal et
al., 2012; Zuwerink Jacks & Devine, 200D)readers have just been exposed to an
advertisement that was interesting to them, this positive experiencespidhpver on their
evaluations of native advertising in genébxdrke & Ritchie, 2007)Ne therefore propose the
following hypotheses:
H3 Readers whdave recognized disclosurewill consider native advertising as (a) more
acceptable and (b) less misleading, compared to readers who have notdiselosure.
H4: Readers who are highly involved with the subject of the advertisement will consider nati

advertising as (a) more acceptable, and (b) less misleading, comparednodwed readers.

Methodology

We conducted a survey study using an existing native advertisement from the electronics brand
Samsung on a real, national news website in Euaopeng readers of that website. Because

we wanted to create variation in disclosure and ad recognition, we developed six versions of
the native advertisement, varying in disclosure position and how often the sponsor was
mentioned.A random selection of sutxsbers of the news website was invited to participate

the study. All respondents indicated that they visit the news website on a regular basis.
Respondents who indicated that they had seen the native advertising before (N = 17) were
removed from the restd. A total of 27response$32.9 % womenylage = 50.26 SD= 15.58)

were collected and analyzed.
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Procedures and measurements

¢KS adzNIBSeé aidl NISR ¢gAGK ljdzSadAaz2ya YSIF adzZNhy 3
education), familiarity with the mes website, and involvement with the subject of the
article/native advertisement (virtual reality). In order to measax®lvement we used the
personal involvement scale@dichkowsky (1994hich consisted of ten sevg@oint semantic
differential itemgM = 4.15, SD = 1.27= 92). Next, respondents were exposed to one of the

six versions of the native advertisement. We first measured whether respondents recognized
the advertising attempt. Two statements measured whether readers considered the article as

commercial content provided by advertisers. Respondents indicated on twitetweven

(NN

LR2AY(G &a01fSa (2 é6KIG SEGSYyl (KSBEGKEHAMRAGEK!
GSEG 61 & LINPGARSR o0& |y M=RAESSO-AMI3G-ND)@utaipS e 02 Y

& Van Reijmersdal, 2012; Wojdynski & Evans, 2BEx} we measured on two twitem seven

L2AYyd alOFtSa (2 6KIFIG SEGSyid (KSe (K2dAKG GKI
writtenb®@ | 22 dzNY I £ A & (M Z4.65,8BDL.ISTRAGEHARATIE® DI RSENBE @ S

of the credibility of thenative advertisement were measured on a-teen, severpoint scale
derived from Wojdynski (2015M(= 5.07, SD = 1.17= 927). Folbwing this measuremena

short textrevealed to respondentiat the textthey had just read was a native advertisement

6¢KS GSEG o2dzi SANIdzZEt NBFfAGE G(KIG KFra oSSy
advertisement is an advertisemektk & A & RS & A 3y S RThis text was fglswed | NI A O
08 (KS NBYIFIAYAY3I YSIadaNBYSyiad wSFRSNEQ RA&Of
whether they had noticed thdisclosuressponsored by SamsundRespondent® NB & L2y a S &

were checked andoded as O disclosure recognitipnor 1 ¢lisclosure recognitiQnA five

item scale from Kiousis (2001was used to measureredibility of the news website
Respondentgdicated on sevepoint ales to what extent they agreed (1 = strongly disagree,

7 = strongly agree) that the news website: is factual, is concerned about making profits (R),
AYy@FRSAa LIS2L) SQa LINRAR Gl O 06w I-bekhgi andeaghat BNy S R
trusted (R): M = 4.84, SD = .9;= .734) Last, readers indicated on two separate sepeimt

scales whether thegonsidered native advertisimg generahs eitheracceptablgM = 428, SD

=1.49) ormisleadingM = 424, SD 4.52).
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Native advertising on news websites

Results

Simple regression aryais was conducted to predict ad recognition based on disclosure
recognition. Among all respondents, 28.8% indicated that they had noticed a disdloinee.

with hypothesis 1a, there was a significant positive relationship between disclosure renognitio
and ad recognition. Readers who had noticelisalosure were more likely to rate the article

as commercial content = .28,t(275) = 4.85p < .001. The linear regression analysis showed
that disclosure recognition accounted for 7.2=(.072)pf the total variance in ad recognition
H1,275) = 23.49 <.001.In order to answer our first research questiae condwetedsimple
regression analysis with the editorial scale as dependent varilibeanalysis showed that
RAAOf 2adzNBE NBO23yAiAz2y RAR y2i AYONBIF &S NBIRS
advertisement wa$(1,275) < 1p =.846. Although reads who recognized disclosurenere

more likely to recognize the article as an advertisement, dieeyot differ with readers who

did not recognize the disclosure in their judgmehts the text was produced by a journalist:

I =.01t(275) < 1p= .846.

The remaining hypotheses and research questions were answered by conducting multiple
regressions analyses, with disclosueeognition involvement and the interactioterm
(interaction between disclosure recognition andalvement) as predicting variables. For ad
credibility, he overall modedccountedor 9.4% of the total variandg3,273 =10.57, p< .001
Disclosure recognition did not havsignificant influence on ad credibility=.09t(273) =1.60,

p =.109, ejecting hypothesis 2a. In line with hypothesis 2b, involvement was positively related
to article credibilityi = .30,t(273) =5.21p < .001. Results did not confirm hypothesis 2c, as
the interaction term was not significant= .08,t(273) = 1.35p =.180.

2 A0K NBIFNRA G2 NBIFIRSNRQ SgI t dztogetheréxplaided (1 KS y
8% of the total varianceé{3,273) = 8.95p < .001. AnswerinRQ2, the model showed that
disclosure recognitiodid not predictNS I RS NE Q S8 hewslzieliske2 /.68,t(273)

= 1.46p = .145. As an answer to RfQihvolvement significantly predicted theatwations of

the news websitei = .26,t(273) = 4.54p < .001.Furthermore, although there was not a
significant mainrelationship betweendisclosure recogtion and perceived news website
credibility, the analysis did show an interaction effect between disclosure recognition and

involvementi = .14t(273)=2.46pI ®dnmn® 2 KSy NBIFIRSNEQ Ay g2t gSY
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recognition increased perceived creitlty of the news website, whereas among Jowolved

readers disclosure recognition slightly decreased perceived news website credibility (figure 1).

5,54 Involvement
— 41 Std Dev
- fiEan

5,34 wnnn -1 Std Dev
5,1

5,01

4,84

Credibility of news website

471...

4,5
T T T T T T T
0,0 0,2 0,3 0,5 0,7 0,9 1,0
Label recognition

Figurel. Influence of disclosure recognition on news website credibility by involvement

Whentesty 3 NBIF RSNBQ S@lftdz2 tdAz2ya 2F yFGASBS | ROSNI
model accounted for 189 of the total variance NGB I RS NA Q HBQDSRIIR y OSY

< .001 and for 10.3%f the total variance iperceived misleadingness of the adising
technique:H3,273 =10.47,p < .001 In line withhypothesis 3readers who had noticed a
disclosureperceived native advertisements as (a) more acceptabte:14,t(273) = 2.57p

< .011, and (b) less misleadihgs .17,t(273) =2.94,p =.004. Hence, hypothesis 3 was fully

confirmed. In line with hypothesis 4, involvemewds also significantly related B I R S NA Q
evaluations of the advertisement technique, as higlolved readers considered native
advertisements as (a) more acceptabke.41t(273) = 7.51p < .001 and (b) less misleading

=-27,t(273) =4.71,p< .001.

Discussion and implications

TS LINBaSyid &aiddzRé SEFYAYSR NBIRSNBRQ SGIfdz GAz2
websites, and how both involvement and disctes@cognition affected their evaluations of

the advertisement and news website. For ad recognition and understanding of authorship,

results were fully in line with our expectations, showing that disclosure recognition indeed
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Native advertising on news websites

AYONEBI &SR NI lioR SrdHeQreakeR fedid) O deyeptiveness, but that readers

also still thought that journalists were involved producing the text. This implies that even when

readers did understand that the article was actually an advertisement for which an advertiser

had paid, they still were not sure who was involved in the production process (i.e. whether the
YIEGADBS T ROSNIAASYSYyld sFa oNARGOGSY o0& 22dzNy k€ Aa
This could be dangerous for news websites, as it can potentidiyraime perceived editorial
AYRSLISYRSYOS 2F (KS ySga (8 ae)h B studyme dik I NY NI
not find a relationship between disclosure recognition and credibility of the news website. Yet
disclosure recognition did int&ct with involvement, showing that under high involvement

disclosure recognition led to higher perceived news credibility, whereas under low involvement

the opposite effect occurred. This means that adding a clear disclosure is even more important

when realers are highly involved. Disclosure recognition was furthermore positively related to
NEIFIRSNAQ LISNOSLIiA2ya 2F yIFGAGS FTROSNIAaAYy3I A
perceived native advertising as more acceptable, and less misleading. Motksslesure
NBEO23ayAlA2Y RAR Ay GKA&a aiddzRé y20 KIFNXY NBI
advertisement, in contrast to other studies on disclosufeg. Boerman et al.,, 2012;

Wojdynski, 2016) This may be explained by the difference in wordings of the disclosures.

wSI REWEDt OSYSY (il 6AGK GKS NILAOfSQa &adzoaSO0 41
native advertising in many ways. Higher involvement with the subject was related to more

L2 aAGADS LISNOSLIWIA2ya 2F GKS | NI A @h8qmeéin ONBRA O
general. This follows the reasoning that readers evaluate advertisements more positively when

they consider the advertisement as useful, fulfilling their needs for information and / or

entertainment(Sweetser et al., 2016; Van Reijmersdal et al., 2005)

The results ofhe study presented here offer several implicador practitioners. In light of

the importance of implementing native advertising in a manner that makes it a sustainable

I ROSNIAAAYI GSOKYAldzS GKIG R2S&a y2id KIFNXY NBIR
it is recommended to add disclosures to all native advertisements, helpidgrseto identify

these features as commercial content. Results of this study showed that disclosure recognition
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Aa LRRaAdGA@Ste NBEFGSR (G2 NBIFIRSNBQ SO fdzk GA2Y 3
harm credibility of the article. However, ltoalld be noted that simply adding a disclosure
adrdAy3a GKFEG Ty FTNIAOES Aa O2YYSNDAFE O2ydSyl
of how native advertisements are produced (i.e. they still think that the content is provided by

a journalist)In order to maintain the line between editorial and commercial content, it might

0SS KStLW¥dzA G2 IRR Iy SEGNY o6é&tAyS adldAay3a GKI
YIEGADGS T ROSNIAASYSYyliQd {2YS ySga hesedydiresi Sa € N
(Einstein, 2016) Furthermore, as involvement turned out to be positively related to many
FA3LJSO0a 2F NBI RSrdchramented Itd ingbleindn? patva advettisements

especially in speciaiterest categories of news websites, such as cars, healthy living and travel.
Although it may be the case that less readers visit these special interest categories compared
tothehonS LI IS AG Aa Y2NB fA1Ste GKIFIG GKS O2yi.

involved readers are likely to respond more positively towards the native advertisements.

Limitations and future research

The study has several limitations that shdaddconsidered when interpreting the results. First,

we only measured seléported disclosure recognition, which may differ from actual disclosure
recognition. Future research can, in line with previous stifétdegdynski & Evans, 201 ®)ake

use of eyeracking technology to directly measurereal@® T2 Odza 2y RA & Of 2 a dz2NB
in order to increase external validity, we have conducted the study on a real news website,
among readers that were already highly familiar with the news website. Previous experiences
with native advertising on this ws website might have influenced their evaluations. Last, in
this study we used only one, existing native advertisement, about one subject, that was
sponsored by a wekinown electronics brand (Samsung). Hence, we should be careful when
generalizing theridings to other types of brands and products.

The results imply several directions for future research. First, it would be interesting to replicate
the study using different types of advertisers and news websites, among readers who are both
familiar and ufamiliar with the news website. Second, future research can further investigate
the longterm consequences for news websites that are implementing native advertisements.

As this study shows that readers are likely to think that native advertisementsithea Wy
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22dzNY It Aadas GKSANI LISNOSLIiA2ya 2F ySgsa YSRAL
OKIFy3aSd ¢KANRI GKSNB FINBF Ylye 20KSNJ O2yuaSyli
evaluations of native advertisements, such as the amount diyeosiformation(Eisend, 2007)
and the subject of the advertisement. Future research can focus on these characteristics.
Furthermore, as the advertisex often less prominently mentioned in native advertisements,
future research could measure whether readers actually remember the name of the advertiser.
In conclusion, the number of native advertisements and the possible large influence on many
stakeholdes being involved (news media, readers, advertisers, legislators) makes native

advertising an important subject that should be further monitored and investigated.
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Native advertising on news websites

Abstract

As readers often do not recognize the commercial nature of native advertising on news
websites, clear disclosures are required to prevent deception. The present study therefore tests
whether and how providing disclosures with more detailed information about both the

I dzi K2 NB KAL) 2F yIGADGS Ra YR GKS AYLRNIFyOS 2
Y2RStfa OFy AYONBIFaS NBIFIRSNEQ NBO23IYyAUGA2Y | VR
readers are aware that they are viewing native advertising, the study assesses whether
LISNOSLIiA2ya 2F GNIyaLl NByOe Oly LRaArdArgSte Ay
native advertising, advertisers and news media in general. Resultaofitteeexperiment that

tested four disclosure types (N = 453) show that, compared to using standard disclosures such

Fa WLI NOIYSN O2yGSydQ YR WalLRyaz2zNBR 0@ woNF YR
higher perceived sponsorship transparency,ciwhin turn increases credibility of native

advertising, advertisers and news media in general.
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Introduction

Over the past decade the financial pressure on news organizations has been growing, as most
consumers are reluctant to pay for online ngWketcher & Nielsen, 2017; George, 2DAt

the same time, readers have become adept in avoiding online display advertising, which they

often perceive as intrusive and annoy(hgwman et al., 2016Y o overcome this issue of ad

avoidance, news media and advertisers increasingly utiliZeSi s R Wy I 0A @3S | R@S
advertising that mirrors the editorial news in style and content, seamlessly integrated into the

LJdzo f A vieKsBeN& D2 YSGAYSa | fa2 NBFSNNBR (G2 Fa WwWalk.
(Wojdynski, 2016)Although readers generally evaluate native advertising more positively,
compared to traditional online advertising formats (e.g. banner(@ds$3j & Van Reijmsdal,

2012F G KS SRAG2NRALFE F2NXI O KFa Ffaz2z NIXrAaSR 02y
native advertising as sudfEinstein, 2018p da bl GA @S¢ AYLIX ASa GKFG GK
YI GOKSa (KS ySéga sSoairisSQa RSaA3dy |yR SRAGZ2NA
(Wojdynski, 201€) ¢ KS | Ra | NB 3ISy SNJI f-daled domehtRsumibS R o6& L
(IAB, 2018)external advertising agencies, or the advertiser i(celfi, 2015)yet readers may

think that the ads have been written by journali¢iSnstein, 2016)In order to prevent

deception and confusion among readers, there is a need for proper disclosures that indicate

the commerciahature of the native adé~ederal Trade Commission, 2018pwever, study

I FGSN) addzReé akKz2ga 0GKFdG GKS RA&Ofbzamndedid®a 2IN&KF G |
WLI NI YSN) O2y Sy Qs adaatft asSSytvhadsfro® bditasiddl | Ay
content(Krouwer & Poels, 2017; Levi, 2015; Wojdynski, 2016; Wojdynski & Evanslf 204.5)

majority of readers cannot clearly distinguish native advertising from news, the credibility of

the news platforms, advertisers and the advertising technique could eventually be eroded
(Carlson, 2014; Li, 201 Brands are currently benefiting from associating their message with

the credibility of online puldhers, but these positive associations are at stake if readers

become concerned about deception, or when they start to question the editorial independence

of the presgFerrer Conill, 2016; Levi, 2005) ¢ KSNBEF2NBZ Ay 2NRSNJ (G2 YI 7
to ensure the effectiveness of native advertising in the long run, there is a need to significantly

improve current disclosure practices.
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A second issue regarding current native advertising practices is that some news media and
advertisers might be reluctaiit2 A Y ONBF aS NBIFRSNEQ R NBXO23Ay Al
YySALGAGS STFFSOGA (EifsteiNR01BSoME Mudics debd sumjgesiitizay” A

when readers recognize native advertising as such, they tend to evaluate the advertisements,
advertisers and news websites more criticdlign Reijmersdal et al., 2016; Wojdynski & Evans,

2015) However, other studies show no negative effects, or even positive effects of providing

clear disclosure@BeckerOlsen, 2003; Boerman & Van Reijmersdal, 2016; Carr & Hayes, 2014;
Tewksbury et al., 2011 these izZRA S& X NBFRSNEQ R NBO23yAlGAzy
readers pointed out that they appreciated the transparency. Additionally, in a survey among

news readers in the USA and UK, readers indicated that they are more accepting of native
advertising wherthey know upfront that an advertiser paid for the artifdewmanet al.,

2015) Hence, what these studies suggest is that once readers recognize native advertisements

as such, perceptions of high transparency seem to lead to more positive evaluations of the

I ROSNIAASNEB YR ySga ¢S50 aperdeptdrbd of¢thk tiaiaspareRcy T F SNB Y
2F YyIFGAGS T ROSNIAaAYy3T LINF OGAOSa YA3IKG o6S FofS
recognition of the labels and advertisements led to a decrease in their trust and evaluations,
whereas in other studies thisas not the case. However, little research has been conducted on

GKS AYyTFtdzSyOS 2F LISNDOSLIIAz2ya 2F GNYyaLl NByoOe
Y2ad NBaSINOK KFa 0SSy az2fSfé 7F2PedgdaSich 2y (K
Knowledgeadivation, which is the knowledge that helps readers to recognize and cope with
advertising(Friestad & Wright, 1994; Wojdynski, Evans, et al., 20b7address this research

gap and the lack in effectiveness of disclosures that have been tested in previous studies, the
present study investigates whetdd KA IKf & RSGFAf SR RAAOf 2adzNBz
recognition and understanding of native advertising. As readers can only evaluate the
transparency of a native advertisement if they actually recognize the advertisement as such,

the study assesses reade LISNOSLIiA2ya 2F GNIyaLl NByOeé oRdz
subsequent evaluations of native advertising, advertisers and news media after making all

respondents aware of the fact that they had seen a native advertisement.

¢ KS & dzR @& @ailetailed disclosards foNod\kcent disclosure practices. A number of
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reputable news outlets such as The New York Times, The Guardian and The Atlantic have
started to provide more comprehensive explanations on native advertising, besides the
standard dislosure that solely indicates the paid nature of the ads with labels (such as
WaLRyaz2NBR 02y iS yEeer 2dvil, 200.8Y NeSeynSrélde@iRd/disSGoguie® O

often stress the importancef native advertising revenues fitve business models of online

news websitege.gp Wy I A GBS | ROSNIA & A Y 3 ) NB@Sotuzdn thedzLILI2 N
authorship of the ad and the distinction between the editorial and commercial departments of

the news organization (ey WG KS SRAG2NRAL)X adlr¥F 6l a y20 Ay D
Following these practices and guided by previous research from both the fields of journalism

and advertising, these two types of detailed disclosures about authorship and business models

will be tested, together with two standard disclosures that solely indicate the involvement of

'y SEGSNYNIG LS NEIRR oISy d Q12 vy & 2 NBE KA L) Ispomsorgtll YS 2 F
08 0.Nd dgiRyés@) the study aims to contribute to ourrent understanding of how
RAFFSNBY (i RA&AOt2adzNBa AyFfdzSyO0OS NBIFIRSNEQ IR N
native advertising, and how this subsequently impts credibility evaluationgzindings of

the study will advance current knowtgglabout the effects of using different types of labelling,

and guide advertisers, media and legislators to develop appropriate labelloiggior native

advertising.

Literature Review

Disclosures, Sponsorship Transparency and Credibility
Previousrda S NODK KIF & 0SSy YlIAyte F20dzaSR 2y GKS NB
recognition and the activation of their Persuasion Knowledge (PK), which is the knowledge that
helps readers to recognize and critically evaluate advert@tngstad & Wright, 1994,
Wojdynski & Evans, 2015)s the native advertising format often does not contain typical
advertising characteristi€Evans & Park, 2015; Wojdynski, Evans, et al., ,2fl4@lpsure labels

GKFG AYRAOFGS GKS LISNRERdZ aABS ylFddz2NBE 2F GKS |
PK (Boerman & Van Reijmersdal, 2086) | 2 6 SOSNE Ay LI ad &aiddzRAS

puj

Qx

recognition was rather lowWojdynski, 2016) As current disclosure labels appear to be

ineffective, readers who do recognize native ads as such could perceive that native
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advertisements lack in transparency and aim to dectiiem, and these feelings of deception

can lead to more negative evaluations of both advertisers and publidbarse & Ritchie,

2007; Sweetser, 20> ¢ KA & YAIKG SELX LAY ¢gKé a2YS &aGdzRAS
of the disclosures and native advertisements decrease their trust in advertisers and news
outlets (Van Reijmersdal et al., 2016; WojdynskiEans, 2015)whereas others did not
(BeckerOlsen, 2003; Krouwer et al., 201&urthermore, although research that is built on the
Persuasion Knowledge Model suggests that there isaneteBve | G A2y aKA L) 0SS 6SS)
recognition of the disclosure labels and advertisements and their evalu@fianReijmersdal

etal, 2016 20KSNJ addzZRASa 2y NBFRSNEQ LISNBRLISOGAGSaA
concerned about mixing commercial messages in news content, and that they therefore
support the use of clear labglsewman et al., 2015; Tewksbury et al., 20Rbditionally, a

study on sponsored content showed that when sponsored content was perceived as being

clearly labeled, readers felt lesscked and contained less negative feelings towards the

website that incorporated the sponsored content, compared to when there was no clear
disclosure(BeckerOlsen, 2003) A morerecent study on disclosing sponsored blog posts

showed similar resultgCarr & Hayes, 2014 At the same time, a lack of clear disclosures and

other deceptive advertising practices can make readers feel fooled, which subsequently evokes
negative feelings and reactions towartie advertisement and sometimes also the advertiser

and medium(Ashley & Leonard, 2009; Darke & Ritchie, 2007; Thomas et al., Pd8)even

0K2dzZAK NBFRSNARAQ NBO23ayAGAZ2Yy 2 TinitiallKl€ad ® mar®©t 2 & dzNB
critical processing of the contefwojdynski & Evans, 201perceptions of transparency might

on the other hand to lead to more positive evaluations of native advertising, advertisers and

publishers.

Recently,Wojdynski, Evans, et al. (201d@veloped a measurement scale to assess the
LISNOSA PSR WalRyaz2NEKALI OGN yaLlk NByOe dmpet 0 Q Y2
RS T A ytBeRextdntito WHich a sponsored communication message makes noticeable to the
consumer its paid nature and the identity of the spd@¥dojdynski, Evans, et al., 2017, p. 4,

4). Following this framework for native ads in all types of media contexts, there are several

requirements to reach high transpa®y: the native advertisement should be clearly branded,
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the name of the sponsor who paid for the ad should be communicated, there should be a clear
disclosure and the ad should not try to fool consumers about its persuasive (Valtyjdynski,

Evans, et al., 201 Hlowever, specifically in a news context, news media and advertisers might

need to provide even more wmimation. In order to be considered as accountable and
trustworthy, readers expect news media to deliver trustworthy, impartial and objective
information from independent journalis(garlsson, 2010; Taiminen et al., 201&Jisclosures

fail in helping readers to clearly distinguish native ads from editorial content and to understand

K2g yIFHGADBS | ROSNIAASYSYyGa NS ONBFGSRZ NB I R:
advertising editorial and editorial functions, and the autonomy, objectivity and ethics of
journalists (Einstein, 2016) 2 KI (1 Qa YalyNdSrews ZadexisAbeingQransparent

involves not only that news media and advertisers provide information about the persuasive

nature of the ad, but that they are also clear to readers about the author of the ad, the
relationship between commercial arditorial departments of the news organization and the

production processes behind the advertisemegfsrrer Conill, 2016; Karlsson, 2010; Levi,

2015; Van der Wurff & Schénbach, 2018his research seeks to istigate whether this

information, when implemented in disclosures that accompany native advertisements, can
AYONBI A4S LISNOSLIWiA2ya 2F GNIyaLlI NByoeszx I|yR C
evaluations of native advertising, advertisers and publishees weaders have become aware

that they are looking at advertising. The next paragraphs of the literature review will more

deeply discuss the different transparency indicators and disclosures.

Disclosing the Paid Nature of Native Advertisements anditiegti&er

Previous studies suggest that disclosures that specifically mention the paid nature of the
advertisements and the name of the sponsor that is involvedgjgomsored by [brangdhre

more effective in helping readers to recognize native adsrameocial content, compared to

f S3aa SELX AOAG RA pathe conteaBe f Uy I8 NISa a0F0 K NIay 3Lk |
GKIF G O2ydl A porbdied byRbvand)  2laazNIBt 32 06S LISNOSA PSR |
as this disclosure explicitly indtes to readers the paid nature of the ads and it also explicitly

mentions to readers the name of the advertiser that is involved, which are key characteristics

of sponsorship transparengyvVojdynski, Bang, et al., 2017; Wojdynski, Evans, et al.,. 2017)
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Partner conterfpon the other hand, does not mention the name of the advertiser, so readers

needto discover this in the content of the native advertisement. Making a disclosure very

implicit can make consumers feel deceived and manipulated when they realize that they were
unknowingly viewing native advertising, which subsequently evokes negativgsSesnd

reactions towards the advertisement and sometimes also future advertiserffsiitey &

Leonard, 2009; Darke & Ritchie, 2007; Thomas et al., .2QDB)rariwise, when readers

perceive the native advertisemt as clearly labeled and highly transparent, they might

consider native advertising as less deceptive and more appropriate once they recognize it as
such(BecketOlsen, 2003; Carr & Hayes, 2014; Wei et al., 26@fpwing these insights, we

posit the following hypotheses:

I MY ¢KS RAAOf2adzNBE WalLlRyaz2NBR o0& woNlIYRB6Q A
RAaOf 2adzNB WLI NIIySNJ O2yiSyidQo

Hib: The disclosurePad LI2y a2 NBR 0@ w0 NI y R &i%d gpansdrshipt S R
transparency comparedid K S RA AIONBAFENB ORYy (i Sy (i Qo

Hl:The disclosurd?a LI2 Yy a2 NBR o0& woONlIYRB6Q gAff fSIR (2 KA
(d) advertisers and (e) news media in general compared tdisictosure? La&FyYNS NJ 02 y i Sy (i G

mediated by increased perceived sponsorship transparency.

Explaining the Authorship of Native Advertisements

9SSy G(K2dzZaK (KS dpdnsofed Byalozhd M@RRANEBSR &2 NBI RS
advertiser has paid for the piece of cortiethis disclosure does not explicitly mention the

author of the native advertisement. Readers could therefore reason that the content is created

by journalists and paid for by advertis@foofnagle & Meleshinsky, 2015; Krouwer & Poels,

2017) which can jeopardize the credibility of the news website and its jourr(@igstsinen et

al., 2015; Wellbrock & Schnittka, 201Xurnalists are expected to seek the truth, independent

from any commercial influendéevi, 2015and if readers think that journalists are involved

with creating native advertisements, tlalvertising/editorial boundaries will erode, which

O2dzf R KIF N¥Y NBI RS NA (BalaSuthfarRahianA 1984 Bevi, 201B)imayl (G A 2 y &
therefore be necessary that news media provide explicit information about the authorship of

native ads, and the separatitvetween its editorial and advertising stéffarlsson, 2010; Van
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der Wurff & Schonbach, 20148Readers want to be able to directly understand which content

is created by advéisers and which content is created by journalis® 2 NR2y 3 5S [A Yl m
1997), so they can make informed decisions on whether they will expose themselves to the
content or not. If news media clearly communicate how and by whom native ads are created,

it is likely that this will further increase the perceived transparency ofenativertisements

(Taiminen et al., 2019nd as reasoned before, this transparency can further increase the
credibility of native advertising, advertisers and news media in deléeaherefore propose

the following hypotheses:

H2a: A more detailed disclosure about the authorship of native ads will lead to higher ad
NEO23ayAlGAz2y O2YLI NBR (2 az2fSte daiy3a G4KS RAaAO
H2b: A more detailed disclosure about ttuthorship of native ads will lead to higher perceived
ALRYA2NAKALI GNIXyaLl NByoOe O2YLI NBR (2 az2ftSte dz
H2: A more detailed disclosure about the authorship of native ads will lead to higher credibility

of (c) natve advertising, (d) advertisers and (e) news media in general compared to solely using

0KS RAAOf2adz2NBE WaLRYyaz2zNBR o0& woNlIYRBQXI YSRA

tfransparency.

QELX FAYAy3d bSé6a aSRAIFIQA .dzaAySaia a2RSt

Ly 3ISYSNI 3> B§ibpaRssdsEigtiondeled fdr anjing (iéwa) content is low, which

KFa AYONBI ASR (KS LINB a iFewBer &NielsahS2RIN;INSvémardetiza A Y S &
al., 2016)News nadia therefore increasingly legitimize native advertising practices by referring

to the additional revenue streams that native advertising creates, which supports the quality

of the editorial newgArtemas, Vos, & Wy, 2016; Ferrer Conill, 2016; Li, 201Hpwever,

readers may not be aware that the advertising dollars support news media to maintain
AYRSLISYRSYG>X o6dzi AyaidSIR AYFSNI GKIFIG RdzS G2 GK
editorial independenceés compromised, and that advertisers can also influence the editorial

content (Carlson, 2014; Hanrlooit & Saks, 2006; Levi, 2015; Wellbrock & Schnittka, .2015)
Educating readers about thmancial relationship détween advertisers and news media may

help to increase their economic media literacy and understanding of the importance of

I ROSNIAAAY I TF2N yS g IMaksiSAsldy,8a CraNR2a1S; yRassnbavid, R S a
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Beentjes, & Konig, 2008)dditionallyii KA & 2LJSyy Saa | o62dzi ySéa YSRA
and decision makingaskey aspect of transparency in news cont@&slsson, 2011; Taiminen

et al., 2015) and this transparency could positively influence reddgyerceived
appropriateness and credibility of native advertising, cneqbto merely disclosing the aspect

of sponsorship without any further motivatigAshley & Leonard, 2009; Wei et al., 2008)

dddzRe 2y I RdzZ 0aQ LISNOSLIWGAZ2ya 2F FNBS ySga Gl
tolerating towards advertisements if they realized that withdu¢ tidvertisements, there

would also be less editorial conte(iferba, 2013)In this case, a smlled implicit social

contract between readers, news media and advertisers can be estadisdhDédNR2y 39 5SS [ A
Turner, 1997)Readers may be more open and understanding towards native advertising when

an explicit disclosure helps them to understémak the native advertising revenue funds the

news websites, which provides them the benefit of accessingghiglity editorial news for a

reduced feed D2 NR2Yy 9 5SS [AYIlI m¢ dzZNYy SNE wmdge0IiB)Wedzy Rf I OK
therefore hypothesize the following:

lolY ' Y2NB RSUGIFIAf SR RAAOf23dz2NE o62dzi ySéa Y
NEO23ayAlGAz2y O2YLI NBR (2 az2fSte daiy3a G4KS RAaO
H3b: A more detailed disclosure abouténd Y SRAI Qa o0dzaAySaa Y2RSf
LISNOSAGPSR alLRyaz2zNARKALI NI yaLl NSByoOoeé O2YLI NBR
WON} YRBQO®D

loY tNRPGARAY3A | Y2NB RSGIFIAf SR RAaAOf2adzNB | 62dz
credibility of(c) native advertising, (d) advertisers and (e) news media in general compared to
az2fSfe daAy3a GKS RAAOf2adz2NBE Wall2yazwdR 08 ¢

sponsorship transparency.

Effects on the credibility of news media and advertisers

The two more detailed disclosures both aim to increase the transparency of native
advertisements, yet each disclosure sheds light on different aspects of native advertising.
Whereas a detailed disclosure that explains the relationship between advertisingeevehu

ySga YSRAIQa o0dzaAySaa Y2RSta Aa Y2NB F20dza SR

disclosure about the authorship of native ads is more focused on the internal processes of a
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ySga 2NBFYATGA2Y D ¢KAA YA Jdptions f advBrtisérs/andh y F £ dzS
news media. First, explaining to readers the relationship between native advertising revenue

YR ySgéa YSRAIFIQa odzaAySaa VY2RSfa YAIKG KIF @GS
evaluations of the advertisers, as this type of d&ale is more focused on the value that the

advertisers provide to readesD2 NR2Y 3 5SS [ A Y|l ¢ dzNJRE&M@INgM ppT T
the detailed disclosure about authorship, the journalistic independence is a key determinant

F2NJ NBFRSNEQ |aaSaavySyida 2F ySsa YSRAIFIQa ONEB
betweeni5 64 YSRAF QA SRAG2NALIET &adGFFF YR O2YYSNDAL
effect on the credibility of the news outlefgan der Wurff & Schénbach, 201Hpwever, as

both types of detailed disclosures have not yet been investigated, we propose research
jdzSadAaz2ya (2 SELX 2NB 6KAOK GeLlS 2F RA&Of 2adNB
ad recognition, perceptions of transparency and evaluations of the native isdwezhts,

advertisers and news websites:

RQ1: Which of the two more detailed disclosures will lead to the highest (a) ad recognition, (b)
perceived sponsorship transparency (c) credibility of native advertising, (d) credibility of

advertisers, and (e) crdgllity of news websites?

Methodology

To test the hypotheses and answer the research questions, a siAgletor experiment with

four disclosure conditions was conducted. Participants were recruited via the networks of
undergraduate students who rewed course credit. This resulted in a sample of 453
participants (60,7% female) between 18 and 72 years ohbage(= 35 year§D= 13.93). The
YIE22NARGEe oOoTpxIm20 2F GKS LI NIAOALIVYGEa ¢l a KAIK

Stimulus Matesils

All participants read the same native advertisement about the importance of drinking water

during exercise, only the disclosure varied. The first version contained a disclosure that solely
AYRAOFGSR (G(KS Ayo@2f ogrn&ydnte®® ¢ KS SESSRYRE YW 6K
LI AR yI (dzNB | yR (i KSpoysorati®y SpFaWdieh S¢C KE OIS HE A H¥ENB R
RAaOf 2adz2NBE O2y RA (A 2y aSponsoted by Sph WEREA LB RzA0 K Y R RRQA
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explanation. In one condition the eaphtion was focused on the authorship of native ads and

0KS RAAGAYOGA2Y 0S06SSYy GKS SRAGZ2NAIThis I yR O2
sponsored article has been created for an advertiser. The journalists of the news website have

not been invoh in the creation of the conte@t® ¢ KS 2 0KSNJ Y2NBE RSO Af
T20dzaSR 2y ySga Y STislsparsored drtick Yids deéen createdSdr ¥n W
advertiser. The advertising revenues support the news website, helping us to fund owmournali

and to keep providingyouyournéw® ! £ f FT2dzNJ RA&aOf 2adzNBa 6SNB L
headline of the article and distinguished from the text via two blue borders (3 px) above and

below the disclosure.

Procedures and Measures

Participants werenvited to click on a link to participate in an online study, and were
subsequently randomly assigned to one of the four disclosure conditions. They were displayed

a random page of a fictitious national news website and were asked to imagine that tais was

news website that they visit on a regularly basis. Participants spend on average 106 seconds
looking at the page. Next, they continued to an online questionnaire. To avoid suspicion,
readers were first asked to answer several questions about the texthidid just read. The
RSLISYRSY(d @O NAIoftSa o6SNB YSI &adzNB& rekognitiong 2 & G | =
was measured by asking them whether there was any advertising on the page they viewed. If

they indicated that this was the case, they werdsaguently asked to describe the
advertisement and to recall the name of the advertiser. Participants were also asked why they
thought it was advertising, and their answers to this question were coded into a binary measure

of disclosure recalln total,30.2 percent of the participants recalled seeing a disclosure. These
participants either mentioned the fact that the native advertisement contained a disclosure

and / or they recalled the text of the disclosure. After answering these questions, a lirief tex
explained to the participants that they had been exposed to a native advertisement and
participants were again shown the same disclosé: K S LJ 3S (G KIF G @2 dzQ@3S ¢
contained a native advertisement. The native advertisement also containdadlloteng

RA&Of 2@dzNBlYYy 0 kKRS aSO2yR LI NI 2F GKS ljdzSadArzyy

transparency and general evaluations of native ads with that specific disclosure, advertisers and
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publishers were measured, now that they had all bee@ware of the fact that they were

viewing native advertising.

The second part of the questionnaire started with two questions that served as a manipulation
check, to seek whether the two more detailed disclosures were understood and led to the
intendedS ¥ ¥ S O & @ underdtdnding &f Adkthgtshiga® measured on a twitem seven

point scale, asking them to what extent they thought that native advertisements with this type
of disclosure had been created by an advertising department or the advethsenselves, or

had been written by journalists (R} € 5.20SD=1.21h ' &y H 0 & tndexstaiddd LI vy G & Q
of the economic modelf native advertising was measured on a fibeim, severpoint scale
(Boerman, Van Reijmersdal, Rozendaal, & Dima, 4018 5.08,SD= 1.12,h = .83).
Sponsorship transparenoyas measured using the twelitem, severpoint scale of
Wojdynsk Evans, etal. (20101 =4.15SDf ™ ® n T TCredibilify of tativee dd@ertisements

in generalvas measured on a fieem scalgWojdynski & Evans, 201Participants indicated

on severpoint scales to what extent they agreed that native advertisements with the
disclosure type are honest, trustworthy, biased (R), convinciohgatrcredible (R)M = 3.82,
SD=1.09)» = .82).Credibility of advertisers in genenads measured on the same sc@e=
3.90,SD= 1.01,r = .78), only this time asking to what extent they consider advertisers that
place native advertisements with thdisclosure type as honest, trustworthy, biased (R),
convincing and not credibl€redibility ohews websites in genefM = 3.80,SD=1.09) =.83)

was also measured on the same scale, asking the participants about the credibility evaluations
of newswebsites that implement native advertisements with the specific disclosure type.
Furthermore, the demographi@ge, gendeand level of educatiorand the control variable
familiarity with native advertisingvere measured. Participants rated their famitiamwith

native advertisingonasevdd2 Ay G a0F S NI y3IAy3d FNRYMWISNE dzy
3.68,SD= 2.01). It is important to take familiarity with native advertising as a control measure
into account, as consumers who are more familidin wative advertising may already have
developed knowledge and strategies to process and respond to the advertis¢Wejagnski,

Bang, et al., 2017)
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Results

Randomizatiortheck.The participants in the four groups did not differ with respect to their

age ({3, 449) < 1p = .906), level of educatioR(B, 449) < 1p = .619), gender( ¥3)= 1.56,

p = .668), and familiarity with native advertisin§(3( 449) = 2.54 = .058). However, as
FIELYAETAFNRGE GAGK yIFrGAGS | ROSNIAAAYT OFy AYyTF
evaluationgWojdynski, 2016and this variable also approached significance, it was included

as a covariate in the analyses.

Manipulation checkdn order to control whether the two detad disclosures about news

YSRAIFI Q&4 odzaAySaa Y2RSta IyR |o62dzi GKS | dzi K2 NE&
the intended effects, two manipulation checks have been conducted. First, results of the
ANCOVA analysis show that disclosure type §igniff 1 t @ Ay Ff dzZSY OSR LJ NI A OA |
of authorship (1, 448) = 4.61p = .003). Results of the pairwise comparisons analyses show

GKFG GKS YFYyALWdzZ FGA2Y g1 &4 adz00Saa¥fdzZz > a4 NBFR
significantly higher irthe disclosure condition with the additional explanation about the
authorship M = 554SDIF mMmdny v X O2YLI NBR G2 GKS RSGFAf SR
business modeM =5.01SD=1.14pf ®np 0 X {FabnerRinter@i 498 W

128,pf dnpv | YR allieks arRNSRi(M=EdrNED-NE29,R6808). Second,

the! b/ hzt! Fylrfteaira |fa2 akKz2ga GKIFIG RA&Of 234dzN
dzy RSNRGIF YRAY 3 27F ySgaHlYa88RA3.19&F .0MD BYiIB 6fAte Y2 RS
subsequent pairwise comparisons analyses confirm that this was higher in the disclosure
O2yRAGAZ2Y 6AGK GKS I RRAGAZ2YLIf SEIWN=I5853DA2Y | 02
=.98), compared to the detailed disclosure about the authopi®h= 4.88SD=1.15p < .05),

0 KS RA gamfefcanteNd 99.01SD=1.13pf ®dnp v I Y R spoisGredy & Of 2 a d.
[brand)QM $5.03,SD= 1.14p < .05). Thus the manipulations of both dethilksclosures were

successful.

Ad recognitia and disclosure recallhe results of binary logistic regression analysis show a
AAIYAUOLYyld STFSOO 2F RARGHR22Zp2NBOL. Theldisclotirg | R NX
type variable explains 7.1% (NagelkefReof the variance in advertisingcagnition. The

NB & dzf Ga & dzLJLJ2 NIia Lawf ay2 NIKRS  astghiidantiyAnttd aNda3hendds

GKFG LIFNOGAOALI yia NB pardef dontedY=0.Ko3WaldR B.719 2 Y LI NB R
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= .01. The results also confirm H2a and H3a, asobtiie more detailed disclosures about the

authorship il = 1.039Wald=11.61pf ®nnam0u I YR +Fto2dzi y$8a YSRAL
1.389,Wald = 17.58,p < .001) further increased the odds of ad recognition, compared to

W L2y az2NBR oORQlaendred dHich & th&detailed disclosures would lead to the

highest ad recognition among readers. Results show that the two detailed explanations were
equally effective in terms of ad recognition (see table 1). Overall, 75.9% of the participants
recognizedhe advertising on the page. Although not hypothesized, it is noteworthy to mention

GKFG NBFRSNEQ O0N}YYR NBOFff FYR RAAOf2adz2NE NBO

disclosure were provided (see table 1).

Table 1. Average ad recognitibnand recall and disclosure recall per condition.

Partner Sponsored Detailed Detailed Total
content by Spa authorship business model
disclosure disclosure
Ad recognition  60.2% a 77% b 80.7% c 85.8% c 75.9%
Brand Recall 15.9% a 45.1% b 58.8% c 58.4% c 44.7%
Disclosure recall 4.4% a 29.2% b 45.6% c 41.6% c 30.2%

*Significant difference between cellsthva different letter (p <.05)

5ANBO0 YR AYRANBOG STFTSOUa.IRcFderfokest@ne dirdatizZNE (0 & L.
relationship between # & Of 23 dz2NS (e LJS | yR NBFRSNBRQ S@I f dz
disclosure type as factor, familiarity with native advertising as a covariate, and the different
dependent variables have been conducted. Next, -host pairwise comparisons (with a

Bonferrani correction) reveal which disclosure conditions differ significantly from each other.

In order to test the mediating role of sponsorship transparency, we conducted mediation
analyses by using model 4 of the PROCESS (Hagyes & Preacher, 2014#s the disclosure

variable contains four levels, we used the rredtiegorical option in PROCESS. Todehused

0KS AYRAOF(G2NJ O2RAY3 LINRPOSRdAZINB:I ¢A0GK GKS S|
reference category. All analyses used 5,000 bootstrap samples to estimate the bias corrected

bootstrap confidence intervals.
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Sponsorship transparency (SHgsults of the ANCOVA analysis show that disclosure type
significantly influenced perceived &R, 448) = 38.74 < .001. In line with H1b, the perceived

{¢ o6& aAIYATFAOI yifshondoredby SpaIWaEIVNG 4(i&kSH= B6) a Of 2 a dz!

comd: NB Rparinét coliten®M o 3.34,SD= .82),p < .001. In line with H2b and H3b, the

I RRAGAZ2YLFE SELXFYLFGdA2ya | oM d.64$05-498) avdStHeAr | Q&
authorship of native ad$A = 4.45,SD= 1.03) significantly further improveenseived ST (all

LJQ a )r\With regards to RQ1b, both of the more detailed disclosures were more effective
0Kl y dza spbasoréd by Spa wae I pdriRer dontem@ > &€ SG G KS&AS (g2
did not significantly differ from each other in terofsST§ > .05). Although not hypothesized,

it might be noteworthy to mention that perceptions of ST also differed between readers who
initially recognized native advertisements as stk 4.28,SD= 1.05) and the ones who did

not (M = 3.74,SD= 1.02)1(451) =4.68,p < .001.

Credibility of native advertisinghe ANCOVA analysis does not show a direct relationship
between disclosure type and credibility of native advertish(8, 448) = 1.11p = .344.
However, results of the mediation analysgisw a positive indirect effect on credibility of native
advertising through sponsorship transparency when the native ads contained the disclosure
Wponsored byQb =6.28, boot SE .06, 95% BCBCI [.174, .41t8p,detailed disclosure about

the authoship p = .38, boot SE .07, 95% BCBCI [.249, .538]d the detailed disclosure
about the business moddb € .44, boot SE = .08, 95% BCBCI [.292, .615]), compared to the
NB ¥ S NB y O SLIF ONJidySSIN3 N Wischguies) significantly increasedcgiged
sponsorship transparency, which subsequently increased the credibility of native advertising

(see figure 1). This partially confirms H1c, H2c and H3c.
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Partiics contant Sponsorship Transparency

(reference category)

KELS

1.12%%% L29%Re

Sponsored by...

-26™5 (28)

Detailed disclosure: -.23"5(.38) Credibility

explanation authorship native advertising
2475 (.44)
Detailed disclosure:

explanation business model

Figure 1. The mediation model of sponsorship transparency betsigglosure type and credilyliof
native advertisingn.s. = not significantp <.05, *p < .01, **p<.00w SFSNBy O0S OF iS3a2Ne T
O2yiGSyidQo

Furthermore, RQ1c explored which of the detailed disclosures would lead to the highest ad
credibility. Results show that the twosdiosure conditions with the additional explanations
about authorshipj1=3.88SDIF m®mMn 0 | YR ySga WSBAOSOEA.0L) dza Ay S a :

did not significantly differ from each other in terms of general credibility of native advertising.

Credibity of the advertiser. The ANCOVA results show a significant direct influence of
disclosure type on credibility of the advertidgB, 448) = 4.0 = .007. Labelling native ads

| Zspohsored by Spawaer RAR K2 gS@OSNIJ y2i RANDIONM£ 2794 Yy ONB I &
SO dpdpd O2 Y LI NB RartieRcontes®Myd 3.7980K §.05]. ¥ed the mediation

analysis indicates a significant indirenty effect via sponsorship transparency for using the

RA & O f spoastrNdSoyQb =0.22 bootSE= .05, 95% BCBCI [.12846]) compared to using

WJ- NIy S NJ TR padidly dogiirms Hid. In line with H2d the disclosure with the
explanation about the authorshipM(= 3.91,SD= 1.02) significantly increased advertiser

credibility compared toi KS LAY 4 2 85 RA a P& as5a MediBtiomanalysis shows that

this is fully explained by the increase in sponsorship transparercyd8, boot SE = .06, 95%

..l L odmymI dnoyB80® Ly fAYS SAGK lksRaeliKS RS
(M =4.14SD=.92) also significantly increased advertiser credibility compared to the disclosure

W LJ2 Y & 2 NE=ED5)dviediation analysis confirms that this was again fully explained by the

increase in sponsorship transparenby=(.44, lmot SE = .07, 95% BCBCI [.212, . 505]), as the
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direct relationship between the disclosure and advertiser credibility becomes insignificant
when ST is added as mediator (see figure 2). Answering RQ1d, the explanation about news
YSRALI Q& 0 dza A ¢ 8é Bighesta®&tiser €r&iRility{iand pairwise comparisons

analyses show that this was significantly higher than for the authorship disclosub].

Partner content Sponsorship Transparency

(reference category)

1.12%%*% 2QmEE

Sponsored by...

Detailed disclosure: -.16™° (.30)

explanation authorship Advertiser credibility
0275 (.35)
Detailed disclosure:

explanation business model

Figure 2. The mediation model of sponsorship transparency betdiselosure type and advertise
credibility.n.s. = not significantp <.05, *p < .01, **p<.00WwSFSNBYy OS OF iS32NBE I WLI

Credibility of the news websifEhe ANCOVA results show a direct influence of disclosure type

on news website credibilityi3, 448) =56H T dnnanmd [ | 6 Stsponsb@dbyl GA DS
Spawate® RAR K2gSOSN) y2i RANBOGIM=3590NKB106S ySga
O2YLI NBR (2 mznarygaaten®M$3.683D5 503)pW.05. Yet, the mediation

analysis indicatea significant indireebnly effect via sponsorship transparency for using the
disclosure? & LJ2 y & 2INB.R5 book SEET05, 95% BCBCI [.147, .382]) compared to using
WLI NJi y S NThi® paytidll$ goifiins Hle. In line with H2e, the disclositte tve

explanation about the authorshipi(= 3.91,SD= 1.02) significantly increased news website
credibility, compared to th&? & LJ2 y & 2 disBlddurel§& X%). Mediation analysis confirms

that this is fully explained by the increase in sponsorsaisparencyl(= .34, boot SE = .07,

95% BCBCI [.210, .509). The findings also support H3e, as the detailed disclosure about news
YSRAI Q& 0 dzaixy.H8B= .92)aI$ Sifectlysignificantly increased news website
ONBRAOGAT Al @ ZsLIDF & 2INKRRAOIEOK. 0F)aKaSNiadipn @Gnalysis shows that

this effect is again fully explained by the increase in sponsorship transpdren®@( boot SE

=.08, 95% BCBCI [.254, . 562]), as the direct relationship between the disclosure diséradver
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credibility becomes insignificant when ST is added as mediator (see figure 3). Answering RQ1e,
the disclosure with the explanation about authorship led to the highest news website
credibility, and pairwise comparisons analyses suggest that thgaifecantly higher than for

the business model explanation disclosyre (05).

Partner content Sponsorship Transparency

(reference category)

3 EEE

1.12%%% 29% %

Sponsored by...

-3075 (25)

Detailed disclosure: 1075 (.34)
explanation authorship

News website credibility

-.1475 ( 39)

Detailed disclosure:
explanation business model

Figure 3. The mediation model of sponsorship transparency betgeansure type and news website

credibility.n.s. = not significantp <.05, *p < .01, **p < .00ReS NBy O0S Ol 4 S32NB I  WLI NJ

Discussion and Conclusion

t NSBGA2dza NBAaASINOK |f NSIFIR& aKSR fLI Nl S2W Q2K/SI SR/
| y &ponigored by [bran@] 2y NBIFRSNBEQ tYX R NBO23AydtiuAzy |y
one specific advertiser and / or news webgitgy. Wojdynski, 2016; Wojdynski & Evans, 2015)

However, in these studies the disclosures were generally ineffective, so consequently, ad
recognition was stitielatively low. Moreover, an increase in disclosaral ad recognition did

not always lead to more negative evaluations, which suggests that there may be other factors
GKFG O02dAZ R YAGAIIGS (GKS yS3AFGAGS SvEdidnsia 2F N
(BeckerOlsen, 2003; Krouwer et al., 20185% previous research suggested that readers do not

want to be deceived and appreciate transpare(@srr & Hayes, 2014; Sweetser, 2010

present study invegated whether and how more detailed disclosures may not only increase
NEIFIRSNAEQ NBO23ayAdA2y 2F yIiAGS | ROSNIAASYSyla
native advertising. Next, the study sheds light on whether this transparency can positively
influenceNBE+F RSNEQ S@FfdzZ GA2ya 2F (KS | ROSNIAAAY T

once they recognize a native advertisement as such, which is important for the implementation
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of native advertising in a sustainable manf{@ampbell & Marks, 2015; Wojdynski, 2016;
Wojdynski, Evans, etal., 2007) ¢ 2 3SGKSNJ gAGK (g2 Wadl yRINRQ

P
-~

of more detailed disclosures were tested, focusing either on the authorship of the native ads
oroni KS AYLRNIFIYyOS 2F FROSNIAaAy3d NBG@GSydzS G2 vy
Both types of information are considered as important to reach transparency for native

advertising in news contextBerrer Conill, 2016; Taiminen et al., 2015)

The results suggest a positive effect of making disclosures more detailed, both in terms of
explaining the authorship of native ads and stressing the importance of native advertising for
YS6aQQY SRAZEAYS&da Y2RStfod . 20K 2F (KSaS Y2NB RSi
2F0Sy y20A0SR o0& NBFIRSNAZI FyR GKSe& Ffaz2 aai1l
Furthermore, the more detailed disclosure types led to higher perceived ST compasaugt

2yt & O p&tner dodted® asphotisoked by [bran@idithough this was not the focus of

0KS LINBaAaSyd addzReés Al Aa y20Sg2NIKe G2 YSydaaz
significantly influenced their perceptions of ST. Fattesearch can further examine this

relationship.

¢tKS AYONBlIasS Ay LISNOSAGOSR {¢ adzomaSldSyate LR:
credibility of native advertising. However, only the more detailed disclosures directly increased

the credibilii @ 2F T ROSNIAASNE | YR iomsdrediy§iRdn®] RANR ISy S
not. This follows previous research that suggests that in news contexts, advertisers and
publishers should not only indicate the paid nature of advertisements, but also rnaedite
AYF2NXYIEGAZ2Y | 0o2dzi (GKS | dzi K2 NA K@a& Playesipel8; | Ra |
Karlsson, 2010Dn most aspects, the two detailed disclosures were equally effective. However,

the disclosure that explained the authorship led to higher news websitiibiity, whereas

G6KS RA&AOf28dz2NB GKIFG SELXFAYSR GKS AYLRNIIFYyOS
models led to significantly higher credibility of the advertisers. This difference could possibly be
explained by the fact that the disclosurdeoat the authorship is more focused on the ethical
implementation of native ads by the news outlgarlsson, 2010This disclosure accentuates

the autonomy of journalists, which ¢é®nsidered by readers as one of the most important
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characteristics of news outlefgan der Wurff & Schdonbach, 201When using the disclosure

about advertising revenue and news hed Qa o dzaAy Saa Y2RStaxr (GKS | F
ONBRAG&ASY a GKS I ROSNIAASNI LI eéa FT2NJ GKS yI GACL
survivab D2 NR2y 9 5SS [AYI ¢ dzNYSNE mMhppTT 2SA SiG fd

In conclusioB G KS NBadz 6a AYRAOFGS GKIFG GNIyaLl NBy
assessments of the credibility of native advertising, advertisers and news media in general, and
suggest that perceptions of ST should be taken into account when testing difigrestof

native advertising. In order to increase this perceived transparency among readers, providing
additional details in the disclosure about both the authorship of native ads and the business

model of news media could be a solution. Although theseerdetailed disclosures lead to

higher adrertisingrecognition and therefore possibly more critical processing of the content of

native advertisements, the positive effects on perceived sponsorship transparency, and
subsequent increase in perceived crddipiof the ads, advertisers and news websites in

general might outweigh these negative effects (if they occur). This idea is strengthened by
recently published work d€ampbell and Evans (2018)hich suggests that accompanying

banner advertising can also increase perceptions of transparency in native advertisirgs conte

YR GKFG GNFyaLlk NByOe OFy YAGAILNGSactviigddSOSy NB
Persuasion Knowleddgeurthermore, as previous research indicated that deceptive advertising

practices and negative advertising experiences can negatiiely izSy OS NBI RSNAQ ¥
evaluations and evaluations of the contgdfio & Cheon, 2004; Darke & Ritchie, 200igse

more detailed disclosures and the resulting iasee in transparency may be crucial to

implement native advertising in a sustainable manner.

Limitations and Directions for Future Research

This study has some limitations, which can be addressed by future research. First of all, the
study utilized only e disclosure position, directly below the headline of the native ad, and
only one type of disclosure design. However, past research showed that both disclosure
position and visual characteristics of disclosures (e.g. the size and color) can also influence

NB I RS NA Q- amdAadl CetogritidgMBjdynski, 2016; Wojdynski, Bang, et al., 2017;
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Wojdynski & Evans, 201%s the size of the disclosure increases when the text provides more
information, this increase isize may also have played a role in the effect of more detailed
RAAOf 2adzNBa 2y NBuUrtheSnNd, due toRhe BBedidehtyl Adsign2of the
study, participants might have been more focused when assessing the page with the native
advertisemen, compared to when they are browsing news websites in a real life context. It
would be interesting to further test the effectiveness of the disclosures in practice and to also
look at whether the disclosures have an influence on typical advertising suceggs, for

example clicks and shares.

As the two detailed disclosures differed in their effects for news outlets and advertisers, future
research can further test in different contexts which type of information will be most beneficial

for all stakeblders involved. Finally, previous research mainly focused on the effects of
RA&aOf 2adzNBa 2y NBFRSNEQ tY YR IR NBO23aAYyAGA
evaluations. This study sheds light on another factor, perceptions of transparency, andssuggest

that when readers have become aware that they are viewing native advertising, high perceived
ALRYaA2ZNAKALI GNIyaLl NByoOe Oly LRairAldAgSte AyTi
advertising, advertisers and news media. After measuring adveméiagnition, but upon
YSFadz2NAYy3d NBIFRSNARQ LISNOSLIA2ya 2F {¢ |yR &dza
all readers aware of the fact that they were viewing native advertising (since readers are likely

to only assess the transparency of a natigreertisement if they recognize it as such). However,

2yS aK2dzZ R 1{SSLI AY YAYR (0KIFd NBI RSmdeeh RGOS NI A
& Muddiman, 2017; Wojdynski & Evans, 206K A OK f AYAG&a GKS 3ISySNI f Al
FAYRAYy3Iad {dAffX GKS addzRéQa FAYRAYy3IaA Yl & KSt

and perceptions of ST in future native advertising practices.

Due to the procedures that we used for this stydiywas also not possible to investigate the
Ay GSNLIX | & 0 S0 ¢ &3efognitibnl $TSahdBednludtiohd. s\ recently published
research on combining native advertising with display advertising suggestetbeptions of
transparency may mitigate negative effects of ad recogn{i@ampbell & Evans, 2018)

would be interesting to further test this for the moretdiled disclosure practices.
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For now, it seems that utilizing more detailed disclosures can be a viable solution for reaching
more transparency and higher levels oédibility of native advertising, advertisers and
publishers in the sometimes blurry and deceptive native advertising contexts, which
contributes to the implementation of native advertising in both a sustainable and effective

manner.
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Abstract

There is a need for more research on factors that can help maintain the credibility of native
advertisements without misleading readers into thinking that they are looking at a news article.

We therefore examing¢hrough two experiments the extent to which @avo-sided message
A0NIGS3e YR ROSNIA&ASNI ONBRAOGATAGE Oly AyTid
advertisements, once readers are aware that they are viewing advertising. Results show that

native advetisements from a higleredibility commercial organization (study 1) and from a
high-credibility nonprofit organization (study 3re perceived to be just as credible as a news

article. Whena low-credibility company provided the advertisementedibilityevaluations

significantly decreased. However, both studies show that making a native advertisement two

sided can suppress feelings of manipulation, which positively influences credibility evaluations.

This effect occurred for both levand highcredibility organizations. These results advaoge

dzy RSNE Gl YRAY3I 2F NBIRSNHEQ LanEhébpractkiondsto2 F Yy I (A

implement native advéising in a sustainable manner.
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Introduction

As readers have become adept in avoiding traditidisgdlay advertising and generally lack
willingness to pay for online news, both advertisers and news media are increasingly shifting
toward native advertisements advertisements that resemble the look and feel of editorial
news conten{Wojdynski, 2016)Several studies suggest that readers tendualuate native
advertising formats as more credible and interesting than traditional, more overt advertising
formats, such as banner advertisemet&n Reijmersdal et al., 2005; Wojdynski, 2016)
However, critics have warned that native advertisements are mainly effective because readers
are deceived intthinkingthat they are reading an actual news article that has been written by

a journalist(Einstein, 2016) This is problematic, as deceptive advertigractices may
eventually erodethe credibility perceptiorof news websites and also result into a more
negative attitude toward native advertising in gené¢tsrke & Ritchie, 2007; Krouwer, Poels,

& Paulussen, 2019Thus, if native advertising solely relies on deception, it ingustainable

advertising technique.

Following concerns over the deceptiveness of (poorly disclosed) native advertisements, all

known studies on native advertisingaveA Yy dSa G A3l GSR GKS NBfFGA2Yyarl
disclosure and advertising recogniticand their evaluations. Most of this research has been

built around the Persuasion Knowledge Mo¢etiestad & Wright, 1994)These studies
generallyshon KI i 2y OS NBI RSNA Q -thé hhdwdletiga tha tieys¢g@® 6t SRS
recognize and cope withe advertisement, is activated, they becommaore criticaltowards

the advertisement and advertiséhmazeen & Muddiman, 2017; Wojdynski, 2016; Wojdynski

& Evans, 20155o0ome studies, however, did not find a riagarelationship between PK and
evaluations(e.g. BeckeOlsen, 2003; Krouwer et al., 201&vans and Park (2016ave

provided a potential explanation for these differences in results. They stuipge in the

context of hybrid advertising formats such as native advertising, consumers might enjoy the
advertisements to such an extent thatniitigatesthe increase in critical processing and

negative evaluations due to their Persuasion Knowledgea#ion. Following this line of

thinking, wepositi KI & 0 KS SEGSYy(d (G2 6KAOK NBIFIRSNBRQ NBO?

critical evaluations may be influenced by factors related to the content and context of the
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native advertisemenfEvans & Park, 2015; Sweetser et al., 2016; Van Reijmersdal et al., 2005)
These factors are important to identifjnews media and advertisers want to implement native
advertising in an effective manner without deceivingrieder. The present studgddresses

this gap in native advertising literature by investigatimg influence of message sileessin
combination with advertiser credibility amitical processing and subsequent evaluations of

native advertising, advertiseand news websites

When readers are aware that they are reading a native advertisement instead of a news article,
they may discount the credibility of the artitlecause thegxpect that an advertiser will try

to influence them(Friestad & Wright, 1989 Wojdynski & Evans, 201Brevious research on
message sidedness in traditional offline advertising contexts (e.g. television and print
advertising) suggests, however, that advertisers can increase the credibility of their message by
providing not onlypositive information in their own interest, but also some negative
information that may not be directly beneficial to thé@rowley & Hoyer, 1994 his makes
message sidednespatentialfactor to decrease critical processing of native ads oeaders

are aware that they are exposed to an advertisement. Furthermore, as previous research
suggests that a tweided message can enhance source credifilisend, 2010}he extent to

which a twesided message works may differ depending orepisting credibilit perceptions

of the advertiser that provides the native ad. Following these insights and the need to find
strategies to implement native advertising in an effective and transparent manner, this paper
presents two experimental studies that investigate pssing and evaluation of twsided

versus onesided native advertisements, provided by different typdsrgbrofit and nonprofit
advertisers that either have low or high credibility. The findings of both studies aim to enrich
our understanding ofiow different types of native advertisirgge processed by readeasnd

will also help news media and advertisers implement native advertising in a sustainable

manner.

Conceptual framework
Advertising recognition and message sidedness

Most of the available rearch on native advertising centers around the Persuasion Knowledge
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Model (PKM). The PKM suggests that when readers recognize advertisements as such, they
could become more criticaff the message, as the message has changed from neutral (in this

case: a aws article) into one that potentially tryingto influence then{Brehm, 1966; Fratad

& Wright, 1994) Typically, advertisers influence consumers by usingsidee advertising

messages that solely mention the positive characteristics of a subject or (Gemdey &

Hoyer, 1994; Kamins & Assael, 1987)/ 2 Yy 4 dzYSNA 6K2 @ASs | ROSNIA &
AYyiSyiQr 6KAOK YSIya GKFG GKS@ LISNOSAGS GKIFG I
itself and this can subsequenthgsistanceto the messaggCampbell, 1995; Campbell &

Kirmani, 200). The attribution theoryosits however, that when an advertiser also provides

some negative information against its own interest;Osof f SBA RSIB 2 I ROSNI A &)
consumers are likely to attribute thimhaviourto a desire to tell the truth, whicltould

LR GSyidAlrffe RSONBIFraS FSStAy3aa 2F YIFyALWzZ FGAZ2Y
messag€Crowley & Hoyer, 1994; Fransen, Verlegh, et al., 2885gd on previous work, we
SELISOG GKIFIG S@Sy (K2dz3K NBIRSNBEQ AYyAGALFET gl
increase critial processing and lead to negative evaluat{@gmsazeen & Muddiman, 20173
two-AARSR Yyl GABS IR gAff RSONBIFaAaS GKA&a ONRGAO!
attitude toward the advertisement aritde advertise(Cole & Greer, 2013; Eisend, 2010; &lrib

Buzeta, & Velasquez, 2016; Wilson & Sherrell, 1888)arding perceptions of news outlets,

previous researcihas shownthat awareness of viewing native advertising can negatively

influence credibility perceptions of news outléfgnazen & Muddiman, 2017; Bachmann et

al., 2019) However, some studies also suggest that the extent to which this negative effect
occursOF'y 0SS Ay FfdzSYOSR o6& NBI Btd@nientSidhe hatee G A 2y 2
ads. Inthese studiesNB I R Smidgptions m#&einfluenced by brand presence and the
informational value of the advertisemeriHwang & Jeong, 2018; Krouwer et al., 2018;

Sweetser et al., 2016\ more balancedwo-sided native advertisement migtiterefore also

have a less negative sqaller effect on the credibility of the news website, compared to a one

sided native agBachmann et al., 2019; Hwang & Jeong, 2008 following hypotheses will

be tested:

H1: Readers who view a native advertisement wilh{a) highermanipulative intent, and (b)

evaluate the message afc) the news website as less credible compared to readers who view
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a news article.

H2. Readers who view a twaled (versus onsided) native advertisement will (a) perceive

lower manipulative intent, which will subsequently have a positive effect ohg(leyadibility

2F GKS yIFIiAGS FTRZ 600 NBIFRSNHEQ I (erceptionzRiS (2 6 N

the news website.

Message sidedness in combination with source credibility

There exists not onlya difference inthe credibility perceptionbetween advertisersand
journalists but also among advertisers themselvesn& advertisers are perceived as more
credible because they are considered to be a-kedwn expert on a topic, or because
consumers perceive that the advertiser acts in theit besrest(Lafferty & Goldsmith, 1999;
Metzger, 2007; Wu et al., 201@&eaders who recognize a native advertisement from a high
credibility advertiser might therefoneason that the information istill correct (Flanagin &
Metzger, 2007; Hovland & Weiss, 1951; Pornpitakpan, 2004omparison, when readers
recognize a onsided native ad provided by an advertiser that they consider to be less credible,
the onesided mesage confirms their expectations that the rardible advertiser does not
provide trustworthy information(Fransen, Smit, et al., 2019 order to cope with the
persuasive attempt, it is likely that they wiilémiss the message of the noredible source
even more (also known as content derogatiofransen, Smit, et al., 2015 twasided
message for native advertising might therefore be especially beneficial edmsumers
already hold negative beliefs about an advertiser, as &twoR SR | NI A Ot S O2y (Sal
expectation that the loveredibility advertiser will only provide information in its own interest,
which may subsequently increase their credibilitcpptiong(Hastak & Jongvon, 1990; Jones

& Davis, 1965)We therefore expect the following interaction effects between message
sidedness and advertiser credibility:

H3: The positive effect of twaided native adwéising (compared to onsided advertising) on

(a) perceived manipulative intent (b) the credibility of the advertisement, (c) attitudes toward
the advertiser, and (d) credibility perceptions of the news outlet will be stronger for-a low

credibility adveiiser (compared to a higéredibility advertiser).
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Study 1

Pretest and stimuli

The study used a native advertisement about the characteristics of the artificial sweetener
stevia, a topic that could be of interest to both men and women of different Agestest (N

= 39, 56.4% mal®age = 27, SRe= 5.92) was performed to select a highd lowcredibility
advertiser and to select positive and negative arguments for tessagesidedness

manipulation.

Percered importance of the arguments

Past stutes have shown that in order to make a tsided message effective, the tsmled

message needs to start with positive argumégisend, 2006; Igou & Bless, 20033 amount

of negative arguments needs to be less than the amount of positive argu(@zotsley &

Hoyer, 1994; Eisend, 2006nd the negative arguments shoude of low to moderate
importance to consumergEisend, 2007)in order to select positive and negative arguments

that differ in importance, participants of the pirest rated the importance of nine pasie and

negative attributes. Aseva2 Ay i & O £ S NI y3IAyYy 3 (LRNR Yo SHi2NB YASY LS
AY LR Ny (e dza SRt I NIi A O ydwlneéd t pick & Ndketdnetr 3sSaRY @
alternative to sugar, how important would each of these attebbe to youXSettle & Golden,

1974) GLM repeated measures analysis (using the Greenk@eisser correction) showed a
significant difference in the importandeetween the positive and negative guments
(H6.00,228.15) = 10.7p,< .001). The postoc comparisons analysis showed that the negative

| NB dzY Bh¢ dwketemer tastes differently than sdght & 4.18SDIF M & n dhliereisg R &
maximum acceptable daily intake of the sweetener, you tdake unlimited amounts oféit

(M =3.97,SD= 1.39) were perceived as significanly (05) less important than the positive

I NH dzY 8¢ sweteder does not affect blood sugar le¥eMd & 5.38,SDI' ™M ®them 0 I &
sweetener contains little to no celst M & 5.59SDI' M dthensweEtendr is tootfriendl\é
(M=5.49SDI ™ ® o sthie EweéteyidR is @pproved by the EU as a safe ingrédiéat5.79,

SD= 1.33). Following these results, the researchers created theidad article with four

postive arguments and the twsided article with four positive and two negative arguments.
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Advertiser credibility

Next, in order to select a higand lowcredibility advertiser, participants rated the credibility
of five (commercial and neprofit) organzations. Participantsere asked to imagine they were
looking for information about sweetenesisdhad to rate the credibility of the organization as
an information provider on three -point scales (not trustworthy trustworthy/,
dishonest/honest, not cdéble/credible). GLM repeated measures analysis (using the
GreenhouséGeisser correction) showed a significant difference in the credibility of the
companies K (3.06,116.36) = 23.8%,< .001). Based on the results of the f@st, the soft
RNAY 1 ochl/iRF é¢a/ gl & a S tcedbiitg &lvettiserN - B.66,SD21¢80),
YR &2 SA3JKM=5.018DKINAEsthe bdigbredibility advertiser. Results of the
pairwise comparisons analysis showed that this difference in credibility wétcangnp

<.001).

Participants and procedure

Themain study was conductedon a weltknown national news website that is perceived as
credible among news readeffdewman et al., 2019 he study used a 2 (message sidedness:
one-sided versuswo-sided article) x 3 (source: journalist of the news website;driggdhibility
advertiser, lowcredibility advertiser) betweesubjects experimental design. A total of 381
participants (50.9% male) were recruited via a market research company. Raisieigried in

age from 18 to 81 Mage= 40.78 SRge= 13.87). All participants were familiar with the national
news website on which the native advertisement was placed. The questionnaire started with
briefing participants that they were about to viewngws articleor native advertisement],
provided by [a journalistr high-credibility organizatiomr low-credibility organization] on a
national news website. Thus, all readers who viewed a native advertisement were aware of this.
Next, they viewed eithrehe onesided or twesided article about the sweetener stevia on the
news website. When finished, they clicked to continue to the questionnaire. The button
appeared after thirty seconds teelpensure that participants would notieomatically click to

continue.
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Measures

Perceived message sidednelss.order to check whether the manipulation of message

sidedness was successful, a single item measured perceived message sidedness en a seven
point semanticRA F ¥ S NB y This méssage@hlyf pioVidesiladv i I 3 Sa -Rihis 4 G S OA | ¢
YySaal3S y2i0 2yteée LINRGARSAE | Rl yil ISanelig, ¥ a0SJ
Cauberghe & De Pelsmacker, 2014; Eisend, 2006).

Inferences of Manipulative Intewas measuré on a siitem, severpoint scale developed by
Campbell (1995M =3.02SDI' mMdndpX / NPyol OKQa FfLKI I dyt0d
The credibility of the native advertisemeaartnews articlevas measured using a fitem scale

(Wojdynski & Evans, 201f1=4.75SDF mM®mp > / NRyol OKQ&a Ff LKI T &
Attitude toward the sourcéi.e. the advertiser, or journalist in the control conditiovgs

measured on a fodtem, severpoint scale (Campbell, 199 € 5.17SDIF m®PonX / NBY O | C
alpha = .93).

News website credibilityas measured on the fivieem, severpoint scale from Kious{2001),
(M=4.80SD=1.13/) NEy ol OKQa | fLKI ' oyT0®

Involvement.As it has been shown that GrdzY SNEQ Ay @2f dSYSy i 6AGK
advertisement can influence their evaluations of both native advertiser(temswer & Poels,

2017)and the effectiveness of using a tsided advertising strategyornelis et al., 2014)

LI NOIAOALI yiaQ Ay@g2t gSYSyYyid oAGK (e, Zpadmd 2SO0 06 ¢
scale and tadn into account as a control factdl € 4.74SDI’ mdpc X [/ NRyol OKQ&a |

Study 1 Analyses anelsults

The hypotheses were tested using a MANCOVA analysis with message sidedness and source as
factors, involvement as covariatand the different épendent variables. Next, pokbc,

pairwise comparisons (using the Bonferroni correction) were performed to check which
O2yRAGA2Yya RAFFSNBR aAIyAFAOFLyGteé FTNRBY SI OK
inferences of manipulative intent when explag the effect of message sidedness on the
dependent variableg/astested using the PROCESS macro in SPSS (Model 4, with a bootstrap
approach of 10000 drawingdayes, 2014).
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Source effects

Inferences ofmanipulativeintent. Hla predicted that IMI would be significantly lower when
readers areziewing a news article comparedwitenthey areviewinga native advertisement.
Results of the MANGA@\ analysis showed a significant main effect of scurembility (low-
credibility advertiser, highredibility advertiser, journalist) on IN¥(2, 374) = 9.75) < .001.

Next, the Bonferroni podtoc analysis showed that IMI was indeed significantlyrlovien

readers viewedhe news articldM = 2.75,SD= .91)compared to when they were exposed to

the native advertisement from the leeredibility advertise(M = 3.30,SD= 1.13) p <.001)
However, the difference in perceived manipulative intent betwebe highcredibility
advertiser(M = 3.09,SD= 1.14)and the news article from the journalist was not significant.
Thus, Hla was only confirmed for the {omedibility advertiser.

Credibility of the ad/articl&he source (journalist, leeredibility alvertiser or higkcredibility

I ROSNIOAASNL +fa2 KFER F &aA3IYATFAOFLYO YIFAYy STF!
advertisement (articleff(2, 374) = 5.55=.004. Yet, H1b was only partially confirmed, as post
hoc comparisons analysis showed @nggnificant difference between the native ad from the
low-credibility advertisefM = 4.55,SD= 1.17) and the news article from the journal(®f =
5.17,SD= 1.04)p = .003 but no significant difference in credibility between the native ad from

the high-credibility advertise(M = 4.63,SD= 1.20)and the news article.

Credibility of the news websitResults showed a significant main effect of the type of source
2y NBIF RSNEQ LISNDSLEHA ZY) & 6.29¥= .0DK FheyeSuftsnfirpedzi t S
| MmOY NBIRSNEQ ONBRAOGATAGE LISNOSLIWIA2ya 2F GKS
were exposed to a news artic{ = 5.11,SD= 1.00), compared to when they were expoaed
native ad from the loveredibility advertise(M = 4.63,SD=1.11),p = .004 and higleredibility
advertiser 1 = 4.63SD=1.21)p=.018

Effects of message sidedness

Manipulation checkResults showed that the message sidedness manipulation was successful,

as readers perceived the twgidded messageM = 565,SD= 1.54) to be significantly more two

sided than the onsided messagéV(= 2.41,SD= 1.56)(K1, 379) = 330.2% < .00).

IMI.L¢ KS NBadzZ §a O2yFANNSR | HI @& t I NisideOkhdsiageil 4 Q La
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conditions M = 3.17,SD=1.15) than in the twsided conditionsM = 2.86,SD= 1.02)(H1,

374) = 7.48p = .007. This positive effect appeared for both the highd lowcredibility

advertiser (see table 1).

Credibility of the ad/articlé. & LINBS RA OG0 SR 0 @litylperc@gionddbtheRnNdn®) ONBS R
were significantly higher when a tveaded message was uséd € 4.93SD=1.11), compared

to when a onesided message was used € 4.56,SD= 1.17)YH1, 374) = 9.55 =.003. This

positive effect appeared for both thegh- and lowcredibility advertiser (see table 1). Results

of the mediation analysis showed that the positive effect adided message on credibility

gl & Fdzfte& YSRAFGSR 060& GKS RSONBFaS Ay LJ NI AOA
2).

Attitude towards the sourcé. KS NB adz §a O2y FANNSR | HOY NBI RS
was significantly more positive when a tsided message was used € 5.35,SD= 1.24),

compared to a onsided messageM(= 4.99,SD= 1.34)F(1, 374) = 6.9p, = .009. Results of

the mediation analysis showed that this positive effect was fully mediated by the decrease in

NEF RSNEQ LaL 6aSS droftS HOO®

Credibility of the news website K S NBadzZ G§& O2yFANNXSR | HRY NB I R
the news webs$e were higher when a twsided message was usdd € 4.93,SD= 1.09),

compared to a onsided messageM = 4.67,SD= 1.15). Although significant, the difference

was rather smal(F(, 374) = 4.48) = .043. Results of the mediation analysis showed thea

positive effect of message sidedness on news website credibility was fully mediated by the
RSONBI asS Ay LI NI A Qulatveyntedt GeexaflF 3. NBy OSa 2F YI yA

Message sidedness x Source

The results showed no interaction effects between thpet of advertiser and message
sidedness for IMF2, 374)<1p T ®TpTO0® ! & RAALX @SR Ay GFofS
both advertisers wh a two-sided message and the strength of this effect did not significantly

differ between the lowcredibilty advertiser andhe high-credibility advertiser. Using a two

sided message also had an equally strong (positive) effect on readers perceived credibility of

the ad {2, 374) < 1p =.962), attitude towards the advertisé{Z, 374) < 1p = .696), and

credibility ofthe news website {2, 374) < 1p =.592) regardless of the type of advertiser (see
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table 1 for all mean score§)hus, H3& H3d are rejected.

Table 1. Effects of message sidedness on IMI, ad credibility, attitude towards theaadurce

news website credibilitior the lowcredibility advertiser versus higinedibility advertiser

IMI Credibility of the Attitude toward News
text the source website
credibility
Onesided CocaCola 3.99 4.40 4.80 4.58
WeightWatchers 3.33 4.55 5.01 4.51
Twosided CocaCola 3.46 4.70 5.16 4.69
WeightWatchers 2.76 4.87 5.18 4.76

Table 2. Results of the Hayes Mediation analyses for the effect of mesleaipess on the
5+Q48 UKNRJIZAK Lal
Mediation Model

Dependent variable apath  bpath O path Q?;L?Ct 95% BECI

Credibility of the text -31"  -83" NS 27 .084 to .457
Attitude towards the source -.31"  -.78*** ANS 24 .073t0 .416
Credibility of the website  -.31"  -.76*** O2NS 24 .078 to .400

Note.a path: the relationshippetween a twesided message and INbipath: the relationship between
IMI and the dependent variabl€) Qath: the direct effect of using a twsidded message on the
dependent variable, when IMI is includedaasediator.*p <.05; **p <.01; ***p <.001; NS non

significant. Number of bootstrap samples: 10.000.

Study 1 discussion

wSadzZ Ga 2F addzRé m AYRAOIFIGS GKIFG YSaal3as a&aa
evaluation of native ads. The results indicate that a-dided native advertisement can

decSI &S NBI R Sdimanipllayive BitbidBwhénShey are aware that they are viewing
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advertisement and advertiser. Thus, this first study suggests that usingsaddomessage
can be an effective strategy to decrease feelings of manipulation and increase trust in an
advertiser and its native ad, without deceiviegdersinto thinking that they are looking at a

news article.

An interesting result that was not ilailly hypothesized is that when a higtedibility advertiser
provided a native advertisement, perceptions of manipulative intent were not higher compared
to those of readers viewing a news article. This finding can be relevant ferréxdbility
corporaions that want to promote their content on news websites. In contrast, readers who
viewed a native advertisement from a lovedibility advertiser did perceive higher
manipulative intent, which decreased their credibility evaluations., fhudow-credihlity
companies, using a tw&ided message strategy might be more important than for-high
ONBRAOATAGE O2YLI YyASad wSIRSNAQ ¢l NBySaa 27
effect on their credibility perceptionf the news outlet, regardless of ehcredibility of the
advertiser. As some of the previous studies also showed that recognition of native ads can lower
the credibility of the news outle{@dmazeen & Muddiman, 201 fews mediahouldkeep in

mind that using this advertising format can harm their reputation.

Following previous work omessage sidedness in traditional advertising contgitsend,
2007, 2010)we also expected that the positive effect of a-sided message strategy would

be stronger for the loveredibility advertisergompared to the higleredibility adertiser. This

was not the casehe positive effect of using a twedded message was equally strong for the
native ads of both the higéredibility and lowcredibility advertiser. One possible explanation
for the lack dinteraction effects between message sidedness and advertiser credibility is that
although the highand lowcredibility advertisers significantly differed in credibility, both were
commercial organizations with a financial interest in the subject (steand readers may
therefore still question whether the higitredibility organization provides information that is

in the interest of reader&oldsmith et al., 2000The differencgin the main effects of source

were also rather small. The positive effect of a-aigdulibility source on credibility perceptions
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might therefore be larger when a ngmofit organization (NPO) uses the native advertising
F2NXIFG 2 LINBPGARS Alda O2yiSyds Fa bthQa NS 2
likely to act in the interest of socigi$zykman et al., 2004)onsequently, the effect of making
anativeadtwei A RSR 2y NBI R SptidnMighd &I Rersmyriifitahtly 8mallelFoilO S

the nonprofit organization, compared to the legvedibility commercial organization. As the

editorial format of native advertising is also widely used byamofit organizations that want

to inform a wider phblic (Lynch, 2018)a second study will be performed to test the
effectiveness of onsided and twesided native advertising f@ highcredibility nonprofit

organization, again compared to the lovedibility commercial organization (Cegala), and

with a news article as a benchmark. The second study will also investigate again the
O2yaSljdzSy0Sa 7T2N NBI IRSTN&®Rcond Siddy dimsito/replicéteSthey S 6 a
results of study 1 and to further expand our knowledge on the influence of the type of

advertiser in combination with either a os&led or a twesided native advertisement.

Study 2

Study 2 used the same stituaa and experimental design as stugyhéwever this time the
high-credibility advertiser was a ngaofit organization (a national diabetes association). The
non-profit organizatiorwasselected based otine same pretest of study 1, which showed that
the NPON = 5.59,SD= 1.21) was perceived to be a significantly more credible information

provider than Coc&ola M1 = 3.66,SD= 1.80) p <.05

Participants and procedures

For this study283 participants were recruited viae networksof undergraduag university

students who received course credit. All participants indicated fantyliarith the national

news website. Participants were betweencl85 years oldM = 35.71 SD= 15.33), and the

majority (68.9%) was female. They were invited viaé@lidk ¢ LI NO A OA LI 0SS Ay | &
of 2yfAYS YSRAI YR YINJSGAYy3IE D
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Measures

In study 2 we usethe same measures as in study 1. The dependent variables are as follows:
IMI M =3.34SD= 1.17), credibility of the ad/news articM £ 4.47 SD=1.18), attitudeoward

the source M = 4.65,SD= 1.15), news website credibilitv (= 4.21 ,SD= 1.10 ), issue
involvement i1 = 3.92,SD= 1.61).

Study 2 analyses and results

To analyze the data study 2, the same methodsd proceduresrom study 1 were used

Source effects

IMLI 8LI20KS&aA& mF LINRPLR2ASR (GKId NBFRSNEQ LalL g2
a native advertisement compared to when they viewed a news article. Results of the MANCOVA
analysis showed again a main effect of sogrgé NI I RFQ NEN= 8.8l .001. The

Bonferroni post hoc test showed that IMI was significantly higher among readers who viewed

a native ad from the lowredibility advertise(M = 3.72,SD= 1.21)compared to readers who

viewed the news artiel(p=.011). However, there was no significant difference in IMI between

readers who viewed a native advertisement from the-paofit advertise(M = 3.06,SD= .96)

and readers who viewed a news artidié£ 3.21,SD= 1.23), |§ =.738) Thus, Hla wasmty

confirmed for the lowcredibility advertiser.

Credibility of the adlarticle.Theresultsa K2 4 SR | Yl Ay SFFSO0 2F &2dzNC
credibility of the ad (or articlgH2, 279) = 11.5( < .00). Posthoc comparisons analysis
confirmedH1bin that credibility perception of the native ad provided by the-tyedibility

organization wssignificantly lowe(M = 4.01,SD= 1.78)ompared to credibility perception of

the news article from a journaligb €.001). There was, however, no digant difference in

credibility perception of the native ad provided by the +poofit advertiser(M = 4.72,SD=

1.01)and the news articléM = 4.86,SD= 1.19) Thus, H1b was only confirmed for the {ow

credibility advertiser.

Credibility of the newwebsite.¢ KS |yl feaia &aK2oSR | YIAYy STTF!
perceived credibility of the news webs{#2, 279) = 7.01p < .00). The results only partially
O2YFANNSR | m/ Y NBIRSNBAQ ONBRAdgsaignificandly [dw& NO S LI A
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when they viewed the native ad from the lavedibility organizatiorfM = 3.86,SD= 1.16)
compared to when they viewed a news article from a journglist.006), yet there was no
significant difference in readddsredibility perception of the news oatl when they were
exposed to the native ad from the npnofit advertiser(M = 4.35,SD= 1.03)and the news
article(M = 4.41 SD= 1.02)

Effects of message sidedness

Manipulation checkResults of the MANCOVA analysis showed that the message sidedness
manipulation succeeded, as participants in the-sidted conditions perceived the message as
significantly more tweided(M = 4.85,SD= 2.11)compared to participants in the orsded
conditions(M = 1.62,SD= 1.28) H1, 281) = 971.1'f < .001.

IMI. The results confirm H2a. IMI was significantly higher irsateal message conditiond! (

= 3.61,SD= 1.14) than in the twsided conditionsM = 3.03,SD= 1.14)(F(1, 280) = 15.9p,

<.00). The decrease in IMI appeared fothbadvertisers (see téd 3).

Credibility of the ad/articléAs predicted by H2b, credibility perception of the messaae w
significantly higher when a twsedded message was used € 4.79,SD= 1.13), compared to

when the advertisers provided a osled messageM = 4.17,SD= 1.15)H1, 280 = 18.87Q

<.00). As displayed in table 3, both the native ad from thedmdibility advertiser and from

the nonprofit organizatiorbenefited from this effect. Results of the mediation analysis showed
that this positive effect was ediated by the decrease in IMI (see table 4).

Attitude towards the sourceélhe results confirmed H2c: attitude toward the source was
significantly more positive when a twaed message was usell & 4.84,SD= 1.13),
compared to when a onsided message as usedNl = 4.46, SD = 1.18¥1, 280) = 6.58

= .01). Results of the mediation analysis showed that this positive effect was mediated by the
RSONBIFaS Ay LINIAOALIYIEAQ AYFSNBYOS 2F YI yALldz
Credibility of news websitas NERA OGSR 0@ | HRX NBIFRSNBEQ ONBRA:
website were significantly higher when a taided message was uséd € 4.30SD= 1.10),
compared to when readers were exposed to a-swed messageM = 4.02,SD= 1.07)(H1,

280 = 7.21p =.008. Both the native ad from the Iearedibility advertiser and from the nen

profit organization benefitettom this effect (see table 3).
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Table 3. Effects of message sidedness on IMI, credibility of the advertisement, attitude toward

the advertiserand news website credibilityor the lowcredibility advertiser versus high

credibility advertiser

IMI Credibility of Attitude toward News website
the text the source credibility
Onesided CocaCola 3.92 3.80 4.28 3.65
Non-profit 3.30 4.47 4.75 4,18
Twosided CocaCola 3.51 4.23 4.60 4.07
Non-profit 2.77 5.02 4.87 4.53

Table 4. Results of the Hayes Mediation analyses for the effect of meskalyeess on the

5+Qa UGKNRdzZZIK Lal

Mediation Model
Dependent variable a path b path O gath Ier}?érc(id 95% BECI
Credibility of the text -.58™ -74 A9 43 .231t0 .632
Attitude toward the

_ _ _ -.58™ .61 .03NS .35 .187 to .535
advertiser (journalist)
Newswebsite credibility —-.58™ -.B2%xx .02NS .36 .191 to .537

Note.a path: relationship betwer message sidedness and Iblpath: relationship between

IMI and the dependent variablé®) Qath: the direct effect of message sidedness on the

dependentvariable, controlled for IMFEp <.05; **p <.01; **p <.001 NS= nonsignificant.

Number of bootstrp samples10.000.

Message igdedness combined wighurcecredibility

The results showed no interaction effect between the advertiser and message sidedness for

IMI (K2, 276) < 1p = .703. As displayed in table 3, IMI decreased for both adverigezs

a two-ssided message was used and the strength of this effect did not significantly differ

between the lowcredibility advertiser and higtredibility nonprofit advertiser. Using a two
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sided message also had an equally strong (positive) effect aeiyed credibility of the
advertisementR{(2, 276) < 1p = .468), attitude toward the sourcE2, 276) = 2.7 = .068)
and credibility of the news websit&2, 276) < 1p = .979) (see table 3 for all mean scores).

Thus, H3&@ H3d are again rejecte

Study 2 discussion

Study 2 showed that readers perceive a native advertisement from-arieidibility nonprofit

organization to be just as credible as a news article from a journalist. The difference between

the two types of advertisers was largerstudy 2 than in study 1. The results furthermore

suggests thatvhen new medigublish native ads that are provided by an MR€ess harmful

for their reputation compared to when they allowative ads frontommercial organizations.

While study 1 showek that a native ad from both a higinedibility and lowcredibility
2NBFYATFGAZ2Y OFy f26SN) NBIFRSNEQ ONBRAOAfAGE L
harmthe perception of the news website. Ngmofit organizations may be abie effectively

usethe native advertising format in a transparent manner, explicitly disclosing themselves as

0KS a2dz2NOS 2F GKS ylIGA@S IR aiAyoOoS GKAa R2Sa
credibility perceptions. Of course, more research is needed to gereitadize results and it

should also be noted that the differences were rather small.

The second study replicated the results of study 1 on the positive effects of usingidado
message strategy. A twgdded message strategy for native advertising dtelip decrease
inference of manipulative intent, which subsequently positive influenced evaluations of the
advertisement and advertiser. Although there was again no significant difference between the
advertisers in terms of the strength of the positiveeeffof using a twasided message, it may

still be especially beneficial for laedibility advertisers to use a tvgadded message, as
readers have the highest IMI and lowest credibility perception when they view a native ad from
a lowcredibility advertisr. For lowcredibility commercial advertisers, concerns abtha
negative effect of native advertising recognition\® I ReSalNi#tiGns seem to be valiget,

these negative effects can be decreased by using @ittéal message.
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General discussion

Although many studies have investigated the potential negative effect of native advertising
recognition onNJB | RevdlLBtions, results are inconclusive, which suggests that there are
other factors that can influence the extent to which native advertiseggnition leads to
more critical processing and negative evaluatii®sans & Park, 20158y means of two
experimental studies, we investigated whether a-sided message can decrease feelings of
manipulation and subsequently positively influehNdB | ReSaNitions, once they are aware
that they are viewing advertising. Additionally, the studies looked at whethesided and
two-sided native ads are evaluated differently when they are provided by-aéolbilityfor-

profit organization versus a highedibility for-profit organization ¢sidy 1) or by a low

credibilityfor-profit organization versus a higiedibility nonprofit organization (study 2)

The results suggest that making a native advertisemenisiger can decrease feelings of
manipulation among readers, which positively ilfZSy OS NB I RSNEQ ONBRAOAT A
advertisement and evaluations of the advertiser and news website. Thus, usingsidedo

native advertising strategy may help advertisers implement native advertising in a transparent
manner, while still mimizing critical processing§econd, the results also show that the extent

to which advertising recognition leads to more critical processing (IMI) and negative evaluations

is influenced by the type of advertiser behind the native ad. Regarding commercial
organizations, a native ad from a higiledibility advertiser waserceived to be just as credible

as a news articla both studies. This follows the suggestioleans and Park (201thgat in

iKS O2yGSEGl 2F KEONAR FROSNIAAAYy3I F2NMIGa adz
persuasive intent does not necessarily need to results in more critical processing and negative
evaluations. This may be influenced by the type of advertiser. Fardolbility advertisers,

we found in both studies a negative effect of advertisinggsition on evaluations of the
advertisement and advertiser. Lanedibility advertisers might therefore suffer more from a

OGN yaLI NBYyG AYLI SYSydalradAazy 2F yI (sbhfthSnewR IS NI A a
outlet, the results showed that only éhnative ad from the NPO did not lower credibility

SOl tdzZd G6A2yad wSIFERSNEQ | ¢l NBY S addediiy andlo8 g Ay 3 Yyl

credibilityfor-profit advertisers did decrease the credibility of the news website. News media
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should therefore b careful with allowing all types of advertisers to publish native ads on their
news websitdBachmann et al., 2019)

Based omprevious workKe.g. Eisend, 2010)e also expected that the positive effect of using

a two-sided message would be stronger for higédibility profit orgaizations and for non

profit organizations, compared to lesvedibility profitorganizations. This was in both studies

not the case. One possible explanation for this might be that in an experimental study,
participants process the information more elalieta than they would usually do. In this case,
readers might have been more involved and motivated to process the information elaborately,
which leads to a strong effect of content characteristics (such as message sidedness) regardless

of other factors sut as the sourcéEisend, 2006; Petty & Cacioppo, 1981)

Ly adzYz ¢KAES GKS addzRe aK2gSR GKFG NBFRSNERQ
indeed influence their processing and evaluations of the mesdegstudy also showed two

factors that news media and advertisers can take into account to decrease critical processing

and evaluations among readers: message sidedness and source credibility. Previous research
already indicated that the extenttowhichHr@ SNE Q Yy I 0 A GBS | ROSNIA&AAY I NI
critical processing and negative evaluations can potentially be influenced by other factors, such

as perceived information utilifggweetser et al., 201&hd brand presence in the tefi<rouwer

et al., 2018) However, besides these studigtt)d research had been conducted on other

factors that can contribute to a transparent and effective implementation of native advertising.

¢KS LINBaSyid &aiddzRé SELI YyR&a G(GKSaS LINBfAYAYLl NE
recognition does not necesdy directly lead to more feelings of manipulation and more

negative evaluations, but that this effect partly depends on the extent to which readers
consider the advertiser to be credible and the information to bedided. These findings are

in line wih the remarks thaEvans anéark (2015jnade on the Persuasion Knowledge model

in the context of hybrid advertising formats such as native ads, and they encourage more
research on factors that can help to maintain the effectiveness of native advertisements,

without deceiving readergbout the fact thathey are viewing advertising.
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Limitations and directions for future research

Some limitations should be noted, which caratldressed by future research.

First, the researchers made all readers aware that they were going to viestive
advertisement (or news article). This decision has been deliberately made, as several studies
suggest that if news media want to implement native advertising in a sustainable manner, they
cannot, and should not, rely on deceiving readers into thgn#iat they are reading an actual

news articldAmazeen & Wojdynski, 2018; Darke & Ritchie, 200i$ study therefore aimed

to investigate differed Tl OG2NAR GKFd OFy YAGAIFLGS NBIFRSNA
influence their evaluations of native ads, while also being transparent to readers that they are
reading commercial content. In practice, however, it is likely that some readersnebhblave

recognized the native ads as such, as current disclosure practices are not always transparent
(Wojdynski, 2016)It woud therefore be valuable to replicate the study in a natural setting,

also among readers who do not recognize the native ads as such and/or readers who recognize
native ads at a later point. This is also important in view of recent findings that show that
LISNOSLIiA2ya 2F GNIyaLl NByoe OFy Ifaz2 Y2RSNI (S
on their evaluationgEvans et al., 2017t would be interesting to further investigateree-

way interaction effects between source, message sidedness and transparency perceptions

among readers.

Furthermore, in order to be able to more widely generalize the findings on source credibility,
future research should aim to replicate the pres&ndy using other (neprofit andfor-profit)
advertisers, news websites and products. The NPO used in thigsaltsalth organization

that aims to provide independent, credible information about topics related to (the prevention
of) diabetes. Howevenative advertising is now also increasingly used by political parties and
for agendasetting and fundraising by NPQynch, R18) It would be interesting to further

test onesided and twesided native advertising for these different organizations and purposes.

Regarding message sidedness, the study showed thatitled messages can indeed decrease
inferences of manipulativatent among readers, which positively influences the credibility of
0KS I ROSNIAASYSY(d YR NBFRSNEQ SO@OlIfdzr GA2ya 27
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valuable to practitioners if future research would include more conversiated measures,
for instance the effect of a orsided versustwdd A RSR KSIF Rt AyS 2y NBI RSNA
native ad, or the combined effect of message sidedness and source on the amount of time that

readersspeR 2y (GKS | ROSNIAaASYSydQa LI 3ISo
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Native advertising on news websites

When this research project started, almost all available research on native advertising focused
on the (negative) relationship between readers R A & @rfd AdvertiNiBy recognition
(conceptual PK)and theircritical attitudes ancevaluations.The majorityof these studies
suggestd that readers evaluate native ads more positively wtieir conceptualPKis not
activated and they do not recoge the ads as su¢Amazeen & Muddiman, 2017; Wojdynski

& Evans, 2015Following these results, several schol@sg. Einstein, 2016; Lynch, 2018)
argued that native advertisements may solely work beeaeaders do not recognize them as
such. If this is indeed the case, native advertismgy not be a sustainable advertising
technique, as deceptive advertising practiceserade trust(Darke & Ritchie, 200Hlowever,
previous work in other advertising contexts suggstt an increase in conceptual PK does not
alwaysesult inhigher attitudinal PK and/oregative evaluationdutinsteadthat thiscoud be
influenced by other factor@BeckerOlsen, 2003; Wei et.a2008) The question is whether this

is also the case for native advertising on news webstieselimited research had been
conductedon other factorghat couldpotentiallyA y Ff dzSy OS NBIF RSNEQ LINR OS 4
of native addesidesdisclosire and advertising recognition, the studies of this dissertatio
investigatel if there areother factors thatcan contribute to an effective and sustainable
implementation of native advertising on news websites, without deceiving the readers about

the fad that they are viewingontent from an advertiser.

Taken together, theesults of the studies suggest that processing and evaluations of native
advertisements do not solely rely on recogmzthe accompanying disclosures and
advertisements as such, hiliat it can be influenced by different factaedated to disclosure

characteristics, content characteristics, and context characteristics

Thisfinal part of this dissertationcomprises armoverviewof these different types of factors
followed by adiscussion on how these findings contribute to theoretical advancements. The
discussion section will also reflect on the limitations of the studieshayidight different
avenues for future researan native advertisingrhediscussiorsectionwill concludewith an

extensive discussion pfactical implications for the news media, advertisansl legislators
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The following paragraphs provide a more@pth discussion of how these different factors are
NBf I G§dSR iprdceshldy larivalfatns of the native ads, advertiseesad news

platforms.

Disclosure labeladvertising recognition, and transparency

Several studies this dissertatiorprovideinsight into the influence of disclosure characteristics
onNB I RS NE& Q olNi# GiscBsyiresiitdeEhg studydiscussedn chapter Zhows in line

with research conducted bByojdynski and Evans (2018)at readersare more likely to recall
seeinga disclosure whenhe disclosuras positioned in the middle of the page. Study 3, an
exploraive study, shows that visual characteristics of a disclosure ilaliels case a different
color andthe sponsof2 ébgo, can help readers to quickly recognize the disclosures (and

subsequently theative ads).

We also focused o 2 ¢  NBréceySithhi @ the disclosures and perceptions of different

types of disclagressubsequentlynfluenced their conceptual and attitudinal PK, brand recall,

and evaluations of the native ads, advertisarsl news outletsThe dfferent studies in this

dissertation alshowedl K & y20AO0OAy 3 I RAA&Of 2 obeptuaPKy KSt LJ
(advertising recognitionjv S I R S NB& Q re¢dvgnitidddicenatdabl@verdirectlylead to an

AYONEBI &S IMiy(attitadnial RPE )i @ more negative evaluations of the ads,
advertisersand news websitedloreover, the study thais discussed in chapteshowed that

readers who had noticed a disclosure considered native adveriisiggneralto be more

acceptable and less misleading.

We proposed that potential explanation for this positive effésthat readers appreciatethe

fact that the news outlet and advertiser are transparent about native adverfghgwing this
suggestion, the objective of study 5 was to investigate the role of disclosure explicitness and
perceptions ofSponsorshiprinsparencyST)2 Yy  NB lvatuatieds Dhe gesults aftudy 5
showedindeedthat a more detailed disclosugan increase perception &T,and thathigh
perceivedSThas a positive influence ddB | RceNibili€y evaluations of the native ads,

advertisers and news outletsn geneal. When the disclosure clearly mentiondte paid
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nature of the adand the name of the advertisggboth NS I RS NE Q 0 NI péreeivedS Y2 NEBE |
STsignificantly increased’he perceived Sflirther increasedvhen this disclosure was also
accompanied bya more detailed explanation that stressé¢he importance of advertising

revenue tothe survival onews media, owhen the disclosure providea more detailed

explanation that stresses the independence of the journall$ts. interviews conducteih

study 3also confiim the importance of (1) being transparent and (2) clearly stating the
separation between the editorial and advertising departmertheihews outlet.The readers

that we interviewedfurthermore indicated that it is important that news media provide

disclosure upfront, beforeeadersclick b read the native advertisememhenreadersnotice

a disclosure upfrontheyfeelin control(astheycanconsciously decide to click to read a native
advertisement) This is an important finding that has roen taken into account in most
NE&SFNDODK 2y NBIFIRSNEQ RAAOf24dz2NE NBO23yAlAz2ys |
page with the nativadon a compute{Amazeen & Muddiman, 2017; Wojdynski, Bangl.et

2017; Wojdynski & Evans, 2016)r results therefore suggest thatyen though a disclosure

positioned in the middle of the page may be notiosate often(Wojdynski & Evans, 2018)

is also important tgprovide a disclosure upfront to readerss readers who notice the

disclosureat a late point (n the middle of the page, when they are already reathiegnative

ad) might feelthat the native advertisement lacks transparemnd may also feeless in

control. This might also (partially) explain wingome studies readersspond more negfively

when they noticed the disclosure and recognized the adeentst.

Overall, the different studigdat we have conductedn disclosures enrich our knowledge on
disclosure labels for native advertisityy focusing not only oNJS I Rr&chdhitibnof the
disclosures andubsequenthadvertising recognition and evaluations, but also on how the way
disclosures are designed and implemented (e.gptsstion wordings, colors) influence the
extent to which disclosure recognition leads to more ordesisal processing and evaluations

of the native advertisements, advertisers and news media. The studies show that by designing
the disclosures in a transparent manner, disclosure recognition can actually have a positive

STFFSOG 2y NBFIRSNEQ SOl fdzr A2y ad
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Factors related to the content of native ads

Secondseveralstudies in this dissertationave beerfocused oncontent factorsthat could
potentiallyinfluenced KS SEGSYyd (2 6KAOK NBFIRSNBQ |61 NByS
feelings of manipulatioand critical evaluationsf native ads, advertisers and news outlets.

These studies depart from the idea that critical processing (attitudinal PK/IMI) and negative
evaluations are not necessarily a response to recognizing a persuasion attempt(in tlas case,

native ad), but instead that responses can vary depending on whether readers consider the

native ad to be appropriate and valuable to th@iestad & Wright, 1994)

Following this line of thinking and the fact tithe editorial format of native advertisements
can potentially provide readers high informational value, we proposedwhah readers
perceive thatthe content isvaluable, they may still respond positively to a native
advertisement, even though they are aware that they are viewing content form an advertiser
In line with this suggestiohe studypresentedin chapter 6 showthat providing a twesided
messagelecreasedNS | RIBINBe@they know that they are viewing an advertisement. This
decrease in IMI subsequentlgsults in positive evaluations of the ad, advertiser and news
website.The studythat we presenin chapter 2 illustratethat brand presence é. when the
advertising brand is mentioned several times in a nativer@idus just one tim@s another
FIOG2N) GKFG Ay TFtdzSyOSa NBFRSNEQ LalL FyR adzas
textincreasedMlI, which in turn leads to more negatigealuations of the nativad, advertiser

and news websiteThese two studies confirthat NI | RISI bl Critical evaluations aret
solely influenced by advertising recognit{conceptual PKput rather by the extertb which
readersbelieve that tlere is a fair balance between thersonabenefits of the advertisement,

and the benefits for the advertise(Campbell, 1995; Wei et al., 2008esults from the
qualitativestudyamong online news readefshapter 3alsosuggessthat when readerassess
nativeadvertisements, thegartlybasetheir opinions orthe extentto whichthey perceive the
advertisement provides value to theferceptims of information utility thuseemto play an
important factor in explaining differences M|l and subsequent evaluans of native
advertisementsadvertisers and news websité@3ucoffe, 1995Sweetser et al., 2016High

information utilitymightalso(partially)explain why in somstudiesadvertising recognition did
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not lead to feelings of manipulation or negative evaluations: readersatdye bothered by

the ad because they considered thaeticlestyle native ad to be valuablé. seemsthe
enjoyment of consuming a highly informative or entertaining advertisement can diminish the
negative effect of advertising recognitiEvans & Park, 2015; Hwang & Jeong, 20{&Y we
investigatel the influence of brand presence in native advertisemétwa&ng and Jeong (2018)
alsostudied the influence dfrand presence in nat advertising on news websitdsit in this

case they also manipulated the quality of the content by providing either motewer
arguments.In additionto our study, theyfound that high brand presence in the article only
resulted in negative evaluatie when the quality of the content was lowhich again suggests
that high perceived information utility can decrease critical processasylting in more

positiveevaluationsof native advertising

Another noteworthy findings that content factorsifi this casebrand presence and message
sidednessyeem to not only influencB I R S NA Q s of JaiN@®e8i4 indi tBeyadvertisers,

but also the credibility of the news outleWhile previous research mainly discussed potential
spillover effects of te perceived quality of media contexts on evaluations of (native)
advertisementgVan Reijmersdal et al., 2005; Van Reijmersdal, Smit, & Neijens, @110)
research shows that perceptions of the native advertisements can also influence perceptions
of the media outlets. Native ads that are taided (study 6}hat provide valuable information

to readers (study 3pand that do not refer too often to thedaertising brand (study 2@voke

less IMI amongeaders, which positively influences perceptions of the news websites.

Factors relatedatthe context around native ads

Third, our reseah demonstrates thatdifferent contextual characteristics related to the

I ROSNIAASNE ySga NBFRSNI FyR ySg¢ga 2dzift S
advertisementsFirst,the qualitative studychapter 3)and two of the experimental studies
(chapter 6) that we presenin this dissertatiorshow that readers are less criticdl native
advertisements when they consider the advertiser to be credible (i.e. to be an expert and/or
trustworthy). It may be the case that when readers consider an adrettide an expert

and/or trustworthy, they feel that they can benefit from the informatipnvhich in turn
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decreases IMI antkads topositive evaluationgGoldsmith et al., 2000; MacKenzie & Lutz,

1989) Secondthe results of several experimental studiesh Y ¢ KA OK NBIF RSNEQ Ay
included as eitherthe mainf&tNJ 2NJ & | O2 @ NAF (S0 &dAaA3Sad GKI
subject also influences their perception of native advertisements. Study 4 shows that readers

who arehighly involved witla certain subjeatespondess critical and more positivedmative
advertisementvhen the advertisement sbout that subjectA notableF A Y RAy 3 A& G KI
involvementwith the subject of the native advertisemeadso influenced the extent to which

disclosure recognition leads to more negative evaluatiBesultsof study 4furthermore

showed that disclosure recognition only decreased the credibility of the news outlet among

readers who were less involved with the subject of the native ad, but not among readers who
weremore involved with the subjedt.couldbethat highlyinvolved readersra more open to

native ads becausefitlfills their need for informatior{Rollins et al., 201@nd/or that highly

involved readers armore influenced by their assessments of the content rather than source
cues(Petty, Cacioppo, & Schumann, 1983; Rollins et al., ZI0i€), ore of the experimental

studies also looked at whether the credibitly G KS y Sga 25BN S2 YOI NB YRS
perceptions of native ad®elsmacker, Geuens, & Anckaert, 208gainst our expectations,

thisstudy did not find a spitiver effect. It may be that the difience in the credibility dhese

two news websites was too smaResearch in a magazine contéxK 2 4 SR G KIF i NBI R
perceptiors of hybrid ads variedependingon the authority and informational value of the

magazines but these differencesmainly 2 OO dzNNB R 0 -Guihgri§/Sand |16k 2 &
AYTF2NXYIEGAZ2YEE @1t dzS  YI 3 VeksysSeryQhigh yifrmativ@a NBE K A -
YFE3FT AYySaQs odzautht@i®e & §FRe KSVEKYRYFRNY I GAZ2Y I O
WHASNE KAITK FdziK2NRAGE | YR @ SMdEReinersdel etialy Z0@85NY | G A 2
This suggests théhere may beonly a difference in spitlver effects ®media contexts when

there is a large differencbetween themedia outlets Other more recent research on the
AYyTtdsSyOS 2F YSRAIF ONBRAOGAfAGE 2y NBIFRSNHEQ LIS
main spillover effect of the type of news wetSit 2y NB I RS NERazeSnd& f dz G A 2
Muddiman, 2017; Wu et al., 2016)
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Although we did not find a spdier dfect on the credibility of the news website, our research
suggestshat NB | R S NA Q (2YNT 24 | SONDE@haiideGu@esisements in generalght

be influenced by another chacteristic of the news websites, nameilyhether the news

website incorpaates a paywall or notn the interviews with online news reades a (free)

news appmost readers mentioned that they are open to native ads because the ads allow the

news website to be freddence,for free news websites, it might be possible to essaba
Wa20Alf O2yiNIOGQ 6AGK NBIRSNA o6& SELXFAYAYS
0KS yS¢a 6S0airiisS FyR GKdza f26SN) 0KS WFSSQ (KlI
6D2NR2Y 3 58S [ .MYihis studNyasS Nifier exgiaiative in natuferther

experimental research is needed to tésKk S NBf | GA2yaKAL) 6SG6SSy |y
Y2RSt | yR NX IsBfatide QdvariSeNENS LI A 2 Y

Takinghe results ofthe differentstudiesof this dissertationogether, it can be concluded that

aside froml RO@SNIA&AAYy3d NBO23IyAGA2YS GKSNB IINB Ylye
perceptiors of native ads, advertisers and news websi@st researclshowsthat it is too
shortsightedi 2 a2f St & F20dza 2y NBIFIRSNERQ ofl O1 27F0
(conceptualPK)when explaining evaluations of natigdvertisementsThe findings on the

influence of disclosure characteristics in relation to peroegti of transparency and

subsequent evaluations, the influence of content characteristics in relation to perceived utility

YR LalLX YR (KS AyTFfdzSSyOoS 2F NBIFIRSNI OKI NI} O
perceptions of native advertisements, adis#rs and news outletprovide a more
comprehensivedzy RS NA { | Yy R A ypibcesgifgof Ndfive Rd@/&tfisanents. The next

paragraph wilimore deeplydiscuss the theoretical implications of sledindings.

Theoretical Implications

Toward a nuanced viesithe PKM for native advertising

When this research project started, almostadailable research on native advertisings
centered aroundhe PKMMost of these studies hypothesized a negative relationship between
O2y OSLJidzk £ t Y daddunderStakbigy ofNite GahderaiuatibraTo explain

this relationship, the studies referréd2 . NBEKY Q& N@Brehth{i1D6g)®Hich po&sS 2 NEB
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Native advertising on news websites

that consumers do not want to lenwillingly)influenced It is therefore often assumed that
readersautomaticallypecome resistant and critical when they recognize natte as such
(which can potentially influence thenh) our research, walso hypthesized that this negative
effect would occur, yet we also proposed that the extent to which this happens may be
moderated by different factors related to the disclosures, contant context of native
advertisementsin line with this propositionthe resultsof the studies in this dissertation
suggestthat in the context of native advertisingecognition and understanding of the
persuasion attempdoes not necessarily need to result into negaaitteudinal responses and
copingbehaviors but thatattitudinal responses andopingbehaviorscan also be neutral or
positive This is in line with the suggestion Ffestad and Wright (1994p their original
conceptual paper orPKthat consumerQcoping reaction to persuasion attempts do not
necessarily need to heegative In line with thisuggestionour research showsat it is not

the mere recognition of disclases and conceptual RKat leads to more negative evaluations
Instead, readerfevaluations seem to mainly depemsh whether theér attitudinal PK is
activated, which is related their critical feelings to the persuasion attengptich as perceived
appraoriateness]MI, and ad skepticisjfHam et al., 2015)While some research shows that
GKS T OUGAGI GA2Y 27T ddexty fedatsSnNigeattiOdng] X$Rathmznd t Y
et al., 2019; Boerman et al., 2012; Van Reijmersdal et al.,,20d5)esearctexpands this
relationship and suggedtsat the attitudinal dimension of R this caseNB | RMINSnG
solely infuenced by whether conceptual PK is activated orttalso by other factorelated

to the content and context of native ads

The influence of perceived utility

Severafactors that we found to have an influenme the extent to whicthNB I R S Ndit@al K I @S
attitudinal responsesvhen they are exposed twative adsare relatedto the extent readers

perceive they can get valoeit of the native advertisements, suaBwhether there isa match
0S06SSYy GKS (2LIAO 27T (K Solvénfent)whelRer & ddre@ded Q Ay (0 S
providesbalanced information (i.e. message sidedndssy often the advertising brand refers

to itself in the text(i.e. brand presencepnd whether the advertiser is considered to be a

credible information provideMWe therefore arguethat more studies on native advertising
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should be built around the advertising value framew@icoffe & Curlo, 2000yvhich pogs

that high perceived valugitility) of anadvertisemenmay resulin a more positive attitdeto

the ad and advertiseRrecisely because native advertisemeake the form and appearance

of editorial news content, readers may still (partially) use them to fulfill their needs for
information and entertainment, even though they are aware thHatytare viewing an
advertisemeni{Evans & Park, 2015; Katz et al., 19¥B¢ results alsonplythat researchers

aK2dz R dzaS | K2f AAGAO0 I LIWNRIFOK ¢KSYy Ayg@gSadaid
advertisng recognition on theiprocessing and evaluations of native ,dolg also taking the

content and context into accoutt 2 KSy RAaO0OdzadaAy3d GKS NBfIFGA2
advertising and disclosure recognition and their evaluations, scholars shouldoretleetype

of advertisefNB I RSNB Q Ay @2t @SYSy ,addcdntent chr&teristeesfJA O 2 F |
the native advertisementsas our research shows that these elements make a difference in

NB | R feltBipfions of information utility and / or fliegs of manipulation, which

subsequently influence their evaluations of the native ad, advertiser and news website.

The influence @ponsorship Transparency

Perceived Sponsorship Transparency (Shptber factor that could moderate the extent to
whichreaders respond more or less critically towandtive adsOur results suggest that one
reason readers respond more negativefyen they become aware that they are viewing a
native advertisemeris becaus¢hey feel that the native ads lack transgacy about their paid
nature. Conversely, when readers perceive that native ads are implementednorea
transparent mannerthey respond more positively to them. This may be because readers
consider anative ad to be more appropriatnd less deceptivehen it is implemented in a
transparent manne(Evans et al., 2017; Ham et al., 20Foy researchers who want to study
the influence of disclosure and advertig recognition (conceptual PK) on critical processing
and evaluations of native adsyr research suggestisat it is importantnot to solely focus on
whether readers notice a disclosure and recognize a native ad, but to also take into account to
what exent readers perceive the native advertising practicel @aclosure) to be transparent.

In line with our research, other studies that have beecently conductedAmazeen &

Wojdynski, 2018; Campbell & Evans, 2@EMans et al., 201@)soshowthat high perceived ST
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can mitigate the negative effeadf disclosure and advertising recognition on evaluations.
Regarding the type of disclosuhat news media should use to increase perceived@Wwork

suggeststhall KS WG NI ya L) NBy Oé traditiinmNgisedirQ AlYKOI NS | KalSa NBI ¢
trust in journalists and editorial contemin news websitegKarlsson, 2011)may also be

important for native advertising. Followirtgis transparencymodel for news media news

organizations are expected to clearly communidete their content is produced, the author

of the content, and thénternal decision processéBeuze, 2003; Karlsson, 201Qyr studies

show that thesdactors also seem to beelpfulto increaseperceptions otranspaencyand

NB I RSNA Q { NHzadisclosintnativdad ertidemériiss thé ne@sfwebsites

A social contract perspective for native ads on free news websites

2 KSYy &aiddzRéeAy3a NBIFRSNBEQ I OOSLIilIyOS 27F e GAGS |
our results furthermore suggest that the social contract perspective for internet advertising,
which proposes that consumers are willing to make tradeoffs when it comes to online
advertising depending on the benefits they get out of it, might be ameisting model for
native advertisingg D2 NR2y g 58S [.ATNi$ motelzuggSsiEhat vedutprs ére
either moreor less likely to accept online advertisements, depending on the advantages and
disadvantages they perceive they get outohsuming the advertisementhe results from

the interviews with readers about native advertising suggest that this may be itheeeake.

In the interviewshat we have conductedeaders often referred to the fact that the native ads
allowed the news app to be fre@and they thereforewere willing to accept native
advertisementsAs the nature of this study was explorative,eameourage more research that
investigates which tradeoffs readers are willing to make in different types of news cadhtexts.
may be the case that readers respond more critically to native ads that are incorpatated

news vebsites that also use a paywall

In sum, whilethe Persuasion Knowledge Mod¢lB Y Ay & AYLR NIl yid F2NJ SE
processing and evaluations of native advertisements, our research provides a broader insight

into the different factors and underlying theoretical foundations thateglain differences in
NEIFIRSNAQ LINRPOSaaAy3a |yR S@lftdad drazya 2F ylFidA@S
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build on these different factors, and further expand the model thatpvesented at the

beginning of thaliscussion.

Reflections and mommendations for future research

The studies of this dissertation have increased our understandiNgdf RSNE Q LINR OS & a A
evaluations of native advertisements on news websNeserthelesghere are of course some
limitations to the studies, and théndings have opened many new pathways for reitu

research.

First, the results of the studies show thatSAA RS& NBIF RSNEQ 02y OSLJic
characteristics of theontent, context, and discloswgef native advertisementsan influence

NB | Re@aNdiidds of native agsadvertisers and news websit@hese results also implyat

cautionshould beconsidered whetransferring the resultsf one experimental studgirectly

to different typesof news outletsand advertisers. We alreadyentionedthat practitioners

should aim to test different types of native ads more oftfeemselvesbut we also encourage

scholars to replicate our research for different advertisers and industries. For instance, the

native ads that we have used for our experiments¢aechwere mainly focused on consumer

goods. However, native advertising is increasingly used by political parties and industry alliances

to influencepublicopinion(Lynch, 2018)This is a completely differensbntext, and responses

to native ads might subsequently also differ.

Second, thestudies in this worlare all revolved around native advertisemetitat take the

form ard appearance of an editorial articldative advertising is, however, quickly evolving,
and the development of online news platforms has resulted into many new advertising formats
that also fall within the native advertising spectrum, such as native aidske the form of a

news video,sponsored podcast sectignsteractive quizzes and even sponsored VR
experiences. One cannot simply apply the findings of this dissertation to these different
contexts. Therefore, continuous research dahfferent native advertisingformats will be

necessary.
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Native advertising on news websites
wSAFNRAY3I GKS AyTFEdzsSyOS 2F NBIFIRSNEQ RAaOf 24 dzN.
was notabldo seethat in some of our studidle majority of the readenecognized thaative
ads as such. This doedictswith other studiesin which less than 2percentof the readers
recognized the native ade.g. Wojdynski, 2016; Wojdynski & Evans, 201.6puld be that in
our researchNJB | RoSrbehtiOns of trasparencywerethereforehigher,and thismighthave
had an impact on the relationship between advertisinggedion and evaluations. However,
at the beginning of the research projetite Sponsorship Transparensgale had not been
developedandwe therefore did not measure Sifi most of our studiesNerecommerd that
future researcton the relationship between disclosure recognition Bidsl I Rofdeksing and
evaluationsof native advertisements alwayakesinto accountNB | RpeisdivélST(as a
cortrol factor). Another limitation of our findings 4B | RP& NsEh@in our studieswe did
not specifically¥ 2 Odza 2 ydispediibnBl PKEalhough in some studies we iook
accountNB I RSNE Q SELISNA Sy 0,%s a#dontrél fagh). AsPKiSpartialy@ S NI A & A
developed throughout experience with an advertising techn{geedispositional Pifriestad
& Wright, 1994)readers migh¢ventuallypecome better at recogniziribe native ads as such.
On the other hand, the variety of onlimews websitesind native advertising formats may
make it more challenging for consumers to devela@pappropriateschemes for recognizing
native ads as sugilCampbell & Grimm, 2019; Evans & Park, 2@L&)ire research can further
focus onthe developmenbf NB | Rd&pokit@nal PK in the context of native advertisig.
final issue with investigatir)in relation to native advertising is that there are many different
ways to measure RKlam et al., 2015Differences in the measurement scales make it in some
cases difficult to compare our research to other studtes.instance, our research focused on
NEIFIRSNAQ LYFSNByOSa 2F al YALWIRARYA OGS LIE NGSEFF BER
while other research measures attitudinal PK by focusing on credibility percdptaont al.,
2015) Future research would therefore berteffom a standardied measurement of PKor
instance, by using the recently developed PK scale for sponsored c(®denman et al.,
2018)

The integration of native adstandifferent types of news contexts is also a fathat needsto
befurther investigated h dzNJ dzal oAt AG& aiddzRé g1 & (KK FANRGDG

native ads on mobile devicéssing a free national news application)y G KA & & ddzRé> N
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disclosure recognition was notably higfoweverjn order to drawcausal inferences about the
NEBflFidA2yaKALl 0SG6SSYy GKS R&@pS of hayivie adsi® | RS NA Q
need experimental research that directly compares different deviEesthermore, as our

results suggest that readessem toapproach native advertising ippeagmatic manner, future

research can further explote what extentdifferent business models of news websitese

an influence oNBE I RSNE Q | OOS LJi I y OBe reddits of oné &f G studies@ S NIi A a
suggest that imight be that readers are more open to native advertisinghews websites

that donot havea paywall. However, this study had a limited amount of participants and was

focused on only one news websitdnenumberof native ads that readers are willing to accept

on news websites with differenypes of business models (ipaywals, donationsfree news

websitesthat are fully supported by advertisemenis therefore an interesting ¢pic that

requiresmore attention.

Thestudiesin this dissertatiorwere mostly conductedon real news websites and used real

brands and existingativeadvertisementswhich increases the ecological validity of the results
Nevertheless, the experimental studies were still limited by ithieal, selfreported
measurement2 ¥ NI | R Sriedafy andl Nidcigsire memory and attitudes to the ads,
advertisers and newsebsites. Any generalization to delayed responses shbaldhade with

great caution. Itvould be useful if future research includes both more behavioral metrics, such

a4 GKS AyFftdzsSyOS 2F NBIFIRSNAQ RAAOf 2adz2NBE NBO2
longitudinal research oNBEI RSNEQ oNJ} YR YSY2NER |yR LISNOSLII A2
0S GKIFIG GKSNB A& | RAFFSNBYOS Ay (K&MAY T dzsSy
perceptions of the advertising brand and news outlets, and the-tlmg consequences.

Research in a television context shovi@dinstancethat readers who initially recognized the

advertiser behind ads in the form of a news story, became increasingly unaidéctothe

information that they learnedo the advertiser(Yegiyan & Grabe, 2007) could bethat

readers initially recognize that they are viewagative advertisemersind remember the

advatiser as thesource but at a later point forget that the information they have learned came

from an advertiser. In order to protect consumarsl to increase our understanding of the

longterm effectiveness of native advertisemenfisture research shodlalso befocusedon

NB | R S N@rbran®memorand attitudes
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Native advertising on news websites

Last, thestudies in this dissertatiowere conducted fromthe perspectives of news readers.

We considered that focusing on the readers would provide the most practical value to both
advetisers and publishers, as differences in implementation practices seem to be partially
caused by the fact that both news publishers and advertisers do not have a clear understanding
of when and how native advertising wo(kkarms et al., 2017)t is, however, important that
scholars also studyne impact of native advertising arews publishers and journalis®ne

point of concern ighat with native advertising,daertisers can get a disproportionate amount

of attertion for their own message, and advertisergyht be able tooverrule critical news
articleswith native advertisementé_ynch, 2018)Another worrying practice is the fact that
some (especiallgmalle) news organizationsould potentiallyuse ther own editorial staff
membersfor the creation of bth native ads and editorial newwithout readers knowing
(Sirrah, 2019)It is therefore important that scholars also continue to focus on how native ads
affect the news organizationtspth in terms of their external reputation, as well as their internal

processes.

Implications for practice

As we have mentioned before, although the native advertising industry has rapidiyogew
the past several years, news media, advertjsarg legislators still have many questions when
it comes to how native adxtgsing should be implementedlost of the studiesf this doctoral
dissertation directly addresthe contemporary concern®f news media, advertisers and

legislators

This final part of the doctoral dissertatiextensivelyutlinesthe practical implications
of the findings. Three different paragraphgl together help publishes, advertisers

and legislatoréamplement native advertising in an effective and sustainable manner.

Implications for current disclosure guidelines

In the past several years, thenas been resistance from the industoypreviouslegislative
attempts (such as the FTC) to make more explicitaggnlfor disclosing native ads (Campbell

& Grimm, 2019)Thismaybe caused by an underlying belief that native advertising solely works
when readers are not aware that they are viewing advertising. In line with other recent research

work (Amazeen & Wojdynski, 2018; Evans et al., 2@&)yesults of this dissetian suggest,
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however, that the negative effect of disclosure and advertising recognition on evaluations of
native ads can possibly be reduced by making disclosures more transparent. It seems that
readers are more accepting of native advertising when anaad advertisers cleartifsclose

the source of native ads. Additionally, providing more transparency about the creation of native

ads (i.e. guarantethat the native ads have not been created by the journalists that also write

the editorial conten), andstressing the importance of native advertisingtfer news media
0dzaAySaa Y2RSf YIé& TFTdz2NHKSNJ AYyONBI &Rerehlel RSNA Q
recommended hat legislators create more expligitiidelines thaencourage higher levels of

dA A O0f 2adzNB (NF yaLl NByoOeo ¢KAA Yire y20 2yfteé o068
of native ads, but also to the future of news media and native advertising, as feelings of
deception can erode trust in news outlgtd/ojdynski, 2016)Our research suggests five
important ways in whichdwertisers and news media publishers can increase the transparency

of disclosures:

1. Provide a disclosure upfront, before readers click to read the native advertisement

2. Include the name of the advertiser in the disclosure

3. Use distinctive visual characteigstthat help readers to quickly notice and process the
label, such as a logo from the advertiser, or a different color

4. Provide information about the production process of native advertisements. If the
native ads are created by a separate advertising riieeat, explicitly state the
separation between the editorial and advertising staff

5. Explain the relationship between native advertising and the news outlet. (i.e.: explain

that native advertisements support the news outlet)

The diversity of news outlets éithe quick development of different native advertising formats
makeit challenging to develop concrete legislation. Legislators should therefore encourage, or
even oblige news publishers to test their own disclosure label on different devices among
different news readers, using the Sponsorship Transparency scaWWalditnski et al. (2017)

havedeveloped.
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Native advertising on news websites

Implications for advertisers

Advertisers are using native advertising to increasgent viewd Y R (12 A YLINR @S 02y
perceptions of the bran@Harms et al., 2017; Wojdynski, 2016t the resistance of the IAB

and other advertiser alliances against more concrete disclosure regulation from the FTC
suggests that some advertisers are afraid to clearly desclis/e advertisements. €y may

think that readers become more criticdlthe ad when a more transparent disclosure is used
(Campbell & Grimm, 2019)et our research suggests that advertisers should think the

opposite readers are actually appreciative of transparent native advertising practices, which

result in more posive evaluations of native ads and advertisers. We therefore suggest that
advertisers follow ouffive disclosurerecommendations(that are listed in the previous

paragraph}o increase the clarity and transparencyttodir disclosures.

Another complex quation that many advertisers struggle with is the optimal level of brand
prominence for native advertisingdarms et al., 2017)0ur research suggests that a more
prominent position of the brand (in this case both in the text and dis@d may increase

brand memoryyet, high brand presence in the text can also lead to feelings of mangul

and negative evaluationsStudy 5 showed thiT NBI RSNEQ o6N} YR NBOI f €
percentto 45.1 percentwhen the name of the advertising brand was simply added to the
disclosureyet, mentioning the name of the advertising brand in the disclogistilinot a

standard practice fon-feed native advertisindWang & Li, 2017)Therefore, based on our
findings, wdirstrecommend advertisers clearly mention the name of the advertising brand in
0KS RA&AOf 2adz2NE 0 S oEIOA Bzd §2 ¥ O &K v DHIRBRRKIE M3 AZOKG $ A
This will help readers link the content to the advertiser, and it may aleagg&cperceptions of
transparency. Second, our research suggests that the perceived quality and value of the
information may largely determine whether readers are positiveaacdptingo a native ad.

We recommend advertisers provide balancewdo-sided iformation to readers in order to

increase the trustworthiness tfeir native advertisementd hird,our results also suggest that

the native advertising format may be especially beneficial for advertisers that are already

perceived to be credible. Thugj\wertisers that are perceived to have high expertise or to be
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trustworthy (e.g. health organizations, universities® especially encouraged to distribute

their content via native advertisements

A general conclusion that we can draw freaveralstudiestogether is thatt is key that the
YIEGAGS I ROSNIA&ASYSyida NS RSOSt 2LISRtséemsi SR 2y
that if readers feel that they get enough value out of a native advertisement and the
advertisement is not implemented in a&akptive manner, they are more opén native

advertising A challenge that we cannot solve with our research is the fact that each news
website and its audience is unique. Advertistrsuld therefore allocate some of their time

and budget tocondict resarch themselves so that they trulynderstand theé NS RS NE& Q

informational needs and preferences

Implications fopublishers

News media hareceived a lot of criticism for incorporating native ads on news welasites

many scholars have written abatlte (un)ethicalaspects of native advertisirf@oddington,

2015; Einstein, 2016; Ferrer Conill, 2016; Levi, 201%) studies in this dissertation wgiea

lesser extentfocused orwhether news media should ingment native advertisements or not

but instead aimed to investigate if there are any factors that can contribute to preserving

NElFI RSNEQ ONBRAOATAGE LISaDISQuARE aldRIFO yClgydg MHBEON
acceptance of native advertising/o Y S¢6ad 6So0aAiSaod ¢KS NBadzZ Ga
perceptions of news outlets may not be solely influenced by whether they are aware that news
websites implement native advertising or not, but also by the way in wieahews website

implemens native adertisements.

First, it is recommended that newwebsites follow our recommendations for the
accompanying disclosures. Helping readers recognize and understand native advertising can
increase perceptions of transparency and subsequently trust in newetso&econd, our
research shows that news medi@ouldnot ask their editorial staff (journalists)create native
advertisements. At some (especially smaller and digitative) news outletsthe editorial

staff is responsible for both the editorialntent and native advertisemen{iynch, 2018)
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Native advertising on news websites

However,our interviewsshowed that if journalistgreated both native ads and éwrial
content, this will raiseconcerrs about the mixed interests and credibility of the journalists.
News media should therefore create/use a separate department for the creation of axdgive

or hire freelancers (that do not work on the editorial side)

¢ KANRZ & 2dzNJ NBadzt §a akK2g 0GKFG NBFROBEQ LISND
to the news outlets, we recommend that news websites havactive role in creating the
advertisements (via a separate content studio or advertising tlepat), or at leasteview

ads carefullypefore they are being published. Similarly, news outlets should be careful

allowing all types of advertisers on their news platform, as our research suggests that the effect

2F yIFGADGS I ROS Nibiktapkrgeptiond §f théldewsRvEhNiE tan iz NidBuRnced

08 UKS GeL)S 2F I ROSNIA &SN (i HdeparatelBadimeRt$hat G KS | |
KSt LI FROSNIAASNER G2 ONBIGS O2ydaSyid O YLI A3Iya
a Ol y Rnd ftoaiMplerhent native advésing in a sustainable manneC. 2 dzZNJi KX NXF RS N
acceptance might differ depending on whether the nesebsite incorporates a paywall or not

It might be useful for free news websites to stress the fact that native advertiseimelptto

financially support a news outlet. However, these results are preliminary and need to be further
empirically testedMoreover, there are many types of paywalls, which may also have an
influence. It is therefore recommended that each news websiteonly assesses its own

RA&AOf 2adzNBE f1o0StsX o0dzi Ffaz2z NBIFIRSNEQ | OOSLIilF yC
Allowing readers to comment below a native ad might be helpful to gauge reader sentiment

and to quickly take action when a certain na@dvertising practice evokes negative responses.

A final note for the industry

The native advertisingdustryhas quickly developed over the past several years, and | have

noticed some positive changes when it comes to transparency and the qualigy adritent

of native ads. For instancesome Belgian and Dutch news organizations have changed
OAYLINREOSRUO UGUKSANI RA&Ot2adz2NB f16Sf YR KIF @S 068
insights on the positive effects of providing mdetailed and visubl prominentdisclosures.

That being said, there are also still mgmyorly written and poorly disclosed natie

210



advertisements on the web. brder to prevent readerBom having anegative predisposition

toward native adsor that they wilhg to click onany native ads at all, we need to keep

improving the industry standards for native advertising. | therefore hope that the studies of my
dissertation will not only inspire academic scholars, but also practitioners to keep conducting
research that contrib@s to an effective andransparent implementation of native
aROSNIAaASYSylta 2y ySga dobasustaindobe inpl¢ntentadicn ofd G NA @S

native advertising.
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Native advertising on news websites

An online news article about "The five advantages of ealingotate" written by a
chocolate manufacturer; or an article with "Tips to prevent hackers from breaking into
your computer" coming from an internet service provider. More than ever, news
websites contain soalled 'native advertisements': integrated ogeliadvertisements

that mirror editorial news in style and content.

Consumers often consider traditional online advertisements (e.g. banners augh pop
advertisements) to be irritating and they therefore try to avoid these ads by, for
instance, using aadvertising blocker. By using the less intrusive native advertisements,
advertisers hope to combat ad avoidance and to get more attention for their stories
within the reliable context of a news website. In recent years, almost all news websites

have also pened themselves to native advertising, mainly due to financial pressure.

At the time this research project started (in 2016), a number of studies had shown that
native forms of advertising often receive more attention and are also more positively
evaluatel compared to other, more overt advertising formats, such as online banners.
However, there has been quite some discussion aldwtreaders respond more

positively to native advertisements.

Critics argue that readers mainly respond positively to natilerdsements not
because they like the advertisements more but because they do not realize that they
are looking at an advertisement. Following this criticism, a number of studies have
shown that readers indeed find it difficult to distinguish native athaments from
editorial news content. Also, several studies have shown that once readers are aware
that they are viewing an advertisement, they often become more critical of the
advertiser and news website. Therefore, if native ads only work becauszsead
misled and are no longer capable of distinguishing between advertisements and news
content, then there may be no sustainable future for native advertising. Eventually,
misleading advertising practices may lead to an erosion of trust in news media,
advertisers and advertisements. The question is therefore: can we implement native

advertisements in an effective manner without deceiving readers and damaging trust,
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and if so, which factors can contribute to this? The aim of this research project was to
investigate whether there are other factors that could help implement native

advertising in an effective and sustainable manner.

This doctoral dissertation consists of six studies that focus on various factors related to
native advertisements, news readeand news websites. The studies show altogether

that a lack of advertising recognition is certainly not the only factor that influences

NEIFIRSNAQ LINRPOSaadaAy3d yR S@Lfda GAzya 2F ylFGADS

First, several studies have shown that the way in whigkontent is designed in native

I ROSNIAASYSyGa Ay¥FfdzsSyoOSa NBEFRSNEQ ONRGAOI

advertisements. Second, the interviews that we conducted with readers (see chapter
three) suggest that the extent to which readers responditp@ly or negatively to
native ads partly depends on the extent to which they feel that the advertisement
provides personal value (i.e. information utility). Two other online experimental studies
that are part of this dissertation seem to confirm the amance of informational value

for readers. For example, the online experiment that we discuss in chapter two shows
that readers who had noticed a label (for example: "sponsored by brand X") recognized
the advertisement more quickly, but did not automdticavaluate the advertisement,
advertiser, and news website more negatively. However, if the advertising brand often
NEFSNNBR (2 AGASEFT Ay GKS GSEG 60A SO Wi
which resulted in more negative evaluationshef advertisement, advertiser and news
website. The experiments that are being discussed in chapter six also show that readers

are less critical of native advertisements when the advertisers provide more balanced,

KA3IK

two-sided information (s®@+ f f SR &N¥NBEBYS3aQ0d ¢KSAS (GKNBS

studies together show that different content factors can influence the perceived value

and subsequently the extent to which readers feel manipulated. These feelings of

f N\

YIEYALzZE F GA2Y Ay (dzNY sbifie adizhgv@tBersNahd me8sNE Q S 3 f d

websites.

In addition to the content, contextual factors also play a role. First, the experimental

study discussed in chapter four shows that readers evaluate native advertisements
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Native advertising on news websites

more positively when the advertisememtgtch their interests (i.e. when readers are

highly involved with the subject of the advertisement). Second, the type of advertiser

also seems to play a role. The interviews that we carried out for the third study (which

are discussed in chapter three)ggest that readers do not want to read native

I ROSNIAaSYSyia FTNRY Fff FROSNIAASNRBRS odzi GKI G
the extent to which they perceive the source (i.e. the advertiser) to be trustworthy. The

two experimental studies that adiscussed in chapter six confirm this: readers were

more critical when they read a native ad (instead of a genuine news article) from a

commercial, less reliable advertiser, but this negative effect was mitigated or even

completely disappeared when the ekgame native advertisement came from a more

reliable advertiser. Furthermore, several studies discussed within this dissertation show

that news media should implement native advertisements in a careful manner, as

readers' experience with anativeadv&@rs YSy & Oly Ff a2 Ay Tt dzsSyOS NBI

of the news website.

Another factor that we have investigated in several studies is the disclosure label that
is meant to help readers with recognizing native advertisements as such (e.g.
"sponsored content') The disclosure labels that news media and advertisers are
currently using are often unclearly formulated and presented inconspicuously. This
would suggest that advertisers and news media are afraid to be transparent about
native advertising. However, twtudies in this dissertation (see chapters two and four)

did not find a negative effect of label recognition on their evaluations of the native ads,
advertisers and news websites. A third study that focused on the disclosure labels even
showed that whentte label was more detailed, readers rated the native advertisements
as having more transparency. This higher perceived transparency resulted in positive
evaluations of the advertisements, advertisers and news websites. Thus, using a clear
and transparent # 3 Of 23 dz2NS OFy | OQddztte KIF@S | L2 aAd
evaluations. Furthermore, the interviews that we have conducted for the third survey
(see chapter three) also show that readers consider it important that native
advertisements are clearly labdldt is important to note that readers want to see the

disclosure label before they click on the headline to read the native advertisement. By
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providing a disclosure label upfront, readers can consciously decide whether or not they
want to pay attentiond a native advertisement. On the basis of these four studies, it
can be concluded that news media and advertisers should not only provide a disclosure
label, but should also try to make the disclosure label as transparent as possible, as this

transparencyeads to more positive evaluations among readers.

Together, the six studies of this dissertation show that perceptions of native
advertisements are not solely influenced by recognition of the native ads as such. The
studies show various other factors thadn influence readers' evaluations of native
advertisements, advertisers, and news websites. News media and advertisers can
influence the extent to which advertising recognition leads to negative evaluations.
Based on these studies, it is recommendeddwestisers and news media that they
implement native advertisements in a transparent way and that they aim to make the

native advertisements as valuable as possible to the news readers.
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dezelfde vorm hebben als de redactionele artikelen op een nieuwswebsite.

Consumenten vinden traditionele online advertenties (zoals banners ewppop
advertenties) vaak irritant en proberen deze daarom te vermijden, bijvodrieelr

een advertentieblokker te gebruiken. Adverteerders hopen met de minder intrusieve
native advertenties deze advertentievermijding tegen te gaan en meer aandacht voor
hun verhalen te krijgen, binnen de betrouwbare context van een nieuwswebsite. Ook
de nieuwswebsites hebben zich in de afgelopen jaren opengesteld voor native
advertenties. Zij zien native advertising als een broodnodige nieuwe inkomstenbron,
want er zijn nog altijd weinig lezers bereid om voor online nieuws te betalen, de
advertentieblokkrs en online platformen zoals Facebook en Google bedreigen de
online advertentienkomsten en ook de verkoop van de papieren dagbladen loopt al

jaren terug.

Op het moment dat dit onderzoeksproject startte (in 2016), waren er enkele
onderzoeken gepublieed die aantoonden dat native advertentievormen vaak meer
aandacht krijgen en ook positiever beoordeeld worden in vergelijking met meer
opvallende advertentievormen, zoals de online banners. Er was echter nogal wat

discussie over waarom dit het geval is.

Critici stelden dat lezers voornamelijk positief op native advertenties reageren omdat
ze niet doorhebben dat ze naar een advertentie kijken en denken dat ze daadwerkelijk
een nieuwsartikel van een journalist lezen. In navolging van deze kritiek toorkeés e
onderzoeken aan dat lezers inderdaad moeite hebben om native advertenties van het
gewone nieuws te onderscheiden. Ook lieten verschillende onderzoeken zien dat zodra

lezers zich bewust zijn van het feit dat ze een advertentie bekijken, ze vaakékritis
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zijn ten opzichte van de adverteerder en nieuwswebsite. Echter, als native advertenties
enkel werken wanneer lezers misleid worden en niet meer de advertenties van nieuws
kunnen onderscheiden, dan ligt er geen duurzame toekomst voor native advertentie
in het verschiet. Met misleidende advertentiepraktijken is de kans immers groot dat op
de lange termijn het vertrouwen van lezers in de nieuwsmedia verloren gaat. De vraag
is daarom: kunnen we native advertenties wel op een effectieve manier
implementeran, zonder dat het vertrouwen van lezers wordt beschadigd en zo ja, op
welke manier? Dit doctoraat had als doel om te onderzoeken of er andere factoren zijn
die kunnen bijdragen aan een effectieve en duurzame implementatie van native

advertenties op nieuwssbsites.

Deze dissertatie bevat zes onderzoeken die gericht zijn op diverse factoren die
gerelateerd zijn aan native advertenties, lezers en nieuwswebsites. De onderzoeken
tonen tezamen aan dat een gebrek aan advertentieherkenning zeker niet de enige

factor is die bepaalt hoe lezers native advertenties beoordelen.

Ten eerste speelt de manier waarop de inhoud van de native advertenties is
vormgegeven een rol. De interviews die we met lezers hebben gehouden (zie hoofdstuk
drie) suggereren dat lezers nigutomatisch negatief ten opzichte van native
advertenties staan, maar dat dit deels afhangt van de mate waarin ze het gevoel hebben
dat de advertentie ook daadwerkelijk waarde (bruikbare informatie) aan hen biedt.
Twee andere online experimentele studigken het belang van de informationele

waarde voor lezers te bevestigen. Zo liet het online experiment dat we in hoofdstuk
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advertentie, adverteerder en nieuwswebsite negatiever beoordeelden. Echter,
wanneer het adverterende merk vaak naar zichzelf verwees in de tekst, dan voelden

lezers zich meer gemanipuleerd, wat tot een negatievere beoordekmg de

advertentie, adverteerder en/of nieuwswebsite leidde. De experimenten die in

hoofdstuk zes worden besproken tonen verder aan dat lezers minder kritisch tegenover
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native advertenties staan wanneer de advertenties meer gebalanceerde, tweezijdige
informatie aan lezers bieden. (Denk aan een artikel over de gnaradelen van een

product, in plaats van een artikel dat enkel de voordelen benadrukt). Opnieuw had de
inhoud invloed op de mate waarin lezers zich gemanipuleerd voelden, wat vervolgens

beinvi®edde hoe lezers de advertentie, adverteerder en nieuwswebsite beoordeelden.

Naast de inhoud spelen ook contextuele factoren een rol. Zo laat hoofdstuk vier zien
dat lezers meer openstaan voor native advertenties wanneer de advertenties sterk
aansluiten p hun interesses en informatiebehoeftes (i.e. wanneer ze betrokken zijn bij
het onderwerp). Ook het type adverteerder lijkt een rol te spelen. De interviews met
lezers die we in hoofdstuk drie bespreken suggereerden dat lezers niet van alle
adverteerders en native advertentie willen lezen, maar dat dit afhangt van de
betrouwbaarheid en expertise van de adverteerder. De twee experimentele studies die
in hoofdstuk zes worden besproken bevestigen dit: lezers waren kritischer wanneer ze
een native advertentigan een commerciéle, minder betrouwbare adverteerder lazen
(in plaats van een nieuwsartikel), maar dit negatieve effect verminderde of verdween
zelfs volledig wanneer precies dezelfde native advertentie van een meer betrouwbare
adverteerder afkomstig wagerder tonen diverse onderzoeken in dit doctoraat aan dat
nieuwsmedia op een voorzichtige en goed doordachte manier native advertenties
Y2SiGSy LXFFGaSys FyaSTiASy ST SNAQ SNBIFNAy3I Y.

kan hebben op hoe betrouwbaar de nieuwswebsite beoordelen.

Een laatste factor die we in verschillende onderzoeken hebben onderzocht zijn de labels

die lezers moeten helpen om native advertenties als zodanig te kunnen herkennen

6RSY1 FlFy SSy tF06St 121 f kel zijg 8& alljiReyen2 NRS Ay K?2
duidelijk, wat suggereert dat adverteerders en nieuwsmedia bang zijn om transparant

te zijn. Twee onderzoeken in dit doctoraat (zie hoofdstuk twee en vier) vonden echter
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adverteerder en nieuwswebsite beoordeelden. Een derde onderzoek rondom de labels

voor native advertenties liet zelfs zien dat wanneer het label meer gedetailleerd was,
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lezers de native advertenties als transparanter beoordeelden.e Demere
gepercipieerde transparantie resulteerde vervolgens in een positievere evaluatie van
de advertenties, adverteerder en nieuwswebsite. Ook uit de interviews die we voor het
derde onderzoek voerden (zie hoofdstuk drie) blijkt dat lezers het bekavigden dat

native advertenties duidelijk gelabeld zijn. Lezers willen dit label al zien nog voordat ze
doorklikken om de native advertentie te lezen. Op die manier kunnen ze zelf bewust
beslissen of ze wel of geen aandacht aan een native advertentie. g@pebasis van

deze onderzoeken kunnen we dus concluderen dat nieuwsmedia en adverteerders niet
enkel een label moeten toevoegen, maar deze het beste ook zo transparant mogelijk
maken, aangezien deze transparantie uiteindelijk leidt tot een positievateage

onder lezers van de advertenties, adverteerders en nieuwswebsites.

De zes onderzoeken van dit doctoraat laten gezamenlijk zien dat native advertenties

niet enkel werken omdat lezers misleid worden. De onderzoeken bieden inzicht in
diverseanderd I OG0 2 NBy RAS t STSNEQ S@OlfdzZ G§ASa Gy yIi
nieuwswebsites beoordelen. Nieuwsmedia en adverteerders hebben het succes van

native advertising zelf grotendeels in de hand door native advertenties op een

transparante manier te iplementeren en het lezershelang voorop te stellen.
Toekomstigonderzoek kan zich richten op het verbeteren van de transparantie van de

native advertenties en op het verder zoeken naar factoren die kunnen bijdragen aan

een effectieve en duurzame implemengvan native advertisirgp nieuwswebsites.
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